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...Tale  of  200  cities! 

Metropolitan  Los  Angeles  is  made  up  of 

200  cities  and  towns,  spans  60  miles,  covers 

1,910  square  miles.  It's  so  decentralized 
that  less  than  10%    of  all  retail  trade 

is  done  in  the  "downtown"  shopping  area. 

The  surest  way  to  cover  nil  of  this  vast 

market  is  with  radio.  Because 98.3*     of  all 

Los  Angeles  homes  are  radio  homes 

Fact  is,  there  are  more  auto  radios  alone 

than  there  are  total  television  homes  in 

Los  Angeles.  I  And  50.000-watt  KNX  is 

J. os  Angeles'  most  listened-to  radio 

station ...  urinning  man  than  twic< 

many  quarter-hour  "firsts"  as  ail  oi 
Los  Angi  U  s  stations  combint  d! 

Any  way  you  turn.  KNX  is  the  3hort( 

route  to  sales  results  in  Los  Angeles. 

Lea  A  ng<  lee  •  <  IBS  Owned  KNX 
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ELGIN  NATIONAL  WATCH  COMPANY  does*  complete  job. 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS 
WMBG 

WCOD 

WTVR 

\ICHMWS0f 
\haVENS  &  MA8TININC. 

rhesourKs  first  television  station? 

FIRST     STATIONS     OF     VIRGINIA 

This  is  Elgin — only  watchmaker  in  the 

world  who's  made  over  50  million  watches 
.  .  .  who  maintains  its  own  observatory 

.   .  .   who  pioneered   in   the  field   of   research, 

out  of  which  developed  the  guaranteed 

unbreakable    durapower    mainspring  —  "the 
heart  that  never  breaks."    Elgin,  89  years  in 
business  —  a  leader  in   its  field! 

This  is  Havens  &  Martin,  Inc.  Stations  — 

only  complete  broadcasting  institution  in 
Richmond!    WTVR(TV),   WMBC(AM), 

WCOD(FM)   are   pioneer   NBC   outlets.     They 

serve  millions  of  loyal  listeners  in  the  rich 

markets  around  Richmond.    Most  likely  these 

First  Stations  of  Virginia  are  serving  you! 
Good   results  have  brought  us  many  a 

long-time  business  friend! 

WMBG  ^  WCOD   m  WTVR 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 

WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 
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Here's  your  236- 
page  fall  guide 

How  many  see 

TV  commercials? 

Lifebuoy  goes 

after  the  gals 

1 10  million   radio 

sets  now  in  U.S. 

Radio  nets  have 

reversed  decline 

Don't    let    size    of    this    236-page   Fall   Facts    issue    (our   7th)    scare   you. 
It's   broken   down   into   six  easy-to-read   sections   starting  page   67.       For 
quick   briefing   on  hot   trends   for   fall   and   what   this    issue   oontaii 
see   article   page   31.      Complete    index   of    subjects   covered    in   this 
issue   appears   page   6.       In   brief,    this    issue    is   your  guide    to    fall 
and   winter   buying.      Read    it;   use    it;   keep    it. 

-SR- 

Hottest  thing  in  TV  research:  A  leading  research  house  will  soon  come 
out  with  some  surprising  figures  on  how  many  people  see  your  TV  com- 

mercial.  SPONSOR'S  seen  some  preliminary  figures  (not  releasable). 
These  disprove  theory  held  by  some  air  researchers  program  audience 

and  commercial  audience  are  one  and  same.   They  also  show  latter' s 
still  good  sight  bigger  than  that  of  ads  in  printed  media.   LIFE, 
under  fire  from  air  for  its  media  study  (see  page  36),  reported  most 
anxious  to  get  these  TV  figures  for  competitive  purposes. 

-SR- 

Lifebuoy's  $550,000  ad  budget  for  1953  is  being  split  40-60  between 
air  and  print  media.   Participation  on  CBS  Radio's  "Aunt  Jenny"  rep- 

resents Lifebuoy's  dramatic  switch  to  women-appeal  advertising.   Life- 
buoy's 1953  budget  is  reputedly  largest  in  soap's  history:  1952 — 

$464,728;  1951 — $237,699.   (See  story,  page  34.) 

-SR- 

Air  media  continue  to  boom.   RTMA  reports  6,102,711  radios,  3,309,757 
TV  sets  made  first  5  months  this  year  (same  period. 1952:  4,469,432 
radios,  1,957,083  TV  sets).   ABC,  CBS,  MBS,  and  NBC  Research  Depts. 
estimate  110  million  radio  sets  were  in  working  order  in  U.S.  as  of 
1  January  1953,  up  5  million  over  previous  year,  as  follows:  total 
radio  homes,  44.8  million;  extra  sets  in  homes,  30  million;  car  sets, 
26.2  million;  miscellaneous  outdoor,  public,  etc.,  9  million. 

-SR- 

Three  of  4  radio  nets  confident  they'll  surpass  last  year's  billings, 
reverse  4-year  downtrend.   CBS  Radio,  NBC,  MBS  up  over  last  year  at 
half-way  mark,  though  PIB  puts  time  sales  of  all  4  radio  nets  through 
May  at  $69.3  million,  against  $70.5  million  for  same  1952  period.  In 
TV,  network  time  sales  total  $87.5  million  against  $75.4  million. 

SPO\SOR   in  lieu-  offices 
Effective  today  (13  July),  SPONSOR  editorial,  advertising,  and  circulation 

headquarters  are  located  at  Madison  &  49th  St.  (40  E.  49th  St.),  New  York  1". 
in  the  heart  of  the  advertising  district.   Rapid  expansion  of  SPONSOR  person- 

nel and  services  made  this  move  into  larger  quarters  necessary.   Entire  15th 

floor  is  occupied.   Phone  number  remains  MUrray  Hill  8-2772.   Other  offices 
are  in  Chicago  and  Los  Angeles. 

L _l 
SPONSOB,   Volume  7.   No     11.   13  July   1953.     Published  biweekly  by   SPONSOR    PnfcHcatl   •■-.    Inc.,   it   3110  Elm   Are..   Baltimore.    M 
lation  Offices  40  E.   49th  St..  New  York   IT.     JS  a  year  In   I      S      -  re.    Entered   as  second  class  matter  »  January  19.9  at  Baltimore.  Md.  poatofflre  un-: 
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III  I'OKT  TO  SPONSORS  for  13  July  1953 

Thomas  will  cost 

Pall  Mall  $49,000 

Autry,  Skelton 
vs.   Milton   Berle 

Sponsors   readier 
to  share  films 

D-F-S,  Esty  lead 

in   air   billings 

Top  10  national 
advertisers 

"TV  Production 

Handbook"  out 

Per  half-hour  filming   of  Danny  Thomas   show   costing  ABC   TV  around 
$40,000,    but   Pall  Mall    (American  Cigar  &   Cigarette)    will   pay  $21,850 
a   show  for  30  new   showings,    9   repeats.      Series   starts   in  fall,    will 
carry  additional   time   bill   of   about   $27,000  a  week. 

-SR- 

CBS  TV  will  make  strong  bid  to  wean  away  some  of  Milton  Berle 's  mop- 
pet audience  this  fall.   Tuesday  night  lineup  on  CBS  TV  now  looks  like 

Gene  Autry  from  8  to  8:30  and  Red  Skelton  from  8:30  to  9. 

-SR- 

Agencies  report  clients  reconsidering  their  stand  on  exclusive  rights 
to  network  film  shows.   Sponsors  once  loath  to  buy  anything  other 
than  on  national  basis  now  inclined  to  contract  only  for  markets  they 
need  and  thus  benefit  from  proportional  cost  of  show.   On  this  basis 

they  can  get  film  for  from  50  to  60%  of  negative's  cost,  instead  of 
85  to  100%  (producer's  customary  demand). 

-SR- 

Leading  National  Advertisers  reports  Young  &  Rubicam  led  magazine 

billings  in  1952  with  $39.5  million,  Dancer-Fitzgerald-Sample  topped 
network  radio  billings  with  $15.2  million,  William  Esty  surprised 
with  $12.6  million  to  lead  network  TV. 

-SR- 

With  ANPA's  release  of  national  newspaper  expenditures,  SPONSOR  tabu- 
lation of  ANPA  and  PIB  figures  shows  top  10  national  advertisers  in 

newspapers,  magazines,  network  radio,  and  network  TV  to  be  as  follows 
(air  expenditures  are  for  gross  time  only)  : 

Firm       Total  (mil.)  Air  (mil.) 

7.  Chrysler   $19.4        $2.5 
8.  R.  J. 

Reynolds   $17.2       $10.8 
9.  Gen.  Mills  $16.8       $10.1 

10.  Distillers 
Corp.      $15.4    ($14,317) 

-SR- 

"Television  is  one  of  most  effective  tools  in  advertiser's  kit," 
says  BBDO's  Ben  Duffy  in  introduction  to  "Television  Advertising  and 
Production  Handbook."   Co-edited  by  Irving  Settel,  SPONSOR'S  Norman 
Glenn  and  published  by  Crowell,  book  is  first  of  its  kind. 

Firm                 Total    (mil. ) Air    (mil. 

1.    P&G                      $45.4 

$30.4 
2.    Gen.    Motors   $39.2 

$6.2 
3.    Colgate            $29.5 

$12.3 4.    Gen.    Foods      $28.3 

$13.5 5.    Lever  Bros.    $26.9 

$13.3 
6.    Ford                    $20.0 

$3.2 

\ <»ir  national  spot  radio  and  TV  business 

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,  start,  duration 

Block    Drug,    N) Polident   denture 
cleanser 

Cecil  &  Presbrey,  NY 15  to  20  TV  mkts; 
nationwide 

TV:   60-sec  anncts;   mid-]une;    (13  wks) 

Broil-Quik  Corp.,   NY Broil-Quik    Chef Zlowe  Co,   NY 4  Eastern  mkts;  NY,  Pa TV:   60-sec   partic;    1    a   da,   7   da   a   wk;   Jun; 

126    wks) 
Excelsior  Quick Frozen    meats, Paris  &  Peart,  NY NY   radio,    TV;   TV    in TV:    10-    and    20-sec    anncts:    end     of     July; 

Frosted    Meat meat    prods Schenectady,  Rochester, (13   wks) 
Prods,  NY 

Utica,    Buffalo;    Sagi- 
naw,  Mich:   Phila, 

Boston,    Cinci,     Day- 
ton,  Columbus 

Red  Top  Brewing  Co, Red    Top    Beer, Cecil  &  Presbrey,  NY Cinci,    Columbus Radio:  20-  and  60-sec  anncts;  saturation  cam- Cinci Barbarossa    Beer 
paign;   22   Jun:      13    wks) Skinner  &  Eddy  Corp, Icy  Point  Salmon Paris  &   Peart,   NY NY  mkt,  radio  stations Radio;     10-sec     I.D.'s;    6    or    7    a    wk:    Aug; Seattle H3   wks) 

Turner  Smith  Co,  NY Poundex    (weight- Dowd,    Redfield    & Over   300   stations. Radio:   S-,   10-,    15-min   partic;   3   a   da,   7   da 

gaining  aid) Johnstone,   NY 
nationwide 

a   wk;   Jun;    (26   wks) J 

SPONSOR 



WDSU    v) 

NEWSPAPER  
/ 

ADS     / 

Hm'S/t/WOW£P  NEW  ARRIVAL 
IN  WDSU'S  EXPANDING 
PROMOTION  PROGRAM! 

•  Consider  the  "stark"  facts  this  Fall  .  .  .  and  don't 

overlook  the  fact  that  there's  a  new  arrival  in 

WDSU's  promotion  household.  This  latest  addition 

to  our  year  'round  family  of  promotion  "plus"  fea- 

tures, is  WDSU's  Special  Merchandising  Represen- 
tative. We've  added  to  our  staff  the  talents  of  a 

retail  merchandising  specialist  whose  sole  func- 

tion is  to  plan  and  execute  effective  merchandising 

of  clients'  products  among  New  Orleans  retailers. 

•  This  latest  addition  .  .  .  plus  the  many  other 

"bundles  of  happiness"  that  we  offer  sponsors,  is 
but  another  reason  why  WDSU  can  deliver  greater 

sales  for  you  in  the  rich  New  Orleans  trading  area. 

•  Write,  Wire  or  Fly  to  Your  Nearest 
JOHN   BLAIR  Man! 

WDSU 
NEW  ORLEANS 

©   ©   0 

13  JULY  1953 
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ARTICLES DEPARTMENTS 

What  are  the  hot  radio  and  TV  trends  this  Sail? 

Here  summarized  are  trends  from  the  six  sections  which  comprise  SPONSOR'S 
annual  Fall  Facts  issue.  Article  is  designed  to  do  double  duty:  give  you  quick 

fill-in   on   trends  themselves   and   also  show   you   what   issue   contains 

ll*nc  I tfehuoy  cured  its  oien  B.O. 

Lifebuoy's  "medicinal"  approach  failed  to  sell  the  soap  when  the  cosmetic 

appeal  of  other  brands  won  the  women's  vote.  A  deodorizing  job,  new  copy, 
feminine    appeal,    and    heavy    use    of   air    media    point    to    a    bright    future 

Is  LEFE's  media  study  fair  to  radio  and  TV? 
Two  top-notch  media  experts  debate  the  strengths  and  weaknesses  of  Politz's 
media  study  for  LIFE.  Both  sides  get  chance  to  present  their  views  for  and 

against  validity  of  the  $250,000  study 

FALL  FACTS:  1953  see  complete  index  paye  6 
Network  radio  report:  Analyzes,    among   other  things,   the   fall   out- 

look,    cumulative     network    audiences,     measurement    of     multi-set    listening, 

"tandem"    plans,   merchandising,   and    network  flexibility 

Spot    raifio    report:  Discusses    availabilities,    rate    outlook,    Negro    ra- 

dio,   FM,    transcriptions,    library    services,    foreign-language    radio 

Radio   Basics:  Up-to-date  facts  and  figures  in  chart  form   showing   the 
dimensions    of   radio;    a    comprehensive    guide   to    commercial    radio    today 

iVelM*Orl»   Tl     report!  Covers  the  one-station  market  situation,  network 
lineups,    UHF,    costs,    programs    and    audiences,    merchandising,    unions 

Spot    TV     report:  Goes    into    availabilities,    new    stations,    rates,    com- 

mercials   costs,    10-second    I.D.'s,    use    and    cost    of   color    commercials 

T\    Basics:  Latest    data    on    the    country's    fastest    growing    ad     medium; 
statistics   are   spelled    out   in   chart   form   for   easy    readability 

COMING 

Beware  of  these  media  research  traps 

Part    7    of   SPONSOR'S   All-Media    Study    outlines    some    common    misinterpreta- 
tions   of    research    data,    fallacious    reasoning    that    often     results,    and     how    to        (>-.     .      , 

dodge   these   pitfalls,  get  the  most  out  of  research  *'    *""?/ 

Why  American  Machine  &  Foundry  Co.  went  TV 

Producer    of    high-priced    machinery    used    "Omnibus"    to    reach    upper    bracket 
audience    to   whom    it   demonstrates   the    ingenuity    of    its    products.     It    aims    tc        », «.     -     . 

sell  them  for  home-workshop  use  as  well  as  for  heavy  industrial   plants  '""'?/ 

31 

34 

36 

67 

101 

157 

173 

191 

219 

TIMEBUYERS  AT  WORK 

49TH  &  MADISON 

MEN,  MONEY  &  MOTIVES P.S. 

MR.  SPONSOR,   Elliott  Plowe 
FILM  TOP  20 

NEW  TV  STATIONS 

COMMERCIAL   REVIEWS 

SPONSOR  ASKS 

ROUND-UP 

AGENCY   PROFILE,   Showalter  Lynch     0 
NEWSMAKERS 

RADIO   COMPARAGRAPH 

NEW  &  RENEW 

TV  COMPARAGRAPH 
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Things  have  changed 

in  ARKANSAS,  too! 

Arkansas  has  come  a  long  way  since  the  old 

"mule-and-plow"   days  —  the  majority  of  farms 
are  now  far  more  mechanized  .  .  .  electrified  .  .  . 

-perous.    Result:  Arkansas  Farm  Income   is 

" ,  greater  than  it  was  ten  years  ago  — 
a  16.0%  greater  increase  than  for  the  Nation 

i.<  it  whole.* 

There  have  been  other  changes  in  Arkansas,  too. 

Almost  all  the  State  can  now  be  covered  with  one 

radio  station,  KTHS  in  Little  Rock  — now  CBS 

and  the  only  Class  1-B  Clear  Channel  station  in 

the  State.   KTHS  offers  primary  daytime  coverage** 

of  more  than  a  million  people.   Secondary,  inter- 

ference-free  daytime   coverage***   adds  2,369,675 
.people  and  includes  practically  all  of  Arkansas! 

Write  direct  or  ask  The  Branham  Company  for 

all  the  facts  on  the  big,  new  KTHS! 

*V.  S.  Dept.  of  Agriculture  figures. 
••Half  millivolt. 
***Otir-tc»tli    millivolt. 

50,000  Watts CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 

Henry  Clay,  Executive  \'ire  President 
B.  G.  Robertson,  General  Manager KTHS 

BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 
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Average  cost  of  programs,  top  10  agencies          176 

Ultra  High  Frequency:  Growth,  conversion  rates, 

signal  coverage,  other  aspects  analyzed    180 

Costs:   Gross  costs  haven't  hit  peak  but  added  cov- 
erage has  lowered  cost-per- 1,000  182 

Programs  &  audiences :   Intense  competition  may 

tend  to  stifle  experimentation          185 

Net  TV  availabilities:    The  top  10  available  pro- 

grams on  the  television  nets  with  costs,  other  data        186 

Merchandising:     An    outline    of    differences    be- 
tween the  NBC  and  CBS  concepts      187 

Color:   No  significant  developments  for  advertisers 

indicated  for  at  least  one  year     _    1 88 

Unions:    A   checkup  on   labor  developments   and 

their  meaning  to  cost-conscious  admen  188 

SPOT  TV starts  page    191 

Availabilities:     Plenty   of   openings    in    morning, 

afternoon  tougher,  nighttime  rough      192 

Netv  TV  stations:    Time  buying  is  easing,  cover- 

age now  reaches  almost  80ri   of  U.S.  homes  192 
SAG  talent  scale:    Highlights  of  payments  to  film 

commercial  talent;  a  table  suitable  for  filing      193 

Spot  TV  rates:   Set  growth  is  determining  factor; 

rates  may  go  up,  cost-per-l.QQO  down  _      196 
Color  TV:    Although  this  is  a  long-range  worry, 

advertisers  should  watch  developments       _.   196 

Commercials  cost:    New  SAG  scales  call  for  use 

of  ingenuity  in  holding  costs  down                  198 

10-second  I.D.'s:  Standardization  has  won  popu- 

larity for  "quickie"  commercials      _____   200 
Syndicated  films:    Advertisers  are  assured  of  va- 

riety in  available  product,  business  for  film  men  good  201 

Spot-placed  films:    Clients  who  place  own   film 

shows  via  spot  seek  flexibility,  better  clearances  —      203 

TV  markets:      A  status  rejwrt  on  TV  in  the  225 

metropolitan   county   markets    20& 

RADIO  RASICS  ...  starts  page  157  TV  DASICS  starts  page  219 

/.    Dimensions  of  TV's  audience:    Sets  in  each   Tl 
market,  radio  and  Tl    families  compared. 

II.  Television   vieiving  habits:     How   viewing  varies 

by  time  of  day.  audience  composition,  seasonal  variation. 

III.  Cost  of  television  advertising:    TV  costs  vs.  cir- 

culation compared  with  print  media,  spot  Tl    costs. 

IV.  Television's  billings:    Billings  by  networks  '49-'53, 

spot  TV  billings  '49-'53   ('53  estimate  S125.000.00O). 

I.  Dimensions  of  radio's  audience :   Includes  number 
of  homes,  out-of-home  data,  audience  composition. 
II.  Radio  listening  habits:  Seasonal  variations,  amount 

of  radio  listening  TV  homes  and  areas  contribute. 

III.  Cost  of  radio  advertising:    Cost-per-1,000  homes 

by  program  types,  typical  production  costs,  spot  costs. 

IV.  Radio's    billings:     Billings    by   networks   '48-'53. 

spot  radio  billings  '47-'53  ('5'S  estimate:  $130.000,0001. 
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NOW  IT  CAN 
BE  TOLD! 

Population  estimates  find 
ALAMEDA  COUNTY 

with  more  people  than  neigh- 
boring SAN  FRANCISCO 

COUNTY.  Reach  the  2,968,- 

500  people  in  the  9  adjacent 

Bay  Area  Counties 

5000  WATTS 
DAY  and NIGHT 

.   1    in   News   •   Sports   •   Music 

THE   TRIBUNE    STATION 
TRIBUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  Nationally  by 

Burns-Smith  Company 
on   Pacific   Coast 

Duncan   A.   Scott  &   Company 

Wendell   Moore,  Grant  Advertising,  Detroit, 
placed  84  minute  announcements  and  chainbreaks 
per  radio  station   in   60  top   markets  for   the 

Chrysler  Corp.'s  Dodge  Division  campaign,  which 
ran  for  two  weeks  starting  13  Mar  and  10  June. 

"Radio,  along  with  newspapers,  formed  the  one-two 
punch   that  allowed  Dodge  to  capitalize  on  its 

Mobilgas  Economy  Run  victory,"  Wendell  explains. 
Dodge  won  the  miles-per-gallon  category  in  this  test 
run.    Wendell  placed  annoum ements  in  early-a.m., 
late  afternoon  slots   to  catch   in-car  audiences. 

Ed  Rattier.  Friend,  Reiss,  McGlone,  New  York, 
placed  radio  and  TV  announcements  and  programing 

in  30  markets  in  fall  1952  to  introduce  Liqui- 

Moly,  a  new  additive  to  car  oil.    "Within  nine 
months,  Liqui-Moly  sold  more  than  one  million  cans 

all  over  the  country"  Ed  reports.    "The  air  pattern 
was  consistent  in  each  market:  7  to  8  a.m.  d.j.  and 

5  to  8  p.m.  sports  adjacencies  on  radio,  five-minute 

live  sports  programing  on  TV."    Ed  bought  time  for 
three  to  five  Liqui-Moly  commercials  a  week  on  radio 
and  TV  in  each  market,  plans  bigger  drive  in  fall. 

Betty  Vns.se.  Duane  Jones  Co.,  New  York,  is 
now  looking  over  availabilities  for  American 

Protam  Co.'s  revamped  and  more  intensive  fall  radio 

campaign.    Betty,   who's   worked  on   this  account 
for  three  years  at  three  different  agencies,  explains 
her  new  approach  to  Protam  time  buying  this  way: 

"In  the  past,  we  evaluated  the  efficiency  of  the 
programs  we  bought  on  basis  of  mail  pull,  since 
Protam,  a  dietary  product,  was  sold  mainly  by  mail 
order.     With   increased  demand,   Protam   is   now 

aiming  for   more   drug   store   distribution." 

Stephen  Suren.  Sullivan.  Stauffer,  Col  well  & 

Bayles,  New   York,   bought  a  heavy  radio  schedule 
last  month  to  supplement  network  TV  advertising 

for  Simoniz  Co.'s   new   HiLite   furniture  polish. 
"We  introduced  the  product  with  announcements  on 

\  BC  Tl  's  The  Big  Story,"  Steve  relates.  "Now  we'll 
supplement  the  NBC  TV  summer  replacement,  Door- 

way to  Danger,  with  three  to  10  radio  announce- 
ments weekly  for  an  eight-week  period  starting  15 

June."    HiLite's  radio  push  covers  over  50  markets. 
Another   active   radio    account   is   Smith    Bros. 
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Has  Been  Selling  Products      |#   VC  A  DC 
and  Services  on  WHAM  for   10        t  AK  J 

Since  Esso  began  reporting  news  16  years 

ago  on  WHAM,  3  times  daily  "Your  Esso 

Reporter"  has  reached  upstate  New  York 
markets. 

On  July  1,  1953— WHAM's  30th  Anni- 

versary Year — "Your  Esso  Reporter"  will 
begin  the  17th  year  of  newscasting  in 

WHAM's  buying  area. 

"Your  Esso  Reporter"  has  firmly  estab- 

lished Esso  products  and  services  in  the 

minds  of  WHAM  listeners  in  this  market 

with  its  more  than  S2  billion  dollar  buying 

power.  When  WHAM  listeners  arc  sold. 

they  buy.  Esso  sales  records  prove  that. 

Year  after  year  Esso's  confidence  in 
WHAM  has  been  justified.  Ksso  is  only  one 

of  many  advertisers  who  have  found  that 

advertising  dollars  spent  on  WHAM  bring 

them  abwn  e  average  returns. 

LET WHAM SELL  FOR  YOU 

The  STROMBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 
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ADOLPHE   \ll  VMM 
your  Star  and  Host  in 

*»  "FAVORITE      STORY 
:  m 

THE  MAN  WHO  SELLS 

WITH  THE  SHOW 

THAT  COMPELS! 

/ 

^^k^  ^ 

Each   magnificent  story   a   co 

and   captivating    half-hour  dil 

The  romantic!     The  bizarre!    The  sui* 



moforcyc/«  ~  p   cnase<:     r.  "Our  en,V   r  y 

v-  three  f,,ii  i  '•    Qcfon";  9    fa*i    mk 

RAT'NG  >NFORM 

4TIQN 
Ran* o*tn 

%($$*"  [  0^^Ai^  I 
Starring 

MNMN  RENAIDO 

AS  "CISCO" 
and 

UO  CttffUo 

AS  "PANCHO' 

E«h  program  a  comply . *  ' 7*?*  »»»«»!>. ^^SS^! 

cV^^% £/?<?/£ zooMzmd^ 

4  8  8  MADISON  AVENUE 
NEW   YORK 

15  2  9     MADISON     ROAD 

CINCINNATI    6,    OHIO 

5  2  5  5     CLINTON     AVE 

HOLLYWOOD 



AGAI 

Omaha's 

Favorite 
100,000  WATT 
TV  STATION 

Kimv 
Carries  the 

TOPS 
SHOWS 

in  OMAHA 

ra 

The  latest  PULSE  (May  17  through 

23rd)  shows  KMTV  is  again  Omaha's 
MOST  LOOKED-AT,  MOST  LIS- 

TENED-TO  STATION.  Not  only 
does  KMTV  lead  with  the  TOP  5  .  .  . 

it  also  carries  7  of  the  top  10  weekly 
shows  in  Omaha. 

Place  your  message  on  KMTV  .  .  . 
the  station  with  the  BIG  audience. 

Contact  KMTV  or  \our  Petry  repre- 
sentative  today. 

KANSAS 

With  100.000  WATTS  of  Power.  KMTV  now 

servos  a  market  with  nearly  200.000  TV  sets. 

1 '  ̂  million  people,  with  an  effective  buying 
income  of  nearly  2  billion  dollars,  live  within 
the    KMTV   area. 

KII1TV 
CBS 

DUMONT ABC 

OMAHA    2,  NEBRASKA 
CHANNEL    3 

Now    Represented    By 

EDWARD  PETRY  &  CO.,  INC. 

49th  &  MADISON 

POCKET  BOOKS 

I  would  like  to  congratulate  you  <>n 

your  \tr\  interesting  and,  I  feel,  most 

accurate  reporl  on  the  pocket-sized 
book  industry  and  its  advertising  prob- 
lems. 

I    look   forward  eagerly    to  the  da) 

when    sponsor    may    publish    another 

such  survey    article,  perhaps  reporting 

on    the  "extensive   radio   and   TV    ad- 

vertising"   of   America's   leading   pub- 
lishers in  the  field.    Perhaps  that  day 

is  nearer  than  we  know. 

Thanks  again  for  your  lucid  analysis. 
Norm  Hill 
Promotion  Manager 
Pines  Publications  Inc. 

Xeiv  York 

15%  COMMISSION 

I  have  read  your  article  on  the  15'  < 
business  ("Do  agencies  earn  their  15'  < 
on  air  accounts?"  29  June  1953,  page 
32),  and  I  should  like  to  add  the 
following: 

\nv  advertiser  who  questions  wheth- 
er he  is  getting  his  moneys  worth  for 

his  15'  i  might  very  sensibly  stop  a 
moment  to  consider  if  the  fault  might 

to  any  degree  be  partly  his  own.  The 
question  is  not  purely  one  as  to  what 

the  agency  does  to  earn  its  money.  It 
is  also  what  the  manufacturer  does  to 

make  a  fine  contribution  possible  on 

the  company's  part.  To  get  the  full 
measure  of  what  a  good  agency  can  de- 

liver, the  advertiser  can  do  a  great 

deal  by  his  own  attitude  on  such  points 
as  these: 

His  attitude  should  be  one  that 

reaches  out  for  ideas,  encouraging 

rather  than  repelling  them. 

His  mind  should  be  open  to  discus- 

sions oi  an]  part  of  the  company's 
business,  leaving  no  fear  in  the  agency 

about  sacred  cows,  touchiness  in  re- 

gard to  questioning  of  past  procedure, 

oi  unwillingness  to  face  things  realis- tically. 

The  agency  should  be  enabled  and 

encouraged  to  deal  with  the  advertiser 
at  all  levels  from  the  president  down. 
Contact  with  the  advertising  manager 
alone  i>  not  enough. 

The  agency  should  never  be  dealt 

with  at  arm's  length,  but  always  as  a 

member  of  the  Family,  and  the  agency's motives  should  be  credited  as  being 
identical  with  those  of  the  client. 

The  agency  should  be  given  the 
maximum  freedom  of  operation  and 
initiative. 

Above  ever\  thing  else,  the  advertiser 

needs  to  have  the  capacity  to  stimulate 

good  ideas,  to  recognize  them  when 

the)  are  presented,  and  to  put  them  to 
work.  The  brilliant  campaigns  we  all 

admire  have  existed  only  because  some- 

bod)   bad  a  good  plan. 
Vincent  R.  Bliss 
Executive    I  ice   President 

Earle  Ludgin  &  Co. 
Chicago 

RATINGS   PROJECTION 

I  want  to  congratulate  y  ou  on  run- 
ning the  article  on  rating  projections 

by  Miles  I)a\iil  ("Needed:  a  way  to 

project  ratings."'  18  May  1953,  page 
36 1 .  It  served  to  clarif)  a  very  con- 

fused situation. 

It  looks  as  if  regardless  of  its  dis- 
advantages, advertisers  are  going  to 

continue  to  project  local  rating  figures 
on  the  basis  of  NCS  and  SAM  weekly 

audience.  As  long  as  this  is  true,  I 

would  like  to  suggest  a  phrase.  "Pro- 

jectable  Rating  Families"  to  describe 
the  purely  fictional  base  derived  from 
the  total  weekly  audience  figures  for 

projection.  In  the  case  of  the  illustra- 

tion in  the  article,  the  "Projectable 

Rating  Families"'  would  be  1.200.000. 

Naturally  since  most  stations'  coverage 
are  different  day  and  night,  two  sep- 

arate "Projectable  Rating  Families" must  be  used,  one  for  day  a::d  one  for 

night  and  can  easily  be  derived  as  out- 
lined by  Mr.  David. 

C.   H.   TOPMILLER 
Station  Manager 

WCKY,  Cincinnati 
•       Many     readers     ha%  e     commented     on     the     im- 

port an  ro     of     resolving     the     projection     problem, 
V    future    Isaac    will    contain     further    rorcroge    of 
the     subject. 

UTILITIES  ON  TV 

I  have  been  looking  through  our  file 

of  back  issues  of  sponsor  in  hopes  of 

finding  some  kind  of  report  on  the  use 

of  television  bv  public  utilities  adver- 
tisers. So  far.  nothing  has  come  to 

light,  perhaps  because  our  file  is  in- 
complete or  because  you  have  not  yet 

run  a  published  surve)  on  the  subject. 

Specifically,  we  would  like  to  get  as 
much  information  as  possible  on  the following: 

1.     How    many     public    utilities    are 
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It  pays  to  look  at  a  problem  from  many  angles. 

We  suggest  you  view  this  one  from  the  previous  page. 

McCANN-ERICKSON,  Inc. 
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i  urrentl)  active  in  T\ .  especiall)  in 

programs?  Is  there  an  increase  in  the 

number  oi  sponsors  in  budgets  in- 
vested? 

2.  \  list  of  publk  utilit)  I  \  Bpon- 

iors,  showing  Bponsor,  name  and  t v  | •< ■ 

,,f  program,  numbei  ol  Btations,  and 

approximate  cost. 
\\  ,•  u  ill  appro  iate  youi    help   w  iili 

these  questions.    II  the  answers  arc  not 

readil)     available    in    your    files,    we 
would  welcome  suggestions  as  i"  where 

the]  mighl  be  obtained. 

Man)   thank-  foi   5  "in  i  ooperation. 
Sherwood   Armstrong 

Brooke.    Smith,    French 
X  Dorrance 

San  Francisco 

•  »|,,|,  i...  rurve)  i-  ■▼■liable  i-  i"  lh«  n.ii... 
I.T  ,.f  public  nlUlllei  •>....  ulna  IN.  SPONSOR 

I,..-    pobllmbed    ■    number    »i    •  .-■■    hliloriee    Uhu- 
Irjlini:     hov.     pul.lir     ulUltJ      linn-     benefit     from     ilir 

wKertUlnc.     (Te«r    eoplei    were    -■»<    lo    Mr.    Vrm- 
.lro„c.) 

RADIO  IN  TV  MARKETS 

Recentl)  from  time  to  time  there 

have  appeared  in  sponsor  some  verj 
fine  article-  whereb)  comparisons  are 

made  between  the  I  \  and  radio  opera- 
dons  in  TV  markets.  The  most  recent 

article  appeared  in  the  June  I  issue  and 

i-  entitled  "I-  dropping  your  radio 
-how  in  a  TV  market  False  econonrj  ? 

I  page  28) . 
The  thought  has  occurred  to  us  thai 

a  great  deal  of  value  could  be  had  in 

our  instance  (a  radio-onl)  station)  b) 
the  use  of  these  articles  as  mailing 

pieces.  We  doubt  seriousl)  il  you  have 
reprints  available  for  such  use.  We 

would   like   to    reprint    these   article-   at 
our  expense  and  use  them  as  mailing 

promotion  pieces,  and  we  would  like 
your  permission  to  do  so.  Of  course, 

\our  splendid  publication  will  always 
n  ■  ii\e  full  credit. 

\l.    M.    Ro<  HESTER 

General  Manager 
KSEL 

Lubbock,  Tex. 
•  Reprints  of  SPONSOR  artlelei  >r.  permitted 
on  written  request  and  wbere  the  publication  i- 
lullv     Identified. 

PERSONNEL   CHANCES 

What  are  you  t  r>  in  *i  to  do  to  m) 
SO-far    normal    blood    pre— are? 

In  your  June  1  issue,  page  18,  m\ 

new  affiliation  is  listed  as  ""director  of 

uulio.  1\  and  films."  Considering  the 
pace  o!  developments,  isn't  T\  alone 
enough  for  am  bod)  ? 

Listing  should  have  read:  "Former 
affiliation:  G.  M.  Basford  Co.,  account 

executive   and   director   of   radio.   TV, 

13  JULY   1953 

and  films.   New  affiliation  :  I  he  Pi  in<  e 

ton  Film  (  entei ,  direct   t  tele>  ision. 

I     <  on.  ede     that     one     <  oidd     li  mil  . 

1. 1. one  youi  "New  and  R<  ti(  h  i  ditoi 
foi  leu  ting  » tilt  in.  redulit)  towards 

the  listing  ol  m)  formei  i  ombination 

of  responsibilities  hut  that  -  tin-  wa) 1 1  was. 

But,   <>l   •  "in  se,    I    -till   think    \  ou   pill 
out  tin-  hottest  -licit  .ind  will  •  ontinue 

to  read  it  m  ith  absoi  ption. 
( .i  \i    Hi  [<  in  i;  i 

Directot  oj  I  e/ei  ision 
Princeton  I  ihn  Centet .  In*  . 
Prim  eton 

FEATURE  FILMS 

}  ..in  June  1 5  issue  "I  SPONSOR  •  or 
tains  one  of  the  best  arti<  les  on  feature 
films  for  television  thai  I  have  evei 

nail  i "  l\  Feature  films:  1953,"  page 
111.  ̂   on  cei  tainl)  have  presented  the 

picture  situation  clearl)  and  squarel) 
to  both  stations  and  distributors. 

This  ai  tide  w  ill  be  ol  assistant  e  to 

all  con.  "i  M.-.l  and  this  type  ol  editoi  ial 
make-  sponsor  a  reading  must  for 

those  of  u-  in  the  industi ) . 
M\i  t;n    (  rRl  -It  LM 
General  Sales  Mana\ 

Peerless  T)    Produt  tions 
llolh  ii  ood 

MEDIA  STUDY 

Please  reserve  this  agern  y  a  i  op)  ol 

your  forthcoming  book,  ""Media  Bas- ics. 

This  i-  a  noble  sen  i<  e  to  the  adver- 

tising industr)  and  should  -inn-then the  scientific  use  and  resultfulness  ol 

the  several  media. 

Congratulation-  on  your  continuing 

good  work  in  this  field. 
C.  Ri  ii»  W  i  bber 

ll  ebber    Idvertising    l~ 
I  ■  urn!  Rapids 

I  ongratulations  foi  sponsor's  ex<  el lent  job  "f  re-ear.  h  in  getting  together 

the  ver)    fine  media   evaluation   study. 
I  certainl)  hope  you  are  planning 

put  this  stud)  out  in  hook  form,  pn 

abl)  in  looseleal  form  on  slight!)  heav- 
ier stock  than  the  magazine  pages.  1 

mentioned  this  to  Ed  Cooper,  your 

Wesl  Coasl  representative,  when  he 
called  in  to  see  me  recently.  He  says 
mosl  of  the  station-  he  '.died  on  since 

the  series  started  have  expressed  the 

same  thought — thai   the  Media   Study 

••••••«»•••*•• 

K  D  ON 
5000  WATT 

POWERFUL 
INDEPENDENT   VOICE 

OF  THE  GREATER 

MONTEREY  BAY  AREA 
AND  THE  RICH 

SALINAS  VALLEY 

PALM   BIACH 

I.C^ 

►aC*K     •      ■        /•      \* 
L     •  ^ "     UOHTTtty 

SAUNAS 

YOUR  BEST  BUY  IS 

KDON 
He  sure  to  ash  about  the  outstanding 

KDON       MERCHANDISE      PLAN 

1952    Retail    Sales    S22 1 ,000,000  00 

Contact 

FORJOE  &  CO. 
•••••••••••••••••••••••••••< 
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AMERICAN 
SECURITY&TRUST 

J. 

GOOD  LUCK 

MARGARINE 

■ 
A.  GOODMAN 

&SONS 

GORTON  PEW FISHERIES 

GRIFFIN 
SHOE  POLISH j 

GROLIER  SOCIETY 1 mm 

'■ 

HABITANT  SOUP 

HELLMANNS 
MAYONNAISE 

ORANGE  DRINK 

•..-"  •■'.  ,_  , ; ..;. 

HILLMAN  MINX 

HILLS  BROS. 

COFFEE 

HOFFMAN  SAUCE  . 

HOLIDAY  BRAND PRODUCTS 

m ■Hi 

m 
v 

I  a 
■ 

PANEL    OF    EXPERTS 



3! 

131 

151 

231 

4> 

METROPOLITAN 
SAVINGS 

NEW  ENGLAND 

SYRUP 

,2L         ■EZuIIIS^B 

■.U'l.HW'l  '.TTW 

SATURDAY 
EVENING  POST 

SCHULZE  BURCM 
BISCUITS  . 

F.  SCHUMACHER 

A  COMPANY 

SNOW  CANNING- 

£ 

TRANS  MO«U> AMUSES 

wt  ST CHESTER 
CMtCKtN 

Here's  when-  man)  of  the  mosl  successful  people  stay. They're  expert  al  picking  the  righl  spol  for  a 
That's  wh)  the)  re  all  among  the  more  than  500  currenl  ami   recent   users  of  The  II"  -    Protective 

League.  Ihe\  know  that  UPI.  (broadcast  locall)  in  13  major  markets)  t-  "the  most  sales-effective  participate  % 

program  m  all  broadcasting."  It  you'd  like  to  dwell  and  sell  in  the  manner  to  which  th<  -     -         isful  spons 
have  become  accustomed  (thanks  to  HPL),  call  us  or  CBS  Radio  Spot  Sales  for  lull  information  on... 

THE     HOI  SE>\1>  EJS"    PROTECTIVE     l.i:V<;i    E 
t85  Madison    Ivt.,  New  York     Plasa  1-2345  •  Columbia  Square,  Lot       t  Hollywood  9-1212  •  Represented  by  CBS  Ra        -       Sales 



IN    SOUTHERN 

CALIFORNIA 

You  don't  have  to  dig  for  it. 

You  don't  have  to  pan  it.  It's 
rolling  into  the  cash  registers  . . 

as  California  again  this  month 

hits  a  new  high  for  "settlers"! 

MARKET    FACT    NO.  1  : 

More  families  are  moving 

to  California  every  month 

than  ever  moved  to  any  part 

of  the  world  in  any  time 

in  history.  It's  a  "gold  rush" 
for  advertisers. 

MARKET    FACT    NO.  2: 

km  PC  gives  you  primary 

coverage  of  Southern 
California  in  205  communities. 

Like  to  hear  about  the 

golden  opportunities  for  you? 

Call,  write  or  wire: 

H-R  Representatives,  Inc. 

50,000  watts  days  •  10,000  watts  nights 

Gene  Autry,  president 

Robert  O.  Reynolds,  vice  president 
&  general  manager 

RADIO 

ill  book  form  could  be  ail  extremely 
valuable  sales  tool  for  anyone  dealing 
in  advertising. 

Herb  Michael 
Commercial    Manager 
KERG 

Eugene,  Ore. 
•  SPONSOR'S  ill-Media  Stud)  -ill  be  pub- 
lished    in    book    form    :ii    a   later   date.     Publication 
(l;it<-    will    In-    announced    i"    ;i    iutur<     Issue. 

AMERICAS    GREATEST 

ADVERTISING    MEDIUM 

Like  every  other  bus)  gu)  in  adver- 
tising, ii  lakes  dynamite  to  get  me  to 

add  additional  publications  to  inv 
"must    read"'    list. 

I  am  now  a  convert  and  a  real 

SPONSOR  Ian.  Here's  how  it  happened: 
It  was  onl\  yesterday  that  I  finallv  got 

down  to  your  stor)  on  Media  ["valua- tion in  I  be  April  20  issue.  I  found  it 
so  informative  that  I  immediately  read 

your  Ma)  1  issue.  After  reading  both 

articles.  I  proceeded  to  read  the  bal- 
ance of  your  magazine  and  found  the 

material  most  informative.  Now  I  am 

going  to  make  darn  sure  that  I  don't miss  an  issue.  I  thought  you  might  like 
to  know  all  of  this  because  we  fellows 

are  prettv  well  pressed  and  it  just 
takes  one  informative  article  to  get  us 

to   be   loyal    readers. 

Now  to  the  Media  Evaluation  story. 

It  is.  in  nn  estimation,  a  job  well  done 
and  it  confirmed  a  lot  of  mv  thinking. 

More  important,  it  has  prompted  me 
to  think  more  about  media  and  their 

uses.  I  believe  Mr.  Abrams'  article  in 

Printers'  Ink  recently  on  imagination 
in  space  buying  very  neatly  comple- 

ments the  philosophy  behind  your  first 
two  articles.  Mr.  Abrams  is  on  your 

panel. 
As  you  know,  here  at  this  agencv  we 

start  with  a  product  and  its  benefits. 
We  make  sure  that  we  have  a  good 

exclusive  benefit  story  to  tell.  We  feel 

that  generally  if  you  have  a  story  of 
this  type,  most  media  will  do  a  good 

selling  job.  However,  media  buying  is 
an  art;  we  know  that  certain  media  are 

more  adaptable  to  both  product  and 

story.  Thus  we  tr)  to  emplo)  the  same 
efforts  in  selection  of  media  as  we  do 

in  developing  the  product  story. 

Many  times  all  of  us  in  advertising 

take  certain  media  lor  granted.  Y  our 
articles  should  make  man)  advertising 

men  reappraise  their  media  selections. 
Please  keep  on  giving  information  like 
this. 

Harold  M.  Mitchell 
Harold  M.  Mitchell  Inc. 

New  York 

worried  about  sales 

in  Oklahoma? 

^ 

wondering  which  radio 
station  to  use? 

-
^
 

the  happy  solution  is. 

RADIO 

930   KC    •    OKLAHOMA   CITY 

Represented   by   THE    KATZ    AGENCY,    INC. 

Owned   and   Operated    by   The   OKLAHOMA    PUBLISHING   CO. 
The  Daily  Oklahoman    •    Oklahoma  Cily  Times 

The    Former-Stockman     •     WKY-TV 
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All  &re* These  clients,  <>n  tele\  i-i<»n  and  radio  <>i  Imth  l.i-i  - 1 « r 1 1 1 l: -  are 

expected  t<>  return  i<>  the  ;iir   ilii~  fall.     Man)   never  l<li  ii  ' 

American  Safet)   Razor  Corporation 

I'Ik'   American  Tobacco  Company,  Inc. 
(Luck}  Strike  cigarettes) 

Armstrong  ( iork  Company 

Barcalo  Manufacturing  (lompanx 

The  California  Oil  Company  (Calso) 

( lircus  Poods,  Inc. 

Consolidated  Edison  Company  of  N.  ̂   ..  inc. 

The  Cream  <>f  Wheal  Corp. 

De  Soto-Plymouth  Dealers  of  America,  Inc. 

Doughboy  Industries,  Inc. 

E.  I.  « 1 1 1  I'oni  de  Nemours  &  Co.  (Inc.) 

Ethy  I  Corporation 
The  hirst  National  Hank  of  Boston 

Fori  I'iit  Brewing  Company 
E.  cK  J.  Gallo  Winery 

General  Raking  Company 

General  Electric  Company 

The  B.  F.  Goodrich  Co. 

Hamilton  Wairli  Company 

Geo.    V.  rlormel  ̂ \  <  o. 
I  ,i\  er  Brol  hers  (  loin  nan  \ 

Liberty   Mutual  Fire  Insurance  Company 

M.    I.   B.  Com, mi ix 
Marine  Trust  Co.  of  Western  V  V 

National  City    Hank  of  New    ̂   ork 

Nehi  ( lorporal  ion 

Norilirup  King  i\  ( lo. 

The  Pacific  Telephone  A  Telegraph  (  o. 

Polaroid  <  lorporal  ion 
Rexall  I  )rug  ( lompany 

Savings  Bank   \-~'n  of  Massachusetts 
F.  «\  \1.  Schaefer  Brewing  Company,  Inc. 

Jacob  Schmidl  Brewing  Co. 

Spreckels  Sugar  I  o. 
Standard  <  )il  Co.  of  <  California 

R.  II.  Stearns  < lompany 

Timken  Holler  Bearing  <  !o. 

I  nit.-.l  States  Steel  <  Corporation 

\\  ildrool  ( lompany  .  Inc. ( lompany 

Wynn  Oil 

Premiere  July  11 — a  new  dramatic  show  for  om  new  client,  Chrysler  (  orporation 

BBDO 
BATTEN,  BARTON,  1)1  RSTINE  a  OSBOKN,  INC 

Advert  ising 

NEW  YORK    •    BOSTON    •    Bl'FFALO    ■    CHICAGO    •    CLEVELAND    ■    riTTMU  RC-H    ■    MISM\r«>ll»        SAM   fRW  ISCO        HOLLYWOOD        I"-    INCELES     •    DETROIT 

13  JULY   19^3 
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"LIKE 

DUCKS 
TAKE  TO 

WATER" 

Agencies  and  clients  just 

naturally  take  to  KSDO.  It 
delivers  the  most  listeners 

per  dollar  in  San  Diego's 
billion  dollar  market. 

Hooper  and  Nielsen  both 

say...  KSDO  is  first  in 

San  Diego.  Naturally, 

we  agree! 

May  we  show  you  how  to 

navigate  profitably  in 
these  waters? 

KSDO 
1130KC      5000  WATTS 

Representatives 

Fred  Stubbins  —  los  Angeles 
Daren  McGovren  —  San  Francisco 

John  E.  Pearson,  Co.  —  Hew  York 

111  II 

by 

Robert  J.  Landry 

Scouting  the  saloons 

Here  it  is  mid-July  and  sponsor  is  preoccupied,  on  regular  mid- 
July  schedule,  with  its  Fall  Facts  and  forecasting.  To  which  worthy 

rodeo,  all  proper  attention.  But  rather  than  add  two  cents  of  pass- 
ing comment  to  a  large  draft  of  data,  this  column  elects  to  stand  out 

of  the  shadows  of  autumn  cast  in  the  present  i->ue  and  talk  of  the 
summer  now  with  us.  in  special  reference  to  the  classic  network 

utilization  of  hot  weather  as  an  opportunity  to  "showcase"  and 
"develop"  new  entertainments. 

Radio  started  the  custom  of  using  open  evening  time  during 

hiatus  to  break  in  new  program*.  Television  continues  the  custom. 
Outwardly,  its  nature  taking  its  course,  since  only  in  summer  is  it 

possible  to  exploit  the  premium  hours. 

\\  hat  is  the  score  on  summer  tryouts?  It  seems  never  to  have  been 

accurately  computed  through  the  years.  As  with  much  valuable  pro- 
gram information,  the  facts  are  buried  in  the  files  of  the  program 

research  departments  of  the  networks  and  reserved  prett)  much  for 

the  private  use  of  salesmen  and  sales  promotion  gentry  out  to  prove 
a  point,  as  and  when  it  needs  proving. 

Admittedly  a  fair  number  of  summer  shows  have  made  the  grade 
through  the  vears  and  been  carried  over  into  the  fall,  sustaining  or 

sponsored.  The  original  Columbia  Workshop  started  as  a  summer 

noveltv  in  1936,  ran  right  through  five-and-a-half-years  to  Pearl 

Harbor  week.  There  are  probably  a  dozen  standout  samples  of  sum- 
mer tryouts  becoming  established  franchises.  And  maybe  a  dozen 

standouts  is  enough  justification  for  the  elaborate  network  striving 
vear  after  year  during  the  summer  season. 

But  one  misfortune  remains.  For  it  is  a  misfortune  that  the  eco- 

nomics of  broadcasting  conspire  to  limit  showcase  opportunities  to 
limited-budjjet.  limited-audience,  limited-test  conditions.  This  means 

in  practical  fact  that  the  untried  show  is  obliged  to  buck  conditions 
which  established  shows  tend  to  duck  and  to  do  with  less  of  every- 

thing, including  prestige,  promotion,  and  press.  Nor  is  there  any 
assurance,  save  a  nominal  hope,  that  a  summer  show  which  does 
click,  as  a  summer  show,  has  better  than  an  outside  chance  in  the 

fall.  Again,  the  economics  of  broadcasting — the  preemptions  and 

options  of  premium  time  segments  -conspire  to  prevent  ready  sched- 

uling of  anything  'new.*"  This  is  not  arguing  that  it  doesn't  some- 
times happen  happily.  This  is  just  saying  how  tough  it  is.  how 

long  the  odds,  how  infrequent  the  successiul  conclusion. 

(Please  turn  to  page  148) 
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Head  in  the  clouds 

Feet  on  the  ground 

The  head  in  the  clouds  may  dream  up  a  lot  of 
startlingly  new  and  different  advertising  ideas. 

But  it  takes  a  man  with  his  feet  on  the  ground 
to  decide  whether  those  ideas  will  sell  goods. 

Combine  both  qualities  in  one  person,  and  you 
have  the  kind  of  creative  ability  that  consistently 

comes  up  with  outstanding — and  outstandingly 
effective — advertising. 

YOUNG  &    RUBICAM,    INC. 

Advertising  •   N«w  York    Chicago    D#'roif    Son  Froncitco 

Ho/Vwood     Montreal     Toronto     M*mkq  dry     london 

13  JULY  1953 
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P nights! 
There's  no  business  lik<-  more  busii 

espe<  iall\  i<»  prove  the  box-office  vitality  <>i  m  i 

work  radio.   \ 1 1 « 1  more  business  is  whats 

lighting  up  the  -k\  ovei  Mutual  these  nights. 

Cot a  Cola,  Bromo-Seltzei ...( hesterfield, 

Camel.  ..Level  Bros.,  General  Wills ...  Kreisler, 

( niter.  Murine,  \iennen     names  lik»-  th< 

are  now  up  in  lights  along  this  bus\  Rialto, 

moving  here  on  advice  "I  such  audience-wise 

agents  as  l>  in  y,  Lennen  &   Wewell,  Esty, 

Cunningham  &  11  alsh,  Tatham-Laird,  Bai 

SSC&B,  Grey,BBD&0,  Foote,Com  &  Beldii 

It  takes  a  multiple  Mister  I'll  S  to  provide  the 

special  advantages  thai  keep  .ill  this  business 

thriving  under  the  Mutual  marquee:  500-plus 

affiliates  in  1<">  states... program  realignment, 

winning  the  only  gain  in  network  listening, 

8-9  p.m! ...  long-run  program  strength,  deliver- 

ing a  five-year  high  in  listening,  7:30  |».m:*. . . 

mass  economy,  unmatched  elsewhere. 

No  wonder  Mutual-  business  is  thriving,  with 

a  whopping,  contra-industry  gain  in  bookings 

for  all  '52, and  .-till  greater  sales  for '53  to  date. 

Mranwliilf.il  more  business  is  important 

to  you,  we  have  a  special  plus-combination 

that  can  pul  your  name  in  lights  like  thes 

Ma\  \\«'  -h"\\  you  li<>\\  it  \\<>rk~ 
♦SKI    Jin   x  ...  M  F) 

Mutual 
THE    P  L  I   S    NETWORK     I  '  >  R     RAD!1 



In  Greater  Los  Angeles 
an  area  of...  __ ^.wubrr ' 

KOWL 

«t&> 

New  developments  on  SPONSOR  stories 

i' 
n 

mm 

KOWL'S  programming,  plus  its 
5000  watts,  appeal  MORE  to 
the  1,000,000  persons  of  the 

Mexican-American,  Negro  and 
Jewish  communities  in  the  Los 

Angeles  area  .  .  .  combined 

with  the  programming  and 
power  are  distinctive  radio 
personalities  who  sell  these 

big    markets. 

5,000    BIG    WATTS 
1580   Kc 

Santa   Monica,  California 
Represented    nationally    by 

George  W.  Clark,  Inc. 
Chicago,   Illinois 
New  York.  New  York 
Daren  McCavren  Agency 
San  Francisco.  California 

Dora-Clayton  Agency,   Inc., 
Atlanta.  Georgia 

150    radio,    80    TV    stations    tied     in     merchandising     (above)     with    "Beast"     spots 

See:  "Movies  on   tin-  air** 
Issne:  8   September   1952,   p.   38 

Subject:      Warner    Bros.'     8200.000    air    drive for    "Beast    from    20.000    Fathoms" 

Warner  Bros.'  $200,000  mid-June  air  push  to  promote  the  com- 

pany's newest  release.  "Beast  from  20.000  Fathoms."  proves  once 
again  that  Hollywood  takes  no  half-way  measures.  In  less  than  a 

\  ear,  Hollywood  graduated  from  the  "King  Kong"'  approach  to 
"The  Beast"' — from  a  localized  saturation  TV  campaign  to  a  "super- 
colossal"  national  splurge. 

To  avoid  the  stock  exhibitor  complaint  that  promotion  comes  too 

far  in  advance.  Mort  Blumenstock.  Warner  v.p.  in  charge  of  adver- 

tising, exploitation,  and  publicity,  keyed  the  air  campaign  to  book- 
ings in  one  of  the  costliest,  most-concentrated  10-dav  air  splurge- 

yet  undertaken.  Y\  arner  Bros,  rushed  the  film  into  as  many  movie 

theatres  as  possible  for  simultaneous  opening.  B\  mid-June,  with 

1.500  bookings  confirmed.  "The  Beast  took  to  the  air  on  over  80 
TV  and  more  than  150  radio  stations. 

Sixteen  different  T\  teasers  ranging  from  20-second  to  minute 

trailers  were  shown.  These  announcements  plugged  key-city  open- 
ings, ended  with  telops  giving  the  names  of  three  major  movie 

theatres  in  each  city  which  featured  the  film. 

Among  other  major  movie  companies  using  the  air  media  is  20th 

Century-Fox,  which  studied  the  effects  of  showing  preview-trailer? 
on  TV  througli  its  tie-in  with  CBS  TVs  Toast  of  the  Town.  In  July . 
says  Charles  Einfeld.  v.p.  in  charge  of  advertising,  publicity,  and 

exploitation.  20th  Century-Fox  will  kev  the  TV  campaigns  for 

"White  Witch  Doctor"  to  local  area  premieres.  The  campaign  will 
be  tied  in,  as  often  as  possible,  with  special,  station-sponsored  pro- 

motions. 20th  Century  will  vary  its  trailers  in  keeping  with  the 
audience  and  section  of  the  country. 

BKO.  pioneer  in  use  of  air  media  for  movie  promotion  with  its 

"King  Kong.""  will  re-release  '"Mighty  Joe  Young"  this  summer,  with 
$55,000  in  advertising  support.  The  opening  of  the  film  in  four  e\- 
<  liange  areas  will  be  promoted  bj  nine  trailers  in  a  $35,000  T\ 

campaign.  Remainder  of  the  budget  will  go  into  newspapers  and 

an  unusuallv  heavv   merchandising  effort.  *  *  * 
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All  it  Took  was  a  Bombshell 

.  .  .  Tossed  by  a  marine  in  the  rigging  of  the  Bon  Homme 

Kichard.  to  end  the  ship's  most  famed  battle.  The  bomb  landed 

in  a  powder  tub  on  the  British  warship  ami  exploded.  Betting 

it  afire.  The  British  Captain  wisely  strnek  his  colors  and 

enlisted  the  aid  of  the  sinking  Bon  Homme  Richard's  crew  to 
put  out  the  blaze. 

Equally  abrupt  was  the  effects  of  a  programming  "Bombshell'' 
flipped  into  the  Omaha.  Council  Bluffs  area  by  radio  kOWII. 
The  audience  reaction  shows  little  indication  of  cooling  a  lull 

18  months  later  ...  as  the  below  Hooper  averaged  for  the 

months  from  October,  1951.  to  April.  1953.  proves.  If  you're 

looking  for  a  red-hot  audience  for  your  sales  message — con- 

fidentially, we  got  'em! 

35.7% 

•  Largest  /<>/«/  audi- 
ence <>f  an)  Omaha 

station,  8  A.M.  to  <> 
P.M.  Mondaj  thru 
Saturdaj  !  I  Hooper, 

Oct.,      1951,      thru 

Vprii.  l <>.->:>.) 
•  Largest  share  «»/ 
audience,  in  anj  in- 

dividnal  time  peri- od, of  an\  indepen- 

dent   station    in    all 
V  in  erica  !    I  ipril, I<>.i.*.) 

OTHER 

Sto.  "A'sto.  "B"       STATION  RATINGS 

Sto.  "C 

Sto.  "D" 

Sto.  "E" 
LQ S&Sfl 

O     M     A 

"America's  Most  Listened-to  Independent  Station 
General  Manager,  Todd  Ston;  Repre.ented  Nationally  By  The  BOLLING  CO. 



YOU 

CHOOSE    ,• 

CANADA'S FIRST 
STATION... 

iion    u 

Mail  Sales  up  36.9% 
CFCf  local  sales 

un 

m  urn  RifN  \  ,>,, 

&<fse<S  on  Met  &Af  fr'fures. 

In  +h*   U  .$. ,  see  Weed  *  C. 
|m  Canada,  All- CswaJ/*. 

IrJpiiir 

Elliott  Plogge 

Advertising   Manager 

Peter  Paul,  Inc.,  Naugatuclc,  Conn. 

The  top  of  the  heap  can  be  a  pretty  dangerous  spot:  too  darned 

many  people  keep  trying  to  shove  you  off.  Peter  Paul.  Inc..  with 
Mounds  and  Almond  Joys  holding  top  selling  honors  in  the  10c 
candy  bar  field,  has  assigned  Elliott  Plowe  a  hefty  share  of  the 

responsibility  for  maintaining  that  position. 

Plowe  believes  that  the  best  way  to  hang  onto  the  front-running 
post  is  to  sink  every  nickel  of  his  $1,500,000  budget  into  spot  radio 

and  TV  (TV;  and  25^/c,  respectively!:  newscasts  and  announce- 
ments on  radio  in  160  cities  and  TV  announcements  in  12  markets. 

Replying  to  critics  of  his  two-media  plan.  Plowe  says.  "Only  a 
fool  tinkers  with  a  winning  team.  We've  been  in  and  out  of  other 
media  and  we  think  the  combination  we  have  now  works  best  for 

us  with  the  budget  we've  got.  We  tried  network  TV  aimed  at 
younger  age  groups  a  few  years  ago  (Buck  Rogers,  Magic  Cottage. 

See-Saiv  Zoo)   but  we  found  that  we  just  can't  afford  it." 
The  advertising  campaign  is  concentrated  in  a  nine-month  period 

with  a  hiatus  during  the  hot  weather  months  when  the  demand  for 

chocolate-covered  candy  bars  is  off.  Fortunately  for  Peter  Paul, 

the  company's  agency,  Maxon,  Inc.,  has  a  client  (Armstrong  Rub- 
ber Co.)  whose  heavy  selling  season  is  summer  and  who  picks  up 

about  S5r'<  of  the  candy  maker's  time  slots. 

Peter  Paul's  love  for  newscasts  has  ripened  over  the  years.  Said 

Plowe  to  sponsor:  "We  think  they're  ideal  for  us  because  studies 
show  that  the  audience  composition  is  closely  parallel  to  the  actual 

population  breakdown  in  this  country.  And  we  prefer  to  hit  whole 

families  because  we  don't  believe  that  youngsters  are  the  big  buyers 
of  10^  bars.  W  e  find  that  newscasts  build  loyal  audiences  so  we  get 

a  solid  repetition  factor  which  is  so  useful  in  selling  a  low-priced. 

quickly  consumed  product.' All  TV  announcements  arc  scheduled  in  prime  time  and  the  con- 

sistency of  Peter  Paul's  advertising  has  won  the  firm  some  fine 
adjacencies.  The  company  uses  four  announcements  a  week  in  its 

top  six  markets,  three  a  week  in  the  next  four,  and  two  a  week  in  the 
bottom  two  markets. 

Born  in  Bad  Axe.  Mich.  I  pop.  2.600  i.  Plowe  graduated  from  the 

Universit)  of  Michigan.  From  1936  to  1950  he  worked  his  way  up 

to  ad  manager  of  H.  J.  Heinz,  joined  Peter  Paul  immediateb 

thereafter.    His  wife  is  a  golf-  and  fishing-widow.  •  *  * 
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Around  Detroit^Around  the  Clock- 

Your  Dollar  Buys 

More  On  W J  B  K-T  V 

Take  a  good  look  at  all  these 

figures,  specially  WJBK-TVs 

daytime  dominance.  That  day- 
time audience  is  mighty  potent 

in  this  big,  booming  industrial 

area  where  swing-shift  work- 
ing hours  mean  more  daytime 

TV  watching  .  .  .  more  sales 

per  daytime  TV  dollar.  Cost 

of  sales  goes  down  as  number 

of  viewers  goes  up.  It's  as 
simple  as  that!  And  number  of 

viewers  is  greatest  on  WJBK- 

TV,    Detroit's    CBS    affiliate. 

,of  *ha
t 

All  Day  Long  on  CHANNEL  2  You  Get  The 

GREATEST  SHARE  OF  THE  TELEVISION  AUDIENCE 

7:00  A.M.  to  12:00  Noon  .  WJBK-TV.  .47% 

STATION  X  .  .  36% 

STATION  XX  .  17% 

12:00  Noon  to  6:00  P.M  .    WJBK-TV.. 37% 

STATION  XX  .  32% 

STATION  X  .  .  31% 

6:00  P.M.  to  Midnight  .    .   WJBK-TV.. 39% 

STATION  X  .  .  35% 

STATION  XX  .  26% 

May,  1953  Pulse  Figurei  on  Shore  of  Audience.  Mondoy  Thru  Friday 
^^1   ̂ L^^dJJtf^l     ̂ ^^^  May,  1953  Pulse  Figures  on  Share  of  Audience.  M. 

<2> 
etrolt 

Represented 
Nationally  by 

THE  KATZ  AGENCY 

TOP  CBS  and   DUMONT  TELEVISION   PROGRAMS 

STORER  BROADCASTING  COMPANY    •     National  Sales  Director,  TOM  HARKER,  11  8  E.  57th,  New  York  22,  ELDORADO  5-7690 
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Biggest  feature 
of  its  kind  in 

the  transcription 

library  field.' 

Cer  1800 

iging 

c  nmerc'ial 
jgles 
cvering 
ore  than  70 

onsor  categories 

1  <:f> 
pu/set* 

TUESAtRUS  Library  gives  you  all  this... 
BASIC  LIBRARY  of  approximately  5,000 

selections  .  .  .  monthly  release  of  ~)2  or 
more  new  selections  .  .  .  weekly  scripts 

tor  31  program  series — 80  individual 
shows  .  .  .  PRODUCTION  AIDS  ...  SOI  M) 

effects  .  .  .  sales  aids  including  sponsor- 

selling  brochures,  sales-clinching  audition 

discs,  audience-building  promotion  kil~ 
. . .  filing  system  complete  with  cabinets, 

catalog,  index  cards. 

ALL  THESE  SHOWS  IN  THESAURUSI 

HALF-HOUR   SHOWS 

Concert  Hall  of  the  Air 

Men  Behind  the  Melody 

Norman  Cloutier  and 

His  Memorable  Music 

QUARTER-HOUR   SHOWS 

Music  of  Manhattan 

Church  in  the  Wildwood 

Fran  Warren  Sings 

A  Festival  of  Waltzes 

The  Singing  Americans 
Vincent  Lopez 

Music  in  March  Time 

I  Hear  the  Southland 

Singing 

Music  To  Dream  By 

Slim  Bryant 
and  His  Wildcats 

Here's  June  Christy 

Organairs Old  New  Orleans 

Claude  Thornhi II 
Artie  Shaw 

Ray  McKinley 

Jumpin   Jacks 

For  Thesaurus  Brochure 

phone,  urite,  wire  Dept.  C-70 

recorded 
itim  CirpntNi  if  Uinci 

program 
services 

ICl  Tictir 

630  Fifth    in-..  \r„  York  20,  V  )  ...II  iam  2S011 

Chicago        Hollyu-ood        Atlanta        Dallas  .«. 

■  1 



This  Year... 200  Million  for  the  Pig  Banks  of 

P^ 

he  more  than  5  million  hogs  which  go  annually 

to  market  from  Paul  Bunyan  Land  will  sell — on 

today's  market — for  $40.00  each  or  more. 

Staggering  as  that  may  seem — here's  another 
amazing  condition  —  the  unique  position  of  WCCO. 
Able  to  reach  a  million  radios  and  a  half  million 

TV  sets — WCCO  can  deliver  more  of  them  than 

any  other  sta!ion!  One  station  can  cover  PckjI 

Bunyan  Land! 

MINNEAPOLIS       •       ST.    PAUL 

WCCO 
CBS 

RADIO  — 50,000  Watts— 830  K.C. 

TELEVISION— 100,000  Watts— Ch.  4 
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Fuller  measurement  of  radio's  audience  will  be  assured  by  set  cs  shown  above.  New  Audimeters  will  measure  increased 
new  Nielsen  Multiple-Receiver  Metering  Audimeters  which  number  of  multi-set  homes  in  new  Nielsen  sample.  Ratings 

can  record  audience  for  as  many  as  three  radios  and   one  TV        reflecting  these  changes  will  be  out  soon.    Details  p«f|«'   HU 

What  are  the  hot  radio  and  11 
trends  this  fall? From  com i  111:  end  of  ili<>  one- 

station  market  era  in  television  to 

signs  of  revival  in  nighttime  spot  radio,  the  changes  will  be  fast  and  furious 

M  bis  is  the  seventh  in  sponsor's  se- 
ries of  yearl)  Fall  Facts  issues.  Like* 

its  predecessors  il  is  designed  to  help 

you  make  immediate  fall  buying  deri- 
sions and  to  serve  as  well  as  a  vear- 

'round  manual. 
The  i  sue  i-  divided  unto  >i\  main 

sections:  reports  on  network  radio,  spot 

radio,  network  TV,  spot  TV:   and  two 

13  JULY  1953 

Basi  a  sections,  one  l"t  ea<  h  "i  the  aii 
media.   The  Radio  and  TV  Bas    -  - 
tions  a-  in  the  past  two  years  pi 
the  major  research   fa  ts  al  oul   radio 
ami  lelr\  ision  in  charts. 

The  reports  on  network  and  spot 

cover  the  most  important  trend-  for 
you  to  watch.    What  these  trends  are 

\  ou'll   find   on  the  next   t  M 

This  is  your  summary  of 

7th  annual  Fall  Facts  issue 

-    ■  •  •• 

■ 
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More  than  1,000  persons  turned  out  for  screening  of  CBS  Radio's  film 

"It's  Time  For  Everybody"  shown  recently  in  Hollywood.  Above  are 
Paul  Mundie,  Lever  Bros.;  Les  Irvin,  Hill  Bros.;  E.  W.  Buckalew,  KNX- 

CPRN;  Adrian   Murphy,  CBS   Radio.    Chart  from   movie  on  page  HO 

Dr.  Sydney  Roslow,  president  of  Pulse,  points  to  chart  which  throws 

light  on  differences  between  rating  services.  Pulse  figures  on  radio 

sets-in-use  in  N.Y.C.  indicate  close  agreement  with  Nielsen;  Hooper 

figures  far  below  both.  See   Research   round-up  starting   on   p<lQ*'   80 

NETWORK    RADIO    TRENDS 

(Complete   report   .starts  page  67) 

1.  Rates:  \\  ith  none  of  the  confusion  and  uncer- 

tainty about  rates  that  existed  last  year  at  this  time,  adver- 
tisers are  making  their  fall  network  plans  earlier. 

2.  Research:  Network  radio  will  benefit  from  an 

increasingly  adequate  measurement  of  radio's  audience. 
Nielsen  is  going  ahead  with  installation  of  its  Multiple- 
Receiver  Metering  ( MRM  I  Audimeters  so  as  to  reflect  the 

larger  number  of  multi-set  homes  that  turned  up  in  the 
Nielsen  Coverage  Service  survey  of  last  year.  While  in- 

stallation is  going  on  Nielsen  will  supply  weighted  ratings 

to  reflect  the  new  multi-set  home  figures.  The  networks 

are  also  using  studies  by  Nielsen,  Pulse  and  others  on  out- 

of-home  radio  listening  to  sell  clients. 
3.  Rillings:  There  is  evidence  of  an  upward  trend 

in  network  radio  billings.  Both  CBS  and  NBC  report  bill- 

ings for  the  first  half  of  1953  are  ahead  of  the  correspond- 

ing period  last  year,  while  Mutual's  1952  billings  came  to 
nearlv  30  rc  above  1950. 

4.  Audience:  \\  hile  network  program  ratings  are 
down  a  little  this  year  the  reduction  in  audiences  is  minor 

since  there  are  more  radio  sets  and  more  people  than  there 
were  last  year. 

5.  i  (indents:  The  various  network  "tandem"  plans 

have  been  doing  well,  for  the  most  part.  Mutual's  Multi- 
Message  Plan  has  been  sold  out,  and  during  this  summer. 

the  overflow  of  clients  seeking  to  buy  into  the  plan  have 

been  poured  into  non-Multi-Message  Plan  programs  at  the 
regular  plan  rates.  Mutual  expects  this  overflow  situation 

to  continue  in  the  fall.  CBS"  Power  Plan  started  out  slow 
last  fall  but  ended  up  the  1952-53  season  practically  sold 

out.  NBC's  Operation  Tandem  was  sold  out  for  part  of 
tin-  -I'ibim,     NBC  has  alreadv  sold  one  client  for  the  fall. 

SPOT    RADIO   TRENDS 

(Complete  rt  port  starts  pagt    L01 

1.  XrtiilabUities:  The  trend  toward  use  of  morn- 

ing radio  by  TV-shy  clients  is  still  on — to  such  a  degree 
that  many  big  radio  stations  have  to  put  spot  advertisers 

on  rotating  schedules  to  fit  them  in.   See  page  102. 

2.  Xighttitne  radio:  With  nighttime  rates  drop- 

ping, there  s  a  definite  movement  on  the  part  of  both  buy- 

ers and  sellers  to  re-explore  the  possibilities  of  nighttime 

spot  radio. 
3.  Curfews:  Several  major  advertisers,  like  Old 

Gold  and  Lever  Bros.,  still  have  arbitrary  morning  "cur- 
fews"' after  which  they  wont  buy  spot  radio.  But  buying 

trend  is  now  away  from  this  practice. 

4.  Single  rates:  Reps  estimate  that  between  30c/c 

and  50'  '<  of  major  radio  outlets  in  video  areas  are  now 
on  single-rate  basis  I  same  prices  for  both  day  and  night  i. 

Another  10rt ,  or  more,  will  make  the  changeover  in  rates 
before  fall.     See  page  105. 

5.  Spot  yardsticks:  More  agencies  than  ever  be- 
fore are  using  broadcast  research  tools — like  NCS  and 

SAM — in  their  spot  radio  time  buying. 
6.  \egro  programing:  To  reach  the  $15  billion 

Negro  market  in  the  I  .S..  a  growing  list  of  advertisers 

are  using  the  200-plus  radio  stations  airing  programs  with 
spei  ial  appeal  to  this  important  American  group.  See 

page    128. 
7.  F.II  Radio:  Sales  of  FM-AM  sets  and  FM  tuners 

are  on  the  upbeat.  More  FM  "sisters"'  of  \M  outlets  are 
airing  their  own  programs. 

8.  Storecasting:  This  specialized  form  of  FM 

service,  which  consists  of  in-store  broadcasts,  now  counts 

300  advertisers,  has  high  rate  of  renewals. 
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NETWORK    TV   TRENDS 

■  nijii,  i,    i.  port  ttax  it  i"i<i-    i . 

/.    Sinyle-st ofioii  markets:   I  l>.  single-sta 
t ion  markets  will  practical!)  be  a  thing  "I  the  past  l>\ 

Christmas.  <M  the  '2l\  largest  one-station  markets  I  in  terms 
•  !  I\  Bel  circulation)  23  will  have  ;it  least  two  video 

outlets  bj  that  time.  Mosl  of  the  "second  stations'1  will 
be  I  IIF  which  means  ili.it  the  advertise)  -  audience  will  nol 
immediately   be  equal  to  sel  penetration. 

2.  Network  size:  \\  networks  will  be  tboul 

twice  as  large  i  li  1  -  fall  as  lasl  fall.  Indications  ire  thai 
the  top  programs  will  be  beard  <>n  LOO-plus  stations.  B) 
•arl\    1954  a   125-station  network  ma)   nol  be  uncommon. 

."{.  I'royram  competition:  Program  competi- 
tion vn  ■  1 1  be  keener  than  ever.  Ibis  will  not  onl)  be  due 

to  tin'  easing  <>t  the  one-station  markel  problem  l>ui  will 

result  from  i  a  i  NBC's  entr)  into  late  morning  television 
to  battle  the  current  CBS  monopol)  and  (b)  \IH  's  new 
star-studded  stable  of  show    business   personalities. 

f.  TiiiM*  costs:  While  costs-per-1,000  loi  station 
timi'  will  natural!)  be  high  in  new  markets  at  the  begin- 

ning, the  dropping  costs-per-1,000  in  established  markets 
will  olT-et  this  to  a  greal  degree. 

.>.  Program  easts:  Uthougb  an  advertiser  will 
be  able  to  find  low-cosl  network  shows,  the  cos!  trend 
among  the  top  programs  has  been  upward. 

H.  TV  set  growth:  Set  growth  in  new  TV  mar- 
kets  where   there   i-   no   OUtside  competition    will    be    rapid. 

7.  t  IIF  conversion:  Where  a  new  I  HF  station 

goes  on  the  air.  the  rate  of  conversion  depends  on  a  num- 
ber of  factors.  These  factors  include  (a)  the  distance  from 

the  nearest  \  HF  station.  ibi  the  number  of  good  qualit) 

YHF  signals  available,  (c)  length  of  time  the  I  HF  -la- 

tions  are  on  air  and    idl    qualit)    of  local   I  HI-*  -how-. 

SPOT TV TRENDS 

oil 

1.  Iruilabilities:  With  l\   saturi   n  in  the  I    S 

"\ ei    )i»',.  there  -    i  trend  among  lai  ind  ad 
vertisers  i"  use  daytime  spol  l\  Reason  Daytime 
audiences  are  in  reasing  in  size,  and  nighttime  -p'>t  -l«>t- 
are  -till  ven    scarc< 

2.  Franchises:  \-  die)  did  in  radio,  man)  adver- 

tisers like  Bulova,  Benrus,  <  amel,  I ' -S <  - .  are   pin  k  lo  n 
in  mi  new    I  \   stations  to  tie  up  ti an  In-  - 

:i.   Careful  buying:  Few    igencies,  however,    ire 
buying   blindly.     lli_l   t-   have  dictated   careful 
chasing   ol    new    and   old   outlets,   particular!)    post-fret 
vide. i    stations.     Sel    penetration,    I  HI     convention    i 
overlaps     all  are  ■  he<  ked. 

I.  Mayer  hatlyets:  Mosl  idvertisers  would 

rathei  .n\i\  to  l\  budgets  than  drop  "if  stations.  One 
agenc)  figures  additional  V,  i-  necessar)  to  finish  oul 
1953,  keeping  pace  with  the  expected  rise  in  rates. 

.».  Kates  to  rise:  Most  i  ites  on  pn  freeze  stations 
will  hold  steady,  but  about  10$  of  outlets  will  be  hiking 
their  prices  alter  fall,  reps  r i ■ » \s  predict.  Rates  on  new 
outlet-  will  jump  soon  as  new  video  areas  till  up  with  sets 

(i.  Color  films:  With  coloi  again  on  the  TV  hori- 
zon, a  few  advertisers  like  R.  I.  Reynolds,  <  olgate  and 

other-  are  shooting  color  film  commercials    is    i  hedge. 
7.  Iliyher  film  costs:  Advertisers  ire  moving 

carefull)  when  the)  make  film  commercials,  due  t,,  re-use 
scales  in  new  SAG  contracts.  Film  experts  give  theii  ad- 

vice mi  how  tii  work  within  SAG  limitations  on  page  198. 

H.  TV  I.D.'s:  10-second  "quickies  ire  jr. .win-  in 
popularit)    with  video  'bent-.     Man)   stations  r.-p-.rt  • 
onl\    20'.     of   available    1. 1).   -|..|-    are    unsold. 

Filming  of  commercial  at  Transfilm  shows  way  to  keep  costs  down 

despite  increases  inherent  in  new  SAG  contract.  Men  in  background 

are  "extras,"  because  they  have  no  lines;  man  in  foreground  gets 

repayments  as  "actor,"  is  narrator.  See  SAG  talent  scale   \mqv   lfUl 

Ziv  Television  Proqrams.  Inc.  is  kept  'busy  putting  new  episodes  of 

"Boston  Blackle "  in  the  can.  Produced  in  Hollywood,  this  and 
other  film  series  have  enjoyed  strong  upsurge  in  business  as  a  result  of 

the    many   new   television    stations.     Film   coverage   starts    pnf|«*    'JO  I 
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&NGER  r 
It    may  be    hurting  you,  too,       bathing  with  Lifebuoy  Health  Soap 

because  one  never  knovc»  You'll  thoroughly  enjoy  this  delightful 
toilet  soap.  You'!!  quickly  learn  to  love 
its  pleasant,  e*fra~efcan  scent  that  van- 

ishes us  you  rinse.  Use  ijfebuoy  a.  week 
ii'll  be  a  Lifebuiiyjan  ̂ tJik.  It 

when  one  u  guilty 

)ERUAFS  you  think  these  warai 

1926 .     B.O.  copy  theme  helped  make  Lifebuoy  No.  I,  but  ap- ■     peal  was  to  men.  Soap  lost  ground  to  perfumed  brands 1953: Sweet   smell    (note   "Big   Town"    character    Lorelei   sniffing) 

is  Lifebuoy's  copy  theme.    TV  commercials  are  integrated 

How  Lifebuoy  cured  its  own  6. 0. 
Lifebuoy  changed  its  smell,  its  color,  its  package,  admitted  to  consumers 

it  had  had  "B.O.**    Then  it  aimed  '53  advertising  at  women 

M^j  ifebuoy's  comeback  is  the  story  of 
a  soap  that  cured  its  own  case  of  B.O. 

Lifebuoy's  B.O.,  as  a  product, 
stemmed  from  two  factors:  (1)  The 

B.O.  copy  theme  identified  Lifebuoy 

as  a  man's  soap.  (2)  Its  strong  "me- 
dicinal" odor  further  alienated  the 

feminine  public  which  in  the  past  20 
years  has  leaned  to  sweeter  smelling 
toilet  soaps. 

In  1952,  Lifebuoy  fought  back. 

Lever  Bros.  (1)  revamped  the  prod- 

uct, killing  the  "medicinal"  odor  and 
replacing  it  with  Puralin,  a  new  odor- 

less B.O. -preventive  formula,  and 

switched  the  soap  color  from  male-ap- 
peal red  to  a  more  feminine  coral. 

Then    (2)    it  keyed   its   advertising  to 

34 

reach  a  predominantly  female  public. 

Has  the  two-pronged  change  in  strat- 

egy worked? So  much  so  that  Lever  Bros,  man- 

agement, encouraged  by  the  1952  up- 
surge in  sales,  has  regained  confidence 

in  the  new  Lifebuoy  to  the  tune  of  an 

approximate  10f \  ad  budget  increase 
in  1953  over  1952.  In  1953,  the  com- 

pany is  spending  a  SPONSOR-estimated 
$550,000  in  advertising,  against  $464.- 
728  in  1952,  and  $237,699  in  1951. 

Over  40%  of  this  year's  ad  budget  is 
earmarked  for  radio  and  TV. 

Lever  Bros.'  send-off  copy  for  the 
new  1953  campaign  was  frank  about 

the  product's  former  deficiencies  to  the 
degree  of  heading  the  newspaper  ads: 

"How  we  cured  our  own  famous  case 

of  B.O."  Advertisers  whose  products 
have  run  into  serious  sales  slumps  re- 

sulting from  product  difficulties  might 

learn  a  lesson  from  Lifebuoy's  frank 
admissions.  A  sure  way  to  show  the 

public  that  your  product  has  been  re- 
vamped is  to  admit  that  it  was  lacking 

in  certain  qualities  prior  to  its  face- 

lifting. 

Lifebuoy's  choice  of  radio  and  TV 

I'K igrams  is  indicative  of  the  firm's 
new  ad  approach:  Aunt  Jenny,  CBS 

Radio,  12:15-12:30  p.m.  across  the 
board — Lifebuoy  is  sharing  the  pro- 

gram with  Spry,  is  getting  four  to  five 
announcements  a  week:  Big  Town, 

CBS    TV,   9:30-10    p.m.    Thursdays— 
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Lifebuoy  i->  getting  one  of  the  Level 
announcements  each  week,  as  01  1 
June. 

Lifebuoy's  advertising  polic)  101 
1953  can  be  summed  up  as  follows : 

radio  for  a  direct  pitch  t<>  women  and 
foi  sustained  effort  through  the  yeai  ; 

I  \  for  it-  impact  as  well  as  to  main- 
tain the  sustained  advertising  effort; 

pi  ini  media  I"  tell  the  Lifebuo)  -t"i  \ 
it)  detail  with  strong  emphasis  "ii  its 

new  eye  appeal,  both  in  package  and 

of  ilic  product.  I'lint  media  are  used 
main  I  \  during  the  summer,  which  is 

Lifebuoy's  best  season. 
In  preparation  lor  the  draw  sum- 

mer push,  Lifebuo)  bought  a  package 
deal  for  an  intensive  radio  campaign 

in  it-  largest  market,  New  York.  This 

past  Ma)  and  June.  Lifebuo)  ran  12 
announcements  a  week  over  WNI.W — 

quickie  1"-  and  30-second  announce- 
ments keyed  to  weathercasts,  alternat- 

ing with  IVpsodent's  -pot  campaign. 
Tlic  most  dramatic  aspe  t  ol  the  new 

ad  campaign  is  Lifebuoy's  debut  on 
Aunt  Jenny,  a  straight  pitch  to  house- 
wives.  Here,  as  in  its  other  current 

Lifebuoy  ad  copy,  Lever  Bros.,  through 

it-  agency  Sullivan.  Stauffer,  Colwell 
&  navies,  is  being  outspoken  and  frank 

about  earlier  deficiencies  of  the  prod- 
uct.  Says  Aunt  Jenny  to  her  listeners: 

■'Friend-.  I've  worked  with  Lever 
Brothers  Company  for  a  number  of 

fears,  but  I  never  dreamed  I'd  get  ex- 
cited about  Lifebuoy  soap.  Mainly  be- 

i  ause  I  didn't  like  that  strong  'medic- 
inal'odor.  Now  I  am  excited!  They've 

just  brought  out  a  brand-new  Lifebuoy 
— new  inside  and  out.  and  believe  me 

it-  simpl)  wonderful.  It  imelh  won- 
dei  tul.  I  bat  old  "mi.-i  I  it  inal1  odoi  is 

Now  I  ifebuo)  -M  ell-  nil  •■  ind 
1 1  .i"  iini  .i  real  beauty  -soap  fi  agram  e. 
\nd  friends     it  does  so  mm  b  l"i  \  ou !" 

Dan    Seymour,    announce!    on    the 
liini    lenn\    show,    joins    in    foi    the 
Btraighl  sell: 

"'  I  hat's  1 1  In.  \iint  Jenny .  This  new 
I  ifebuoj  gives  you  a  new  kind  oi  bath- 

to-bath  l'>.< ».  prote  ii"M.    I  hat's  bi   ause 
I  i  ebuo)   now  has  a  new  ingredii 
a  new  deodoi  izei     called  Puralin.  i-  ou 

can't  see  it,  oi  feel  it.  oi  -m.il  it     ;  ut 
I'm  din  Btays  with  youi  -km  and  h 
on  protei  ting  j  ou  as  long  as  three  daj  s 
after   a   bath.    So   don't    wait.     I 
j  our  family  to  this  won  lei  ful  new  I 
buoy   at  it-  dow  n-to-earth  pi  i 

IIIIIHifiriflllllfiniilllMMilllliflllllillllllMMMIliMMIIIIIMIMflEIIMMIMMEMiEllllllltl 

case    history 

Aunt  Jenny  :  "I  rj  it !  x  oull  love  it. 
I'm  sure!" 

In  tcle\  i-ion.  Lifebuoy  uses  an  inte- 
grated film  commercial  on  Big  Town, 

with  program  characters  Steve  and 
Lorelei  discussing  the  merits  "I  the 
new  Lifebuoy .  Here,  the  copy  i-  aimed 
at  a  mixed  audience,  rather  than  strii  t- 
I\    at  women. 

In  print  media.  Lever  Bros,  has  been 

using  four-color  spreads  to  put  a  r<  ss 
the  new  coral  color  of  Lifebuoy  with 
Puralin.  The  bulk  of  the  print-media 
budget  goes  into  Sunday  sup] 
comic-,  and  daily  newspapers. 

Lifebuoy's  difficulties  dale  from  the 
advent  of  the  cosmetic  appeal  in  toilet 

d   toothp  -t'--    in   the   middle 
I  hirties.    I  hi  :  ion  of  fi 
w itb  mildness  wbi<  b  >  ompetiti 

i  .  stress  in  then  advei  i  ling  Ini 
1 

where  it  hurt     in  it-  Bales  i  urve.    I  he 
theme  w  In  b  had         i   I 

buoy  mi the  earlj   I  hii  ties  I  see  box  on  this 
for   histoi  .    "I   thi     Ii  •  •  now 
turned  aroun 

-mall  chance  Lifebuoy  might  have  bad 
with  the  women-  market  in  the  late 
I  hirties.  I  ,\  en  in  the  fai  e  oi  a  stead- 

iK    i  ising    -  ties   i  urve    lor    the   t 
■  industry  due  i" 

ing  as  defense  plant  mom  ted, 
!  ifebuoy  -  ink  to  numbei  eight  spot. 

In    I'M  I    the   iil'K    dii'  Iding   oi   the 
Lever  family  attempti  i  opy  ap» 

b  to  supplement  slipping  -  des  in 
the  male  market  w  ith  incre  ised  - 

market    -  tli  -.     I  he   py    theme    in 
;  lb-  ii    1941   advertising, 

m  •  tl\    .it    women :    ".    .    . 

fresh    ind    exhil  irating.    .    ."     I  nfor- 
tunatel) .  the  subsequent  boost  t"  - 
after  a  brief,  momentary  upsurge,  w  is, 

if  fresh,  not  very   exhilaratii        I 
buoy    was  cow   making  a  bid  for  the 
i  ighl  market,  but  the  prodt*  t  ha  I 
yet  achieved  women-  appeal.  Lifebuoy 

had  ■  i  •!  to  graduate  from  odor  to  fra- 
l.ifebii"     -  -tin  k    M  ith 

the  !'>.(  ■.  theme. 

On  radio,  the  I!.",  foghorn     in  ef- 
fe  i  achieved  bj  filter  technique  I 

beard    on    -u   b    ■•       - 
At  ind  (  nil 

the  Police  1  etween  1946  an  I  1949 

'urn  In  | 

IIIIIIIIIIIWIIIIIIIIII 

ffotr  Lifebuoy  atUled  B.O.  to  the  hnylish  friiir/iffrr/c 

Introduced  in  the  V.  S.  in  1895  from  England,  Lifebuoy 

climbed  lo  one  of  the  top  selling  spots  among  toilet  soap*.  h\ 
the  early  part  of  the  20th  century. 

it 

It  was  sold  as  an  antiseptic  health  soap.  The  1918  in- 

fluenza  epidemic  catapulted  Lifebuoy  sales  due  to  the  firm's 
advertising  approach  which  capitalized  upon  Lifebuoy's  germ- 
killing  qualities,  its  ability  to  combat  disease. 

The  year  1926  marks  the  beginning  o)  the  B.O. 

Ads  that  year  claimed  the  soap  combatted  "perspiration 

odor."  The  evolution  from  "perspiration  odor"  to  "body 

odor"  to  "B.O."  followed  within  weeks,  and  by  the  end  of 
1926,  B.O.  had  become  the  newest  addition  to  the  Ameri- 

can vocabulary.  This  copy  approach,  overwhelming 

ful  initially,  uas  to  have  a  reverse  effect  utter  a  decade. 

■  and   1930,  th>    B.O  dped  quadruple 

I   febuoy,  which    had  led   as   a 

family    soap,    was    '                      |    identified  with    male 

I   becaust 

The  trend  away  trom  "medi<  inaf  <  hich 
started   in    the   drug   industry   in    the   early    Thirties    worked 

febuoy.    The  B.O.  theme  began  lo  hit  a  point  of 

diminishing    returns.     Advertising    ar^propriations     were    cut 

sharply  after  a  five-year  decline  in  sites,  but  th- 
copy    theme  was   never  abandoned. 

Today,    with     Lifebuoy's    chi  wop, 
Life!  ingredient,  Puralin,  its  new,  fresh 

fragrance.     Buf    8.0  'ill  a   par-  -heme,   and 
certainly  a  part  of  the  English  language. 
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Alfred  Politz  (above),  president  of 
Alfred  Politz  Research,  Inc.,  con- 

ducted     media      study      for      "Life" 

Is  LIFE'S  media  study fair  to  radio  and  TV? 
"Yes!"  says  the  media  director  of  8100  million  agency; 

"No!"  answers  research  director  of  850  million  house 

M  his  is  a  SPONSOR  debate  on  the  most  controversial 

media  study  >et  made,  "A  Study  of  Four  Media,"  recenth 
completed  by  Alfred  Politz  Research  for  Life  at  a  cost  of 

some  $250,000  and  two-and-one-half-years'  time.  For  a 
symposium  of  24  researchers  in  four  fields — air  media, 

print  media,  agencies,  and  independent  organizations — on 

the  study,  see  "What  sponsors  should  know  about  Life's 
new  4-media  study,"  sponsor,  29  June  1953.  In  brief  the 
air  researchers  condemned  the  study  as  unfair,  the  print 

experts  praised  it,  most  of  the  agency  researchers  inter- 
viewed thought  it  fair,  and  the  independent  researchers 

were  cautiously  "agin"  it.  One  of  the  most  voluble  and 
articulate  agencymen  defended  the  study  so  strongly  that 

SPONSOR  decided  to  get  a  point-by-point  rebuttal  from  an 

equally  able  adman  of  opposite  inclination  and  publish 
their  comments  virtually  verbatim  as  a  fascinating  exam- 

ple of  what  goes  on  in  the  minds  of  the  top  brass  on  Madi- 
son Avenue.  Both  men  are  among  the  top  four  or  five  at 

their  agencies;  both  are  v.p.'s;  both  have  national  reputa- 
tions as  authorities  in  their  fields. 

1  ou  11  note  that  this  debate  between  two  agenc\  men  is 

in  the  form  of  answers  to  questions  from  sponsor  I  the 

questions  are  numbered  and  in  bold  face  I .  The  agency- 

man  who  feels  Life's  stud\  is  fair  answers  the  question  first 

(he's  tagged  "Life  supporter"  i .  The  comments  of  the 

agencyman  who  takes  exception  to  Life's  procedure  follow 
(he's  tagged  "Life  critic"!.  A  statement  on  the  studv  from 
Andrew  Heiskell.   publisher  of  Life,   appears  on   page  38. 

LIFE  study  shows  two  TV  programs  had  bigger  cumulative  audiences  hut  it  led  in  repeat  audiences 

CUMULATIVE   AUDIENCES: REPEAT    AUDIENCES 

MEDIUM    OR    VEHICLE 

J.  COLGATE  COMEDY  HOI  R* 

2.  SHOW  OF  SHOWS*         

S.  LIFE 

4.  RED  SKELTON* 
5.  THIS  WEEK    

6.  TEXACO  STAR  THEATRE*  .. 

7.  LOOK 
8.  JACK  BENNYt 

.9.  AMOS  W  ANDYt  _ 

10.  FIRESIDE  THEATRE*  ..... 

11.  SATE)  F.l'OST  .. 
12.  CHARLIE  McCARTHYi 

J3.  LADIES  HOME  JOl  RNAL 

If.  LUX  RADIO  THEATRES 

I    ISSUE   OR 
PROGRAM (MILL.) 

28.2 
27.6 

26.4 
23.2 
23.0 
22.4 
18.05 
18.0 
16.9 
15.9 
14.0 

12.6 
11.5 
9.8 

2    ISSUES    OR 
PROGRAMS 

(MILL.) 

40.3 
39.7 
38.8 

34.9 
31.0 
33.9 
28.5 
28.7 
26.7 

24.8 
21.2 

20.3 
17.2 
16.7 

3    ISSUES   OR 
PROGRAMS (MILL.) 

46.9 
46.3 
46.8 

42.0 
35.3 
40.8 

35.9 
36.2 

33.4 
30.6 
26.1 
25.7 
21.1 
21.8 

1    ISSUES    OR 
PROGRAMS (MILL.) 

50.9 
50.6 
52.5 
46.8 

38.3 
45.4 
41.5 
41.9 
38.3 34.7 

29.8 
29.9 
24.1 
25.8 

I    OR    2    ISSUES 
OR    PROGRAMS 

(MILL.) 

31.6 
31.0 

34.8 
32.9 
16.9 

32.6 34.2 
33.7 

30.1 
2S.7 

22.6 
24.3 

18.0 
22.7 

3   OR   4    ISSUES 
OR   PROGRAMS (MILL.) 

19.3 
19.5 
15.2 

13.9 
12.4 
12.8 
11.1 

8.2 
8.2 

8.0 

7.8 
5.6 
6.2 

3.1 

TV      fBadla      i    Life"    measured   audiences   of  up   to  six   issues   but   programs   went   off     or  program:   repeat   audience  means   numbei    at  same  people  reached  with  each  succeeding 
air    In    summer    so   their    measurement    stopped    at    four.  issue   or   show.      I* it;    thing    to    remember    in    this    chart    is    scores    of    advertisers    compete 

for  the   magazine's   audience,    but   there's   usually   only  ono  sponsoring   a   program   and  be 
NOTE:  Cumulative   audience    means   number   of   different   persons   reached  with   each   issue     buys    not    only    program    but    audience    as    well 
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/.      (,/:    /n    tin-    Study    fair  to   ratlin  and    It   f 

LIFE  SI  PPORTER:  I  ertainly,    It's  fa  kindei  to  radio  and 
|\    than   tli<\    would   have   been   i   agazines   had   thej    done   it. 

Imagine  taking  radio  and  TV's  beat  shows  and  comparing  them 
unli  the  magazines?  Life  ~ li •  •  1 1 1  < I  have  taken  the  average  "t  ill 

ihows.     II   I'm  an  average  advertiser,  I  don'l  have    lack   Bennj   01 
the  Colgate  Comedy  Hour.     I  have     iple  "I  spots  al  6  a.m,  •  ■!    i 
iinkiv  ol  a  program  that  nevei  draws  a  single  Hoopei  point. 

I'm  glad  ili>-  stud)   was  done.     It's  an  intelligent  contribution  to 
media  research.    \ll  media  should  spend    re  mone)  on  impro 

media  selection.    We'd  .ill  be  bettei  off.    In  this  Btudj   Lift 
\i-  the  kind  of  figures   (al   i   audience  accumulation)    thai   we've 
nevei  had  before,  h  should  gel  at  much  credit  f'>r  this  .i-  it  did 
loi  n-  pass  "ii  stud) . 

I'd  -a*  it's  the  best  thing  that's  happened  in  media  research  to 
date.  I've  been  Mailing  foi  years  for  those  Marconi  Wireless  people 
in  get  taken  down  a  peg,  and  this  does  it  Foi  years  they'vi  been 
rlaiming  everything  undei  the  sun  namely,  thai  the)  reach  ever) 

home  with  .i  radio  (now  with  .i  TV  set).  Life  Bhows  the)  don't. 
Fair  t"  radio  and  T\  ?     i  <•-  sii  ' 

LIFE  CRITIC:    Yes,  this  is  a  fine  stud)     ..  splendid  stud) 

.in  important  study:  Ii  i-  the  firsl  stud)  "I  accumulativi    audiences, 
measured  in  individuals,  to  anything  besides  Life. 

But,  before  Life    ■•<   anyone    attempts  to  use  the  stud]   to  com 

pare  media,  let's  be  sure  we  knovi   exactl]    what   it  has  measured, 
and  then  see  if  inter-media  comparisons  make  ,nn    sense.     Vnd,  it 

not,  let's  not  tr)   to  make  senseless  comparisons  between  .i  German 
ishopper  and  a  field  of  Chinese  dandelions. 

There  are  two  ver)  gre.it  differences  in  the  measurements: 

>li  The  print  estimates  measure  entire  media  entire  publica- 
tions; the  air  estimates  measure  single  /'ices  of  their  media  single 

programs. 

(2)   The  print  method  i-  the  mosl  accurate  the  medium  knows 
.i  recognition  measurement;   the  air  method  is  the  mosl  unreliable 
the  medium  knows,  the  recall  technique     and  ovei  a  period  of  timi 
the  industr)  considers  a  throwback  to  crude  earl)  techniques  which 

the  industr)  has  lone,  since  discarded. 

What  the  stud)  measures,  it  does  with  the  beal  kind  ol  sampli 
known  to  modern  researchers — and  so  it  does  it  well.  Hut  it  mea- 

sures two  entirely  different  things,  and  no  attempt  should  be  made 
to  compare  them. 

What  I'ulit/  and  Life  did  was  to  net  two  different  kinds  of  audi- 
ence measurement  (one  an  entire  medium,  one  a  fev<  individual 

programs).  The  onl\  thing  the  two  measurements  hare  in  (amnion 
is  the  fact  that  they  were  l>«th  obtained  from  the  tame  persons.  Hut 
u  i-  like  a  surve]  "I  individual  attitudes  toward  cigarette  smoking 
to  which  ate  added  some  questions  on  quantit)  of  eggs  consumed  in 
the  whole  family.  Yes,  the  answers  arc  obtained  from  the  same 
sample  of  persons,  !>ut  the]  arc  different  kind-  of  measuri  mi  Ms,  and 
■  ompletel)  different  things. 

V-.  I'm  delighted  the  surve]  was  made.  1  think  the  accumula- 
tive information  represents  a  useful  and  important  contribution  to 

cur  knowledge  of  media  coverage.  But,  for  gosh  sakes,  let's  have 
the  good  sense  not  i"  tr>  to  compare  what  can't  be  compared.    \nd 

b)  the  wa>  in  passing  maj  I  take  exception  to  the  irresponsi- 
ble statements  thai  seem  to  be  the  order  of  the  da)  in  reference 

to  the  Lt/e-Politz  stud)  ? 

Just  to  mention  one,  among  man)  it  is  mosl  irresponsible  and 

unjust  to  claim  that  the  "Marconi  \\  ireless"  people  have  been 
claiming  "everything  under  the  sun  namely,  that  the)  reach  ever) 
home  with  a  radio  <ct  and  now  with  a  TV  set.  Life  -how-  the) 

don't." 
In  the  lir-t  place,  radio  and  TV  have  never  claimed  an]  - 

thing  or.  al  least,  do  responsible  person  in  the  field  has  so  claimed. 

Oh.  in  a  general  way.  of  course,  they  claim  thai  "radio"  reaches 
(.■//  sets  in  working  order  just  like  the  phone  compan]  would  no 
doubt  claim  that  the  phone  system  reaches  all  phone-  in  working 
order.  Hut  when  it  come-  to  specifics  the]  have  coverage  esti- 

mates, circulation  estimates,  and  program  audience  estimates — and 

these  arc  all  usually  '"somewhat"  less  than  "all"  the  home-.  Life 
certain!]  doesn't  tell  us  anything  about  station  or  network  accumu- 

lative audiences.  SO  the  stud]  can  hardly  "prove"  that  the\  don't 
which,  even  if  it  did.  would  not  he  "disproving"  any  radio  or  T\ 

claim,  since  you  can't  very  well  "disprove"  a  claim  if  the  claim  was 
never  made  in  the  first   place. 

2.     {ft    tun   you  compart    on*  program   with   tin    content i  <>/ 

an   entire   mage  -in.    ' 

111  I     M  PPOH  I  I  It:    0 

LIFE  CRITIC:   0  in  m  ik< 

just  Ilk,    you  <  ai   jiii'    tit   ii  •■•  .i  tingli    i   m'I'  ' 
bei  "i  Methodist  mininteri  in  " 

the    i  ompai  i-"ii     »  Ion     ••  :•      it  '        1 1 

1 1   you  think   -o,  suppose,  ii>  \t   timi 
I  BS   I  \  on  Monda)  nighl  w  iih 

features  in  Lift  Who  'I"  you  think  then  would  have  the 

est  aud   .  '     \ n.l.  radio  and    IN    might  well  let 
th.-  tin-  biggest  features  in  Life  (although  the  irresponsible  author 
of  the  line-  above  says  thai   /    - 
would  have  he,  n  to  the  m  ■ 

In  othei   words,  it  sounds  fail  t"  radio  IN    to  have 

prop*  rties      Bui  this  doi  tire  >  idio  I  N 

Moreover,   the)    didn't    measure   the   net 
rather  the  average  t"i   the*  Hut   for  the  pub 
you  ,i. , .  pi  i;;/ 1   reading      ai 

thai  readers  "t  tome  features  don'l  i  I  some  otl 

'.i.     tj:    Isn't  this  comparing  tin    potential  audience  of  a  mag' 
azine    with    an    nitniil    delivered    one    in    tin     (««<•    nf    n    radio   nr 

1*1    program  from  tin-  standpoint  <»/  the  advertiser* 

LIFE  SUPPORTER:    Nuts     \      r  Lift      rculation  is  audit 
ed  at  bed     delivered    Your  t  idio  and  I  \ 
work. 

I.I  I'll  C'lll'I'K  :    I-  radio  and  TV   audience    reall)  "guesswork" 
jusl    I  mi  an-.-   ii    doesn't    represent  '     In   the 

place,  how  man]  of  print'-  "audited"  copies  ni 
wrappers?     How   man]   times  has  it  happened  in  v«ur  own  ht 

hold  in  tin-  pasl   few   month-! 

In   the   second   place,  if   the  radio-TV    audii  *ork," 
maybe  this  whole  argument  is  gless.    If  I' 
wh)  need  we  debate  about  how  ̂ ,,...1  •    i- ?      \nd  if  the 

myriad  of  radio-TV    audience  surveys  wing,"  then  market 
researchers  throughout    |  back  t"  school,  and  the 

besl    informed   companies   in    Vmi  I'u    Ponta,   t! 
tin-  General    Motors,   and   all    the   rest,   who   relj    on   tin-   kind   of 

"guesswork"   for   mature   business   decisions     should    surrender  all 

the  business  they've  gained  bj   relying  on  just  that  kind  ol 

work." 

/.     (J:    (on   any    advertiser   reach   tin-   (>H  miuion   readers  nf 
Life's  ri \x  ssuuemf 

LIFE   SUPPORTER:    How    man)    people  will   h< 

radio's    14  million.'' 

LIFE  CRITIC:     Hi    could  reach  all  of  "radii  JDion. 
ild\  reach  anywhere  near  all  60  million. 

.>.     Qi    II  niildn'i  ii  he  all.  if  tin-  commercials  are  integrated? 

I.I  IK  SUPPORTER:    w  lil    >  minute.    Von  determine  those 
who  read  an  ad  in  Life  "r  an]  other  magazini  tn  if 

the)    recall  it.    You  hive  to  teal   the  radio  ..•    |\    commercial   the 

way.     You  can't  assume  your  pi  gt  ience  is  vom menial  audiet 

I.II'E  (  1(1  IK  :  /  didn't  test  the  magazine  audienci 

b)  "recall."    Win   i-  retail  a  valid  measurement  I'- 
pie  •  t.  hut  nonethi  •  it. 
\  'ii  cant  assume  your  program  audience   i-  v.uir  comn 

audience    but   if  you   handle   the   commercial-   properly, 

make  il  so.    How   do  you  do  that  with  -ix  two-inch  a«l»  in 
win-  ivould   he  time  50   million    l  I    right 

but  not  the  two-inch 

f).      O:     I  an    JOSS    UMIM    the    »fimc    olmiil    I  it.    ' 

lilt     SI  l*l*Olt'l'Elt:     No,    hut    the)    aren't    nva-uring   r 
mercial  audiences.     They  mi  iitmrial  audiem 

and  TN  that's  forcing  the  fight  into  one  of  audience  of  adve- 
merit  v.-rsu-  audience  of  commercial.  Life  didn't  even  preten do  that. 

LIKE  CIIITIC:  end  to  n 
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menial  audiences.  But  isn't  that  what  the  achertiser  is  really  in- 

terested in?  It"-  of  nice  academic  interest  to  know  that  six  Life 
issues  are  thumbed  hy  60  million  souls.  But  how  many  saw  m\  ail 

on  page  27:'    Isn't  that  what  matters  to  me? 

7.  Q:  Rut  isn't  it  already  telling  advertisers  and  agenda  it 
reaches  54  million  people  with  four  utiles,  whereat  the  top 
four  radio  and  top  five  TV  programs  reach  far  fewer? 

LIFE  SUPPORTER:    Well,  it's  true. 

LIFE  C'KITIF:  Again — yes,  if-  true,  but  does  the  compari- 
-.iii  mean  anything?    1  can  bin   a  program — who  can  "buy"  Life? 

8.  Q:  Isn't  there  an  unstated  assumption  there  that  these advertisers  trill  also  he  able  to  reach  these  54  million  Life 

readers — and  isn't  this  misleading? 

LIFE  SUPPORTER:  No.  It's  misleading  for  radio  and 
television  to  tell  t he  advertiser  that  their  editorial  or  program  audi- 

ence is  the  same  as  their  commercial  audience.  This  Life  isn't 
doing  at  all. 

LIFE  CRITIC:  li  maj  not  be  an  unstated  assumption  but, 

the  figures  would  only  have  any  real  meaning  for  media  buying  deci- 
sion, if  one  knows  how  to  discount  for  non-ad  reading,  non-com- 

mercial hearings. 

9.  Q:  Hotc  about  using  a  period  when  TV  was  the  only 

medium  to  show  a  30%  growth?  Doesn't  this  downgrade 
its  ratings? 

LIFE  SUPPORTER:  Life  picked  up  half  a  million  circula- 

tion in  this  period,  and  it's  all  audited  and  paid  for.  Same  reason- 
ing applies  to  it. 

LIFE  CRITIC:  If  Life's  circulation  has  increased  some,  its 
increases  are  dwarfed  by  T\  's  audience  increases.  TV  audiences 
have  grown  30%  or  more.  Audiences  in  TV  must  have  grown  since 

the  L'/e-Politz  measurements — and  in  a  measure  that  would  dwarf 
any  expansion  in  Life  audience  that  may  have  come  about. 

10.  Q:  Is  it  fair  for  Life  to  call  networks  media  in  its 

annual  billings  ad  in  which  it  comes  out  first — and  then  to 
switch  to  calling  Jack  Benny  a  medium  when  measuring 

audiences?  If  CBS  is  a  medium  on  Life's  do'lar  compari- 
son chart,  why  isn't  it  used  as  a  medium  on  Life's  audience 

chart  also? 

LIFE  SUPPORTER:  Why  do  radio  and  TV  mislead  the 

industry  with  their  phony  circulation  figures?  For  example:  count- 
ing those  who  listen  once  a  week  to  any  program  as  part  of  the 

station's  or  network's  circulation.*  How  can  any  network  prove 
any  kind  of  circulation,  especially  when  any  night  of  the  week  the 
audience  can  and  does  switch  to  any  of  four  radio  and  as  many  TV 

nets?  But  to  answer  your  question:  An  advertiser  wouldn't  and 
couldn't  buy  an  entire  network  24  hours  a  day  seven  days  a  week, 
but  he  does  buy  space  in  a  magazine  which  reaches  a  known  num- 

ber of  people. 

LIFE  CRITIC:  The  magazine  reaches  a  known  number  of 

people,  the  network  reaches  a  known  number  of  people.  You  can't 
buy  either.  All  you  can  buy  is  (a)  a  program — with  a  known 
audience,   (b)   an  advertisement — with  an  unknown  audience. 

Why  don't  the  publications  tell  us  something  about  (b)  ?  That's 
what  we  want  to  know.  All  right,  (a)  isn't  a  commercial  audience 
necessarily — but  it  has  a  helluva-site  better  chance  to  be  one  than 
a  magazine  audience  does! 

11.  Q:  Could  a  comparison  then  be  made  on  a  dollar  basis? 
Instead  of  comparing  a  $2  million  issue  of  Life  with  a  $25,- 
000  radio  show,  you  take  the  same  amount  of  advertising 
money  spent  on  both  and  compare  audiences? 

LIFE  SUPPORTER:    You  don't  have  to  buy  all  of  Life  to 
reach  its  60  million,  six-issue  audience. 

LIFE  CRITIC:  No?  How  else  do  you  do  it?  You  sure  don't 
with  a  half-page  black  and  white  ad  in  each  issue — do  you? 

12.  Q:  Would  you  say  Life's  charts  shotcing  its  accumu- 
lated audience  for  six  issues  but  averaging  the  audiences  of 

the  four  radio  and  fire  TV  shows  were  fair  or  misleading? 

•This  adman  Is  behind  the  times  NCS  and  SAM  both  list  three  rateeorifs  of 
listeners  in  their  coverage  services  ranging  from  those  who  listen  once  to  Uiose  wtio 
listen   ever)'   day— SPONSOR. 

FIFE  SUPPORTER  (after  considerable  discussion  with 

agency's  research  director)  :  I  think  Life  made  a  mistake  here.  I 
can't  under-tand  why  they  did  this. 

LIFE  CRITIC:  I  don't  understand  the  question,  nor  the 
answer.  Life  averaged  cumulative  audiences.  I  can't  see  what's 
wrong  with  that,  so  long  as  they  so  labeled  it. 

13.  Q :  Would  you  say  that  using  three  radio  comedy  slums 
on  one  network  Sunday  night  and  four  TV  variety  shows 
among  the  nine  surveyed  punished  the  air  media  from  the 
standpoint  of  audience  accumulation? 

LIFE  SUPPORTER:  We've  learned  that  block  programing 
always  builds  audiences. 

LIFE  CRITIC:  Possibly  right,  in  accordance  with  12.  It 

might  have  fur  net  accumulation-,  hut  probably  not  when  the  data 
are  averaged. 

14.  Q:  Then  what  is  your  over-all  opinion  of  the  study? 

LIFE  SUPPORTER:    I'm  glad  Life  and  Politz  did  it.     I 
wonder  what  the  time  peddlers  will  have  to  say  about  it!  This  is  a 

great  contribution  to  media  evaluation.  Note  I  didn't  say  media 
comparison.  Life  itself  says  comparisons  are  difficult  and  they 

aren't  trying  to  make  them.  It's  a  good  yardstick,  but  it's  still  just 
another  yardstick.  We  got  to  make  the  decisions  in  the  end  on  the 
basis  of  judgment  and  experience. 

One  thing  to  remember  is  that  TV  ratings  will  soon  start  drop- 

ping. /  Love  Lucy  is  going  down.  TV  is  killing  'em  fast.  Alan 
Young  is  off.  Where's  Ed  Wynn?  Red  Skelton  is  just  holding  his 
own.  Benny's  down  in  radio.  What's  going  to  happen  when  you 
open  all  those  new  TV7  stations?  The  big  ratings  will  be  cut  in 
half.  I  know.  We  got  some  of  the  biggest  shows  on  the  air.  Wish 

we  knew  what's  going  to  happen  to  them — even  by  next  fall.  I'll 

bet  you  Lucy  won't  be  fir-t. 
As  for  the  Life  study,  I  think  it's  great! 

LIFE  CRITIC:  Well,  on  that  score,  I  guess  we're  all  in 
agreement.  It's  "a  great  contribution  for  media  evaluation  (not) 
media  comparison."  That's  an  important  distinction  which  my 
protagonist  finally  makes. 

For  one  medium  a  certain  type  of  measurement  is  provided  for  a 
few  top  shows.  For  the  other,  another  type  of  measurement  is  pro- 

vided for  the  entire  medium.  It  may  sound  at  a  casual  glance  that 
an  advantage  is  given  radio  and  TV  because  their  top  properties 
were  studied.  However,  this  measurement  was  not  compared  with 

an  average  measurement  for  the  publications,  but  wi;h  a  total  mea- 
surement for  the  publications. 

Hence,  the  advantage,  if  any,  is  seen  to  be  not  with  radio  and 

T\  .  at  all,  but  with  the  publications.  (Exaclly  what  the  contribu- 
tion of  using  a  recall  measurement  instead  of  a  recognition  measure- 

ment for  radio  and  TV,  I  don't  think  any  one  really  knows.  With 
the  recall  measurement,  some  people  may  have  forgotten  listening; 

— while  others,  partially  through  a  "halo  effect"  favoring  top  shows, 
may  have  erroneously  claimed  listening.) 

Yes,  it's  a  fine  study.  But  the  measures  are  not  comparable,  and, 
Life  would  establish  itself  as  a  medium  among  media — with  enor- 

mous courage  and  stalwart  statesmanship — if  they  would  come 
right  out  and  say  so  themselves! 

LIFE  Publisher 
Andrew  HeishelVs 
statement  to 
SPONSOR: 

This   study    represents   the    best    efforts    of  the    Alfred    Politz 

organization   and    of   LIFE   to    bring   to   advertisers   and    agencies 

further  facts   and    figures   with    regard   to   the    potential   markets 

available    to    manufacturers.    The    thinking,    logic,    and    the    methods 

used    are    self-explanatory    and    will    be    available    to    the    advertising 

community    in    general    next    month    when     the    full    report    is 

published.     The    study    has    received    an    extremely    high    degree 

of   approval    from    objective    experts    in    the    research    and    media 
fields.    We  trust  that  it  will   be  of  real   use  to  advertisers 

and    we    also    believe    that    it    shows    the    respective,    though 

different,     strengths    of    the     various    media     examined. 
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KLZ-TV  goes  on  the  air  this  autumn  with  the 

largest,  most  completely  equipped  operation  in 

the  Denver  area  ...  a  modern  TV  Center  com- 

prising 34,000  square  feet  of  expertly  planned 

floor  space.  TV  antenna  will  rise  2380  feet 

above  Denver.  Important,  too,  is  the  experience 

and  know-how  which  has  given  KLZ-Radio  a 

distinguished  record  for  creative  programming 

and   public   service.   This,  expanded   to   our  TV 

operation,  will  place 

KLZ-TV  in  a  domi- 

nant position,  team- 

ing CBS  Television 

and  Top  Local  Pro- 

grams to  bring  imme- 
diate audience  ac- 

ceptance for  Channel 
7  advertisers. 

CHANNEL 

rj    T\I 

CBS  TELEVISION 

-yepu^ 

President  and  General  Monager 

DENVER 
ON    THE    AIR    ABOUT    NOVEMBER    1ST 

ALADDIN    RADIO    AND    TELEVISION,   INC 
Represented  far  '*»*  *o*r  A  . 
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WDAY-TV  COVERS  THE  NATION'S  THIS  I 

-COVERS  AMERICA'S  73rd  WHOLESALE  MARK 



WDAY-TV L FARGO,  N.  D. 

CHANNEL  6 

f  FLAT  LA»»  OF  THE  RED  RIVER 

VAUEYi 

COUNTY  IN  RETAIL  SALES  PER  CAPITA 

ARGO  RANKS  HIGHER  IN  WHOLESALE  SALES 
WAN  MANY  LARGER  CITIES 

iUCH  AS  CAMDEN,  N.  J.  AND  WILKES-BARRE,  PA 
«CASS  COUNTY,  N.  D.- THIRD  BEST  AMONG  ALL   U.  S.  COUNTIES4  OF  OVER  50,000  POPULATION 

AFFILIATED    WITH    NIC    •    CIS    •    AIC    •    DUMONT 

FREE   &    PETERS    INC.,  Exclusive  National  Representatives 
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wbrc-t? 
9:00pm 

50.5 

king  IT 5:30pm 

'3.3 

>>0pm 

57.0 

klng-tr 
9:30pm 

46.0 

ksd-tr 
10:00pm 

72.3 

vvnac-tv 
6:30pm 

20.3 

kSlp-tT 9 :00pm 

55.5 

wben-tv 9:30pm 

480 

ksd-tT 
9:30pm 

!2.0 

go-tr 
00pm 

26.5 
wafm  tv 
8:00pm 

28.5 

king  tv 5:00pm 

11.5 
MVtT 

Hjai 

77.8 

wbz-tv 
10:30pm 

23.8 

kstp-tr S  :30pm 

33.5 

ksd-tT 
10:30pm 

25.3 

WCTO-tV 9:30pm 

43.8 

klnn-tT 
9:00pm 

15.3 

Itfai 

50.5 

TfdSU-tT 5:30pm 

7.0 

JO-tT 

,  :00pm 

7  7.0 

wbrc-tv 
1  8:30pm 

78.0 

wben-tv 11:30pm 

53.5 

vrdSU-tT 9:30pm 

1  mind  w hen  analyzing  rating  trend 

to     last      month's     chart. 
playing  onlj   few   of  these 

from  ont 

tMJ     n 
markets    a 

month  to  another  In  this 
larkets      are      covered      In 
re   not    fully  reflected    In    r» 

chart, 

chart. 

FEATURING 

35mm  THREE  CHANNEL 

INTERLOCK  PROJECTION 

MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.       JUdson  6-0360 



New  and  upcoming  television  stations 

-Box  Score- 
Total  no.  of  U.S.  stations  on 

air,  incl.  Honolulu  (as  of  2 

July   '53)  IUU 

No.  of  markets  covered         127 

No.  of   post-freeze   CP's   grant- 
ed    (excluding    18    educational 

grants;  as  of  2  July  '53) 
No.    of    grantees    on    air 

No.   of  TV  homes   in    U.S. 

Per  cent  of  all  U.S.  homes  with 

TV  sets   (as  of   I    May  '53)  .12.4%  I 

Per  cent  of  all  homes  in  TV 

coverage  areas  (as  of  I  May 

'53)     76.6%  § 

384 
80 

23,»30,000§ 

I.    \nv  construction  permits* 

CITY    &    STATE CALL 
LETTERS 

channel! 
NO. 

DATE  of 

GRANT 

21 24  June 

KLZ-TV 7 26  June 

2 
1   July 

WVVW-T /     35 
1   July 

KMBC-TV !        9 24  June 

WHB-TV! 9 24  June 

WLBR-TV 
15 

26  June 
16 

24  June 

2 
1   July 

24  June WELI-TV 
59 46 

26  June 

WTOC-TV 11 26  June 
19 1   July 

ON-AIR 
TARGET 
DATE POWER    (KW)' 

STATIONS 

VISUAL         AURAL 

SETS  IN 
MARKETt 

LICENSEE-OWNER 

ADDRESS  & 
MANAGER 

Re  i 

opf  • 

Beckley,    W.    Va. 

Denver  Colo. 

Fairbanks,   Alaska 

Fairmont,  W.  Va. 

Kansas  City,  Mo. 

Kansas  City,  Mo. 

Lebanon,  Pa. 

Marshall,    Tex. 

Midland,    Tex. 

New  Haven,  Conn. 

Sacramento,    Cal. 

Savannah,    Ga. 

Utica,  N.  Y. 

          19.5  9.77  0  NFA 

1    Nov.   '53     316  158  2  119,000§ 

15.85  9.5  0  NFA 

17.4  8.7  0  NFA 

Sept.  '53  316  158  1  298,633 

15  Aug. '53  316  158  1  298,633 

1    Oct.  '54       92.8  50  0  NFA 

18.6  9.33  0  NFA 

10.5  5.25  0  NFA 

19.5  10.2  1  360,000 

207  107.7  0  NFA 

Feb.  '54            258  129  0  NFA 

52.2  26.1  1  86,700§ 

Appalachian   TV   Corp. 

Aladdin   Radio  &  TV.  Inc. 

Kiggins   &.    Rollins 

Fairmont    Bdcstg.    Co 

Midland   Bdcstg.  Co. 

WHB    Bdcstg.    Co. 

Lebanon  TV  Corp. 

Marshall   TV   Corp 

Midcssa    TV    Co. 

Conn.     Radio    Foundation. 
Inc. 

John   Poole    Bdcstg.   Co 

Savannah    Bdcstg.    Co. 

Richard    H.    Balch 

270    Park    Ave.. 

N.    Y. 

17th    &    Lincoln 

St. 

Hugh  Terry 

841     Turquoise 

St..   San   Die- 

go.   Cal. 
119    Fairmont 

Ave. 
222    W.    Ilth   St. 
George    Hlggins 

9th  &  Grand  Ave. Don   Davis 

S.'n    4.    Cumber- 

land   Sts. 
Lester    P.    Etter 
270    Park    Ave., 

N.    Y. 

Box    1385.    Law- 
ton,    Okla. 

221     Orange    St. 
Richard    Davis 

Securty     Bldg.. 
Long    Beach, 

Cal. Box   858 
Wm     Knight.  Jr. 

20    Whitesboro 

St. 

If.    i%t'w  stations  on  air* 

CITY   &   STATE 

Hutchinson,  Kans. 

Kansas  City,  Mo. 

Rome,  Ga. 

CALL 
LETTERS 

CHANNEL 
NO. 

ON-AIR DATE POWER   (KW)" NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt LICENSEE-OWNER 

MANAGER 

KTVH  12  1   July 

KCTY  25  22  June 

WROM-TV        9  18    June 

19.2        9.6         CBS,    DuM 

19.77      10.67    DuM 

32  16  DuM 

Howard    O.    Pe- terson 

1  45  000         Hutchinson    TV,    Inc. 

2  45,000  UHF         Empire  Coil  Co.  Herbert    Mayer 

1                         75  000         Coo$a    Valley    Radio    Co.        Ed   McKay 

HI 

Iff.    Addentla  to  previous  C.P.  listings These  changes  and  additions  may  be  filled  in  on  original  chart  of  post- 

C.P.'s    appearing    in    sponsor's    9    February    issue,    and    in    issues    thene 

Camden,  S.  C,  WACA-TV,  ch.  14,  target  Jan.  '54;  gen. 
mgr., Tom    Richards;  est.  sets  in   market,  20,000 

Cincinnati,  Ohio,  WCIN-TV,  ch.  54,  nat'l  rep,  Forjoe 
Davenport,    la.,    ch.    36,    new    call    KDIO 

Dayton,  Ohio,  WIFE,  ch.  22,  new  target   15  Sep.  '53 
Des  Moines,   la.,  ch.   17,  new  call   KTLV 

Eureka,  Cal.,  KIEM-~V,  ch.  3,  target   I    Sep.  '53;  to  be 

CBS  affil.;  gen.  mgr.,  John  G.  Bauriedel;  nat'l  rep, 
Blair  TV 

Hampton-Norfolk,   Va.,   WVEC-TV,   ch.    15,    new  target 

19  Sep.  '53;  nat'l  rep,  William  G.   Rambeau 

Henderson,    Ky.,   WEHT,    ch.    50,    new   target    Fall    "53; 

nat'l  rep,   Meeker  TV;   pres.  and  gen.  mgr.,   Hecht 
S.    Lackey 

Honolulu,    Hawaii,    KONA,    ch.    II,    new    nat'l    rep    for 
spot  sales,   NBC  Spot  Sales 

Jacksonville,   Fla.,   WJHP-TV,   ch.   36,   target  Jan.   '54; 
mgr.,     T.     S.     Gilchrist    Jr.;     est.     sets     in     market, 
118,000 

Little    Rock,    Ark.,    KARK-TV,    ch.    4,    target   Jan.    '54; 
gen.   mgr.,   T.    K.    Barton 

Medford,    Ore.,    KBES-TV,    ch.    5,    new    target    15    July 

'53;  nat'l  rep,   Blair  TV 

Meridian,  Miss.,  WTOK-TV,  ch.   II,  target  27  Sep.  '53; 
est.  sets  in   market,   5,000 

Minneapolis-    St.    Paul,    Minn.,   WTCN-TV,    ch.    II,    new 

target    I     Sep.    '53;    power    70    kw    visual,    42    kw 

aural;    nat'l    rep,    Blair  TV;   to    be   ABC   affil 
sets,    360,000 

Pine    Bluff,    Ark.,    ch.    7,    target    late     Sep.    '53 

rep,   Avery-Knodel 

Rockford,    III.,   ch.    13,   new  call   WREX-TV 

San    Antonio,   Tex.,    ch.   35,    new   call    KALA 

San    Diego,    Cal.,    KFSD-TV,    ch.    10,    test   target- 

August    '53 

San    Francisco,   Cal.,   ch.  20,   new  call    KBAY-TV 

San   Juan,   P.   R.,   WKAQ-TV,  ch.  2,  commercial  I' 

Feb.  '54 

Wheeling,  W.  Va.,  WTRF-TV,  ch.  7,  target  I   No. 

new  nat'l   rep,   Hollingbery;  to  be   basic  NBC 

•Both  new  C.P.'s  and  stations  going  on  the  air  listed  here  are  those  which  occurred  between 
19  June  and  2  July  or  on  which  information  could  be  obtained  in  that  period.  Stations 
are  considered   to   be   on   the   air   when    commercial   operation    starts. 

••Power  of  C.P.'s  is  that  recorded  in  FCC  applications  and  amendments  of  individual  grantees, 
tlnformation  on  the  number  of  sets  in  markets  where  not  designated  as  being  from  NBC 
Research,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approximate. 
{Data  from  NBC  Research  and  Planning.  Set  figures  as  of  1  April  1953.  Where  UHF  is 
not  specified  set  figures  are  VHF.  In  box  score,  total  TV  homes  figure  is  as  of  1  May. 
Percentages  on  homes  with  sets  and  homes  in  TV  coverage  areas  are  considered  approximate. 

44 

rln    most   cases     the    representative   of   a    radio    station    which    is    granted    a    C.P.    also   ; 
sents    the    new    TV    operation.     Since    at    presstime    it    is    generally    too    early    to   confir 
representations    of    most    grantees,     SPONSOR    will    henceforth     list    the    reps    of    Hie  I 
stations   in    this   column. 

^These    reps    have    already    confirmed    their    representation    of    the    new    TV    stations. 

NFA:    No    figures    available    at    press    time    on    the    number    of    sets    in    the    market. 

JShared-time  grant.    The   two   Kansas  City   grantees  will   share   time   and   facilities,  bu 
maintain   separate   studios. 

SPONSOR 



KPTV    IN    OREGON    PROUDLY    ANNOUNCES    THAT   IT    IS   NOW   A    BASIC    NBC   AFFILIATE' 

KPTV,  Oregon's  television  pioneer  and  the 

world's  first  commercial  Ultra  High  Fre- 
quency station,  now  serves  100,000  set 

owners!  Direct  YOUR  sales  appeal  to  this 

SURE-FIRE  MARKET!  Complete  merchan- 

dising and  production  facilities!  Represent- 
ed nationally  by  NBC  Spot  Sales!   Act  now. 

«
-
 KPTV 

IN   PORTLAND 

WELCOMES 

ITS 

NEW 

SISTER 

STATION 

IN 

KANSAS  CITY, 

MISSOURI 

-
>
 

KCTY 
Moving  into  the  country's  17th  market  with 
TOP-RATED  PROGRAMS!  A  Hooper  Sur- 

vey before  KCTY  went  on  the  air  showed 

over  45,000  UHF  sets  in  use  in  Kansas  City! 

Cash  in  on  this  growing,  responsive  market! 

CONTACT  AVERY-KNODEL   NOW! 

WXEL,  Cleveland       ft  KPTV,  Portland  KCTY,  Kansas  City 

Owned    and    Operated    by    Empire    Coil    Company,    New    Rochelle,    New    York 



Radio 

™d  now  a  message  ho»ouisjg« 
l>\  Hob  Foreman 

M  ti  keeping  with  this  issue,  it  has 
been  suggested  that  I  discuss  what 

the  '53-'54  fall  season  will,  per- 
haps, hold  for  us  in  broadcast  me- 

dia. Since  memories  are  short  and 

time  is  fleeting,  the  idea  gives  me 
little  cause  to  worry. 

Therefore!  This  season  ahead, 
I  believe,  in  the  words  of  John 

Keats  will  be  one  of  both  "mists 
and  mellow  fruitfulness."  There 
is  no  doubt  that  many  of  our  most 

mist-ifying  problems  will  still  be 
with  us.  Furthermore,  correct  use 
of  these  media  will  be  fruitful  for 

those  engaged  in  them. 

In  radio  I  look  for  even  stronger 

sales  appeal  (to  advertisers)  of  the 
late  night  and  early  morning  hours 

— a  far  greater  understanding  of 
out-of-the-home  listening  and  a 
much  more  accurate  method  of  re- 

cording same. 

I  believe,  too,  that  radio,  having 
taken  the  brunt  of  TV  and  most 

of  the  suffering  so  far  from  budget 
reallocations  that  TV  has  caused, 
will  at  last  start  to  become  more 

competitive  with  printed  media. 
This  is  as  it  should  be. 

There  is  no  valid  reason  why  so 
many  advertising  dollars  that  went 
into  television  had  to  come  out  of 

radio.  Except  for  the  historical 

fact  that  radio  and  TV  are  pri- 
marily delivered  by  the  same  fa- 
cilities, corporations,  and  talent, 

there  is  small  justification  for  with- 

drawing automatically  radio  mon- 

ey to  feed  and  clothe  the  new  baby. 
Actually,  the  two  media  are  now 

far  easier  to  dovetail.  Reaching 

non-TV  homes  by  means  of  radio 
and  reaching  into  TV  homes  via 

radio  during  the  weakest  TV  view- 

ing hours  should  be  comparatively 
simple  to  do  now  with  most  of  the 

facts  in  and  the  patterns  of  view- 

ing fairly  well  established.  So  I 

look  for  more  of  this  type  of  time- 
buying  in  the  future. 

Some  time  ago,  I  recall,  I  pre- 
dicted in  these  austere  pages  that 

a  great  deal  of  TV-plus-radio  net- 
work buying  would  be  done  in  a 

way  that  radio  coverage  would  sup- 

plement rather  than  duplicate  tele- 

vision coverage.  To  date  I've  been 

pretty  wrong.  Advertisers  aren't 
doing  this  except  with  spot  radio, 

mainly  because  the  networks  them- 

selves haven't  packaged  a  radio- 
TV  time  buy  as  yet.  Evidently  they 
still  feel  they  are  able  to  hold 

enough  radio  billing  without  so 

doing.  (For  another  view  on  this 

subject  see  Network  Radio  section. ) 
As  was  obvious  even  a  year  ago 

the  future  of  daytime  TV  is  grow- 

ing brighter — and  the  very  early 
morning  hours  of  broadcasting, 

long  successful  for  local  radio  op- 
erators, have  gone  over  big  in  TV. 

I  refer  primarily  to  that  slow  start- 

er which  is  today  one  of  NBC's 
most  profitable  ventures  —  Dave 

Garroway's  Today  program.  This 

program,  I'm  sure,  will  be  sold  out 
by  fall  thus  evoking  perhaps  ARC 
or  CBS  competition. 

Another  phenomenon  of  this  past 

year,  the  soap  opera,  seems  to  have 

given  up  the  ghost  pretty  well. 
NBC  does  however  seem  to  be  out 

to  revive  it.  CBS  helped  kill  the 

T^V  soap  opera  rather  neatly  with 
its  lower  cost  and  more  popular 

audience  shows,  loosely  formated 

talent  wing-dings  and  "just-visit- in'  "  programing. 

This  season  brings  us  more  evi- 

dence that  a  personality  who  dom- 

inates a  program  and  does  the  sell- 

ing is  the  medium's  most  success- 
ful commercial  approach.  For  one, 

I  relish  this.    In  fact.  I  revel  in  it. 

Also  I  feel  somewhat  vindicated  in 

looking  back  on  the  many  high- 

priced  radio  stars  I've  dealt  with 
who  refused  even  to  mention  a 

sponsor's  name.    A  pox  on  these! 
Unfortunately,  it  is  fairly  tough 

to  develop  a  super  salesman-en- 
tertainer. But  there  will  in  the 

weeks  ahead  be  new  ones  who  will 

assuredly  get  their  chance — and 
since  exposure  breeds  familiarity 
and  familiarity  breeds  confidence, 

we'll  see  some  good  new  faces  and 

sales  results.  For  example,  I'll 
wager  someone  will  latch  on  to 
Mike  and  Buff  Wallace  and  some- 

one will  discover  a  disk  jockey  or 

two  working  on  other-than-N.  Y.- 
and-L.A.-stations,  thus  finding  new 
folks  of  the  caliber  of  Garry 
Moore,  Garroway,  and  others. 

There  will  still  be  with  us  those 

"big  names"  who  believe  that  mere 
mention  of  a  product  name  coming 

from  their  lips  is  enough  to  cause 

cash  registers  to  jingle.  And  there 
will  still  be  those  who  insist  that 

their  own  copy  ideas  are  far  sound- 
er than  what  the  agency  dishes  up 

— this  fodder  turning  out  to  be 
their  own  brand  of  nit-witticism 

and  Hollywood-scripted  funnies. 

This  "copy"  some  advertisers  will 
discover,  to  their  dismay,  is  a  poor 

substitute  for  a  down-to-earth,  ba- 

sic reason-why  theme.  To  the  per- 

petrators of  tomorrow's  brand  of 
this  sappery  I  suggest  a  course  in 
Godfrey  with  special  note  paid  to 
what  Mr.  G  does  to  the  verbiage 

but  not  the  theme — with  studied  at- 
tention to  how  he  tells  his  audience 

about  the  briskness  of  the  tea  and 

the  garden  vegetables  in  the  soup 

and  the  medical  report  on  the  to- 
bacco and  the  three  kinds  of  hair 

and  three  best  types  of  curlers. 
i  Please  turn  to  pope  50) 

Do  you  always  agree  with  Bob 
Foreman  when  he  lauds  or 
lambasts    a    commercial?     Bob 
and  the  editors  of  SPONSOR 
would    be   happy   to   receive 
and  print  comments  from 
readers  in  rebuttal;  in  ire;  in 

qualified    agreement.     Address 
Bob  Foreman,  c/o  SPONSOR. 
40  East   49  St. 
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• 

T.  V.  story  board 
A  column  ipontored  by   DIM  <»/  thr  trading  film  /irtxltirrrt  in  iWrinmii 

S    \    II    It     \ 

NEW     YORK      200    EAST    56TH     STREET 

CHICAGO      )6    EAST    ONTARIO    STREET 

In  the  latesi  I  \  spots  !<>i  Luck)  sh  ik< .  Sarra  again  amuses,  amazi  t,  and 

with  sioj)  motion.  I"  Lucky's  conga  theme  song,  trademark-disk]  lm<  up, 
parade  and  'boul  fact  to  show  "L.S  M  I  I  then  dissolve  into  dam 
cigarettes  followed  i>\  a  solo  nun  <>i  the  "teai  down'  t<  il  \  surprise  twisi 
introduces  .1  Bash  <>l  live  action  with  a  mil  emerging  horn  the  trademark 

bull's-eye  to  drive  home  the  silts  message.  Produced  b)  s\KK\  [01  tin 
American    robacco  Company   through   Batten,   Barton,   Durstini    i   Osbom 
IlK. 

SARRA,  Inc. 

New   York:   200   East    56th   street 

Chicago:    16    East    Ontario   Street 

There's  tievei  a  let-down  when  Eight  telecasts  sinii  into  East-paced  1\  com 
mercials  made  for  I'al>st  l>\  Sarra.  I  Ik  transition  to  the  viewer's  1 
experience  ol  spoits  activit)  Followed  b)  relaxation  with  a  glass  ol  l >«  *  1  is 
made  with  explosive  cartoon  shots.  \  catch)  theme  song  leads  him  to 

"WHAT'LL  YOU  II  \\  l  in  giani  letters  and  the  answer,  "Pabsi  'Blu< 
Ribbon'  Beer!"  The  knock-oui  sales  punch  comes  with  "Sm-oo-thei 
Sm-oo-ther"  appearing  against  a  beei  glass  as  th«  oo's  enlarge  and  turn  into 
winking  eyes.  Fun  and  haul  sell  1  n  .\uA  b)  S  UsR  \  loi  Pabsi  Sales  Company, 
through  Warwick  &  Legler,  Inc 

SARRA.  Iiu. 
New   York:    200   East  56th  Street 

Chicago:    16    East    Ontario    Street 

In  a  series  ol    1\    spots   just   completed   Ibi    Salada    l<i.  Sarra  establishea 

identity  with  a  novel  device. . .    to  the  tick-tock  rhythm  of  th<  "Tea   rime" 
theme  song  a  pendulum  wipes  in,  wipes  oui  tea  making  and  serving  situations 

and  the  Salada  package.    Animation  tells  th<  ston  ol  "high  mown''  it  as  with mountains  and  a  close-up  t>l  tea  leaves  silhouetted  against  a  rising  moon     \ 
reprise  of  the  pendulum,  glasses  and  the  package  gets  over  the  s.dt- 
with  dramatic  impact.  Produced  b)  SARRA  foi  Hermon  W.  Stevens   \% 
and  the  Salada  Tea  Company 

SARRA,  Inc. 
York:  200  East  56th  Street 

Chicago:    16  East  Ontario  Street 



THIS  IS  THE 

NANCY  AEA 

Secretary  to  General  Manager; 

island-born,  graduate  Kameha- 
meha  Girls'  School;  Oregon 

State 

RONNIE  MIYAHIRA 

Chief  Engineer.  Born  and  raised 
in    Hawaii.     Schooled    in    Cali- 

fornia  and   Washington,    D.  C 

12  years  in  radio. 

JACK  BURNETT 

General    Manager    since    1948.     Oldest 
in  point  of  service  of  any  Radio  Station 

General   Manager  in   Honolulu    Person- 
ally  supervises   all    National   Sales. 

MARKET    -    PROGRAMMING    --    PRODUTI 

IS  NOT  BORN  ¥■' It   Comes    From    Tireless  At 

With  key  employees  drawn  from  the  talented  islanders  for 

station  employees,  KULA  insures  stability  of  operations  . . .  gu  i 

loyal  employee  tenure.    A  cosmopolitan   staff — Just  as  the 

Personnel — No  wonder  they  all  try  to  copy  KULA.    Truly  ki 

JACK  IRVINE 

Local  Sales  Manager,  thor- 
oughly versed  in  all   phases  of 
merchandising. 

GORDON  THOMPSON 

Transmitter  Supervisor.    2-year 
residence  in  the  territory. 

PAUL  YAMAMOTO 

Merchandising  and  Promo- 
tional Manager,  born  and  raised 

in   Hawaii;  graduate  University 

of  Hawaii,  '50;  employed 
since  1950. 

GORDON  BURKE 

Chief  Announcer,  news  editor, 

and  sports  director;  formerly 
with  ABC  and  Mutual.  Resi- 

dent of  Hawaii  for  over  thirty 

years.    Entered  radio  '37. 

MOST  POWER  -  BIGGEST  AUDIENCE  -  FINEST  STAi 



UNA STATION 

M.  YANO 

A  istant  Treasurer,  born  on 
jl  of  Hawaii,   now   in   third 
a  of    service.     Educated    in 
Hawaii  and  California 

ihandising  ■■ 

iroup 

DANNY   KAWAKAMI 

Tape  Editor  employed  since 
1949,   reared  and  educated 

in  Hawaii 

HAROLD  SAKODA 

Director  of  Japanese  Language 

Program,  with  KULA  since 1947 

KNOWLEDGE 

i!  stent  Work   and    Study 

lengths  of  service  surpass  those  of  all  other 

■ng  first-class  service  that  comes  only  from 

)'iopolitan — Properly  balanced  with  Mainland 
I  To  Serve  Hawaii? 

I 

TED  SCOTT 

Director  of   Production   and   Operations 

Employed     since      50.     Originally     with 
I  ABC  on  Pacific  Coast 

MUNEO   HAMADA 

Traffic    Manager,    born    on    is- 
land of  Maui,  graduate  Univer- 

sity of  Hawaii,  '51,  with KULA  since  1950 

FAUSTINO  A.  RESPICIO 

Resident  of  Hawaii  for  over  20 

years,   conducts    Filipino    Fiesta 
Program,    which    he    originated 

in  1946. 

T  H  E 

POPULAR 

STATION 

■MOST  SALES  AIDS  -  THAT'S  KULA 

OF   HONOLULU 



THE   NO. STATION 

IN  RICH  NEW  YORK  STATE'S 
SECOND  LARGEST  MARKET 

NBC  RADIO  BASIC  IN  BUFFALO 

Get  the  full  story  from  HENRY  I.  Christal — New  York -Chicago -San  Francisco 

BUFFALO  EVENING  NEWS   STATION 

KFELTV 

,.:      ' 

AMERICA'S    Fl  RST 
post-freeze  TV  station 

ONE 

M 

EME  O'FALLON 
General  Manager 

KFEL-TV's  transmitter  site  lo- 
cated atop  Lookout  Mountain 

year  old  July  18 

*T     Operating  on  Channel  2 
on  56,500  watts 

X     Application   for    100,000 
watts  filed  June  15,  1953 

X     150,362  TV   sets    in   Colorado 

as  of  June    1,    1953.     (source: 

Rocky  Mountain  Electrical 

League) 

Represented  by    BLAIR    TV 

KFEL'TVt 
CHANNEL 

NBC     duMont 

DENVER 

As  to  whether  film  is  going  fur- 

ther than  live  or  not  as  far  in  '53- 
'54,  who  can  say?  Good  shows,  if 
one  can  afford  them,  are  going  to 

he  sold  on  film  or  live.  Film  to- 

day offers  top  quality.  That's  no 
longer  a  problem.  Kinescopes  are 

pretty  good  too  now.  The  pattern 
of  film  reruns  and  so  on  has  heen 

fairly  firmly  estahlished. 

As  for  the  ever-present  problem 
of  the  high  price  of  living  with  TV, 

I  honestly  believe  we've  hit  a  ceil- 
ing at  last.  Both  time  and  talent 

should  not  go  up.  The  advent  of 
ABC  in  the  picture  can  only  help 

give  the  stars  and  their  time  slots 
cause  to  worry.  Nobody  needs 

many  more  stations  than  they'll  be 
able  to  reach  by  1954.  Or  he  can 

bicycle  his  show  around  to  reach 
them  if  and  when  more  exi-t. 

The  copy  departments  of  agen- 
cies have  at  last  solved  the  mys- 

teries of  the  non-stock  iris  and  the 

soft-edge  wipe  while  account  rep- 
resentatives no  longer  retire  to  a 

tavern  when  they  are  faced  with  a 

request  for  a  fine  grain. 

Agency  managements  are  I  it 

seems)  starting  to  consider  tele- 
vision as  here  to  stay  and  therefore 

look  with  less  jaundiced  eyes  on 

the  striplings  that  populate  their 

respective  TV  departments.  Those 

in  the  agencies  and  advertiser  of- 
fices and  stations  who  double  in 

brass  have  regained  their  aplomb 

and  their  sleep.  Nevertheless,  bul- 
letins will  still  whip  back  and  forth 

on  burning  questions  such  as  "Is 
15%  enough?"'  Union  difficulties 
will  still  cause  the  more  aged  mem- 

bers of  the  ad  craft  to  take  to  the 

woods.  But  the  guys  with  the  real 

savvy  at  the  top  of  the  allied  busi- 
nesses have,  I  suspect,  actually 

come  to  love  the  intruder  even  if 

they  won't  admit  it.  And  well  they 
might  because  color  or  not.  tele- 
\  i-ion  i-  the  hottest  little  thing  that 

business  has  even  been  offered. 

If  American  lui-inc—  i-  one- 

truth  as  good  as  its  enviable  rec- 
ord, the  amazing  new  sales  device 

available  to  it  now  is  bound  to  un- 
cork  a  lot  of  new  wonders  in  the 

year  ahead.  *  *  * 
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Toledo's  "Billion  Dollar  Market 

il 

The  area  covered  by  WSPD  (Radio  and/or  Tele- 
vision) encompasses  18  counties;  3  in  Michigan 

and  15  in  Northwestern  Ohio. 

Population  1,161,200 

Families  348,000 

Radio  Homes  339,060 

Percent  tuned  to  WSPD-AM 

Daytime  56.8% 

Nighttime  48.6% 

Television  Homes  226,000 

Percent  tuned  to  WSPD-TV 

Daytime  78% 

Nighttime  91.5% 

EFFECTIVE  BUYING  POWER 

Total— $1,896,407,000 
Per  Capita  $1,633 

Per  Family  $5,449 

RETAIL  SALES 

Total  $1,310,208,000 

Per  Family  $3,764 

Spent  For: 
Food  $321,211,000 

Gen.  Mdse.  $128,461,000 

Furniture  &  Household — $67,725,000 
Automotive  $251,294,000 

Drug  $35,282,000 

Toledo's  Metropolitan  Area  ranks  high  in  the  nation's 

leading  areas — 

Toledo  ranks  36th  in  total  retail  sales 

Toledo  ranks  36th  in  food  store  sales 

Toledo  ranks  35th  in  gen.  mdse.  store  sales 
Toledo  ranks  48th  in  apparel  store  sales 
Toledo  ranks  38th  in  home  furnishing  sales 
Toledo  ranks  31st  in  automotive  store  sales 

Toledo  ranks  33rd  in  filling  station  sales 

Toledo  ranks  50th  in  building   material  and  hardware 
store  sales. 

Toledo  ranks  36th  in  drug  store  sales 

SPeeDy    daily    entertains    the    people    whose    buying 

habits  account  for  Toledo's  high  rating. 

Authority  for  above  listening  and  market  information 

Sales  Management's  Survey  of  Buying  Power, 
Standard  Rate  &  Data  Consumer  Markets 

Neilsen  Coverage  Service 
NBC  Research 

,     AM -TV TOLEDO,     OHIO 

Represented  Nationally 

by  K  A  T  Z 

Stor«r   fc-oadeoiftftfl   Co«too«T 
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a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  aqeneies 

What  are  the  important  radio  and  TV  trends 

for  air  advertisers  to  tvateh 

Mr.   Kc 

THE  PICKED  PANEL  ANSWERS 

The  trend  in  TV 

and  radio  is  the 

same  as  the  trend 

in  any  other 
branch  of  busi- 

ness— getting  the 
cost  in  sound  re- 

lation to  the  re- 
sults. When  the 

old  crystal  set 

first  began  to 

talk,  people  said, 

"Look,  it  talks!"  When  talking  pic- 
tures first  came  out,  they  got  goggle- 

eyed  and  exclaimed,  "Look,  they 
talk!"  Today,  even  when  a  man  from 
Mars  starts  talking  nobody  gets  ex- 

cited. Everybody  takes  it  as  a  mat- 
ter of  course. 

And  why  not?  This  is  the  Atomic 

Age.  So  advertisers  now  realize  they 
are  not  in  the  entertainment  business 

— they're  in  the  business  of  selling 
goods.  And  they  are  even  finding  out 

that  it's  one  thing  to  have  a  great 
big  audience,  and  another  thing  for  the 
show  to  pay  off.  Their  minds  are  on 

the  arithmetic  of  it  all.  So  you  see 

some  wonderfully  entertaining  shows 

fold  up,  while  small-budget  shows,  even 
with  low  ratings,  pay  handsomely. 

When  you  buy  a  show  you've  simply 
hired  a  hall.  You  have  bought  an  audi- 

ence. And  what  you  pay  and  what  you 

say  will  decide  whether  it's  a  good 
show  from  the  standpoint  of  business. 

Another  thing:  The  wonderful  re- 
sults radio  and  TV  have  produced  have 

made  some  new  advertisers  lose  sight 
of  one  little  word.  And  that  word  is 

time.  Thev  started  out  without  reckon- 

ing that  it  takes  time  to  establish  a 

product.  ...  It  never  occurred  to  them 

that  if  they  could  knock  out  a  75-year- 
old  competitor  in  26  weeks,  another 
advertiser  could  iollow  right  behind 
and  knock  them  out  in  26  weeks. 

And  so  they  were  caught  in  mid- 
stream— a  good  idea,  but  no  more 

money  to  see  it  through. 

To  sum  it  up:  Ask  your  bookkeeper. 

Hell  tell  you  how  good  your  advertis- 

ing is. 
Joseph  Katz 
President 

The  Joseph  Katz  Co. 
Baltimore 

Television  has 

taught  us  much 
in  the  past  six 

years.  In  spite  of 
criticisms  from 

all  sides  it  has 

managed  to  sur- 
pass radio  in 

gross  network 
billings;  deliver 
larger  audiences; 
and  to  keep  its 

advertisers    sold    on    the    medium. 

The  trends  in  television  have  made 

it  necessary  for  radio  to  become  more 

inventive  and  creative.  In  effect,  ra- 

dio has  had  to  "sell"  radio  for  the 
first  time. 

Television  has  made  deep  inroads  in 

the  evening  broadcast  audience.  How- 
ever, radio  is  still  doing  prettv  well  in 

daytime  serials,  service  programs,  and 
news  and  music.  Network  program 

participations  continue  to  make  radio 
an  effective  selling  force. 

On  the  other  hand,  television  soon 

found  that  hour-long  musical  extrava- 
ganzas were  not  economical,  i  One 

notable  exception  was  the  recent  one- 

Mr.  Crider 

shot,  two-hour  Ford  fiftieth  anniver- 
sary show  which  used  both  NBC  TV 

and  CBS  TV  networks.)  In  1950  there 

were  eleven  on  the  air.  Today  there 
are  none.  One  or  two  have  created 

half-hour  adaptations. 

There  has  been  a  marked  increase  in 

the  number  of  half-hour  dramatic,  mvs- 

tery,  and  situaiion-comedy  television 
shows.  Many  of  these  programs  have 

gone  to  film.  In  1950  only  one  show  in 
these  three  categories  was  on  film. 

Currently,  50%  are  on  film. 

Fewer  advertisers  are  taking  a  hiat- 
us. Many  advertisers  are  going  right 

through  the  summer  with  their  winter 

shows  and  finding  that  ratings  don't 
always  hit  the  cellar  in   the  summer. 

Television  networks  have  exploited 

the  Saturday  night  audience  and  ex- 

ploded the  radio  theorv  that  you  can't 
give  time  away  on  Saturdav  night. 
The  audience  will  be  there  any  night  if 

the  programing  is  good. 
Wickliffe  W.  Crider 

V.P.,  Radio  &  TV  Dir. 

Kenyon   &   Eckhardt,   Inc. 
New  York 

Since  TV  is  a 

very  glamorous 
and  comparative- lv  new  medium, 

it  is  natural  that 

in  a  n  y  sponsors 

plunged  into  pro- 
grams without  too 

much  realistic  in- 

vestigation of  the 

possibilities  o  f 
profitable  results. 

Apparently,  some  of  the  larger  spon- 
sors who  ordinarily  test  their  advertis- 

ing results  carefully  bought  programs 

Mr.    Meyerhoff 
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primarily   to  create  good  will  and  to 
establish  priorit)  in  the  medium,  since 

i   e  "I  these  programs  could  not  I"- 
justified  in  tii in-  oi  possible  results. 

I  look  for  a  more  sei  ioua  evaluation 

ol  programs,  T\  ti   ,  and  Belling  t<-<  :h- 

niques;  thai  is,  more  attention  will  !»<• 
paid  to  whethei  01  not  tin-  program  ap 
peals  to  the  particular  audience  that 
ihe  advertise]  i-  trj  ing  to  rea<  h  and  to 

whethei  or  not  th«-  program  can  be 

used  profitably  to  -I'll  tin-  Bponsor'9 merchandise. 

Personalities  with  a  proven  record 

of  their  >alrs  abilit)  should  l»<-  "ii  the 
increase  while  the  pure  showman  per- 

sonality who  doesn't  do  a  selling  job 
should  be  <>n  the  decrease.  I  look  for 

a  trend  tow  aid  the  greater  use  of  sell- 
ing personalities  and  more  soundl) 

planned  commercials. 
There  is  no  question  about  the  fact 

that  the  size  of  audience  does  not  al- 

ways govern  the  volume  of  merchan- 
dise sold  b)  a  radio  or  TV  program. 

Some  programs  with  relatively  small 
audience-  are  known  to  do  a  bettei 

selling  job  than  some  of  the  more  elab- 
orate programs  with  higher  ratings. 

In  years  of  exceptional])  good  busi- 
ness, advertising  results  are  not  evalu- 
ated as  carefully  as  they  are  under 

more  normal  conditions.  With  compe- 
tition for  business  becoming  more 

keen.  I  am  sure  that  radio  and  TV 

programs  will  lie  selected  on  more 
soundly  analyzed  result  possibilities. 

Arthur  E.  Mei  erhoff 

President 

Arthur  Meyerhoff  &  Co. 
Chicago 

Any  questions? 

SPONSOR  welcomes  questions  from 
readers  for  use  in  this  feature. 

Suggested     questions     will     be 
evaluated  for  their  interest  to 

other  readers  and.  if  found  suit- 
able, will  be  submitted  to  the 

most  appropriate  authorities  for 
answering.  Topic  in  the  27  July 

issue  will  be:  "The  British  Broad- 
casting Company  offered  free 

Coronation  films  and  tapes  to 
American  broadcasters,  provided 

no  singing  commercials  were 
used.  Do  you  think  jingles  are 

irritating  or  undignified?"  An- 
swerers of  the  question  will  in- 

clude agency  personnel,  broad- 
casters, and  jinglesmiths. 

DO  YOU  WANT  TO  KNOW . . . 

*  How  sponsors  evaluate  media? 

*  What  radio  or  TV  results  you  can  expect? 

*  How  to  keep  TV  costs  in  line? 

*  What  program  types  rate  highest? 

*  How  to  use  radio/TV  research? 

Read  SPONSOR  regularly  and  get  the  dollars  and  cents 

tacts  you  need.    Use  subscription  order  card 

bound  in  this  issue  for  your  convenience. 

SPONSOR 
The  magazine  radio  and 

TV   advertisers    use 

40    EAST   49TH    STREET,    NEW    YORK    17 

PULSE  RATINGS 

that  make  Sponsors' 
hearts  beat  faster  .  . 

\\  BNS  Radio  has  more  lis- 
teners th.in  any  other  (  cntr  il 

Ohio  Station  .  .  .  the  20  top- 
rated  (Pulse)  programs  heard 
in  this  billion-dollar  market 
are  heard  on  sets  steadih 

tuned  in  to  W  Ii\ v 

It's  no  wonder  Central  Ohioaru  get  the  WBNS  listening  habit 
.  .  CBS  headliners  lack  Benny,  Arthur  Godfrey,  .Amos  n  Andy, 

Lux  Radio  Theatre,  daytime  serials,  plus  popular  local  talent, 

attract  listeners  .      .  keep  them  tuned  in  hour  after  J-. 

Check  John  Blair  for  Pulse  ratings  of  WBNS  programs  —  com- 
pare with  any  other  Central  Ohio  station  and  learn  why  more 

sponsors  buy  time  on  the  one  BIG  station  with  a  BIG  audience 

of  steady  listeners 

N   BLAIR 

CBS  for  CENTRAL  OHIO 

COLUMBUS,      OHIO 
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Baltimore  station's  new  booklet  contains  vital  market  data 

An  attractive  64-page  booklet,  pre- 
pared by  the  Joseph  Katz  Co.  of  Balti- 
more and  New  York,  for  its  client 

WITH,  shows  that  Baltimore  ranks  sec- 
ond only  to  New  York  as  a  foreign 

trade  port.  The  station  says  that  there 

are  392,263  dwelling  units  of  which 

55%  are  owner  occupied;  there  are 
2,285  wholesale  establishments  with  a 

total  of  27,589  employees;  1,785  fac- 
tories with  170,062  employees;  15,327 

retail  stores  employing  77,954.    Balti- 

more has,  according  to  WITH,  1,200 

people  per  square  mile  and  has  had 
a  population  increase  since  1940  of 

23.5'/' .  The  station  claims  that  the 
1,365,500  Baltimoreans  earn  $2,069,- 

431,000,  spend  $1,413,332,000  on  re- 
tail   sales   annually. 

Booklet  was  distributed  at  luncheon 

meeting  for  timebuyers.  Hosts  at  the 

meeting  were  Tom  Tinsley  Jr.,  WITH 

president,  and  Robert  C.  (Jake)  Em- 

bry,  vice  president.  *  *  * 

KGiVC,    ttita  riffo,  cited  for  business  paper  advertising 

The  Award  of  Excellence  for  Busi- 

ness Paper  Advertising  Campaigns  at 
the  22nd  Annual  Conference  of  the 

National  Advertising  Agency  Network 
was  handed  to  KGNC  and  KGNC-TV. 

The  competition  had  299  campaign 

entries  of  prominent  national  con- 
cerns by  the  30  advertising  agency 

network  members. 

Prize-winning  entry  was  prepared 
for  Tom  Kritser,  general  manager  of 
the  station,  by  Henry  J.  Kaufman  & 

Associates,  Washington,  D.  C,  and  ap- 

peared in  sponsor  during  the  first 
three  months  of  1953.  Account  execu- 

tive is  Jeff  Abel;  campaign  is  written 

by  Ted  Mandelstam,  copy  chief  of 
HJK&A. 

Entries  were  judged  by  a  group  of 

experts,  headed  by  Prof.  Lloyd  D.  Her- 
rold,  Chairman,  Department  of  Ad- 

vertising, Northwestern  University. 
Awards  were  made  at  the  Annual 

Agency  Network  Convention  in  session 
at  the  Broadmoor  Hotel.  Colorado 

Springs.  *  *  * 

l.v|toiic»i  of  radio  to  be 

super  market  consultant 

Stanford  C.  Cohen,  operator  of  the 

largest  independent  super  market  in 

Springfield,  Mass.,  has  joined  the  staff 
of  McMahon  &  Morse,  super  market 

consultants  in  New  York  City,  follow- 
ing his  sale  of  Memorial  Super  Market 

to  Growers  Outlet,  Inc. 

Cohen  pioneered  a  children's  radio 
program,  created  a  civic  character, 

"Stan  the  Grocery-Man,"  and  around 
the  show  built  unusual  promotions  that 
zoomed  business  and  reputation.  (See 

"Stan  the  Grocery-Man's  tips  on  using 

radio,"  sponsor,  23  March  1953.) 
In  his  new  capacity  Cohen  will  spend 

most  of  his  time  in  New  England,  pro- 

viding promotion  counsel  to  leading 

independent  super  markets.  *  *  * 

Pittsburgh  TV  outlet  adds 
merchandising  for  sponsors 

Perhaps  foreshadowing  the  day  when 

it  will  be  getting  hot  competition  from 
new  video  stations,  WDTV,  Pittsburgh, 

has  added  a  merchandising  plan  which, 

in  its  first  few  months  of  operation,  has 

already  had  important  results. 

Food  chains,  independent  retailers, 

and  Sun  Drug  Co.  outlets  have  all  par- 
ticipated in  the  plan  to  date.  Two 

prominent  displays  at  the  new  Greater 

Pittsburgh  Airport  and  some  40  in- 
terchangeable window  displays  which 

are  spotted  in  key  locations  such  as 
banks,  hotels  and  prominent  stores  are 

also  being  used.  •  *  • 

Two    KGNC    ads    won    Award    of    Excellence   for    Business    Paper    Advertising.     Ads    appeared    in    SPONSOR    early    this    year.     Shown    are    Bud 

Thompson,   National   Sales   Manager,   KGNC-TV;   Bob  Watson,   Station  Manager,   KGNC  Radio:  Tom   Kritser,  Gen.  Manager,   KGNC  AM  &  TV 

LI    •OtU>   SUR   II   TOIT, 

f  THE    BAWL    Of    THE    BELLE 

V 

KGNC  ... 
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Krtel'lii   •   .   • 

For  her  eflorta  in  behali  oi  die 

>(  holarship  Fund  oi  the  Hartford  \i  t 
^.  hool,  Mai  joi  ie  Mills,  well-know  n 
\,  «  I  ngland  radio  personality .  re 

,  eived  .i  i  itation  from  tin-  president  of 
tli,-  .hi  »  hool.  Wise  Mill-,  who  also  re- 

cent!)  received  a  citation  from  the 

Lynn  Chamber  "I  Commerce,  is  heard 
dail)  over  the  New   England  Regional 
Network. 

•  •       • 

Timebuyers  in  New  York  and  Chi- 

cago went  oil  for  theii  weekends  re- 
centl)  gayl)  bedecked  in  colorful  fresh 
(iii  orchid  leis  which  were  Sown  in 

from  Hawaii.  Flowers  were  the  gift  of 
radio  station  K(il  and  l\  Btation 

Ki'\\.  Honolulu,  which  arc  celebrat- 

ing appointment  of  NBC  Spot  Sales 

.1-  their  sales  representatives. 
»     »       • 

For  the  second  time  in  a  row.  the 

Junior  Vchievemenl  Radio  Co.,  spon- 
sored l>\  Radio  Station  K.KYI).  Min- 

neapolis, lia>  won  first  place  in  com- 

petition with  all  other  J  A  Radio  Com- 
panies in  the  I  .S.  Junior  Achievement 

i-  the  national,  non-profit  organiza- 
tion which  i-  supported  !>\   local  bus- 

ss,  indu-tr\.  labor,  and  education 

lor  the  purpose  of  giving  high  school 

students  practical  experience  and  train- 
mi:  which  will  help  them  take  their 
place  in  the  economic  life  of  America. 

•  •       * 

I  In  lexas  Co.  signed  up  for  17  news 

and  sports  program  per  week  via 

W  TAM,  Cleveland,  in  behalf  of  the 
Texaco  dealers  of  northern  Ohio.  Par- 

ticipating in  the  signing  of  the  one- 
vear  contract  were  Hamilton  Shea. 

general  manager  of  W'l'AM,  and  Wil- 
liam Dix.  station  sales  manager;  rep- 

resenting Texaco  were  ad  manager 
Donald  W.  Stewart  and  Kudner  ac- 

>  ount  exec  Gerard  Johnston. 
•  »       » 

Before  putting  into  effect  its  decision 

to  discontinue  the  broadcast  of  night 
baseball  games.  WIBG-FM,  Philadel- 

phia, checked  its  listeners  to  see  if 

they  d  object.  The  announcement  was 
made  three  times  a  night  for  two 
Bights.  Result:  Dirty  looks  from  the 
mailman  and  almost  k,400  letters  and 
telegrams  from  indignant  listener-. 
Station,  which  concentrates  on  Store- 

cast  programs  of  "Music  to  Ru\  B\ " 
during  the  da\.  was  pleased  to  find  a 
good  indication  of  the  size  of  its  bo- 

nus home  audience — advertisers  pa) 
for  in-store  audience  only. 

WTRY 
ALBANY 
TROY 

SCHENECTADY 
One   of    the   N.ition'i Finest    St.it/ons 

Introdui  <  i 

Another  Personality   Whose  I  .<<<  al  Sin  1 1 

Contributes  to  the  Continuing  Strength  <>t  Radio 

This  is  Forrest  Willis 
1  lis     d  til)     hour  and  i  half    bi 

W  1  m    are   list<  ned  to  b)  I    I 

audience    in     the    8-station     AJban)    I 

Schenectady  area.    Hi^  sponsors:  Tobin  Packing 

Co.,  John  G.  Myei     I  I  .  irtment  Store,  Gordon 

1..  Hayes   Appliances  ...   Ml  nationally  re, 

nized    leaders.     II  tl    and    public 

service    success    st  »ries    are    fabulous.       1  I 

collected  over   $60,000.00    For   the    March      I 

Dimes,  i    Forrest  is  one  of  VVTRY's  man} 

-tars  who  hold  the   irea's  largest  aud  ind 

who  sell   .   .   .  all  day  long. 

WTRY 
CBS— 5000  WATTS 

Represented  by 

HEADLEY-REED  CO m 
r3  JULY  1953 
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SOUTHWEST  VIRGINIA'S  IJOUtee/l  RADIO  STATION 

WABJ ...  Roanoke's  LARGE 
ECONOMY  SIZE 

Whether  YOU  use  NIELSEN  or 

SAMS,  you'll  find  WDBJ's  daily 
audience  DOUBLE  the  second  sta- 

tion's—at LESS  than  20%  more 
cost! 

WDBJ's  Nielsen  and  SAMS  re- 
ports are  now  available  from  your 

nearest  Free  &  Peters  Colonel,  or 

from  the  station. 

Compare — then    call — Free    &    Peters! **#£'£f- 

Established  1924  •  CBS  Since  1929 

AM  •  5000  WATTS  •  960  KC 

FM  .  41.000  WATTS  •  94.9  MC 

ROANOKE,     VA. 

Owned  and  Operated  by  the   TIMES-WORLD  CORPORATION 

FREE  &  PETERS,  INC.,  National  Representatives 

1931  1953 

Twenty-two  years 

of 
Successful 

Selling 

figL^iL.J'-'_-_~r- ~"  ~ '     — 

76*  /tnt  TKotfo  State*** 

Cnn0W 

•KGVo-KRnn 
5000  Wattt  250  W«tt» 

Night  II  Day         Night  &  Day 
MISSOULA         ANACONDA 

BUTTE 

MONTANA 
THE    TREASURE    STATE    OF    THE    48 

Representatives: 

Gill  Pcrna,   Inc. 

N.  Y.,  Chi.,  LA.,  and  S.F. 

WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

sales 

CFRB 
TORONTO 

50,000  WATTS,  1010  K.C. 
CFRB  covers  over  1/5  the  homes  in 

Canada,  covers  the  market  area  that 
accounts  for  40%  of  the  retail  sales. 
That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  States:  Adam  J.  Young  Jr.,  Incorporated 

Canada:  All-Canada   Radio  Facilities,  limited 

LIFEBUOY 
l  Continued  from  page  35) 

Sister,  Lifebuoy's  only  participation  in 
the  afternoon  soap  block,  featured  30- 
second  singing  commercials  in  1949. 

From  1949  through  1951,  despite  the 
ever-rising  sales  curve  for  toilet  soap, 

Lifebuoy  was  still  slipping.  Over-all 
toilet  soap  sales  at  this  time  were 

mounting  as  follows:  1949— $143,120.- 

000;  1950  --  $142,090,000;  1951  — 

$153,500,000.  The  trend  to  super  mar- 
ket selling  was  not  a  factor  in  Life- 

buoy's sales  problems  for  a  two-fold 
reason:  ll)  Lifebuoy  had  satisfactory 

super  market  distribution,  as  well  as 

Lever  Bros.'  concerted  merchandising 
and  in-store  display  efforts  to  support 
it  in  its  fight  for  choice  shelf  space; 

(2)  the  bulk  of  toilet  soap  sales  still 
was  made  in  drug  stores. 

The  year  1952  marked  the  turning 

point  in  Lifebuoy's  58-year-old  history. 
The  soap  was  tested  with  a  new  for- 

mula. Puralin,  a  new  ingredient,  was 

added  to  Lifebuoy,  giving  it  both  long- 
er-lasting anti-B.0.  properties  and  a 

fresher  odor.  By  June  1953,  Lifebuoy 
could  boast  that  the  medicinal  odor 

was  gone  for  good.  Lifebuoy  was  also 

repackaged.  After  its  face-lifting,  the 
soap   took   to   the   air. 

Says  Warren  Fales,  Lifebuoy's  as- 
sistant brand  ad  manager:  "Our  1952 

effort  brought  about  what  the  1941 

campaign  had  failed  to  do:  a  very 

substantial  sales  boost."  SPONSOR 
places  this  sales  increase  between  15 

and  20%,  bringing  Lifebuoy  to  num- 
ber six  spot  in  the  toilet  soap  industry. 

In  1952.  prior  to  Lifebuoy's  direct 
appeal  to  women,  a  Good  Housekeeping 
Consumer  Panel  of  1,830  respondents 

placed  Lifebuoy  ninth  on  the  prefer- 
ence list,  with  its  competitors  lined  up 

as  follows:  Ivory  Soap — 18.7%  Dial 

Soap— 16.7%;  Lux— 13.1%  Camay— 
13%;  Palmolive— 12.7%  ;  Sweetheart 

Soap — 10.3%;  Cashmere  Bouquet — 
6.9%;  Woodburv— 6.7%  :  Lifebuoy— 
4.3%;  Wrisley— 3.5%. 

Today  Lifebuoy  is  banking  heavily 
upon  its  dramatic  switch  from  a  health 

soap  to  a  cosmetic  soap,  hoping  that 

its  1953  advertising  campaign  will 

bring  it  further  along  in  its  bid  to  re- 
gain status  as  number  one  toilet  soap. 

The  interpretation  other  sponsors 

can  put  on  the  Lifebuoy  approach  is 

this:  \\  hen  your  product  loses  ground, 

it  may  be  wise  not  only  to  change  it 

but  admit  to  consumers  that  it  wasn't 

up  to  par.  *  *  * 
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HARRISBURG 
.  .  .  A  Hooper  Natural! 

"/ 

THE   KEY  STATIONS   OF  THE    KEYSTONE    STATE 

\     / 

CBS 
Nationally   represented    by      / 

With  more  than  66.000  TV  sols  in  its  m  irk«M  area,  sol  sales  continue  at  record  level. 



c»»»»> 
>»»»A 

•v«v«v 
•viv.v 

» •   V V  V  V 

saw 

•                 * 
Mf  +  « 



•  •  •  •••••• 
v»v«v«v»v 

.•  .•  .• •  • 

•  •  • 

•'•V  "•"•' 

•  «• 

•'  V 

•*  !•!•'  "*^"  ̂̂   ̂̂.^X  ̂  ^.^  ~  ^~  •*  ̂~  ̂*  *" 

;' 

1 
NBC's  coverage  tops  all  other  networks 

The  television  network  which  can  deliver  the  most  markets  and,  therefore, 

the  widest  coverage  is  most  in  demand  by  advertisers  today. 

NBC  is  that  network.  Day  and  ni^cht,  the  average  NBC  program  is  carried  by  a 

larger  number  of  "stations,  covering  more  television  homes  than  any  other  network. 

NIGHTTIME NBC NETWORK    =2 NETWORK 

-3 

NETWORK        4 

AVERAGE   NUMBER   OF  STATIONS 

54 

42 

31 21 
COVERAGE   U.S.  TV   HOMES 86.2% 75.1% 

66.1% 503% 

DAYTIME 
NBC 

NETWORK       2 NETWORK 

-3 

NETWORK    "4 

AVERAGE   NUMBER   OF   STATIONS 51 

43 

* * 

COVERAGE   U.  S.  TV  HOMES 87.3% 
80.5% 

Compared  to  the  No.  2  network,  NBC's  average  program  reaches  12  more  marl 

at  night  and  8  more  markets  during  the  day.  It  covers  11.1  |  more  of  the  total 

television  market  at  night;  ti.S'  '<  more  by  day. 

Superiority  of  coverage  is  just  one  reason  why  NBC  is  America's  No.  1  network. 

Next  week  . . .  further  proof. 

NBC's  Audience  Advantage  is  to  Your  Advantage  .  .  .  Use  It. 

•  •     • • •     •  • 
»♦•♦•♦  ♦•♦•♦•♦  ♦•♦;♦; 

•»•••♦  .•♦•♦.,  .".•♦■ 
wr 

a  service  of  Rad io  Corporation  of  America 

TELEVISION 

sources:  Nielsen  Television  Index,  .January-April,  t9S 

NOTE:  The  accuracy  of  the  above  data  has  been  verified  by  tiu  A.C.  »npany 

*Xo  comparable  daytime  network  sen-ice 



EVEN  H  AN  NJB  A L  WATCHES 

,,,.■1 

For  information  on  what  to  buy 

and  where  to  buy  it,  people 
in  Hannibal  watch  WHEN  and 

then  shop  the  Syracuse  Market. 

J>.J 

Hannibal,  N.  Y.,  in  the  Syra- 

cuse shopping  area,  is  only 

one  community  in  the  rich 

26-county  market  covered  ex- 

clusively by  WHEN.  This  heart 

of  the  Empire  State  is  made 

up  of  more  than  2V*  million 

people  with  a  high,  stable 

buying  income  —  all  potential 

purchasers  of  your  clients' 
products.  You  get  complete 
and  exclusive  coverage  of  this 

important  upstate  New  York 

market  with  its  high  spend- 

ability  only  over  WHEN. 

SEE  YOUR   NEAREST 
KATZ  AGENCY 

agency  profile 
Showalter  m'Bud"  Lynvh 

President 
Showalter   Lynch    Adv.     Portland 

If  you  re  an  angler  with  an  e\e  out  for  trout,  don't  pa>s  through 

Portland  without  stopping  by  to  see  Showalter  "'Bud"  Lynch.  Rea- 
son? This  denizen  of  the  Northwest,  for  one.  is  an  expert  with  the 

fasting  rod:  He  knows  where  to  find  fish  and  how  to  hook    era, 

When  Bud  isn't  holding  forth  on  the  one  that  got  away,  he's  apt 
to  be  talking  radio.  As  continuity  writer,  originator  of  program 

packages,  account  executive,  agenc)  v. p.  in  charge  of  radio,  and 

finally  president  of  his  own  Oregon  agency,  Bud's  been  a  radio enthusiast  for  over  20  years. 

Bud's  apt  to  get  his  Irish  up  might)  last  o\er  what  he  calls  the 
"termite  technique'"  of  radio  performers  and  salesmen.  Sa;  s  he: 
"There  is  nothing  wrong  with  radio  except  the  people  in  it.  Radio 
through  the  \ears  has  been  its  own  worst  enemy.  It  is  the  only  ad- 

vertising medium — with  the  possible  exception  of  television — where 
measurement  of  whether  a  show  is  good  or  bad  depends  on  whether 

you  or  your  friends  are  participating  in  it.  or  whether  it  is  on  your 

particular  network  or  station.'' His  faith  in  the  medium  has  been  proven  time  and  time  again  with 

his  own  agency's  success  with  radio.  Recently,  for  example.  Sho- 
walter Lynch  bought  a  saturation  schedule  on  two  local  stations  for 

two  days  to  plug  a  department  store's  week-long  storewide  sale. 
As  a  result  of  the  radio  advertising,  the  store's  president  reported, 

all  departments  showed  increases  over  the  pre\  ious  year's  first  day 
of  sales,  and  shoppers  came  in  stead)  crowds  all  day  long. 

Bud's  TV  clients  include  the  \pplianre  Wholesalers,  sponsors  of 
what  was  probably  the  first  live  T\  show  in  Portland.  Knox  Manning 
Netvs.    The  show  is  telecast  on  a  network  of  12  stations. 

Born  48  years  ago  in  Kansas,  Bud  entered  advertising  directly 

after  graduation  from  Whitmore  College  in  Walla  Walla.  Wash., 

doing  promotion  work  and  merchandising  for  the  Portland  Oregon- 
ian.  The  pattern  for  his  future  was  determined  when  he  was  as- 

signed to  do  promotion  work  for  the  Oregonian  s  radio  station.  KGW. 
Bud  then  launched  his  own  radio  program  package  production  outfit 

in  Portland.  t\ing  in  with  Mac  W  ilkins.  Cole  &  Weber  agenc)  (then 

Mac  W  ilkin>  \  Cole  I .  Joining  the  asencx  a-  an  account  executive,  he 
worked  up  to  v. p.  in  charge  of  radio  for  Portland  and  Seattle.  In 

1942.  Bud's  own  agenc\  was  born.  *  *  * 
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m  PITTSBURGH 

Li 

spells 

SALES1 

len  you  sell  to  Pittsburgh  you  sell  to  the 

nation's  sixth  largest  metropolitan  market. 
An  industrial  area  whose  manufactures  top 

those  of  37  states. 

When  you  sell  to  Pittsburgh,  you  tap  the  retail 

buying  power  of  6Va  million  people. 

And  you  w/7/  sell  to  Pittsburgh,  day  or  night, 

on  Pittsburgh's  first  television  station  — 

Du  Mont's  WDTV! 

Watching  WDTV  is  a  daily  pleasure  with 

half  a  million  Pittsburgh  homes. 

WDTV  programs  are  geared  to  Pittsburgh 

people,  Pittsburgh  habits,  Pittsburgh  tastes. 

So  beam  your  Pittsburgh  sales  efforts  straight 

to  success  —  on  Channel  2  —  WDTV! 

First  and  salesmost  in  Pittsburgh! 

Pittsburgh's  fyi/ibt  Television  Station 
CHAMBER   OF  COMMERCE   BLDG.,  PITTSBURGH   19,  PA. 

Owned  and  Operated  by  ALLEN  B.  DU  MONT  LABORATORIES,  INC. 

HAROLD  C.   LUND,   General  Manager 

13  JULY   1953 
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11 
NEW    YORK    CITY'S 

Sales  Specialists 

No.  1  rated  audience  shows, 
hacked  with  intensive  merchandis- 

ing, moves  your  merchandise  FAST 
on  WWRL  where  your  sales  story 

"gets  through"  to: 

1.  Millions  of  Foreign- 

Language   Listeners 

2.  America's  No.   1 
Negro  Market 

WWRL  effectively  sells  your  product 

to  New  York's  millions  of  foreign-lan- 
guage listeners  in  their  native  tongue. 

Each  group  a  "big  market''  worth  going 
after  with  a  special  campaign  ...  or  to 
add  extra,  profitable  sales  to  your  over- 

all New  York  campaign. 
WWRL  sells  New  York  foreign-Ian 

guage  listeners  in: 

SPANISH 

German  Creek  Hungarian 
Czechoslovak  Polish  Syrian 
Ukranian  Lithuanian  Russian 

WW'RL  has  more  Spanish-Puerto 
Rican  listeners  than  all  New  York  sta- 

tions— network  or  independent — COM- 
BINED, according  to   Pulse  Reports. 

WWRL 

New  York's  No.   1 

Station    for   America's 
No.    1    Negro  Market 

WWRL  has  a  larger  audience  in  the 
1,001,371  New  York  Negro  Market  than 
any  other  station  —  network  or  inde- 

pendent— according    to    Pulse    Reports. 

Discover  today  why  more  and  more 

national  advertisers  are  u  ing  WWRL's 
great  Negro  audience  shows  to  out- 

sell all  competition. 

Remember,  New  York's  Negro  popu- lation exceeds  the  entire  population  of 
Pittsburgh,  Boston,  St.  Louis  or  San 
Francisco. 

Write  or  call  today  for  Pulse 
Reports  on  Negro  and  Foreign- 
Language  Markets. 

WWRL,   Woodside   77,    N.   Y. 

DEfender  5-1600 

IN  NEW  YORK  CITY 

at    5,000    WATTS 

1TO1 *FTi 

Lawrence  \Y.  Bruff,  advertising  manager, 

Liggett  &  Myers  Tobacco  Co.,  announced  the 
thrice-weekly  Perry  Como  CBS  TV  show  will  be 
taped  and  aired  on  500  MBS  stations  this  fall.    This 
follows  the  Chesterfield  pattern  of  using  programs 

in  both  air  media   (Godfrey,  Dragnet,  baseball).   In- 
dications are  that  the  trend  to  tape  the  sound  track 

of   TV  shows  is  increasing.    Current   users   of 

technique  include:  Admiral   (Bishop  Sheen),  Coca- 
Cola  (Eddie  Fisher),  Lorillard  (Two  for  the  Money), 
DeSoto  (Groucho  Marx),  Colgate  (Strike  It  Rich). 

Robert  E.  Kintner,  president,  American 
Broadcasting   Co.,   disclosed  signing  of  deal   with 
the  Motion  Picture  Association  of  America  under 

which    MPAA    will    film    series    called    Holly- 
wood Parade.    Program  will  feature  highlight 

excerpts    from    current    top-flight    screen    attrac- 
tions.   Said  Kintner  to   sponsor:   "This  is 

another   example   of   ABC's   policy   of   developing 
new  programs   as   opposed   to    the   practice  of 

raiding     other     netivorks     for     talent — a     tactic 

that    costs   sponsors   more   money   in    the   end." 

Arthur  C.  Nielsen,  president  of  A.  C.  Nielsen 
Co.,  recently   brought   joy   to   many   an   industry 
heart  with   his  announcement   that   a   revised  and 

improved  National  Nielsen    Radio   Index   Service   is 
ready  to  go.    Heart  of  the  new  service  is   the 

"Multiple-Receiver  Metering  Audimeter"  which   will 
measure  the  activity  of  as  many  as  four  radio  and 
TV  receivers  in  a  home  simultaneously,  thus  giving 

a  fuller  report  of  multiple-set  listening.   New  plan 
also  calls   lor  reporting  of  network  radio  listening 
tour  weeks  each  month,  instead  of  two  as  at  present. 

James  .1.  Ilahoney,  formerly  with  ABC,  is 
the  new  Director  of  Station  Relations  at  Lennen  & 
Newell.    His  first  task  is  clearing  time  for  Herb 

Shriner's  Two  for  the  Money  and  Fred  Allen's 
Judge   For   Yourself,    both    for   P.    Lorillard   Co. 
Thinking  at  the  agency  is  that  a  man  spending  time 

individually  on   tough   stations    {one-   or   two-station 
markets)  can  get  belter  clearances  than  a  network 
which  has  many  clients  to  service.   Jim  was  at  ABC 
for  three  years,  at  Mutual  for  seven.    He  has  a 
market  and  research  and  TV  film   background. 
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IS  THE 

ONLY  DES  MOINES 

STATION  THAT  CAN 

TALK 

•  So  you  know  you're  right  when  you 

buy  the  Big-Time  Buy  .  .  .  the  station 

with  the  fabulous  personalities  and 

the  astronomical  Hoopers! 

HOOPER   LEADER... 

MORNING -AFTERNOON -EVENING 

Kati  Represents  That  Very  Highly  Hooperated,  Sales  Results 

Premeditated,  CBS  Affiliated  Station  In  Des  Moines 
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STORER 
LEADS 

Based  on  years  of  successful  experience,  advertisers  have  come  to 

expect  top  coverage,  top  ratings  and  top  returns 

in  all  of  the  markets  which  are  served  by  Storer 

radio  and  television  stations. 

Remember  that  Storer  produces  still  more  dollars  for  you 

through  intense,  aggressive  merchandising  support. 

THREE    SHEET    POSTERS 

MERCHANDISING , 
TOO! 

COUNTER    DISPLAYS 

II 

THE  0I66EST1&  SHOW  IN  TOWH 
v)ll70onwrMM. 

I  i__— v*»»     IHkfci* 

TAXI    SIGNS 

<* 

\ 

POINT    OF    PURCHASE    DISPLAYS 



...  / 

'ACK'  ™ 

Art  Lmklstters 

'house  party'     « 
3./S   „  JiU 

POSTERS 

OUTDOOR    BILLBOARDS 

ADDITIONAL    MERCHANDISING    SERVICES 

INCLUDE    THE    FOLLOWING:   "': 

Window  displays 

Personal  calls  on  retailers,  wholesalers,  etc. 

Truck  signs 

Distribution  checkups 

Product  exploitation 
Publicity 

Mailings  to  retailers,  jobbers,  brokers,  wholesalers  etc. 

Newspaper  advertisements 

On-the-air  promotions 

Sales  meetings  for  dealers,  jobbers,  distributor  salesmen 

Car  cards 

Client  follow-up  reports 

Promotion  consultation  service 

Window  streamers 

House  organs 

Sales  bulletins 

Illuminated  billboards 

Ads  in  drug  and  grocery  publications 

Personal  appearances  by  station  personalities 

Easel  displays 

Use  of  products  on  give-away  shows 

Booths  at  fairs 

Sampling 

Airplane  towing 

*   For  further  details  contact  your  nearest  Storer  office 

STORER    BROADCASTING   COMPANY —  KEYl-TV 

WSPD-TV       —         WJBK-TV       —     WAGA-TV 

Detroit,   Mich.  Atlanta,    Ga.  San    Antonio,    Texas 

WWVA         —       WGBS 

Toledo,   Ohio 

WMMN        —       WSPD  WJBK  WAGA 

Fairmont,  W.  Va.     Toledo,   Ohio     Detroit,  Mich.    Atlanta,  Ga.      Wheeling
,  W.  Va.      M.am.,   Fla.      Cincinnati.  Oh.o 

WSAI 

NATIONAL    SALES    HEADQUARTERS: 

TOM    HARKER,    V.   P..  National  Sales  Director  BOB    WOOD,    Midwest  National    Sales   Mgr. 

118  East  57  Street,    New  York   22.  Eldorado  5-7690   •    230   N.   Michig
an   Ave.   Chicago    1.    FRonklin   2-4498 



Some  Facts   Interest   Time   Buyers 
More   Than  Others 

We   figure   a    time    buyer    is    more    interested   in 

salary  than  in  the  size  of  Big  Aggie  Land    (WNAX's 

eountrypolitan    market    spread    over    Minnesota, 

the   Dakotas,   Nebraska,   and   Iowa).    Nevertheless,   the 

653,500*  families  of  Big  Aggie  Land  have  an 

effective    buying    income    of    $2,918,419,000.*     In    80% 
of  their  homes,  WNAX-570    is  heard  3  to  7  times 

a  week.    These  data  are  actually  pertinent  to  the  salary 
question — WNAX-570  promotions  have  a  way 

of  leading  to  promotions. 

*Sales  Management  data. 

WNAX-570 

Yankton-Sioux  City 

A    Cowles    Station       •       CBS    Radio 

Represented    by    the    The    Katx    Agency, 

which   tee    for   further   data. 
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BJp   SPECIAL  FALL  FACTS  REPORT 

network 
radio 

CLIENTS  WILL  FIND  FLEXIBLE  BUYS,  STABLE  RATES 

Here  are  some  of  the  important  questions  you  will  find  answered  in  the  pages  of  this  report 

(|a     \\  hut  is  the  fall  outlook  for  network  ratlio?       /»«?/«'  M 

|la     II ow  do  advertisers  feel  about  network  radio?   P"!l*'  Ml 

\^u  How  does  the  /.'>.">'»  radio  network  audience  compare  in  size  with   1952?             /»«?/«'  M 

y.    What  is  the  extettt  of  national  out-of-homc  listening?      I*""*'  '»'-c> 

|^.     How  hare  the  "tandem"  plans  been  doina?               !»«?/<'  ~- 

\\.  Specifically,  how  can  network  merchnndisinu  help  an  advertiser?                       V""*'  74 

(J.     ffoir  flexible  icill  nettvorks  he  this  fall?       !»«?/'•  7« 

(|a  is  it  worthwhile  for  a  radio  network  advertiser  to  hu-pass  T\    markets?          pane  78 

||.     \\  hen  will  the  new  Nielsen  multi-set   ratinas  he  available?   »»«?/<*    SO 
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Fall  outlook 

Q  What  is  the  fall  outlook  for 
network  radio? 

A.  The  networks  seem  very  optimis- 
tic, despite  the  rapid  growth  in  new  TV 

stations.  For  one  thing,  there  isn't  the 
uncertainty  and  confusion  about  rates 

that  existed  last  year  at  this  time.  Ad- 
vertisers were  seeking  guarantees  on 

lower  rates  which  the  networks  couldn  I 

5ive  and,  hence,  were  holding  off  buy- 
ing. This  year  the  networks  contem- 
plate no  rate  changes. 

The  networks  are  armed  with  more 

data  on  out-of-home  listening  and  the 
expectation  that  network  ratings  will 

go  up  when  the  new  Nielsen  multi-set 
sample  begins  to  affect  audience  mea- 
surement. 

Billings  have  shown  an  upward 

trend.  Both  NBC  and  CBS  report  that 
billings  during  the  first  half  of  1953 

are  ahead  of  the  corresponding  period 

last  year.  Mutual's  billings  have  been 
climbing,  too.  Its  1952  figure  was 

nearly  30%  above  1950.  As  for  day- 
time, both  NBC  and  CBS  expect  to  be 

sold  out  during  daytime  hours. 

Q.  How  do  advertisers  feel  about 
network  radio? 

A.  To  get  some  idea  of  how  radio's 
big  advertisers  feel  about  it,  sponsor 

contacted  a  dozen  of  the  top  AM  net- 
work clients  asking  about  their  fall 

plans  and  their  feelings  about  network 
radio.     In  onlv  one  case  did  an  adver- 

tiser say  he  felt  network  radio  was  less 
effective  than  last  year. 

This  advertiser.  Ralston  Purina. 

which  happens  to  be  one  of  the  most 
active,  il  m>i  the  mosl  active  client  in 

farm  spot  radio,  was  referring  specifi- 
cally to  Saturday  night,  when  Ralston 

sponsors  Eddj  Arnold  on  NBC.  G.  \I. 
Philpott,  Ralston  v. p..  told  SPONSOR, 
however,  that  while  Ralston  salesmen 

feel  that  nighttime  radio  is  less  effec- 
tive for  them  than  last  fall,  Ralston  will 

continue  the  Eddy  Arnold  show. 
Here  are  some  other  answers: 

•  From  Oliver  B.  Capelle.  advertis- 
ing manager  for  Miles  Laboratories: 

"Our  television  efforts  have  not  re- 

duced our  radio  coverage." 
•  From  Lowry  H.  Crites.  director  of 

media  and  radio  and  television  pro- 

graming for  General  Mills:  "Obvious- 
ly, we  believe  network  radio  is  still 

valuable  as  we  are  continuing  to  invest 

substantial  sums  in  it." 

Other  evidence  of  the  advertiser's 
firm  belief  in  network  radio  comes 

from  Broadcast  Advertising  Bureau's 1  June  1953  newsletter.  It  cited  cases 

of  five  advertisers  who  spent  more 

money  (according  to  P.I.B.)  in  net- 
work radio  during  the  second  half  of 

1952  than  the  first  half.  They  are  (  1  I 
Cannon  Mills  with  gross  time  billings 

of  $184,106  during  the  second  half  of 
1952  compared  with  $91,260  during 

the  first  half;  (2)  Emerson  Drug  with 
$162,065.  compared  with  $49,341;  (3) 

Manhattan  Soap  with  $736,566  com- 
pared   with    $688,093:    14)    Motorola 

with  »l  T0.562  compared  with  $24,450, 

and  ( o  i  Seeman  Bros,  with  $410,463 

compared  with  $258,200. 

Network  audiences 

Q.  What  kind  of  cumulative  au- 
dience can  the  advertiser  get  on 

network  radio? 

A.  A  stud\  of  da\time  soap  operas 

by  the  Broadcast  Advertising  Bureau 

this  year  shows  that  the  average  rad.o 

daytime  serial  can  reach  20'  <  of  all 
families  in  a  market  in  four  weeks' 
time.  Each  family  is  reached  an  aver- 

age of  5.8  times,  and  exposed  to  15.7 

sales  messages.  These  figures  are  de- 
veloped from  Nielsen  data. 

A  BAB  study  last  year,  also  based 
on  Nielsen  data,  dug  into  cumulative 
audiences  for  nighttime  news  programs 
in  TV  markets.  Here  are  the  answers 

for  the  average  evening  network  quar- 
ter-hour newscast  aired  five  times  a 

week:  (1)  In  a  week,  newscasts  reach 
9.8 /V  of  all  families  an  average  of  two 
times  each.  (2)  In  a  month,  they  reach 

20.7^r  of  all  families  an  average  of 
4.4  times  each.  I  3  I  In  13  weeks,  they 

reach  37.4r<  of  all  families  an  aver- 

age of  8.7  times  each  with  23.5  sales 
messages  per  family. 

Q.  How  does  the  1953  network 
audience  compare  in  size  with 
1952? 

A.     Ratings  are  down  a  little  but  the 

NEW  PROGRAMING  for  fall  includes  ABC's  "Horatio  Hornblower" 

with  Michael  Redgrave.  Program  was  developed  from  the  network's 
showcase — "ABC    Playhouse" — and    produced    by    Towers    of    London 

PROGRAM  COSTS  will  be  cut  by  General  Foods,  who  bought  "Beu- 
lah"  on  CBS  Radio  three  times  a  week,  will  re-run  transcriptions  of 
show.  Re-runs  will  feature  the  late  Hattie  McDaniel,  who  died  last  year 

See  list  of  top  10  available  shows  on  each  network,  page  85 SPONSOR 



I 
TOTAL  PERSON-HOURS  SPENT  PER  WEEK 

RADIO 

TELEVISION 

MAGAZINES 

NEWSPAPERS 

NRI,  December  1952  data,  and  audience  composition  data,  ARB,  February  1951 

NTI,  December  1952  data,  and  audience  composition  data,  ARB  TV,  November  1952 

330,330,000 

ARB  nationwide  study,  August  1951,  protected  to  US  population  estimate.  January  1953 

632,957,000 

ARB  nationwide  study,  August  1951,  projected  to  US  population  estimate.  January  1953. 

1.678.fc3?.0O0 

RADiO  GETS  LARGEST  SHARE  of  time  people  spend  with  major 

media,  according  to  CBS  study  shown  above.  Radio's  share,  in  terms 
of  person-hours   per  week,   is    1 .720.286.0C0  person-hours,   or  40%.  Yet, 

study  points  out.  according  to  McCann-Erickson  figures,  of  the  total 

money  spent  in  1952  on  those  four  media  by  •ovartiMrt,  which  cam* 

to    $4,375,400,000.    radio    required    only    $722,700,003    or    abo^ 

actual  audience  reduction  is  smaller 
because  there  are  more  sets  and  more 

people  in  the  country.  Here  arc  Borne 
recent  Nielsen  comparisons  showing 
the  average  rating  and  audience  for 
both  daytime  and  nighttime.  I  he  com- 

parisons cover  the  week  ending  9  Ma\ 
1953  \s.  the  week  ending  10  Ma\  1952: 
•  Average  night  rating,  1.1  vs.  4.9. 
•  Average  evening  audience.  1,969,- 

000  vs.  2,097,000. 

•  Average  day  rating,  3.5  \s.  3.7. 
•  Average    daytime    audience,     I,- 

566,000  vs.  1,584,000. 

Out-of-home  listening 

Q.      What  information  is  there  on 

out-of-home   listening   to   network 

radio  programs  available  today? 
A.  I  here  are  do  ape  ifi  figures  on 

particular  programs  but  there  have 
been  a  numbei  "I  studies  indi<  ating  the 
amount  "I  out-of-home  listening  on  a 
broad  scale.     \KB  has  done  a  diar) 

study,  proje  table  to  the  entin   n- 
try.  Pulse  does  studies  on  out-of- 
home  listening  in  majoi  n  arkets. 
Broadcast  Advertising  Bureau  has 
studied  the  amount  ol  auto  listening 

among  cars  on  the  road  and  is  now  re- 

fining these  figures  so  the)  can  !><•  re- 
lated in  terms  of  actual  traffic  <>n  the 

road.  Mel-en  has  recently  released 

figures  on  total  out-of-home  listening 
in  the  I  .  >..  regions  of  the  I  .  S.  and 
in  the  various  states.  ITiese  figures 

should  add  to  average  radio  ratings  of 

virtual!)  ever)  pro-ram. 

Q.       Has  there  been  any  noticeable 

trend   in  out-of-homc  listening? 

A.     I  'ill-.-  out-of-home  figures  sb< 
stead)    increase  since   L950.     Vvers 
..I  additional  radio  sets-in-uae  f«>i  more 

than  a  dozen  large  markets  n<-  a-  fol- 
low-:     1950-51,      l  1.7     :      1951 

15.2^5  :    L952  13,    18.6  ["heat 
ares  covei    winter   listening,  not  Bum- 
mei .     1  he  1953  listening  bonus  rai 
from  12. 3*  I   of  home  listening  in  S 

tie   to    21.7',     in    Philadelphia. 
Radio   l?a-i<  -  in  tlii-   issue.  I 

Q.       What  is  the  extent  of  nation- 
al out-of-home  listening? 

A.      According  t"  Nielsen  figures,  <\f- 

veloped  from,  a  sub-sample  of  the  mar- 

TANDEM-TYPE  plans  are  popular  with  advertisers.  MBS'  five  Multi- 

Message  Plan  shows,  including  "That  Hammer  Guy,"  De'ow,  have  been 
sold    out.     Sponsor    overflow    is    taken    care    of    with    other    programs 

BLOCK  PROGRAMING  trend  is  increasing  in  network  radio,  though 

it  has  always  been  a  potent  force.  NBC  s  13-year-old  music  block  on 

Monday    nights,     including     "Telephone     Hour."    will    continue     in    fall 

13   JULY    1953  Xettvork   radio   program   Cotnparagraph   appvars   this   Issue   page  H!t 
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keting  firm's  coverage  study  in  April 
1952,  the  average  national  out-of-home 
listening  bonus  in  terms  of  individual 
listeners  is  practically  12%  of  home 

listening  during  the  week  and  nearly 

15%  on  weekends. 

Q.  During  what  hours  of  the  day 

is  out-of-home  listening  highest? 

A.  The  biggest  non-home  audiences 
according  to  Nielsen  are  during  the 

afternoon  with  3:00-4:00  p.m.  being 
the  peak  listening  hour,  during  both 

weekdays  and  weekends.  This  mid- 
afternoon  bulge  is  more  pronounced 

on  weekends  when  Saturday  and  Sun- 
day drivers  are  out  in  force.  During 

the  3:00-4:00  p.m.  period  on  weekends, 

total  non-home  listening  is  31.5%  of 
home  listening,  while  auto  listeners 

amount  to  23%  of  home  listeners.  Dur- 

ing the  weekday  3:00-4:00  p.m.  seg- 
ment, the  total  non-home  figure  is 

25.1%  of  home  listening  with  auto  lis- 

tening about  half  of  that.  BAB's  study 
of  auto  listening  among  cars  on  the 

road  found  that  listening  was  highest 

7:00-8:00  a.m.  during  both  weekdays 
and  weekends. 

Q.  Is  there  much  variation  in 

non-home  listening  among  differ- 
ent sections  of  the  country? 

A.  Yes.  Nielsen  divided  the  U.  S. 

into  five  sections:  Northeast,  East  Cen- 
tral, West  Central,  South  and  Pacific. 

It  was  found,  for  example,  that  during 

the  6:00-7:00  a.m.  period  the  percent- 

age of  non-home  to  home  listening 
ranged  from  a  low  of  9.7%  to  a  high 

of  22.7%;  during  the  noon-l:00  p.m. 
time  the  low  was  10.1%,  the  high  was 

10. V,  :  during  the  11:00  p.m.  to  mid- 

night slot  the  low  was  6Af'f,  the  high 

12.0',. Regional  variations  also  disclose 
that  the  Northeast,  on  the  average,  has 

the  greatest  amount  of  non-home  lis- 
tening during  the  week  and  just  misses 

being  in  first  place  on  weekends,  when 
it  is  a  shade  below  the  East  Central 

U.  S.  However,  on  weekends,  the 

Northeast  has  the  greatest  amount  of 
auto  listening. 

The  Pacific  states  show  the  least 

amount  of  total  non-home  listening, 

although  their  percentage  of  auto  lis- 
tening to  total  non-home  listening  is 

higher  than  the  average. 

Regional  differences  will  be  impor- 
tant to  regional  network  advertisers  or 

to  national  network  advertisers  with 

regional  cut-ins. 

Q.  How  can  a  network  advertiser 

apply  the  Nielsen  non-home  listen- 
ing figures  to  his  Nielsen  rating? 

A.  He  can't,  not  directly,  anyway. 
But  he  can  make  some  educated 

guesses.  Before  discussing  how,  here's 
just  a  few  words  of  explanation.  The 

Nielsen  non-home  figures  are  not  per- 
centage points.  That  is,  if  the  Nielsen 

home  audience  for  a  program  is  10% 

and  the  non-home  figure  during  that 
hour  is  10%,  the  total  audience  is  not 

20%  but  10%  of  10';    or  11%.     The 

non-home  audience  is  a  percent  of  the 
home  audience. 

Also,  in  using  the  Nielsen  home  and 
non-home  data,  the  advertiser  must  re- 

member that  NRI  ratings  are  in  terms 

of  homes,  while  the  non-home  figures 
are  in  terms  of  per6ons.  To  compare 
the  two  in  terms  of  total  home  and 

non-home  listening,  Nielsen  has  used 
\arious  estimates  on  the  number  of 

home  listeners  per  set.  These  estimates 

range  from  1.5  to  2.25  persons  per  set 

depending  on  the  hour  of  the  day.  The 
nighttime  figures  are  naturally  higher 
than  the  daytime  figures. 

To  get  back  to  the  problem  of  how 
to  add  the  non-home  data  to  home 

listening,  let's  take  a  specific  case — 
P&G,  for  example.  It  has  a  block  of 

four  soap  operas  on  NBC  radio  be- 
tween 3:00  and  4:00  p.m.  during  the 

week.  Nielsen  figures  show  that  dur- 
ing that  time  there  is  an  additional 

audience  bonus  (or,  at  least,  there  was 

in  April  1952)  equal  to  about  25  %  of 
the  home  audience.  Can  P&G  be  sure 

that  this  additional  audience  is  listen- 

ing to  its  soapers? 
First,  of  all,  it  can  be  assumed 

roughly  that  every  radio  show  on  the 
air  at  that  time  increases  its  audience 

on  the  average  by  one-fourth.  But 
P&G  cannot  be  sure  that  the  non-home 

audience  divides  its  listening  in  the 

same  way  as  the  home  audience.  Half 

of  this  non-home  audience  happens  to 
be  in  automobiles  during  that  hour  and 

auto  listeners  are  not  supposed  to  be  so 

keen  about  concentrating  on  drama 
(Please  turn  to  page  72) 

Average  production  and  talent  costs  of 

sponsored  network  radio  shows 

DAYTIME 

QUARTER    HOUR* 

$2,229        $3,353 

HALF   HOUR HOUR 

NIGHTTIME 

QUARTER    HOUR    |        HALF   HOUR 

$2,295    |    $5,152      $15,000 
•These    quarter-hour    shows    include    weekly    soap    operas    whose    cost    brings    the 
average  production  and  talent  cost  up  considerably. 

HOUR 

Top  10  agencies  in  number  of  quarter 

hours  of  programs  on  network  radio* 
RANK AGENCY NO.  QUARTER  HOURS 

1.  BENTON  &  BOWLES        

2.  DANCER-FITZGERALDSAMPLE 

3.  YOUNG  &  Rl'BICAM   4.  WILLIAM  ESTY  _    

5.  FOOTE,  CONE  &  BELDING 
B.  NEEDHAM,  LOUS  &  BRORBY... 
7.  GEOFFREY   WADE  _ 

8.  COMPTON   
9.  BBDO      _ 

9.  JOHN  F.  MiRRAY  ADVG. 

37 

34 
32 
30 
28 

27 

24 
21 
IB 
IB 

"Number  of  sponsored   quarter  hours   does   not  necessarily  Indicate   supremacy    in 
billings.     It's  measure  of  activity. 

Average  no,  of  stations  in  network  lineup,  daytime:  222   •   Average  no.  of  stations  in  network  lineup,  nighttime:  220 

Source:  All  of  these  data  were  tabulated  from  SPONSOR'S  Network  Radio  Comparagraph  of  29  /une   7953.    This 
chart  giving  essential  data  on  net  radio  shows  appears  in  alternate  SPONSOR  issues.    Chart  appears  this  issue  page  89. 
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REPEAT 

rr SUCCESS  STORY" 20th  ANNUAL  PERFORMANCE 

starring 

ORIGINAL  CAST 
-^  H.  V.  Holmes,  president  of  S.  G. 

Holmes  &  Sons,  clothiers,  Tulsa, 
Oklahoma. 

■^  R.  P.  (Bud)  Akin,  senior  account  ex- 
ecutive, the  KTUL  Sales  Staff. 

This  oft-repeated  scene  has  become  a  tradition 
between  Clothier  H.  V.  Holmes  and  KTUL  Ac- 

count Executive  R.  P.  (Bud)  Akin.  For  the  20th 

consecutive  year,  these  two  men  have  swapped 

signatures  on  KTUL  advertising  contracts.  The 

satisfaction  is  obviously  mutual.  S.  G.  Holmes 

&  Sons,  sponsors  the  5  o'clock  News, 
Mon.   thru   Fri.,  on    KTUL. 

KTUL  Offers 

Advertisers 

A  Tradition  of 

Confidence  Based 

on  Years  of 

Consistent 

RESULTS 

KTUL  has  MORE  LOCAL  PROGRAM  SPONSORS  than  any  OTHER  TULSA 
network  radio  station. 

LOCAL  ACCEPTANCE  is  the  "GRASS  ROOTS"  TEST  of  a   Radio  Station's 
SELLING  POWER! 

Get  the  KTUL  story  from  your  nearest  AVERY-KNODEL,  Inc.,  office. 
CBS 

RADIO 7U 
AUDIENCE 

3AC»ONr 
STATION^ 

JOHN    ESAU — Vice    President — General    Manager 

AFFILIATE      ith  KFPW,  FORT  SMITH,  Ark,  and  KOMA,  OKLAHOMA  CITY 

Network 
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while  driving.  Furthermore,  male  lis- 

tening dominates  that  period,  accord- 

ing to  Nielsen,  so  that's  another  strike 
against  P&G.  On  the  other  hand,  CBS 

also  has  a  block  of  soap  operas  on  dur- 

ing that  hour,  so  maybe  it's  not  so  had 
after  all. 

In  other  words,  the  advertiser  has  to 
add  or  subtract  a  little  in  his  own  mind 

when  using  these  Nielsen  figures.  One 

advertiser  may  get  more  than  the  aver- 
age, another  less.  The  advertiser  must 

take  into  account  the  audience,  the 

program,  the  attentiveness  of  listening 

and  the  season  of  the  year  (is  there  a 

baseball  game  on  at  the  time?).  Niel- 
sen used  April  for  the  survey  because 

it  represents  "approximately  the  an- 

nual average  of  home  radio  listening." 

Q.  How  will  these  studies  on 

non-home  listening  affect  network 
radio  advertising? 

A.  A  good  bit  of  the  information  on 

non-home  listening  has  pointed  up  auto 
listening  and,  what  amounts  to  the 

same  thing,  the  high  percent  of  adult 
males  in  the  non-home  audience.     The 

for  quick,  easy  reference 

to  your  copies  of 

SPONSOR 

get  the  durable  new 

Sponsor  binder 

looks  like  a  million 

costs  only 

$4_ 

SPONSOR 
40    E.   49th    St. 

New   York    17 □  $4  one  binder 

□  $7  two  binders 

Please  send  me  Binder  holding  13  issues  and  bill  me  later. 

Same    

Firm 

Address 

City  Zone  State 

networks,  all  of  whom  are  using  non- 
home  listening  material  in  one  way  or 

another  to  sell  radio,  feel  that  the  facts 
call  for  a  revision  of  thinking  among 

advertisers  who  appeal  to  the  male 

market,  especially  as  regards  their  at- 
titude toward  daytime  radio,  when 

non-home  listening  is  highest.  These 
advertisers  include  auto  manufactur- 

ers, refiners  of  gas  and  oil,  brewers, 

tobaceo  and  smoking  accessory  firms 
and  others. 

'Tandem'  plans 

'tandem" 
Q.      How     have     the 

plans  been  doing? 

A.  Pretty  well.  Mutual's  new  Multi- 
Message  Plan,  which  replaced  the 

Mutual-MGM  Hollywood  star  show- 
case in  January,  ended  up  the  spring 

season  sold  out.  It  offers  20  partici- 

pations, four  commercials  on  five 

shows.  It  is  so  popular  now  that  Mu- 
tual is  offering  Multi-Message  Plan 

prices  ($1,500  per  participation  dur- 

ing the  summer)  on  non-M-M-P  shows 
over  the  hot  months. 

CBS'  Power  Plan,  which  is  aimed 
at  late-in-the-week  shoppers  with 

Wednesday,  Thursday,  and  Friday  pro- 

grams, started  off  slow  last  fall  but 

picked  up  this  year  and  ended  the  sea- 
son practically  sold  out.  Six  of  its 

nine  segments,  furthermore,  are  sold 

out  through  the  vear. 

NBC's  Operation  Tandem  (NBC 
started  the  network  package  idea,  hence 

the  generic  term,  "tandem")  was  sold 
out  for  part  of  the  season,  and  two- 
thirds  sold  out  during  the  rest  of  the 

time.  ABC's  Pyramid  attracted  nary  a 
sponsor  during  the  past  season.  The 

network's  explanation  was  that  ABC 

sponsors  found  other  buys  more  at- 
tractive  for  their  purposes. 

Q.  What  kinds  of  advertisers  use "tandem"  plans? 

A.  All  kinds.  Mutual's  cbents  in- 
clude Camel.  General  Mills,  Bromo 

Seltzer,  Jacques  Kreisler,  Lever.  Both 
Bromo-Seltzer  and  Lever,  a  recent 

member  of  the  Multi-Message  Plan 
client  roster,  have,  in  addition  bought 

into  Titus  Wood)  and  \  id,  (barter,  re- 
spectively. CBS  has  P&G,  Bryl  Creme, 

and  Nescafe  through  August,  and 
Chesterfield  was  ira  for  a  short  burst 

earlv  last  season.  Operation  Tandem 
clients  include  Emerson  Drug,  Bromo 

Seltzer,    Esquire    Boot    Polish,    Buick. 
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and  a  new  client  i-  already  signed  up 
for  tlif  fall  The  Coleman  Go.,  makers 

of  space  heaters. 

Q.  What  kind  of  buys  will  be 

available  on  "tandem"  plans  in  the 
fall? 

A.  So  far  as  availabilities  go,  CBS 

ma\  have  one  bu)  of  three  participa- 

tions across-the-board,  M5C  may  have 
two.  It  is  not  definite  whether  ABC 

will  have  a  Pyramid  Plan  in  the  fall, 

hut  the  web  is  considering  offering 
daytime  buys  alonjj  the  same  line  as  its 

Pyramid  Plan.  Mutual  mav  he  sold 

out  hut  will  probably  add  show-  that 
can  be  bought  on  the  same  terms  as 
Multi-Message  Plan  shows. 

The  tandem-type  plans  tan  he  rough- 
ly divided  into  two  kinds.  CBS  and 

NBC,  each  of  which  will  have  three 
-li>>\\-  next  fall,  usually  require  a  cli- 

ent to  huv  one  participation  in  each 

show,  although  there  have  been  excep- 
tion-. CBS.  for  example,  has  eight  of 

nine  announcements  sold  for  the  sum- 

mer and  an  advertiser  can  buy  one. 

However,  this  one  segment  will  he  suh- 
ject  to  recapture  in  the  event  Nescafe, 

Leo  J.  ("Frtz")  Fitzpatrick 

I.  R.  ("Ike")  Lounsberry 

BROADCASTING 
CORPORATION 

RAND    BUILDING,  BUFFALO    3,  N.  Y. 

which  now  has  two  participations,  does 
not  continue  after  August  and  another 

advertiser  signs  up  for  three  announce- 
ments across  the  hoard.  CBS  and  NBC 

also  require  a  full  network. 
Mutual  and  ABC  will  sell  one  an- 

nouncement.  However,  discounts  are 

given  for  bigger  purchases.  Both  of 
these  nets  also  have  five-show  packages. 
I  hev  are  more  flexible  than  CBS  and 

NBC  in  the  matter  of  network  lineups. 

Mutual  has  sold  split  networks  hut  one 

of  the  clients  I  Sauer  I  bought  the  en- 

tire plan  in  the  South. 

Merchandising' 

National    Representatives:     Free    &    Peters,    Inc 

74 

Q.  What  kind  of  merchandising 

aid  is  offered  by  radio  networks  to 
clients? 

A.  It  varies.  NBC,  onlv  network  with 

a  separate  merchandising  department, 

has  12  district  supervisors  who  cover 

the  country  for  NBC  clients  visiting 

kev  retailers  and  wholesalers,  clients' 
district  sales  offices,  station  affiliates. 

CBS  merchandising  spills  over  into 

program  promotion.  The  network  holds 
yearlv  clinics  with  station  managers 
and  promotion  managers  to  go  over 

plans  for  the  coming  year.  It  also  hits 
hard  with  CBS  radio  ads  in  retail  trade 

papers,  which  not  only  push  radio  hut 
list  CBS  clients.  Mutual  holds  special 

retail  promotions  for  sponsors  selling 

to  super  markets.  Last  year  one  was 

"Look  Mom — It's  a  Picnic!"  Last 

February  it  was  "Wife  Week. All  networks  will  send  out  dealer 

mailings  and  print  display  material  at 
cost.  NBC.  for  example,  has  special 

point-of-sale  material  for  its  client- 
products  with  art  work  playing  up  the 

glamor  of  network  programing.  The 

nets  also  work  at  getting  affiliates  to 

cooperate  and  act  as  coordinators  for 
network  merchandising  and  program 

promotion. 

Q.  Specifically,  how  can  network 
radio  merchandising  help  an  adver- 
tiser? 

A.  One  example  is  the  wav  NBC 

helped  Phillips  Toothpaste  break  into 
the  super  markets  last  yeason.  Selling 

to  super  markets  was  something  new  to 

Phillips"  salesmen.  When  NBC  waa 
called  in.  its  merchandising  men  decid- 

ed to  use  as  a  lever  Phillips  current 
retail  deal  of  two  tubes  for  63£.  NBC 

district  supervisors  during  00  da\>  of 

activitv  saw   1 1  7  important  drug  whole- 
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CARL  NEUMANN 
Acting  Farm  Program  D"»i 
for.  Plant  and  coordinate 

all  farm  programming 
former  County  Agent 

Graduate  of  Oklahoma 
AIM 

a/wt 

DAVE  SWANSON 
Manogmr,  Chicago  Produc 

•rj  Allocation.  On»  o'  lh« 
ocif  informed  m*n  on  /!»•■ 
llocl  mort»ling.  Broodcai'l 
mo'ltll   r«9ulo'l)'   on    WIS 

is  no  mere  accident 

WLS  farm  programs  are  planned  and  presented  by  men 

and  women  who  have  spent  a  lifetime  studying  the 

problems  of  agriculture  —  know  just  what  times  are  best 

for  reaching  the  market  —  know  just  what  types  of  programs 

are  needed  and  wanted.  A  few  of  these  specialists  are 

pictured  on  this  page  — all  exclusively  WLS  broadcasters. 

Thru  years  of  service  to  the  vast  agricultural  industry  by 

these  and  other  station-specialists,  WLS  has  emerged 

as  the  undisputed  leader  in  the  Midwest.  No  mere  accident- 

hut  the  result  of  planned  programming  and  service  by 

the  largest  informed  agricultural  staff  in  radio. 

• . .  Se/u/tce  Uvat  Belli 
This  agricultural  leadership  has  solid  commercial  value. 

The  over  4  billion  dollar  farm  income  (ll1  :' '<   of  the 

nation's  total)  can  be  most  profitably  tapped  by  the  50,0(M) 

watt  voice  of  WLS.  That  is  why  leading  national  and 

regional  advertisers  have  consistently  used  WLS  to  sell  the 

1,777,000  farm  people  whose  econorm   is  completely 

wrapped  up  in  agriculture. 

When  thinking  of  the  Midwest,  think  of  WLS  for  effective 

coverage  of  this  important  agricultural  market.  Ask  your 

Blair  man  for  a  complete  presentation  telling  the 

storv  of  WLS  and  the  Midwest  Rural  Market. 

EAR  CHANNEL  Home  of  the  NATIONAL  Barn  Dance 

BILL    MORRISSEr 

A    market    specialist    for    30 

years.    Veteran    expert    from 
the     Chicago     Union     S'oci 
Vordi.     Broadcasts     markets 

regularly  on   WIS. 

WILLIAM    SMAll 

In    n««ipop«'    ond    rod'O 

jOw'no'<l«     Groduo'* 
Un.wrt'ty    of    Ch.fOfO 
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IAl*H    TOMI 

AlIOC'OU      id'to*      o 
|n(t    fd   'Of      ft 

f»pe*t    in    t-eld    of    opicw' 

turol     ..per, mentation 
Travelled      ■ 

throughout     world     studying 

international    lor  m    con 
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JIM  THOMSON 

Monagmg  fd'fo'.  Pro^r-e former  formerly  held  |IJH 

ilar  iob  vffAj  State  fo'm 
Bureau  Magoi<ne  O'odu 
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PAUL    JOHNSON 
M  fd'io*  teg 

ulor  WIS  commentator 
Helps  formulate  WIS  form 

po'iCf  Nationally  retog 

n>t*d  as  ow'i'o«d  «9  fo"« ovtho*  *y 
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In  cash  orders 

for  a 

10c  booklet.. 

"KEX 
outpulled  every 
other  station 

used  on  the 

Pacific  Coast" 
A  , 
^^ccording  to  the  agency, 

cash  orders  returned  by  KEX's 

"Kay  West"  Program  ex- 

ceeded those  returned  by  any 

station  in  the  seven  other 

cities  used  on  the  Coast:  Los 

Angeles,  Long  Beach,  Oak- 

land, Sacramento,  San  Diego, 

Seattle,  San  Francisco. 

This  is  typical  of  KEX  results 

in  the  great  Pacific  Northwest 

market!  For  spof  act/on  like 

this,  get  in  touch  with  KEX  or 

Free  &  Peters. 

KEX 
PORTLAND,  ORE. 

50,000  WATTS 
ABC   AFFILIATE 

WESTINGHOUSE 
RADIO  STATIONS   Inc 

WBZ.WBZA-KYW.KDKA 
WOWO.KEX.WBZ-TV-WPTZ 
National  Representatives,  Free  &  Peters, 
except  for  WBZ-TV  and  WPTZ;  for  the 

television  stations,  NBC  Spot  Sales 

salers,  secured  cooperation  from  more 
than  100  of  them.  They  also  contacted 

114  key  drug  and  food  chains  and  ar- 
ranged for  special  displays  in  93.  More 

than  50  NBC  affiliates  were  enlisted  in 

the  merchandising  drive.  Their  coop- 
eration  ranged  from  trade  mailings  to 

personal  solicitation. 
As  the  NBC  merchandising  depart- 

ment explained  in  a  slide  film  on  its 

work.  "When  the  power  of  NBC  adver- 
tising was  proper!)  presented  to  these 

retailers,  they  ordered  extra  stocks  of 

I'hillips  Toothpaste — set  up  displays  to 
cash  in  on  the  demand  created  by 

Stella  Dallas  and  Young  Widdvr 

Brown  radio  programs." 

Q.  What  specific  sales  results 
can  networks  point  to  as  a  result 
of  merchandising? 

A.  As  an  example,  take  Mutual's 
"Wife  Week."  It  was  run  from  9-14 

February,  the  latter  date  being  St.  Val- 

entine's Day.  The  idea  behind  the 
promotion  was  that  the  little  woman 

was  entitled  to  a  vacation  from  shop- 
ping and  housework  and  that  the  rest 

of  the  family  should  take  over. 

The  campaign  was  divided  into  two 

parts.  On-the-air  promotion  plugged 

the  idea  of  "Wife  Week"'  via  announce- 
ments and  network  stars  introduced 

and  interviewed  wives.  On  the  retail 

level,  Mutual  brought  in  as  its  primary 

partner  the  Independent  Grocers'  Al- 
liance. Mutual  and  local  station-adver- 

tised grocery  products  were  featured 
in  special  window  and  shelf  displays 

and  "Wife  Week"  point-of-sale  mate- 
rial was  supplied  each  cooperating 

store  with  space  for  call-letter  imprint. 
To  fully  measure  the  result  of  the 

promotion,  Providence  and  WEAN 
were  chosen  as  the  models.  The  store 

group  involved  was  the  Roger  Williams 
Grocery  Co.,  wholesalers  for  85  IGA 
stores  in  the  Connecticut-Rhode  Island- 

Massachusetts  area,  but  the  testing  con- 
centrated on  nine  Providence  super 

market-. 
Store  sales  in  the  nine  super  markets 

jumped  25%  over  the  normal  sales 
w  eek.  Store  volume  in  the  smaller  IGA 

establishments  rose  15'  <  .  Sales  of  all 
10  Mutual-advertised  brands  tripled. 

Network  flexibility 

Q.      How  flexible  will  networks  be 
this  fall? 

A.     The    trend    has    been    to    greater 

flexibilit)  of  networks,  though  many  of 

the  big  network  users  prefer  to  buv  al- 
most the  full  network,  especially  on 

CBS  and  NBC.  Continental  Baking 
uses  a  small  CBS  network  but  has  been 

doing  so  for  years.  Locke  Stove  Co. 
will  >tart  on  CBS  13  August  in  evening 

time  with  a  25-station  lineup  for  13 
weeks.  Locke  is  on  an  NBC  Southern 

regional  network  now  and  had  asked 
NBC  for  a  similar  network  in  the  eve- 

nings but  NBC  turned  it  down. 

1  he  rea-on  foi  \  BC">  refusal  is  their 

sales  polic)  relating  to  network  flexi- 
bilit). This  provides  that,  during  net- 

work option  time,  an  advertiser  can 

buy  whatever  stations  he  wishes — pro- 
\ided  the  gross  time  billings  equal  at 

least  75'i  of  the  full  network  gross 

billings.  Locke's  order  would  not  have 
equalled  this.  Daring  station  option 
time,  which  Locke  has  now.  NBC  i- 

more  flexible  and  the  only  barrier 

standing  in  the  way  of  an  advertiser's 
getting  what  he  wants  is  the  refusal  of 
stations  to  go  along. 

At  CBS  the  Standard  Facilities  Plan 

PHSS\HG 
To  Rochester  Sport  Fans — and 
they  love  him!  .  .  .  Jack  Buck, 

WVET's  Ace  Sports  Announcer 

play-by-plays  the  Rochester  Red 
Wings,  Sponsored  by  Budweiser. 
P.  S.  WVET  IS  THE  HOME  OF 
CHAMPIONS  NETWORK,  TOO 

We're   really   on   the   hull   for   our 
clients.  All  baseball  adjacencies 

bate  been  sold. 

■4 — >- 

The  Swing 

is  to  WVET 

M^-T
 

U"AL 

IN   ROCHESTER,  N.  Y. 
Represented   Nationally   by 
THE    BOLLING    COMPANY 
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Use  this 

low-cost  KBIG 

A     )TO  prescription 

to  test  the  Southern 

California  market 

"000.000  people  from  every  state— 4%  of  America! 

Young  in  spirit,  they  are  open-minded  — ready  to  try. 

With  S\  1,000.000.000  net  income,  they  are  ready  to  buy. 

It's  the  biggest  market  west  of  Chicago. 
One-half  live  in  big  cities  — Los  Angeles,  Long  Beach.  San  Diego. 

A  quarter  in  100  outlying  cities  and  communities  .  .  . 

A  quarter  in  rich  rural  regions, 

including  America's  #1  agricultural  county. 
The  dollar-wise  way  to  test  your  product  or  service  is  to  use  KBIG, 

which  completely  covers  this  urban  and  rural  area. 

John  Pooh    Broadcasting  Company    •    KBK.  —   K.BII-    —   KIK 
'.-.in  Sunset  Boulevard  —  Hollywood  28,  Calif.    •    Telephone:  II<>.   '■ 

Representative:  Robert  Meeker    Issociates,  l>x. 

10,000  watts -740  on  the  dial 

Giant  Economy  Package  of  Southern  California  Radio 

ff 

. 

R Prescription  \-i 
Announcement  Packages 

KBIG  I). ui\  Dozen  Announcements 

all  in  one  clay   Just  $  ! 

"KBK i  Weeklj  Packag 

from  36  spots  I 
to  200  spots  for       1120 

KBIG  MonthI)  Pack 
from  4s  spou  foi 
to  200  spots  for. 

R Prescription  N-l Newscast  Packages 

20  KBIG  5-minute  Newscasts 
within  one  week 

total  cost  $432. 

50  KBIG  5-minute  Newscasts 
within  one  month 

total  cost  $902. 

R 
Prescription  I  > I  >- 1 Double  Dose 

Add  KBJJF  Fresno -900  K( 
1000  watts -to  an)  KBIG 
Announcement  Package. 

For  just  25 r>  more  than  the  cost  of 

KBIG  alone  .  .  .  you  get  America's 
greatest  agricultural  section— th< 
five  county  Central  San  Joaquin 

Valley,  added  to  America's  third 
largest  market. 

Ask  your  Meeker  man  or  KBIG  sal 
JOHN    POOl  I    BROADi   VSIING  (  O 

KBK.  •  KHIt-  •  KPIK. 
sunset  Blvd..  Hollywood  28,  Calif. 

Fetepbofte  Hollywood 
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requires  the  advertiser  to  buy  the  ba- 

sic network  of  2!!  stations  "plus  such 
other  stations  as  are  required  to  com- 

pose a  network  satisfactory  to  CBS 

Radio."  However,  under  the  Selective 
Facilities  Plan  the  advertiser  can  buy 

an)  station  combination  "acceptable  to 

CBS  Radio"'  provided  the  advertiser 
will  make  his  program  available  to  the 
entire  network  so  that  CBS  can  sell  the 

unsponsored  stations  to  non-competi- 
ti\e  clients. 

Mutual  and  ABC  have  no  set  policj 

on  network  flexibility.  Each  case  is 
examined  on  its  merits.  An  advertiser 

who  wants  a  small  network  in  a  prime 

time  slot  prohahlv  wont  get  it.  even 

if  it  happens  to  be  unsold  at  the  time. 
Both  networks  will  also  take  into  con- 

sideration the  advertiser  s  future  plans. 
I  hat  is.  will  the  advertiser  enlarge  his 

network  if  his  initial  broadcasting  ef- 

forts are  successful'.'' 

Q.  Can  an  advertiser  buy  a  radio 
network  in  non-TV  markets  only? 

A.  Ml  networks  permit  advertiser-  to 

by-pass  TV  market-.  There  are  still 
plontv  of  non- 1  \  market-.  \  count,  by 
networks,  of  stations  in  non-TV  Amer- 

ica shows:   \BC.  176:  CBS.  114:  MBS. 

SCIENTIFIC   AGRICULTURE   RESULTS    IN 

MORE   PRODUCTS    IN    HAMPTON   ROADS,  VA. 

Your  Advertising  is  MORE  PRODUCTIVE 

in  America's 
Miracle 

Market 
The  great  strides  that  have  been,  and 
are  being  made,  in  the  development  of 
more  productive  farms  means  that 
agriculture  is  playing  an  even  bigger 

part  in  this  market's  economy. 
Get  your  share  of  the  increased 

retail  sales  in  Norfolk,  Portsmouth, 
Hampton.  Newport  News  and  Warwick 

—  America's  26th  market. 

WTAR:  NBC  Affiliate 

WTAR-TV:AII  Networks NORFOLK,  VA. 

H6;  NBC.  107.  In  the  case  of  NBC  it 

is  not  possible  that  the  75'  '<  formula 
will  permit  an  advertiser  to  by-pass 
ever)  TV  market  because  that  part  of 
the  NBC  network  that  covers  non-TV 

America  will  not  add  up  to  enough  in 
the  wav   of  billings. 

Q.  Should  a  radio  network  adver- 
tiser by-pass  TV  markets? 

A.  There  is  much  evidence  which 

points  to  the  fact  that  it  is  actually 

expensive  for  a  radio  network  adver- 
tiser to  by-pass  TV  markets.  There 

will  still  be  plent)  radio-only  ho: 
in  the  fall,  even  in  the  large  market-. 
The  New  York  metropolitan  area,  for 

example,  has  about  a  million  radio- 

onl)    families  alone. 
In  an  address  before  the  Proprietan 

Association  last  month.  John  J.  Karol. 

vice  president  in  charge  of  CBS  Radio 

sales,  pointed  out.  "Radio's  abilit\  to 
produce  big  audiences  at  low  cost  is 
just  as  real  in  television  markets  as 

outside  television  markets  .  .  .  35' < 
of  the  national  audience  to  four  of  our 

major  evening  programs  comes  from 
the  CBS  Radio  stations  located  in  the 

10  biggest  television  markets.  And  the 

cost-per-1.000  for  this  audience  is  low- 
er even  than  the  low  national  cost-per- 

1.000."  Among  the  shows  referred  to 

were  Amos  'n  Andy  and  Charlie  M<  - 
Carthy.  The  figure-  are  from  Nielsen. 
December    1952. 

Also  using  Nielsen  rating  data  from 
December.  \BC  came  up  with  figures 

showing  that  for  32  shows  on  all  four 

networks  10'  ',  of  the  audience  came 

from  non-TV  areas.  I  See.  "is  drop- 
ping your  radio  show  in  a  TV  market 

false  economy?"  sponsor.  1  June 
1953.1 

The  breakdown  b\  networks  is  as 

follows:  ABC  tsix  programs),  .51.7'  f 
audience  in  T\  areas.  48.3'  ,  audience 
in  non-T\  areas:  CBS  (15  programs  > . 

50.5';  and  49.5',:  MBS  (two  pro- 

grams I .  36.1';  and  63.9',:  NBC 

i  nine  programs  I.  51.0%    and  49.0',. 
As  an  example  of  the  false  econoim 

in  dropping  T\  markets  from  a  ra- 
dio shows  station  roster,  take  the  case 

of  Colgate's  1/r.  &  Mrs.  North.  Last 
vear  Colgate  dropped  eight  radio  sta- 

tions in  I  \  markets  from  the  show  - 

lineup.  Colgate  discovered  that  while 
i!  saved  <".7' ,  of  the  cost  of  the  show, 
it  lost  18.2%  of  the  audience.  The 

show's  eost-per-1,000  thus  increased 
1 1.6' , .  Result,  in  January  of  this  year. 

Colgate  reinstated  the  ciaht  stations. 
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U.  S.  Census  of  Agriculture  ranks  Maricopa 

County  (Phoenix  Metropolitan  Area)  fifth 

in  the  United  States  in  value  of  agricultural 

products. 

Approximately  $160,000,000  this  year! 

This  area  supports  some  350,000  people. 

Best  way  to  capture  this  market -use  KOY. 

Ttlcm&ex 

MUTUAL-DON  LEE 

ancCKecf  State** 

I      THE  ARIZONA 
NETWORK 

PHOENIX-550kc 

V^m^*^-  A^oh^^^A^  tk^^A 
*A4fL— 
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WIB  A  Leads 
On  Total  of 
Listeners 

The  daily  radio  audience  listen 
ing  to  Station  WIBA  continues  to 
be  greater  than  that  of  any  other 
station  heard  in  Madison  during 
all  three  segments  of  the  day 
morning,  afternoon,  and  evening- 
according  to  the  results  of  a  Hoop- 

er Broadcast  Audience  survey 
made  last  month  in  Madison. 

The   Hooper  study   also   reveals 
that    standard    radio    listening    in 
Madison  had  increased  3.1  per  cent 
over  a  similar  period  in  1951. «■   ♦   ♦ 

Station  WIBA's  share  of  the 
morning  radio  audience,  Monday 
through  Friday  is  35.2  per  cent,  as 
compared  with  28.9  per  cent  for 
station  "B";  16.7  per  cent  for  sta 
tion  "C",  and  6.4  per  cent  for  sta- 

tion "D",  according  to  the  survey, 
which  was  made  by  C.  E.  Hooper, 
Inc.,  nationally  recognized  audi- 

ence measurement  firm  of  New 
York  City. 

In  the  afternoon  WIBA  has  38.8 
per  cent  of  the  audience,  while 
station  "B"  has  18.1  per  cent;  sta- 

tion "C"  24.4  per  cent,  and  station 
"D"  4.8  per  cent. 

At  night  WIBA  has  36.8  per  cent, 
station  "B"  24.5  per  cent;  station 
"C"  20.9  per  cent;  and  station  "D" 
3.9  per  cent. 
The  all-day,  Monday  through 

Friday,  average  shows  WIBA  with 

39.93  per  cent;  station  "B"  with 
23.83  per  cent;  station  "C"  with 
20.7  per  cent;  and  station  "D"  with 
5.03  per  cent. 

♦   ♦   ♦ 

In  addition  to  maintair'ng  the 
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Reprinted    from    The    Capital    Times, 
MaHlson,    Wii-onsin,    April    16,    1953. 

Free  reprints  sent  on   request. 
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WIBA-AM WIBA-FM 

5000  WATTS  ON  1310 
Established   7  925 

AVERY-KNODEL,    INC. 
REPRESENTATIVES 

BADGER  BROADCASTING  COMPANY 
MADISON,    WISCONSIN 

As  an  added  inducement  for  network 

advertisers  to  keep  TV  markets  on  their 
schedule,  Mutual  provides  that  six 
months  after  a  TV  station  comes  on  the 

air,  evening  rates  for  its  affiliates  in 

such  a  market  will  he  cut  SOS'. 

Q.  What  will  the  network  allow 

the  advertiser  in  the  way  of  cut- ins? 

A.  The  policies  vary  from  one  net- 
work to  another.  ABC  and  Mutual  not 

only  permit  them  but  sometimes  use 

their  liberal  cut-in  policy  to  sell  clients. 
NBC  and  CBS  are  more  strict.  The  for- 

mer controls  all  cut-ins  on  network 
shows  and  handles  the  planning,  copy 

routing,  hilling  and  other  problems  in- 

volved. CBS  only  takes  care  of  authori- 
zations, leaves  other  details  to  client 

and  station. 

Research  round-up 

Q.  What's  new  in  the  measure- 
ment of  multiple-set  radio  listen- 

ing that  will  interest  air  advertis- 
ers this  fall? 

A.  Plenty.  Nielsen  is  going  ahead 
with  the  installation  of  Audimeters 
which  can  measure  audiences  on  as 

many  as  one  TV  and  three  radio  sets. 

This  follows  the  recent  signing  of  con- 
tracts with  the  national  radio  networks. 

Q.  When  will  advertisers  be  get- 

ting results  on  multi-set  radio  lis- tening? 

A.  While  it  may  take  as  long  as  12  to 

18  months  to  complete  installation  of 

the  MRM  (Multiple-Receiver  Metering  I 
Audimeters.  since  the  Nielsen  sample 

is  being  changed,  ratings  will  be 
weighted  during  the  interim  period  to 

take  into  account  new  figures  on  multi- 

set ownership  which  were  ohtained  dur- 

ing last  year's  Nielsen  coverage  survey. 
Advertisers  will  probably  be  getting 

the  results  of  these  weighted  ratings  in 
the  immediate   future. 

Q.  To  what  extent  will  the 

weightings  and  revised  sample  af- 
fect network  radio  ratings? 

A.  Predicting  ratings,  even  average 

ones,  is  a  dangerous  business.  How- 
ever, there  is  no  question  but  that  the 

ratings  will  he  up  because  the  propor- 
tion of  multi-set  homes  is  up.  Esti- 

mates of  the  increase  range  from  r>  to 

<'!' ,  of  '"old  st\le"  ratings,  with  Art 

Nielsen  himself  favoring  the  lower  fig- 
ure. The  increase,  of  course,  will  lower 

cost-per- 1.000  figures  for  all  network 

programs. 

Q.  What  changes  will  be  made 
in  the  Nielsen  sample  as  a  result 

of  the  greater  emphasis  on  multi- 
set listening? 

A.  Nielsen  is  always  making  changes 

in  its  sample  to  reflect  changes  in  the 

population  makeup  and  movement. 
Furthermore,  Nielsen  measures  multi- 

set listening  now,  too.  Here's  how  the 
new  Nielsen  multi-set  count  compares 

with  the  old:  New — 56.3%  one-set 

homes,  31.9%  two-set  homes,  11 
three-or-more-set  homes.  Old — 71 . 1 

one-set  homes,  27.6%  two-set  homes, 
1'  <  three-or-more  set  homes. 

Q.  To  what  extent  do  the  various 
research  services  currently  reflect 
multi-set  radio  listening? 

A.  Pulse  recently  made  a  comparison 

of  its  own  New  York  area  figures 

against  Nielsen  and  Hooper.  It  found 

that  its  own  average  sets-in-use  figures 

were  pretty  close  to  Nielsen's  when  the 
two  services  were  measuring  the  same 

type  of  sample,  while  Hooper's  figures 
were  substantially  lower  than  both. 

In    making    the   comparison.    Pulse 

used   average   sets-in-use  figures   from 

•         |  Reasons  Why 
_.  The  foremost  national  and   local  ad- 

^g  vertisers     use     WEVD     year     after 

^M  year  to  reach  the  vast 
£  Jewish   Market 

10     of  Metropolitan  New  York 
I.    Top    adult    programming 

^S  2.     Strong   audience   impact 
00  3.     Inherent  listener  loyalty 
g0i  4.     Potential    buying    power 

Send  for  a  copy  of 

•WHO'S  WHO  ON  WEVD" 

HENRY   GREENFIELD 

117-119     W.st      M>lh     St. 

New    York    19 

Manapin§:    Director 
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^  STATION' 

KYA'S  PERSONALITY  PROGRAMMING  For  instance> the 

"George  Ruge  Koffee  Klub"  leads  all REALLY  PAYS  OFF  IN  THE 

San  Francisco  independents  from 

SAN  FRANCISCO-OAKLAND  AREA  6:00  to  9:00  a  m    ( Pulse 

March-April).  Ruge  is  first  in  eleven 

out  of  the  twelve  quarter  hours,  second  in  the  other. 

More  important,  Ruge  sells  more  merchandise,  too. 

Any  KYA  salesman  or  representative  can  cite  you  success 

stories  and  satisfied  customers. 

:•!••• 
But  here's  the  clincher  for  agency  time  buyers 

•.  *     •••  and  advertisers.  George  Ruge's  Koffee  Klub 

has  more  San  Francisco  sponsor's  than  any  other 

San  Francisco  station. m 
personality 

;•.. 

•  • 

Represented  Sationally  by    CFORCf   W.   CLARK,   INC. 

I  In-  San  Franci-cn  ^• 

"KYA's  George  Ruge 

Tells  How  He  Does  It" 
.  Morning  Program 

Has  Most  Listeners. . . 

By  Dorothy  Beck, 

News  radio  columnist. 



8:00  a.m.  to  10:00  a.m.  since  Hooper 
measures  only  between  those  hours. 

Furthermore,  Pulse  <!iil  not  use  its  own 

figures  on  listening  in  homes  with 
three-or-more  sets  because  it  felt  the 

current  .Nielsen  sample  for  the  New 

York  area  (56  counties  vs.  Pulse's  12) 
would  contain,  like  Nielsen's  current 
national  sample,  few  homes  with  three- 
oi-more  sets. 

Here  are  the  figures  Pulse  com- 

pared: Hooper  sets-in-use  for  January 
through  March.  1953,  8.9%;  Nielsen 

sets-in-use  for  January,  1953,  14.7; 

Pulse  January.  1953,  sets-in-use  for 

one-set  homes,  13.9%   (Pulse  for  one- 

plus  two-set  homes  was  16.7%).  The 

implication  was  that  Hooper  under- 

estimates  radio  listening;  Pulse  point- 
ed to  its  high  degree  of  correlation 

w  ith  Nielsen. 

Pulse  also  pointed  out  that  its  fig- 
ures would  normall)  be  higher  than 

either  Hooper's  or  Nielsen's  because 
it  measures  total  audience  during  a 

given  quarter  hour  while  the  other  two 

services  measure  average  minute  audi- 
ences. That  was  another  reason  win 

Pulse  did  not  use  homes  with  three-or- 
inore  sets.  If  Pulse  had  used  the  three- 

or-more  set  homes  its  figures  would 
have   been   much   higher,   since    Pulse 

ISgSS 
SKINNER  MANUFACTURING 

Omaha  Nibkaska 

jo«*ibt)   lroe< 

►«r    to   imc    0  •  o  t  «   or 

FRED  L  C0NC&R 

TO    TMC     OMAHA     NATIONAL    BANK 

iood  Joke  On  Us . . . 
WREN  has  used  every  adjective  in  the  book  to  tell  you 

about  our  effective,  sales-producing  Merchandising  Program. 

And  now,  The  Skinner  Manufacturing  Company  does  it  for 

us.     FIRST   PRIZE   in   Skinner's    Raisin-Bran    merchandising 
contest  for  all  competing  stations  goes  to  WREN!  We  are 

pleased  to  receive  the  award  .  .  .  pleasantly  surprised  to  find 

that  after  all  our  ad-writing,  a  client  would  say  it  better 
for  us. 

PS. — Illustration    is  copy   ot    100   check  given   WREN   as    first-place  award.     You   can't   cash    it 

.    .    .    but    you    can    cash    in    on    WREN's    selling    power.      See    your    Weed    &    Company    man. 

5000   WATTS TOPEKA,    KANSAS WEED   &    CO. 
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found  out  the  following  about  multi- 

set ownership:  ill  32.9%  of  New 
York  area  families  owned  one  set.  i2i 

28.2' ;  owned  two  sets,  and  (3)  38.''  . 
owned  three-or-more  sets.  It  found 

out,  in  addition,  that  these  three-or- 
more  set  homes  account  for  more  than 

half  of  all  radio  listening  in  N.  Y. 

One  moral  you  can  draw  from  the 

Pulse  study:  The  rating  "muddle."' where  ratings  of  different  services  dis- 

agree markrdK.  may  be  due  not  to  in- 
accuracy of  the  research  itself  but  to 

failure  of  the  sample  to  keep  up  with 

the  growth  of  multiple  sets.  The  new 
Nielsen  sample,  which  increases  the 

proportion  of  homes  with  more  than 
on     set  is  an  important  step. 

Q.  What's  been  happening  among 
research  services  in  audience  mea- 
surement? 

A.  In  radio,  the  most  important  de- 

velopments are  the  increased  empha- 
sis on  out-of-home  listening  and  multi- 
set listening  I  see  other  questions  in 

this  section  I . 

Since  sponsor's  la.-t  round-up  on  the 
various  research  services,  Coffin.  Coop- 

er &  Clays  Tele-Que  reports  for  Los 
Angeles  and  San  Francisco  were 

merged  into  \RB.  ARB  has  discontin- 
ued \\  ashington,  D.  C.  radio  reports. 

Hooper  has  been  developing  the 

telephone-coincidental-plus-diarv  meth- 
od for  in-city  TV  ratings.  Its  40-city 

coverage  will  be  increased  to  50  cities 

in  October.  The  coincidental-plus- 

diary  technique  is  used  as  a  correction 
for  inflated  or  deflated  diary  ratings. 

The  formula  works  as  follows:  The 

average  diary  T\  sets-in-use  figures 
during  a  certain  control  period  I  such 

as  noon  to  6:00  p.m.  Sunday  I  is  di- 
vided into  the  average  coincidental 

sets-in-use  figure  during  the  same  con- 

trol period.  The  resulting  figure  is  ap- 

plied against  a  diary  rating  for  a  spe- 
cific program.  If  the  diary  rating  is. 

sa\.  50.  and  the  resulting  figure  men- 

tioned above  is  .5,  then  the  Hooperat- 

ing  would  be  25. 
Nielsen  has  discontinued  giving  per- 

centage ratings  for  TV  shows  in  its 

public  releases,  now  shows  onh  homes 
reached.  Percentage  ratings  for  radio 
-hows  were  dropped  some  time  ago.  i 

Reason  for  dropping  ratings  (they  are  ■ 

-till  supplied,  of  course,  to  Nielsen 
clients  l  was  that  the  broader  radio 

base  tail  radio  homes)  tends  to  de- 

flate radio  compared  with  TV  i  base: 
homes  which  can  receive  the  program). 

SPONSOR 



COVERAGE 
5000  watts  (full  time)  » 

on  630  kc,  blanketing 

NEW  ENGLAND'S  SEC- 

OND LARGEST  MARKET, 

and  also  covering  the 

rich  Fall  River-New 

Bedford,  Mass.,  mar- 

keting area  with  a  sig- 

nal greater  than  2  mv. 

more 

ew  Englanders 

isten  to  WPRO 

AUDIENCE 
An  active  audience, 

loyal  to  a  BALANCED 

schedule  of  TOP-RATED 

CBS  and  local  programs 

— programs  designed 

for  PRIMARY  listening 

attention.  Important 

because — listeners  who 

really  LISTEN,  are  buy- 

ers who  really  BUY! 

an  any  other 

station. 

o  reach  the 

}*st  buyers, BUY  BASIC WPRO:i 
PROVIDENCE  •  630  KC  •  5000  W 
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In  this  5-Station  Market, 

Any  wo/  you  look  at  it 

PULSE  OF  SYRACUSE 

April,  1953 

NBC  Affiliate  •   Write,  Wire,  Phone  or 

Ask  Headley-Reed 

WSYR-AM-FM-TV-r/ie  Only  Complete  Broadcast  Institution  in  Central  New  York 
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Top  10  available  program*  oa  each  of  i/i<»  radio  networkg 

Top  fo  ■«ailabili<ie«  on  ABC  K«i<fi» 

TITLE 

1  TURN    TO    A    FRIEND* 

2  STARR    OF    SPACE 

3.  WHEN    A    GIRL    MARRIESt 

4.  THREE   CITY      BY    LINE 

5.     DON    CORNELL    SHOW! 

6.  NEWS    OF    TOMORROW* 

7.  HERITAGE* 

8.  YOUR  DANCING  PARTY* 

9  AMERICAN  MUSIC  HALL' 

10      NO    SCHOOL    TODAY* 

Morn. 

Eve 

Eve. 

TYPE 

Ami     I'.irti- 

Sf  rial  drams 

News 

MutleVaNety 

Evr. 

Evo. Drama 

APPEAL  tINI.IH 

Family  30   nm 

Juvenilr  2'i    m  n     2   wk 

Worn,  n 

Adult 

Family 

Family 

Family 

Sat  eve       Mumc 

Sun  rvr.     Music- Variety 

Aft  Varlrty 

Family 

Family 

Juvenile 

15 

min .« 
IS 

mln 

l    .k 

15 

mm 
1    wk 

1 
mln 

l    .. 

30 mln 

i  wk 

2 hr». 1  wk 

2 hrs 
1  .k 

Nl  I     P 

Mr  is. 

mln     ,rgmt 

$1,500  per  25- mln     srgmt 

$1,150 

$800 
$1,250 

$3,850 

$6,000 

$7,880 

ASA  I  ION 

Contestants    —I     au>,tlea-     to    h<lp 

tart*.   of   the    it>->    investigator,    la  t$M 

Story    »t    young    marriage,    impted    by    flame    Call  la»j  law 

Hy  Gardner    I     Kupclnrl.  Sheila   Graham  with   lat.it  geulp 

$725 

Musical    star     D.n     Cornell    Haft      latMVf...     guc,- 

Gordon    Eraser   ouart.rbark,   a    l.»   tram    of   ABC    Kuan 

Documentary  dramas  produced   in   conjunct. e-    . 

Too    hours    of    danecable    mu>  r    far    Saturday    «n 

Bur,,,,    Meredith    I,   host      Snow    l>   Mid   alt*  ia   MfaMfrti 

Big   Jon   and   Spark  ■  .         ptarta* 

Top    fO  (ii'«ii/(if>ifi(i«'.v  on  C'ff.S   ftoti'io 
TITLE TYPE APPEAL 

LENGTH 
GROSS  PRICE EXPLANATION 

1 BROADWAY    IS    MY 
BEATt 

Evr. Detective Adult 

30 

mln. 1    wk 
$3,150 Detective's     adventures     behind     Broadway  t     bright     lights 

2 CRIME    CLASSICS! Eve. Mystery Adult 30 

mln 

i    wk 

$4,015 
Dramatization,    of    actual    crimes     famous    and    obscure 

3. DECEMBER     BRIDE' Sun  rvr. Situation 

comedy Family 

30 

mln. 
1    »k 

$4,550 Spring    Bylngten    cast    as    marriageable    mother   la   law 

4 ESCAPE' Eve. Drama 

Family 

30 
min. 

1  at 

$2.  GOO 
New    and    old    stories    dralitg    with    high    an. 

5. GANGBUSTERSt 
Eve. Detective 

Adult 

30 

mln. 
1    ok 

$3,850 
-rive    stories    based    oa    true    crime    tape* 

6. GUNSMOKEt 

Evr 

Western 
Adult 

30 

mm 

1    wk 

$2,875 
Eultlai-but-lltarata  stories  of  Oodge  City  la  Old   Waal 

7. JUNIOR     MISSt 

Evr 

Situation 
comedy 

Family 
30 

mln. 
1    vtk 

$3,750 
The   doings   of    aa    irrepresilble    teenager    and    her    family 

8 ON    STAGE* 
Eve 

Drama 
Family 

30 

mln. 1    »k 

$4,010 

Cathy   A    Elliott    Lewi,    star    la    eft  beat    mystery    dramas 

9. ROGERS    OF    THE    GAZETTE* Eve. Orama 
Family 

30 

mm 

i  wk 

$3,885 
Wir    R^vger,    Jr     m    tales    of    a    country    newspaper    editor 

10. TWENTY    FIRST    PRECINCT* Eve. Detective Adult 

30 

min 

1    wk 

$3,475 

N      Y     crime    as    seen    through    eye,    of   a    preelnrt    captala 

Top    in  availabilities  on    rfft.S 
TITLE TYPE APPEAL LENGTH NET    PRICE EXPLANATION 

1. BOBBY    BENSON* 
Alt. 

Western Juvenile 30  mln. 1    wk 

$1,500 

Far    many   years   a   favorite    show    of    small    fry    hsteaert 

2. SQUAD     ROOM* Sun  eve. Detective Adult 
30   mln. 1   wk 

$1,750 

la-Ufa    re-enactment    of    working,    of    big  e  ty    pel  Ire 

3. UNDER    ARRESTt Sun  aft. Detective Adult 30   mln. 1   wk 

$1,750 

Stories    of    a   homicide    sauad    caa'ala    salving    aria 

4. WONDERFUL    CITY* Aft. Aud.  Partic. 

Fam.ly 

30  min. 5   wk 

$5,000 

Nra   participation   snow     featu-i.g   Harry   Wltmer   as   m  c 

5. 
JOHNSON    FAMILY   SINGERS* 

Aft. 
Musical 

Full) 
30  min. 5   wk 

$1,750 

Famous    Southern    singing    family     Pa.    Ma.    Betty    4    bars 

8, 
MAN    OF    MYSTERY 

Evr 

Mystery 
Adult 

15  mln. 
5  wk 

$1,350 

Two  m.-n    suspense    sterlee.     featuring    actor    Joan    Griggs 

7. KNIGHTS    ADVENTURE Eve Mystery 
Adult 30  min. 

1    wk 

$1,800 

Lee   Bowman   stars   as   sleuth    ia   these   mystery    adeeatana 

8. DEADLINE— 30* Eve. Mystery 
Adult 

30  mln. 
1    wk 

$1,750 
•ires  of  a  n<w  pas                                    lag   crlsae   beat 

9. 
HIGHWAY.    U.S.A. Eve. Drama 

Family 

30  min. 1   wk $1,750 High    adventure,    romance   bler.d    m    t*-.is   new    dra--  1 

10. WHERE     IN    THE    WORLD Eve. Aud.  Partic. 
Family 

M   mm 

1   wk 

$2,000 

S    g     kind    of    qui/    gam*      alt    questions    d'- 

Top  10  ncailnbilinVs'  on  NBC  Radio 
TITLE 

I.     BOB     HOPE* 

2.     FIBBER    McGEE    4    MOLLY* 

TYPE  APPEAL  LENGTH 

Comedy  Family  30   min     I   wk 

Eve.  Situation  comedy       Family  30   min     I   wk 

Eve. 

NET    PRICE 

$11,000 

EXPLANATION 

Irrepressible    Robert    In    new    earned) -variety    prrseatatioa 

Domestic   comedy    series,    long    a   favorite   oa    NBC    Radio 

3.     MARTIN     4     LEWIS* Eve. 
Comedy Family 

30   min     I   wk Hollywood  s   ranlest    pair.    L-wis    clowns.    Martin    rm 

4      BEST   PLAYS* 
60   m  n     i   wk $3,500  per  30-        Outstanding   radio  adaatatlaa   of   Broad. 

■  in.  srgmt 

5.  MY  SON  JEEP* 

6.  ROSEMARY  CL00NEY* 

7.     EDDIE    CANTOR* 

Situation  comedy 
Family 

30   min     1    wk Comedy  adventure,  of  a  young  bay  aad  his  widower  father 

Eve. Musical Family 

13   m.- 

$3,000 
Rosemary    tints   popular   favorites      Guest    stars   aaarar 

Eve. Rtcard  Show 
Fsmily 

30    mm     1    wk $2,500 
Eddie    spins    records,    tells    seewbusi—ss    recollect, oes 

a. CONFESSION- Eve. Drama Adult 

30  mia. 

1   wk 

$2,500 

True-ta-llfe  stories   of  high   drama  laid   la   fsrstpersaa 

9. JASON   4  THE   GOLDEN   FLEECE* Sun  aft. Drama 
Adult 30  mia. 

1    wk 

$2,500 

MacDenald    Carey    sails    Sena    Seas    aw    '  Golden    Fleece'' 
10. 

G.I.   JOE- Eve. 
Situation  comedy Adult 30  min. 

i   wk 

$2,500 

Hilarious   adventures   of   group    of   tafdlert   la    US     Army 

•As    selected    by    the    networks    at    SPONSOR  5    request. 'Means   show    has   been  on   the   air 
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Where 

there's smoke 

there's 
radio - 

/ 

Today,  no  one  anywhere  has  to  be  shown  what  a  cig- 

arette looks  like  — or  how  to  smoke  it.  Lighting  one 

is  the  first  thing  many  people  do  in  the  morning. 

Putting  one  out  i>  the  last  thing  they  do  at  night. 

Everywhere  people  are  smoking  more  cigarettes 

than  ever  before.  Some  3  trillion  since  the  war.  An 

expected  400  billion  this  year.  They  have  more 

choice  than  ever  before.  Regular.  King-Size.  Tipped. 

Filtered.  Flavored.  And  some  27  brands. 

That's  Where  Advertising  Conies  In 

For  the  people  who  sell  cigarettes  know  that  a  brand 

P 

is  by  and  large  a  state  of  mind.  And  that  adverti 

ing  creates  this  state  of  mind  . . .  turns  a  product  in1 

a  brand  .  .  .  and  slips  it  in  the  customer's  pocket. 
They  know  that  a  brand  is  no  brand  at  all  win 

it's  in  a  market  advertising  doesn't  reach. 

And  they  also  know  that  as  advertisers,  they  ha\ 

le>s  than  Vz4  a  pack  (taxes.  8c  plus)  to  win  the 

share  of  the  market. 

That's  Where  Radio  Comes  In 

Of  all  media,  radio  alone  exactly  parallels  th 

requirements  of  the  cigarette  industry  — and  of  an 

industry  that  wants  to  speak  to  everyone,  ofta 

economically. 

Like  cigarettes,  radios  turn  up  everywhere 

except  in  subways  and  the  public  library.  Lik  I 

smoking,  listening  knows  no  boundaries  —  ge<  I 

graphic,  economic,  or  educational. 

And  just  as  people  are  buying  more  cigarettt 

than  ever  before,  they're  buying  more  radios  tha 
ever  before.  Some  100  million  since  the  wai 

Another  14  million  indicated  for  this  year.  An 

among  some  50  makes,  radio  sets  also  offer  mor 

choice  than  ever  before.  Auto.  Portable.  Clock.  Cor 

sole.  Combination. 



Natural l\  these  radios  command  .1  lot  oi  listening, 

it  nil  markets.  Da)  and  night,  the  average  famil) 

istens  some  20  hours  a  week.  For  radio,  as  1 1 1 « ■  \  -.is. 

iatisfies  .iml  .  .  . 

lis  Radio  Sat  is  firs  Best 

)n  CBS  Radio,  advertisers  tmd  their  biggest  audi- 

tnoes  —  .iikI  .1  cost  per  thousand  that's  20  per  cent 

ower  than  on  any  other  network.  Consequently,  CBS 

tadio  make-  even  smaller  that  "fraction  <>t  a  cent 

vhieli  most  rapid  turnover,  cumulative  profit  pred- 

icts ran  afford  to  spend  on  advertising. 

Perhaps  that's  wh)  nil  of  the  five  major  cigarette 

ompanies  —  American  tobacco,  Liggett  &  Myers, 

.orillanl.  Philip  Morris,  and  R.  J.  Reynolds  are 

ising  CHS  Radio  in  1953.  \n»l  wh)  cigarette  bill- 

ngs  on  CHS  Radio  are  up  33  percent  over  last  year. 

or    III  Mass  Products,  Radio  Is  a  Basic 

Medium 

Whether  the  product  costs  pennies  or  thousands. 

V\  hether  it  lasts  for  a  week  or  a  lifetime.  For  exam- 

)lc  soap,  ikiu  sponsoring  32  CBS  Radio  broadcasts 

\cr\  week.  \nd  drugs  and  cosmetics,  sponsoring 

>•■>.  Or  household  furnishings  and  appliances,  toda) 

investing  I  -'I  per  cent  more  on  4  BS  Radio  than  last 

year.  <  'i  autvnn  biles,  with  two  a<  1  ounts  new  t«  •  Bis 

\\ai\ in  tin-  \ im  1  .1  lone. 

The  i/iillm   vote  from  advertisers  of  nil  kinds 

running 25 pei  cent  Urongei  t<>r  thet  /-'s  Radio  Set- 
work  than  !<>/  mil  nearest  competitor. 

Whatevei  youi  product,  it  you're  lookii 

low-budget  wa)  to  maintain  present  market  loyal- 

ties and  to  reach  <>nt  to  urn  customers  ...  it  youi 

advertising  requires  frequency,  and  economy,  and 

impact,  strike  up  .1  matt  li  w  ith  radio. 

Where 

there's 
smoke 

there's radio  - 
and  no 
radio 

matches 

CBS  RADIO 



ANNOUNCES 

THE 
APPOINTMENT 

OF 

JOHN  BLAIR 
AND  COMPANY 

as  National  Representatives  effective  July  15,  195; 

IN  announcing  the  addition  of  WTCN  Minneapolis-St.  Paul  to  its  list 

of  important  stations,  John  Blair  &  Company  underscores  "Personality 

Programming"  as  the  key-word  to  the  sales  success  of  this  station. 

WTCN's  policy  of  block  programming  of  highest-rated  local  shows 

from  noon  to  6  p.m.  has  made  a  fact  of  WTCN's  slogan:  "Town  Crier  of 

the  Northwest".  WTCN  now  has  more  familiar  and  established  person- 
alities under  one  roof  than  any  other  station  in  this  market:  men  whose 

salesmanship  matches  their  talent .  .  .  men  who  build  one  result  story 

after  another  on  their  own  shows  at  selected  time  periods. 

John  Ford,  tremendously  popular  newscaster  who  has  held  two  of  his 

sponsors  for  eleven  years,  sets  the  pace  at  noon.  Then,  for  the  next  five 

hours,  advertisers  are  assured  of  steadily  increasing  impact  with  Sev 

Widman,  voted  "Top  Northwest  Disc  Jockey"  .  .  .  audience  favorite 

Daryl  Laub  . . .  Jack  Thayer,  rated  among  America's  first  ten  disc  jockeys 
. . .  music-man  Jim  Boysen  who  pulled  over  5,000  mail  entries  in  two 
weeks  in  a  recent  contest. 

And  these  are  just  a  few  of  the  WTCN  personalities  who  sell  within  a 

65-mile  radius  of  the  Twin  Cities,  where  over  70%  of  all  retail  advertising 
dollars  in  the  state  are  spent. 

For  positive  results  in  this  market,  call  your  John  Blair  man  today! 

WTCN 

American  Broadcasting  Company  Affiliate 

3,000  Watt*  Day     1 ,000  Watti  Night     1 2  80  KC 

JOHN 
BLAIR 
&  COMPANY 

REPRESENTING  LEADING 

RADIO  STATIONS 

NEW  YORK  ■  BOSTON  ■  CHICAG 

ST.  LOUIS  •  DETROIT  •  DALLA 

SAN    FRANCISCO     •     LOS    ANGELI 

SPONSOR 



mm issues.   It  will  appear  next  10  August  1953 
RADIO  C 

NOTE-  This  data  last   brought  up  to  date   for  30  June  issue. 

SUNDAY MONDAY 

Nick    Carter 
,  .,ibby.    McNeill 
1st  Libby  till  7/12 

N     8-6:23     L 
JWT  $1850 

Bob     Considine 
Mutual  of  Omaha 
■  SON  L 
B&J  $1500 

Cecil  Brown  news 

State  Farm  Mut'l 479N  6:25-30  L 
NL&B  $500 

I  Meet    the 
N 

Squad    room 
mystery 
N  T 

Listen    to 
Washington 

Wash  L&T 

American   music 
hall 

Host:    Burgess 
Meredith 

Var.      7-9      L&T 

American   music 
hall 
7-9 

(cont'd) 

Guy  Lombardo 
Ainer  Tub: 
lucky    strike  Treasury 
209H  Tl         varieties 

rl2:30-lam       I  Wash 

Veep 

T 

Pre-coronatlon 

series 
(17,  24,  31  May) 

BBDO 
  $3500} 

Richard  Diamond- 
private    det 
Rexall   Drug:     | 
all    drug    pr     I 

21  OH  L&T 
plus  32  CBC  stms 

BBDO $1850 

Concert    music 
Canada  L 

Junior   Miss 
H  L, 

My  little   Margie 
Philip    Morris: 

)hilip  morris  cigs 
200H  r 

rll:30-12m 

Biow $4000 

Hawaii   calls 
music 

Enchanted    hour 

music 
C  T 

Juvenile  jury 
N  L 

We  saw  tomorrow 
UN  series 
N  L&T 

Tony   Martin 
RCA:    radio,    TV 
»ets,  phonographs. 

records 
I'.inh  l 

1-10:30-11 

JWT 
$7,500 

Best  plays 

N  L&T 
8:30-9:30 

A     Jackson     news 
etropolitan  Life 
ION  m-f  L 
Y&R  $1250 

No    network 
service 

m-f  6-7 

News  m-f Headline    edition 

co-op    7:05-15 
171N     m-f     L&T 
Elmer  Davis  co-op 
206\Vash    m-f    L 

Lone  Ranger 

Gen  Mis:  D-F-S 153D  m.w.f  L 
Amer  Bakeries 
36W  m.w.f  T 
TW  sl-are  $6500 

News  m-f  7:55-8 L&M:  chesterflds 
C&W   332N    $750 

TUESDAY 

You   and   the 

world 
N         m-f         L 

No    network 

service 

m-f Lowell   Thomas 
Kaiser-Frazer 

L75N        m-f       L Wm    H 

Weintraub    $3750 

Keynote   Ranch 
N  in  -  f  T 
(part  of  network) 

Family  Skeleton 
Toni    Co,     LB, 
Manhattan  Soap 
202H     alt  das     T 
SB&W  $5175 

Johnny   Mercer 
show 

H       m-f       L&T 
7:15-45 

Edw  R  Murrow 
Amer  Oil:  amoco 
Katz  share  $5000 

9SN        m-f        L Hamm  Brewing 
C-M   share  $5000 

Bobby  Benson 

Kraft  Foods ra-5:30    show 
Bill     Stern 

sports    review f  m-f         L 

Fulton    Lewis    Jr 

co-op 

342Wash     m-f    L 

This   week 
inside   Russia 
N  L 
G  Heattcr;  Amer 
Hm  Pr:  bisodoit 
526Var  m,w  L 
SSCB  '/4hr  $1500 

Newsreel;      co- 
N  m-f  7:45-55 Titus  Moody 

N    m-f   7:55-8   T 
Henry     J     Taylor 
Gen  Mtrs  159N  T 

Kudner 

$600 Field     &     stream 
N  T 

American    concert 

studio 

Crime   classics 
H  L&T 

The    Falcon** 

Gen    Mis:    klx 
Tatham-Laird 

R    J    Reynolds 
Esty   camels 

Lever:   rayve (direct) 

_.    ISDN  t 

Arthur    Godfreys!  Multi-messg     pin Talent    Scouts 
Trios     J     Lipton: 
tea.   soup  mixes 
170N  L 

rll:30-12   n 

Y&R 

$8500 

Hall     of     fantasy mystery 

N         co-op         T 

No    network 
service 

No    network Ben  ice 

m-f Three  star  extra 
Sun  Oil:  sunoeo 
34Var  m-f  L HOBM  $2750 

News  Parade 
Pure  oil  Co 

40N.W      m-f     L 
LB  $3000 

No    network 
service 

m-f M  Beatty  news 

Miles:  rll:15-30 
173Var  m-f  I Wade  $3500 

One  man's  family 
Miles:    rll-11  :J 
175H        m-f        T Wade  $6500 

Railroad      hour Ass'n  of  Am  RR 

197H  L 

rll:30-12m 
B&B 

$6000 
Voice   of    Fire- 

stone 
Firestone  Tire  & 

Rubber    Co 
156N  L 

S&J 

$8500 

Jackson     news 
Metropolitan  Life ■f    (see   monj Y&R 

No    network 
service 
m-f  6-7 

News   m-f   7-7 :0c 
Headline    editior 

co-op   7:05-15 171N     m-f    L&l 
Elmer   Davis 

co-op 

206Wash    m-f    I 

Starr  of   space 

11       7:30-55       1 

L    Griffith    news 

Liggett  &  Myer; 
C&W  m-f  7:55 

Three-city 

by  line 

H.C.N  'J 

D  iscovery 
C  1 

Literary  greats 

N 

' 

You   and   the 

world 

N  m-f  L 

No    network 
service 

m-f Lowell   Thomas Kaisei 

m-f    (see   mon) Weintraub 

Family  Skeleton Toni    Co.    LB; 
Manhattan  Soap 
SB&W        alt  das 

Johnny    Mercer 

show 

N  m-f  L 

7:15-45 

Edw  R  Murrow 

Amer  Oil—  Katz 
(Iamm  Brewing— CM 
People  are  funny, 
Amana  Refrig: food  freezers 

206N  1 

1-10-10:30 

Maury,   Lee  & 
Marshall       $4500 

Mr  &   Mrs  North 

Colgate: 
halo,   palmolive 
204N  1 

rll:30-12m 

$4501 

Songs  of  the 
B-Bar-B N  tu-f  L 

(part  of  network) 

Keynote 

ranch 

N  in    I  T 

(part  of  network) 

Fulton    Lewis    Jr 

co-op 

342Wash    m-f    L 
Hazel    Market 

co-op 

Wash  ] 

Gabriel      Heatter 
Credit    Union 522N     tu  only 

JWT   '/4hr   $1500 

Newsreel:      co-op 
N  m-f  7:45-55  T Titus   Moody 

N   m-f   7:55-8   T 
Mickey     Splllanc 

mystery** 

Gen    Mills:   kix 
Tatham-Laird 

R    J    Reynolds 
Esty   camels Lever :   rayve 

J73N  T Multi-messg  plan 

High    adventure 

co-op 

N  1 

Bill 

sporti 

N 

Three 

Sun 

m-f   i 

HOBM 

New 

Pure 

m-f 

L    Bur 
No 

News 

Mil 

rn  I 

Wade 

One  m 

Mil 

m-f 

Wade 

Eddi 

Coca 197N 

D'Arcj 

Rosem 

X.H First 

H (Opel 

Walter  Winchell 
(Jruen  Watch  Co1 
325N  L 
McE  w/Tv  $15,000 
T  Grant  news 

I"  Lorillard:  old  g] 

LSN  $100 

X      S  30  9:15 

December 
bride 

S.    Marine 
band Best  plays 

(cont'd) 

The   adventurer 
2 1  (IN  L&T 

Escape 

Paul  Harvey  news 
C        co-op        L 

London  Column 
L&T 

I  Chautauqua  Story 
I N  T 

Songs  by  Fisher 
T 

' 
Answers    for 
Americans 

forum 
N  L 

Lux  radio 

summer    theatre 
Lever    Bros : 

lux    soap,     flakes 
183n 
31   CBC   stns 

(return    8/8; 

show   sus    in 
July) 

Bill    Henry    news 
•Tohns-Manvillc 

bids.   ind'I  prods 
444  W     9-9:05     I. 
JWT     m-f     $750 

Reporter's  r'ndup Var       co-op       L 

Telephone   hour 
Bell    Tel    System 
195N  L 
rH    12:00-12:30m 

Ayer $8000 

America's    town 
meeting    of  the 

air 

co-op 

26  8N  1 
9-9:45 

Confession 
H  I, 

Jan    Peerce 
show 

N  L&T 

On  and   off  the 

record 

co-op 

N  m-f  L JWT 
$15,000 

Band  of  America 

Cities  Service: 
petroleum  prods 
115N  L 

Ellington      $6500 

Monitor    &    new 
Chr  Sc  Publ   Sua 30Bost  I 
W-B  $35( 

Robt    Q    Lewis 
Waxworks 

Webster -Chicago:, 

phonos,  record's  j equipment 
48N  Tl 

London   studio 
melodies 
N  T 

FSR $1800 
Edw  P  Morgan 
A  111:30-35  T 
Listen  to  Korea 
X    10:35-45pm 

John    Durr 

Sports 
N  T 

Barrie    Craigfi 
Emerson  Diug: 

L&  N   bromo  sitzr 
Knomai  k  :  esq  pol 
Mogul     (see    bel) 
196N  T 
Tandem :  3  shows 
per  wk  $15,000 

News  of  tomorrow 
Var  L 

Walk  a  Mile 

R   J    Reynolds camel  cigs 
185N 

Frank  Edwards 

AF  of    L 127W  m-f        I 
F.F  $1750 

Virgil    Pinkley 

H  m-f 

I-    Esty 

5.285"    X 

Elton    Britt 
songs 

m-f  L 

Hollywood 

showcase*; L Oper  Tandem) 

News  of  tomorrow 
Var  I 

Virgil    Pinkley H  m-f  L! 

Little  symphonies 
Canada  T 

Meet  the   press 
Discussion : 

.Martha  Ruuntiee, 
moderator 

Wash  T 

$1500 

Edwin    C    Hill 
Pliilco:     10:30  35 
297N        m-f        L 

i  CI  1  :30-35 
Hutchins       $2580 

Brevard    music 

festival N      10:35-11      T 

Chas  Collingwood 
N  m-f  L 

10:30-35 
C  Adams  10:35-45 
S  uiotone-  m  only 
Kudner  $2000 

Eddie    Fisher Coca-Cola   Co 

lOON      m.th       T 

D'Arcy 
Clifton   Utley 

10:30-35 
C  m-f  L 

Dance    orch 

N      10:45-11      L 

Dance 
orchestra 

LN 

Stars  from    Paris 
10:35-11      T 

Edwin    C    Hill Philco    Corp 
m-f    10:30-35 Hutchins 

Orchestra 

Var    10:35-11    I 

Yours    truly, 

Johnny    Dollar 
Wrigley  Co: 

spearmint     gum 
194N  1 

A   Meyerhf  $375( 

Bill    Henry   news 
Johns-Manville 

JWT    m-f   9-9:05 

Search  that  never 
ends 

science    fiction 

N 

Martir 

Unset 

che; 

100H 

rl2 

C&W 

21st    precinct 

On   and    off   the 
record 

co-op 

N  m-f  I 

Louella   Parsons 
Colgate:  lustre  ci 
184N  rl2-12:15  1 
L&N  $1501 

Frank     Edwards AF    of   L 

127 Wash    m-f    L Furman.     Feiner 
Sammy   Faye 

show 

H  Jl 

Elton    Britt 

songs 

N  m-f 

Two 
I 

P.  Loi 
gold,  e 

I93N 

Chas  Collingwood 
N  m-f  1 

10:30-35 
C  Adams  sus  tu-f 
Mp     10:35-45     1 

Bands    for    bonds 
N  L 

Clift 
1C 

Star 
Var     1 

Dance    orch 
N  I 

Late    news 
L 

Art  &    Dotty 
Todd 

H    L 

Orchestra 
|  Var  L 

News 
Fred   Collins 

news 

N  L 

Ebony  &    Ivory 
H         m-th         L 

News    &    analysis 

co-op 

N  m-f  L 

Baukhage  talking 
co-op 

Wash       m-f       L 

No   network service 

m-f 
Ebony  &   Ivory 

H         m-th         L 

News   &   analysi 

co-op 

N  m-f  I 

Baukhage  talking 

co-op 

Wash       m-f       L 

Clifton   Utley news 

C  L 

Late    sports roundup 

Detr        m-f        L 

News    of    world Morgan    Beatty 

Var         m-f         J, 

Late    sports 
roundup 

C.Detr      m-f      L 

News 
Morga 

Var 

Dance    orch       i      Dance   bands 
Var  T 

News     ll:55-12m 
IX  L 

Orchestra 
Var     11:30-55    L 

Dance   bands 

Var         ni-f         L 

News  11:55-12 
N  m-f  L 

Dance 
orchestra 

Var         m-f         L 

urprise  serenade 

<'  L Orchestra 

Var     11:30-55    L 

Dance   bands 

Var         m-f 

Dance    music 
Var         m-f        L Ho 

Pal News     ll:55-12m X  m-f  L 

/Voles  and  explanations  to  help  you  use  this  churt  Sponsors  listed  alphabetically  tvith  agency  and  time  on  air 
COSTS:  cover  talent  and  production  only,  do  not  include  commercials  or  time  charges.  They 
are  gross  (include  the  15';  agency  commission)  to  the  client  for  one  broadcast.  All  costs 
weekly    unless    otherwise    designated. 
TIME:    all    times,    including    program    repeat    times,    are    Eastern    Daylight. 

CITY    ABBREVIATIONS:   C,    Chicago;   Cine,    Cincinnati;   D,   Detr,    Detroit;   H,    Hollywood; 
Ind.    Indianapolis;    Mp,    Minneapolis;    X.    New    York;    Rich,    Richmond;    St    L.    St.    Louis; 
W.    Wash.    Wash  ngton.    D.    C. ;    Var,    various. 
OTHER  ABBREVIATIONS:  alt.  alternate;  m,  midnight;  n.  noon;  pr,  products;  r,  repeat 
broadcast;  E.  east  coast;  SE,  southeast;  MW.  midwest;  L,  live;  T.  transcribed;  TBA.  to  he 
announced;  100N  means  show  is  carried  on  100  stations  and  originates  in  NYC 
3  ABC:  Betty  Crocker;  cost  ($2900)  for  9  programs  weekly.  M.  W,  F:  8:55-9  am;  2:30-35  pm; 
4:25-30  pin.  Breaktast  Club.  M-F  9-10  am  (not  listed  on  chart);  sponsors:  O'Cedar,  Turner 
Adv.  :  Philco,  Hutchins  Agency:  Swift,  JWT;  Toni,  Weiss  &  Geller.  30-min.  cost:  $4000. 
*  CBS:  Godfrey,  M-F.  10-11:30  am;  simulcast  M-Th  10-11  am,  sold  as  simulcast:  time  plus 
talent:  $1,400,000  annually  for  2  TV  quarter  hours  and  2%  radio  quarter  hours  per  week  per 
advertiser.  11-11:30  am  segment  is  radio  only  as  is  entire  Friday  broadcast;  cost:  $6500  per 
quarter  hour.  190-205  radio  stations,  originates  NYC.  other  points:  repeat  5:15-0:45  pm. 
t-owor  Plan:  W,  Th,  F  8-8:30  pm  (FBI  in  Peace  and  War,  M-et  Millie.  Mr.  Keen).  Cost: 
SI55IIU  per  client  weekly.  Has  3  nartic.  sponsors  (see  chart).  Road  of  Life.  Ma  Perkins  are 
carried  on  24-26  CBC  stations.  Road  of  Life,  cost  ($3250)  covers  CBS  and  NBC  airings. 
**  MBS:  Capitol  Commentary  originates  Washington.  484  stations  live.  Multi-Message  Plan: 
M  F  8-8:30  pm.  Cost:  $1500  per  participation  per  sponsor  based  on  minimum  purchase  of  3 
a  week.  8.  C.  Johnson,  5  news  strips:  sold  as  package,  time  and  talent  $23,000  a  week. 
'!  NBC:  Operation  Tandem:  Hollywood  Showcase.  M  10:15-30  pm;  First  Nighter.  To  8:30-9 
pm;  Scarlet  Pimpernel,  W  10-10:30  pm :  Judy  Canova,  Th  111  10-30  pm ;  Bob  and  Ray. 
F  9:30-10  pm.  Cost:  $3S5i;  per  participation  per  sponsor;  Just  Plain  Bill.  M-F  5-5:15  pm, 
Whitehall,  ait  basis.  M.  W.  K  one  wk.  T.  Th  next;  Carter.  Th  on.  wk,  M.  1  next.  Oris. 
NYC  150  stations  live.  Front  ''age  Farrell.  M-F  5:15-30  pm.  Amer.  Home  Prods.,  alt 
days.  Rest  sustaining, 
t  Other  products  In  addition  to  those  mentioned  are  plugged  on  this  program. 

AFofL.  Furman.  Feiner;  MBS.  M-F  10-10:15  pm 
Allis-Chalmers,  B.  S.  Gittins:  NBC.  Sat  1-1:30  pm 
Amana    Refrig..    Maury.    Lee    &    Marshall:    CBS, 

Tu    8-8:30   pm 

Amer.    Bakeries,    Tucker   Wayne:    ABC.    M,    W,    F 
7:30-55    pm 

Amer.    Home    Prods..   John   F.    Murray:   CBS.    M-F 12:30-1   pm; 

NBC. 

MBS.    M.   W   7:30-45   pm ; 
alt  days   5-5:30  pm 

Amer.   Oil  Co..  Jos.    Katz:  CBS,   M-F   7:45-8  pm 
Amor.    Tob.    Co.,    BBDO:    CBS,    Sun    7-7:30    pm; 

CBS.    Th    10-10:30    pm 
Animal  Fdtn.,  Moser.  Cotins:  CBS.  Sat  10-10:15  am 
Armour   &    Co..    FC&B:   NBC.    M-F   2:30-45   pm 
Armstrong   Cork,   BBDO:  CBS.   Sat  12-12:30  pm 
Ass'n   of   Amer.    RR.   B&B:   NBC.   M   8-8:30  pm 
Bell    Telephone,    Ayer:    NBC.    M    9-9:30   pm 
Billy  Graham.  W.  F.  Bennett:   ABC.  Sun   3:30-4  pm 
Campana    Sales    Co..    Wallace-Ferry-Hanly:    CBS, 

Sat    11-11:05   am 
Campbell    Soup    Co.,    Ward    Wheelock:    ABC.    M -F 11:30-55    am 

Cannon    Mills.    Y&R:    CBS,    Sat    11:30-12   n 
Carnation,   Erwin.   Wasey:   CBS.   Sat  12:30-1   pm 
Carter  Prods..  Bates.  NBC.  Th  5-5:15  pm  alt  wks; 

M.    F    5-5:15    pm    alt    wks;    SSCB:    CBS,    Sat 
1:30-55    pm 

Chesebrough      Mfg..     McCann-Erkkaon:     CBS,     W 8:30-9    pm 

Christian      Ref.      Church,      Glenn-Jordan-Stoe 

MBS.    Sun    9:30-10 
Christian    Sc.    Monitor,    Walton-Butterfield:    J Tu    9:45-10    pm 

Church   of  Christ.  R.  Roy:  ABC.  Sun  1-1:30  r 

Cities  Service,   Ellington:   NBC,   M  9:30-10  pi 

Clinton  Foods  (Snow  Crop).  Maxon:  CBS.  M-F 10:15   am    (alt   days) 

Club   Aluminum,   Buchen:  ABC.   Sat    ' 
Coca-Cola.  D'Arcy:  NBC,  Tu.   F  8-8:15  pm;  X; 

M.   Th    10:30-45    pro 
Colgate-Palm. -Peet.    Sherman    &    Manr 

Tu   8:30-9   pm;  L&N:    CBS.    Tu    10 
Est*  ;    NBC,    M-F    11-11 :45   an 

Continental    Bkg..   Bates:   CBS.    M-F 
Corn   Prods..  C.   L.   Miller:   CBS 
Cream   of  Wheat:  BBDO:   CBS.    Sat    11 

Credit    Union.    JWT:   MBS     Tu    " Dawn    Bible    Students.    Wm     Ql< 11-11:15    am 

DeSoto    Motor.    BBDO:    NBC.    W 

Dr.    T.    Wyatt.    Century:   ABC,    - 
Electric  Cos..   Aver:  ABC.   F  <•  30-10  pm 
Emerson   Drug.  L&N:  NBC.   Sun   10-] 

8:30-9  pm;  Th    10-10:30  pm 
Eno-Scott  &  Bowne,  Atherton  &  C    Tier:  CBS. 

Th,    F   8-8:30   pm    (Power   Plan) 
Ex-Lax.     Inc.,     Warwick     &     Legle:  : 5:45-6    pm 
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Firestone  Tire  &   Rubber,  Sweeney  &  James:  NBC M    8:30-9    pm 

French   Sardine  Co..   Rhuades  &  Davis:  CBS    M-F 10:15-30    am 

General    Electric.    V&K:   CBS,   Th   8:30-9   pm 
General    Foods.   B&B:   CBS.   M-F  12-12  15  pm  •   2- 

::.!;1  ,"",'-  "'VI;  lliS  M  F  B-5:15  urn:  Sun 
8  SO  9:15  am;  Y&R:  CBS.  Sal  1:55-2  Dm: 
B&B:  NBC.  Th  S-U  pm;  Y&R:  NBC.  M-F 
10:30-45     am 

Genoral    Mills.    Tatham-Lalrd:   MBS.    M.   T,    F   8- 
8:30  pm   (Multi-Message  Plan);  D-F-S:  ABC 

M.  \V.   F  8:55-9  am;  2:30-35  pm;  4:25-30  pm' 
r:30-55    pm;    Knox-Reeves:    ABC      M     W      F 
10:25-45  am;   12:30-45  pm;  M-F  3-3:15   pin 

General     Motors.     Kudner:     ABC      M     8-8:15     run  ' 
Frigidalre.    FC&B:    CBS.   Tu,    Th.    alt   F    10-30- 1  5     am 

Gillette    Safety    Razor.    Maxon:    ABC.    F    Hi 
pm;    Sat    4-4:30   pm 

Gospel   Bdcstg.    It.    11     Alber:  ABC,   Sun  4-5  pm 

Green    Giant.    Leo    Burnett:    CBS.    F    3:30-15    pm 
Grucn,    MrCann-Erirksun:    ABC.    Sun    9-9:15   pm 
Thoo.     Hamm     Brewing,     Campbell-Mlthun:     CBS 

M-F     7:45-8    pm 
Holland    Furnace,    direct:   MBS.   M-F   10:35-11    am 
Geo.   A.    Hormel.   BBDO:   CBS.   Sat  2-2:30   pm 
Hotpoint.    Maxon:    ABC.    alt    F   9-9:30   pm 

CBS,    M-F   10-10:15   am 
Cellucotton,    FC&B: 

(alt    days) 

Johns-Manville.    JWT:    MBS.    M-F   9-9:05    pm 

S.   C.    Johnson   &  Son.    Needham.   Louis   &   Brorby 
MBS,   M-Sat  10:30-35  am;  11:25-30  am;  2:25- 
30    pm;    M-F,    12:15-25    pm ;    5:55-6    pra;    Sat 
o:o0-6    pm 

Kaiser-Frazer,    Weintraub:    CBS.    M-F    fi:45-7    pm 
Kellogg    Co.,    Leo    Burnett:    CBS,    Tu.    F    3:15-30 

pm 

Knomark  Mfg.,  Etnil  Mogul:  NBC.  Sun  10-1030 
pm;  Tu  8:30-9  pm;  Th  10-10:30  pm  (Oper 
Tandem) 

Kraft  Foods  Co..  Needham.  Louis  &  Brorby:  NBC 

W    830  9    pin:    JWT:    MBS.    M    5:15-30    pm    ' 
Jacques    Kreisler.   FC&B:    MBS     \y     Th     F  8-830 

pm    (Multi-Message    Plan) 
Lambert     Co.      (Listerine),     Lambert     &     Feasley: 

ABC.    nit    V   9-8:30   pm 

Lever    Bros.,    JWT:    CBS,    M    9-10    pm;    McCann- 
Krlckson:    CBS.    M.    W.    alt    F    10:30-45    am; 

JTC&B:  CBS,  M-F.  12:15-30  pm;  N.  W.  Aver: 
CBS.   M,   W,   Th  3:15-30  pm;  no  agcy:   ABC Sun     8:65-9     pm 

Liggett    &     Myers     (Chesterfield).     Cunningham    & 
Walsh      ABC,     M-F    7:55-8    pin;    CBS,     M-F 
111.".  ::n   an,:    NBC.    Tu    »-D:30   pm 

Libby.    JWT:    MBS.    Sun    6-6:20    pm 
Thos.    J.    Llpton.    Y&R:    CBS.    Mon    8:30-9    pm 
Lonqmes-Wittnauer  Watch  Co.,  Virtnr   K    Bennett ■'lis.    Sun    2-2:25    pm 

P.  Lor  i  I  lard.  L&N:  ABC.  Sun  6:15-30  pm;  Sun 
9:15-30  pm;  MBS.  M-F  11:45-12  n;  NBC. 
Tu     10-10:30    pm 

Lutheran  Laymen's  League.  Gotham:  MBS.  Sun 
1:30-2    pm 

Manhattan  Soap  (Sweetheart).  Scheideler.  Berk  & 
Werner:  NBC,  .M-F  4:15-5  pm;  CBS.  T  Til 

alt  F  3:45-4  pm  (alt  days);  7-7:15  pm  (alt 

days) 

Mennen   Co..   Grey:   MBS.    F   7:30-45  pm 

Metropolitan    Life.    Y&R:   CBS.   M-F  6-6:15   pm 

Miles  Labs.  Geoffrey  Wade:  CBS.  M-F  5:45-6  pm  • 
3-3:15  pm;  NBC.  M-F  7:30-8  pm;  MBS.  M-F 12-12:15    pm 

Motor    Prods.    Corp..    Roche.    Williams    &    Clears- : 
MBS.    Th    7:30-45    pm 

Motorola,    Inc..    Aubrey.    Finlav.    Marley   &    Hodg- 
son:   MBS,    alt    Sun    5:30-6    pm 

Mutual    of    Omaha,    Bozell    &    Jacobs:    NBC.    Sun 

6-6:15    pm 

Natl    Biscuit.    Burnett:   CBS.   Tu    8-8:30  pm 
Nestlo    Co..    Sherman    &    Marquette:   CBS.    W     Th 

F    S-8:30    pm     (Power    Plan) 

O'Cedar.    Turner:    ABC.    M.    \V.    F   9-10    am 
Owens-Corning    Flberglas,   Fuller  &  Smith  &  Boss: 

CBS.    M-F    10:15-30    am 

Pet  Milk  Co..  Gardner:  NBC.  W  9:30-10  cm:  sat 10:30-11   am 

Philco  Corp..    Hutchlns:   ABC.    M-F  9-10   am:    M- 
Tli    10:30-35   pm 

Philip   Morris  A   Co.,   Blow:  CBS.  Sun  8:30-9  pm: 
W    9-9:30    pm 

Plllsbury   Mills, 

pm:     M-F     10 
CBS.    M  -F   ■ Procter  A   Gamble. 

CBS.    M-F   11: 
2:45-3  pm   (alt Biow:  CBS.   W. 
10-10:30    am 

Prudential    Life    In! 
McClinton   &   Si 

Pure  Oil.   Burnett 

Quaker    Oats    Co. 

Tu,    Th    11:30 
Radio    Bible    Class, 

Sun    10-10:30 RCA.    JWT:    NBC. 
Ralston- Purina    Co.,   B 

pm;   ABC.    Sat   103 Realemon   Puritan  C«.. 

M.  W,  F  11 
Rexall  Drug,  BBDO:  ( 

R.  J.  Reynolds  Tob..  E«t 
pm  ( Mu it i- Message, 

Mi; :  NBC  Sa:  'J  ?■' 
Scholl,  Donahue  .V  C« 
Seeman    Bros..    Wm.   H 

2:30-45    pm 

Serutan.   Kletter:   NBC. 

Skelly   Oil.   Henri.   Hun 
Sat   S-S:15   am;  Sat 

Sonotone    Corp..    Kudoa 

M    10:35-45  pm 



ISfew  and  renew 
HUM 

l, 

2. 

\i'tr    MM     I  • 

SPONSOR 

Amir    Cik    0    Cm 

i  Pall    Mall'      NY 

Avco    Mfg     Corp.    Cinci 

Campbell     Soup    Co. 
Camden.     N| 

Carter    Prods.    NY 

Cats    Paw    Rubber    Co 

Bait 
Commercial    Solvents 

Corp.    NY 
Converted    Rice. 

Houston.    Tex 

Gillette    Safety    Raior 
Co.    Boston 

Hoover  Co.   Chi 

Int'l    Shoe    Co. 
St    Louis.    Mo 

Kayvoodic    Pipes. 

NY 
C.    H.    Masland   Co 

Carlisle     Pa 

Norgc    Div.    Borg-Warncr 
Ccrp.    Chi 

P&C.    Cinci     'Tide' 

Revlon    Prods.    NY 

Scrutan    Co.     Newark. 

N| 

Shwaydcr    Bros.    NY 

Simoniz    Co.    Chi 

Spcidcl    Corp. 
Providence.    Rl 

Tom    Co.   Chi 

AGENCY 

'     SSCB      NY 

Benton    0     Bowks      NY 
Ward    Wheclock     Phila 

SSCB.    NY 

S     A     Lcvync.    Bait 

Fuller    0    Smith    0 

Ross.    NY 
Leo    Burnett     Chi 

Maxon     NY 

Leo    Burnett.    Chi 

DArcy.    NY 

Crcy    Adv.    NY 

Anderson    0    Cairns     NY 

|     Walter   Thompson     Chi 

Benton    &    Bowles.    NY 

Wm     H     Wcintraub     NY 

Edward    Klcttcr     NY 

Crcy   Adv.    NY 

SSCB.    NY 

SSCB     NY 

Leo    Burnett,    Chi 

SPONSOR 

Amer    Machine    & 

Foundry.    NY 

Frigidaire    Div.    Cen 
Motors.    Dayton     Ohio 

Greyhound    Corp,    Chi 

Pillsbury    Mills.    Mpls 

Scott    Paper    Co 
Chester.    Pa 

Tide    Water    Assoc    Oil 

Co.    NY 
Vitamin    Corp   of    Amer. 

Newark.    N| 

AGENCY 

Fletcher    D.     Richards. 
NY 

FC&B.    Chi 

Beaumont    Cr    Hohman. 

Chi 
Leo    Burnett.    Chi 

|.   Walter   Thompson.    NY 

Lcnncn    &    Newell.    NY 

Kastor.    Farrell.    Chcslcy 

&    Clifford.    NY 

STATIONS  PROGR/ '  •     duration 

NBC    TV    58  Doorway  to   Danger     all   F   9  9  30  pm     3   Jul     •    -> 

NBC    TV    72  N.irm    That    Tunc     alt    M   I  8  iO   i 

NBC     I.  TV    Soundsfagc      F    9  30- 10    Bit 
7    wks 

CBS    TV     55  Anyone    Cm    Win      all    T    9  9  30    pm      M    Jul      13 

CBS  TV    56  Garry   Mc  I   30  45  pm     IV, 

CBS  TV     38  Rid    B.rbu     Sat   6  45   7   pm      12   Sep     13   wks 

CBS  TV    54  Carry  Moore  Show;  F   1   30-45  pm.   II    V, 

NBC  TV    67  Sports   Ncwsrecl    F    10-10  30   pm     3    |ul    thru 

CBS    TV    47  Carry   Moore  Show     M    I   45-2  pm     14  Sep     5.    -■ 
Du   Mont    y  Tom  Corbitt     Sj  ill   Sat    II    30   1 2   noon 

29  Aug.   20  wks 

NBC    TV    59  B  ck    thi     Bink      T   8  30-9    pm      23    |u-- 
with    5    Day    Deodorant    Pads' 

CBS    TV     51  Carry   Moon    Sho-v     M    I    30-45   pm     7   S   . 

CBS    TV     63  Carry   Moore   '.how     Th    1   45   2   pm     10  Sep     ' 

NBC    TV    62  On     Your    Account      T      W      F      4   4  30    pm      I     |ul 
13  wks 

CBS    TV    33  TBA.    Sat     10  30  11    pm     19   Sep     52    »• 
NBC    TV    21  luvi  rntr    |u'v     M   9-9  30   pm     6    |ul     H    -• 

NBC    TV    58  Show    of    Shows     Sat    9-10  30    pm;    10-min 

Sep.    13  wks NBC    TV    58  Doorway    to    Dane   r       ill    F    9-9  30    pm      3    |ul.    6 

NBC    TV    72  Name   That   Tunc;  alt   M  8-8  30  pm     6  |ul     8  wks 

NBC    TV    34  Place    the   Face;  Th  8  30-9  pm     2   |ul     8  wks 

STATIONS  PROGRAM,   time,   start,    duration 

CBS    TV    72  Omnibus;    Sun    5-6  30   pm:    partic    sponsor     4    Oct 

26  wks 

CBS    TV     59  Arthur   Godfrey   Tirrt      T   Th    1030-45   am     9    |ur 

52   wks CBS    TV    72  Omnibus     Sun    5-6  30    pm ;    partic    sponsor      4    Oct 
26   wks 

CBS    TV    58  Arthur    Godfrey    &    Friends      alt    W   .8-8  30    pm      1 
Jul     26   telecasts 

CBS    TV    72  Omnibus     Sun    5-6  30   pm ;    partic    sponsor     4   Oct 

26  wks 
Du   Mont   12  B  way  to  Hollywood    Th  8  30-9  pm ;  23  |ul     13  wks 

Du    Mont   10 Paul   Dixon  Show;   M  3  45-55   seg     15   |unc     13   wks 

(For  New  National  Spol   Badi    I  T"V   B  /'"-''  - 

> 

3. %<lt*crl t.vifif}  ,-ljj 
NAME 

Ben    Alcock 

Eleanor    Amanna 

Divid    B     A-nold 
Walter    R     Avis 

Wilmot    T.    Bartlc 
Mark    Becker 

:i#   /'ri'siiiii 
FORMER    AFFILIATION 

B  ow     NY     chg  TV   comml   prodn   dept 

Huber    Hogc     NY     asst   timcbuyer 

G-ay  &    Rogcs     Phila     media   dir 

Zippo   Mfg   Co     Bradford.    Pa     adv   mgr 

Cities  Sc-vice   Petroleum     NY    adv  dept 

Benton   &   Bowles.   NY,   memb  Tide  acct   group 

NEW   AFFILIATION 
•Ko   vr> 

Same.    radio-TV    fimcbo. 
>iso  partner 

•d    &     Assoc      Chi      sr     assoc     chg    creative 

act  • 

Morcy.    Humm   &    lohnsfonc     NY     sis   prom   dept 
Same    acct  exec   Ivory  Snow 

In   iuxi   iuate:    N™    «»!</   Reneived  <>n    Radio    Vetwork*.    V» 

lional  Broadcast  SaleM  Executive*,  Sem    tgenej     tppouttmemt* 

J 
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.\«»ir  and  rvneir 

KML    ft*. 

\ilrrrt  i.Vl  ><<;     If/ettcij  Personnel  ffiai.- 
NAME  FORMER    AFFILIATION 

Thelma    Beresin 
Gerald    S.    Corwin 
Lee   Currlin 

Larry    Donino 
Fred    D.    Dwyer 
Diane    Fairbrother 

John    R.    Gillinghan 

jerry    Gordon 
John    B.    Gray 
Jeremy    Cury 
Alvin    |     Hetfield 
Stanley   G.    House 
James   R.    Johnson 
Crofron    Jones 
Wauhillau   La   Hay 
Alfred    A.    Lawton 
Charles   L.    Lewin 

Tyler    MacDonald Ken    McAllister 
Ford    C.    McElligott 

William    O.    Mincher 
William    A.    Murray 

Albert  Nahas 
Louis   J.    Nicolaus 
William    E.    Pensyl 
Dan    Rodgers 
Ann    Roush 
H.    Richard   Seller 

John    M.    Sharp 

jack    Sinnott William    Wall 
Orin    E.   Weir 

Roy   Winsor 

Gray  &   Rogers,   Phila,    pub  rel   dir 
KVWO.   Cheyenne,   Wyo,   sis  consultant 
Wm.    H.   Weintraub,   NY,   timebuyer 
Ben   Sackheim,    NY.    timebuyer 

Ingalls-Miniter.   Bost,  acct  exec 
KSTP.  KSTP-TV,   Mpls,  staff  memb 
Electrical   mfr,    LA,   adv  mgr 
Sun   Ray  Drug  Co,   NY.  sis  prom  mgr 
Maxon,    Detr,   copy  chief 
Ted    Bates,    NY,    sr   copywriter 
N.    W.   Aycr,   NY,   acct  exec,    memb  plans   bd 
Labor    Rel    Inst,   Wash,    DC,    ed-in-chief 
Campbell  Soup,  Camden,   NJ,  adv  mgr 

Specialist,   ind'l  &  tech  prods  mktg 
N.   W.   Ayer,   NY,   dir   radio-TV   publicity 
Whitehall    Pharm,    NY,   prod   mgr 
David    D.    Polon   Co,    NY,    partner 
Authority,   consumer   sis  &    mdsg 
Benton  &    Bowles,   NY,   acct  exec    P&C     Camay 
John   H     Riordan.  LA.  sr  acct  exec 

W.    Earl   Bothwell,   NY.  acct  exec,  asst  to  pres 
Brooke,    Smith,    French    &    Dorrance,    Detr,    space 

buyer 
Huber    Hoge.    NY,   radio-TV   prodn 
Alan   Radcliff  Co,   NY,   mdsg  consultant 
Ketchum,    MacLeod   &    Grove,    Pittsb,   copy   chief 
Biow,    NY,    acct    supvr    Whitehall    Pharm 
Hockaway  Assoc,   NY,  acct  exec 
Don  Allen     &Assoc,   Portland,  Ore,  sr  acct  exec, 

secy  of  bd Albert    Frank-Guenther    Law,    NY,    copywriter 
BBDO.   NY.   timebuyer 
Morey,    Humm   &   Johnstone,   acct  exec   Sinclair   Oil 
Weir   &   Assoc.    LA,   owner 
Biow,    NY.   chg  creative   prog  for  radio  &  TV 

Sponsor  Personnel  Chant; 
NAME  FORMER   AFFILIATION 

Ambrose    J.    Addis 

John    A     Andrews 

Max    Cohen 

John    D.    Davis 
William    K      Eastham 
William    H.    Ferriss 

R.    J.    Cunder 
Alden    James 
Haskell    Lowenstein 

Henry    Markus 
Harry     E.     McCullough 

C.    F.    McGraw 

L.    B.    O'Loughlin 

A.    B.    Peterson 
William    H.    Scully 

Joseph    L.    Stevens Alfred   F.   Trell 

Raymond   F.    Underwood 
Robert    Waddell 

Lever   Bros.    NY,   adv  vp,    Pepsodent   Div 
Landers,    Frary   &   Clark,   elec    housewares   div   distr 

mgr,    Houston Mogen   David  Wine  Corp,  Chi,   pres 
Clopay  Corp,   Cinci,   adv   mgr 
Le«er  Bros,   NY,   brand   mdsg  mgr.   Lever  Div 

Cen    Shoe    Corp,    Nashville,    copy   chief,    men's   adv dept 

Hamilton    Watch    Co,    Lancaster,    Pa,    sis   prom    mgr 
P.    Lori Hard,    NY,   dir  adv,   memb  bd  dir 
Mogen    David   Wine  Corp,   Chi,   sis  dept 
Mogen    David  Wine  Corp,   Chi,   exec   vp 
Crosley    Div,    Avco    Mfg.    Cinci.    sis    mgr    for    radio 

&  TV Crosley  Div,  Avco  Mfg.  Cinci,  mgr  for  radio  &  TV.i 
Atlanta  zone 

Electric    Auto-Lite,     Toledo,    asst    sis    mgr.     Spark 
Plug  Div 

Leve:   Bros,    NY,    mdsg   vp,    Pepsodent   Div 
Lever   B.-os,   NY,  adv  mgr  Good   Luck   Div 
Lever    Bros.    NY,   asst   sis  mgr.    Lever   Div 
Hoffman     Beverage    Co,     Newark,     NJ,    mgr    in    sis dept 

Lever    Bros,    NY,    sis   vp,    Pepsodent    Div 
Hamilton   Watch  Co,    Lancaster,    Pa,  dir  adv 

NEW  AFFILIATION 

Same,  also  partner 
Manson-Gold-Miller,   Mpls.  creative  dir.  acct  supvi  I 
Benton   &    Bowles.   NY.   timebuyer   P&C  act 
Kenyon  &   Eckhardt.   NY,  timebuyer Same,  also  vp 

David   Inc.  St.   Paul.  radio-TV  dir 
Walter   McCreery.   LA,  acct  exec 
Sherman  &  Marquette,   NY,   mdsg  dept Same,  also  vp 

Benton   &    Bowles.    NY.   vp.  copy  sujvr 
Hicks  &  Creist,   NY,  dir  mktg  &  res 
Harry   W.    Craff    Inc,    hd   new  office   Wash,    DC 
BBDO,    NY,   acct   exec 

Hixson   &   Jorgensen,   LA,   vp  chg  ind'l  mktg 
Kenyon  &   Eckhardt,   NY,  dir  women's  service  div Paris  &   Peart,  NY.  asst  acct  exec 
Rockmore  Co.   NY.  vp,   dir  radio  &  TV 
Hixson    &    Jorgensen,    La,   vp  &   acct   supvr 
Same,  acct  supvr 

Ford   C     McElligott    &    Assoc.    LA,    owner    inew 

fi:mi 

Rhoades  &    Davis.    LA,    vp.   dir   of   mdsg 

Geyer  Adv,  media  dir  Detr  office 

Same,    radio-TV   timebuyer 
Paris  &    Peart,    NY.    grocery   mdsg   dept 

Same,  creative  dir Same,  also  vp 

SmiMi,  Hagel  &  Snyder,   NY,  acct  exec 
H.    Richard   Seller  Adv,   Portland,   Ore,   owner    inew 

firm  I 
Paris  &  Peart.   NY,  asst  acct  exec 
Benton   &   Bowles,    NY,   timebuyer   P&C  acct 
W.    B.    Doner.    Detr.   acct  exec 

Also   Wes'.ern   Adv.    LA     vp Same,   also  vp 

NEW  AFFILIATION 

Same,   mdsg  vp,   Pepsodent   Div 
Same,   sis  devel  mgr,   elec   housewares  div 

Same    chmn   of  the  bd 
Simoniz   Co,  Chi,   brand  adv  mgr 
Same,  adv  mgr    Cood  Luck  Div 
Temco    '  furnaces' .    Nashville,   adv  mgr 

Same,  dir  adv  &   s!s  prom 
Same,  vp 
Same,  vp 

Same,  pres 

Same  gen  sis  mgr  for  radio  &  TV 

Same,   prod   sis  mgr   for  radio 

Same,    sis   mgr.    Spark    Plug    Div 

Same,   sis  vp.   Pepsodent   Div 
Same,  adv  vp.   Pepsodent  Div 
Same,    field   sis   mgr 
Same,  asst  gen  sis  mgr 

Same,  gen  sis  mgr.   Lever   Div 
Same,  dir  pub  rel 

ifafion  Changes  (reus,  tietworh  affiliation,  poteer  increases) 

KPQ.   Wenatchee.   Wash,   new  nat'l   rep,   Forjoe KQV     Pittsb.   now   CBS    Radio   affil      formerly    Mutuali 

KSAN,     KSAN-TV,    San     Francisco,    new    nat'l    rep.     McCillvra 
leff  1   Aug  '53l 

KVOS,   KVOS-TV,   Bellingham,  Wash.,   new  nat'l   rep.   Forjoe 
WBAL-TV,    Baltimore,   power   incr   from    27    to    100   kw 
WBEL.   Rockford.   III.  new  rep.  Don  Rich,  NY 

WBMS.   Boston,   new  nat'l   rep,  Wm.   C.   Rambeau 

WHBQ.    Memohis.    new   nat'l   rep,    John    Blair 
WHYU,  WACH-TV.   Newport  News.  Va,  new  nat'l  rep,   Avery- Knodel 

WKTV,    Utica.    NY,    power    increased    to   221.8   kw 
WMMN.     Fairmont.     W.    Va..     sold    by    Storer    Bdcstg    Co    to 

Peonies   Bdcstg   Corp 

WORZ     Orlando.    Fla.    new    nat'l   rep.    0.    L.    Taylor 
WVDA    i formerly  WNAO.   Boston,   now  ABC    Radio  affil 

\  umbers  after  names 

refer  to  New  and  Re- 
new  ca/egor\ 

Charles  R.  Lewin  1 3 1 
R.  /■'.  I  nderwood  i  1 1 
//'  .  k.  Eastham  (4  » 
William  If  all  <  3  > 
Jeremy    (iur\  (3) 

Hired  F.  Trell  I  H 
Stanley  House  (3) 
R.   J.    (, under  I  1  I 
//.  McCullough  I  ti 
Km.  H.  Scully      I  1 1 
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Five  television  stations  offer  an  audience  within 

"WHO-land".  We  say  "an  audience"  because 
WHO's  0.5  MV  area  is  244.4%  larger  than  the five  TV  markets  combined! 

The  largest  all-Iowa  TV  market  has  131,964  tele- 
vision homes  (see  Telestatus,  Page  45  in  Broad- 

casting-Telecasting for  June  22).  The  1952  SAM 
Report  credits  WHO  with  625,546  daytime 
families,  600,255  nighttime  families  —  about  half 
of  whom  bate  two  or  more  home  radio  sets' 

50,000-watt  WHO  is  an  old-established  lowi 
institution  which  for  almost  thirty  \ears  has 

meant  "good  listening"  to  millions  of  people  — 
"a  good  buy"  to  thousands  of  advertisers.    What's 

more.  WHO  likes  its  advertisers,  and  our  adver- 
tisers like  us  because  of  results.  Nov.  more  than 

ever,   WHO   is   Iowa's  greatest   advertising   value! 

WHO 
+  for  Iowa  PLUS  + 
Dm  Mo! Moihm   .   .   .   50,000  Watts 

Col.  B.  J.  Palmer.  President 

P.  A.  Loyet,  Resident  .Manager 

I  HI  I     8    PI    II  K».   INC. 
N.i i inn. 1 1  Repreeeatatrvea 
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Memphis  Spins  the  Dial  to  560 

NATIONAL   REPRESENTATIVES  JOHN   BLAIR  &  CO.,   INC. 
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lick  Covington  Does  More-Much  Afore -Than  Spin  Records 

...He  Sets  Sales  Records!  Here's  Evidence... 
(R.  C.  A.  Victor  Distributor) 

"Covington's  Corner  top  pop  record  show  in  Memphis  and 

Tri-State  area.'' —  A.  J.  Kisner,  Manager 

R.C.A.  Victor  Record  Deportment 

(M.G.M.  Distributor) 

"The  Dick  Covington  record  show  the  most  effective  means 
of  promoting  and  exploiting  the  M.G.M.  record  label  in 

Memphis  and  Mid-South." —  Bill  Taylor 

Sales  Representative 

(Decca  Distributor) 

".  .  .  according  to  our  sales  figures  .  .  .  there's  no  question 

about  which    Pop  Jockey'  is  champ  in  this  area.' 
—  Bob  Adams 

R.  L.  Adams,  Manager 

Record  Department 

Stratton-Warren  Hardware  Co. 

(Columbia  Distributor) 

"...  When  I  hear  Dick  play  one  of  our  records  (Columbia) 
I  feel  assured  of  being  able  to  move  a  considerable  quantity 

of  this  particular  record  .  .  .  not  only  a  large  listening  audi- 

ence, but  more  important  ...  a  buying  audience." 
—  Woodson,  Bozeman,  Inc. 

Bob  Byr  n 

Record   Department  Manager 

Why  not  add  a  proven  salesman  to  your  sales  staff? 

Memphis'  Mutual   Station/  Hotel   Chisca 
560  kc,  5000   Waffs   Day,  1000   Watts   Night 

John  Cleghorn,  General  Manager 

and  soon . . . 
tt 
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ATLANTA 

WAGA 
5000w  590kc 

CBS 

RADIO 

ONLY  A  COMBINATION 

OF  STATIONS  CAN 

COVER  GEORGIA'S 
MAJOR  MARKETS 

THE  G E"  GVA  TRW MACON 

WMAZ 
10,000w  940kc 

CBS        RADIO 

*< K 

ATLANTA 

SAVANNAH 

WTOC 
CBS        RADIO 

SAVANNAH 

MACON 
s 
\ 
t 
v 

\ 
i 

* 
i 
v 

the  TRIO  offers 

advertisers  at 

one  low  cost: 

CONCENTRATED 

COVERAGE 

• 

MERCHANDISING 

ASSISTANCE 
• 

LISTENER   LOYALTY 

BUILT    BY    LOCAL 

PROGRAMMING 
• 

DEALER   LOYALTIES 

represented 

individually  and 

as  a  group  by 

X--' 

in  3  major  markets 

THE     K  ATZ AGENCY,    INC. 

NEW  YORK         CHICAGO DETROIT          ATLANTA          DALLAS          KANSAS  CITY          LOS  ANGELES         SAN   FRANCISCO 
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E223  SPECIAL  FALL  FACTS  REPORT 

radio 
f 

WITH  DAYTIME  CROWDED,  NIGHTTIME  UPSURGE  MAY  BE  DUE 

Here  are  some  of  the  important  questions  you  will  find  answered  in  the  pages  of  this  report 

U.  How  do  .vpof  rarfio  availabil ities  shape  up  for  lull?   P*'*l*'  "'- 

U,  Is  nighttime  spot  radio  increasing  in   vnlue?      P»ge  194 

MM-  Will  there  he  any  not€thle  rate  trends  this  fall?      /»'"/«'  l#S 

||B  How  have  the  "singU'-rate"  selling  plans  been  doing?      pugv  lll.'t 

JUm  What  iicir  gardstieks  are  used  todag  to  hug  spot   ratlio?      />"<?<'  'W» 

||.  What  role  are  transeriptions.  libraries  p'rn/inr/   in   spot?      P"<7<*  ""»' 

l{.  \re  there  ang  new  developments  in   \egro  programing?      P"f/<'  l'-H 

|J.  ffoir  do  advertisers  Seel  about   Storecasting?       P<*qe  ISC 

||a     Is  Transit  Radio  on  the  wag  out?   pnge    I.IR 
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Availabilities 

Q.  How's  the  pattern  of  spot  ra- 
dio time  availabilities  shaping  up 

for  fall? 

A.  SPONSOR  editors  learned  from  both 

buyers  and  sellers  of  spot  radio  that 

the  picture  will  l>e  \er\  similar  to  that 

of  fall  1952.  Here's  how  it  shapes  up: 
1.  Morning  slots:  Like  last  year, 

morning  radio  availabilities  are  the 

most  sought-after  item  in  spot  radio 
with  squeeze  play  centering  on  6:00  to 

9:00  a.m.  period.  Newscasts,  or  one- 
minute  slots  next  to  newscasts,  are  still 

most  popular  with  advertisers;  high- 
rated  morning  participation  shows  run 
a  close  second. 

W  hat  complicates  the  picture  is  that 

there  are  more  advertisers  and  agen- 
cies chasing  fewer  openings  in  the  6:00 

to  9:00  a.m.  period  than  there  were  a 

year  ago. 

Naturally  something's  got  to  give. 
1  sually  its  the  station's  nighttime  rate 
card  (see  section  to  follow  on  rate  out- 

look) or  the  station's  morning  traffic 
schedule  that's  modified. 

"We've  got  all  of  our  national  spot 
advertisers  on  a  rotating  schedule  be- 

tween six  and  nine  in  the  morning," 
the  top  sales  executive  of  a  leading 

radio    rep   told    sponsor.    "That's   the 

only   way   we  can   fit  the  majority   of 

our  clients  into  morning  schedules." 
The  attractiveness  of  morning  radio 

is  easy  to  understand.  I  Perhaps  it's 
too  easy,  some  shrewd  buyers  feel.) 

Morning  radio  faces  little  TV  compe- 
tition, or  else  shows  up  way  ahead 

of  TV.  It's  true  that  prices  have  moved 

upward  as  morning's  advertising  popu- 
larity increased,  but  larger  audiences 

are  often  delivered  due  to  radio  home 

growth.  Audience  composition  includes 
a  sizable  number  of  men  as  well  as 

women.  Except  for  the  obvious  hassles 

of  turning  up  good  availabilities,  time 

Inning  presents  few  mental  hurdles  or 
involved  research  calculations  (one 

reason  why  so  many  spot  radio  clients 
like  it). 

2.  Late  a.m.,  afternoons:  Well-rated 
slots  become  easier  to  find  in  spot  ra- 

dio during  the  late  morning.  Reason: 
The  male  element  of  the  audience  nose- 

dives after  8:30  or  9:00  a.m.  in  most 

major  markets  as  the  man  of  the  house 

leaves  for  his  job.  Thus  many  adver- 
.  tisers  who  have  a  product  to  sell  pri- 

marily to  men  via  morning  spot  radio 

(such  as  Mennen  Shave  products.  Sil- 
ver Star  Blades,  or  Armstrong  Tires) 

lose  interest  in  the  morning  segment 

of  spot  radio  after  9:00  a.m. 

Also  many   advertisers  who  seek  a 
combined   male-female   audience    I  like 

1IIIIIIIIIINIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

KEY  SPOT  RADIO  TRENDS 

NIGHTTIME  RADIO 
Definite  move  is  on  among  major  agencies  and 

spot  clients  to  re-explore  value  of  nighttime 
radio.     TV    j right    is    beginning    to    wear    off 

MORNING  RADIO //'5  standing  room  only  on  many  stations  as  pop- 
ularity of  breakfast-time  segments  continues. 

Some  clients   will  buy  only  the  early  mornings 

SINGLE  RATES 
Between  a  third  and  a  half  of  radio  outlets  in 

TV-saturated  areas  have  switched  to  a  single 
rate  card  for  day  and  night.    More  will  follow 

YARDSTICKS 
Scientific  buying  is  the  rule,  not  the  excep- 

tion, among  top  agencies  and  advertisers,  with 
heavy  use  made  of  NCS  and  SAM  coverage  data 

TRANSCRIPTIONS 
Trend  is  on  to  lowered  prices  of  e.t.  shows  for 

spot  use.  Producers  are  also  luring  sponsors 
uttli  extensile  merchandising, promotion  services 

the  non-filter-tip  cigarettes,  beer  firms, 

candy  concerns  I  will  ease  their  re- 
el uests  for  morning  slots  after  nine. 

This  by  no  means  leaves  the  avail- 
ability field  wide  open.  Food  compa- 

nies, soap  companies,  and  drug  adver- 
tisers are  active  in  spot  radio  all 

through  morning  and  afternoon,  par- 
ticularh  seeking  minute  spots  or  chain- 
breaks  next  to  well-rated  network  or 

local  shows. 

However  the  noon  hour,  like  the  pre- 
breakfast  hours,  shows  a  sizable  male 

audience  and  thus  is  fairly  tight  as  re- 

gards availabilities. 
3.  Evenings,  late  night:  From  the 

timebuyer's  viewpoint,  the  easiest  por- 
tion of  the  day  in  which  to  buy  a  time 

slot  is  between  the  hours  of  7:30  and 

10:30  p.m..  as  it  was  last  year.  Reason: 

It  is  during  these  hours  that  tele- 
vision's biggest  inroads  on  radio,  as 

measured  by  the  existing  rating  and 

coverage  services,  have  been  made. 
However,  station  rate  adjustments 

and  more  extensive  research  into  the 

size,  composition,  and  behavior  of  the 
evening  radio  audience  are  producing 
many  excellent  buys  for  advertisers. 

In  order  to  lure  many  of  radio's  T\  - shy  advertisers  back  into  the  evening 

fold,  stations  are  grouping  their  eve- 

ning availabilities  (usually,  chain- 
breaks  next  to  network  shows  and  min- 

ute spots  next  to  local  programs)  into 

package  arrangements  with  attractive 

prices  or  sizable  discounts. 
Another  factor  which  affects  the 

value,  if  not  the  amount,  of  evening 

radio  spot  availabilities  is  the  "single- 
rate"  price  structure,  in  which  evening 

prices  have  come  down  to  the  same 
level  as  daytime  rates.  (This  will  be 
discussed  later  in  this  report.) 

Since  the  number  of  radio  homes  in 

the  nation  (nearly  45  million  I  is  at  a 
near-saturation  level  and  since  TV 

viewing  takes  a  big  drop  after  10:30 

p.m.,  the  value  of  late-night  and  all- 
night  radio  has  climbed.  And  as  the 
value  has  increased,  many  stations 

have  pushed  their  sign-off  further  and 

further  ahead,  meanwhile  experiment- 

ing with  a  variety  of  different  late- 

night  program  formats. Timebuvers  have  an  increasing  choice 

in  the  hours  between  10:30  and  mid- 

night, and  between  midnight  and  dawn, 

of  shows  which  range  from  all-night 
classical  music  through  the  standard 

disk  jockev  formats  to  nightclub  inter- views of  celebrities. 

Reps  reported  considerable  interest 
in  late-night  and  all-night  radio  on  the 
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Station  Heps    l.vsii.  spot  clinics  further  umh-r  vf  a  nrfiiif;  of  hoth  htiuvr  autl  seller 

Throughout  the  year,  groups  oj  station  reps  and  admen  are  b 
together  by   the  Station   Representatives    Issociation  in 
informal  monthly  sessions  to  discuss  problems  oj  buying  and  selling 
spot  radio,  and  neu    ways  t"  streamline  complex  procedures,    fu- 

ture* above  show  several  of  these  meetings.    Top  left:    i/.  to  r.\ 
R<  g  Rolhnson.  SR  I:   Rn  hard  F.  Goebel,  advertising   mat 
nestle  (o.:   Donald  ( inl\.  general  advertising  and  merchandising 
manager  ot   Westle;    Art   McCoy,   ivery-Knodel ;  John   Beaton,  John 
Blair   Co.    Top  right:    i  seated  I    Stan    I'ulver.   director  of  broadcast 

media.  Lexer  Bros.:   Tom  Flanagan,  SRA;  'standing)  David  O' Mara, 
Lever  Bros.;   Taylor  Eldon,  Branham   Co.;    William    Wilson.  J.  E. 
Pearson   Co.;   Joseph    Daly,    Lever    Bros.;    Fred    Weuberth,     I 

Knodel;  John  Doyle,   ilton  Copeland,  Lever  Bros.;  Rollinson,  *>R  t 
Middle    left:    Rollinson.    SRA;    Don     WcVickar,    a   t      Inderson    & 
Cairns  agency;  John  Dugda/e.  advertising  manager,  Rootes   ' 

Victor  Seydel,  radio-TV  dir..  A&C;   Tom  Campbell,  Rranhu- 
Middle  right:  Rollinson,  SRA;  R.  Stewart  Ro\d.  advertising  man- 

John    Blair 

■npert.   advertising   mana% 

\at'l  I  mpbell,  Branhan   I        Lower  /«  "    lunch- 
eon  meeting   with    SSC&B      C 

SRA:   T.  Richards        '     Curran,  T.  II-  Reed 
SSC&B;  S 

Robert    '  -  -      '  S 
T.  Flanagan,  SR  t    F.   Mind 

'    S  Lower  right:  Rollinson,  >R  1 

'.  Robert  :  e  manager. 

'■ 

•*R  I  and  admr 

\  City  at  the 

Flanagan  and  Rollin* 
go  on   to  dis  'ating  pri 
amount   oi    agent  t-rep    pa  and    other    related   spot    I 

13  JULY   1953 
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Under  auspices  of  Broadcast  Music  Inc.,  nearly  50  radio  clinics  have 

been  held  in  various  parts  of  U.S.  At  these  sessions,  radio  broad- 
casters and  personnel  exchange  ideas,  learn  new  techniques  and  hear 

panel  discussions  by  experts.  Left:  Managers  Carl  Vandagrift,  WOWO; 

Lester  Spencer,  WKBV;  W.  Rippetoe,  WBOW  at  Indianapolis  radio 

clinic.  Right:  Don  McKee,  comml.  mgr.,  KOEL;  Jack  Kerrigan,  pro- 
gram dir.,  WHO;  Managers  Bob  Dillon.  KRNT;  Art  Skinner,  WSAl; 

also  Cliff  Jones,  WHO;   Ed  Jenkins,   KOEL,   at  Des   Moines  radio  clinic 

part  of  leading  advertisers,  but  most 
told  sponsor  that  there  was  still  a  wide 

choice  of  late  p.m.  availabilities  at 

low  prices. 

Nighttime  spot  radio 

Q.  Are  there  any  new  trends  or 

developments  in  nighttime  spot 
radio  at  the  buyer  level? 

A.  Although  nighttime  spot  radio  is 

still  viewed  by  many  agencies  as  being 

a  second-class  buy  (Y&R,  for  example, 

terms  it  "unstable'1  and  prefers  morn- 
ing and  afternoon  slots),  the  tide  of 

advertiser  interest  seems  about  to  turn 

again  to  where  it  used  to  be. 

An  increasingly  typical  view  of 

nighttime  spot  was  voiced  to  SPONSOR 

by  Mike  Donovan,  one  of  McCann- 

Erickson's  top  timebuyers.    He  said: 
"We  and  our  clients  have  been 

looking  at  nighttime  radio  with  much 

more  interest  than  in  past  seasons.  We 

are  looking  for  'efficiency"  in  all  time 
segments  of  radio.  We're  trying  to 
avoid  concentrating  on  any  arbitrary 

'curfews'  which  limit  us  to  morning  or 

afternoon  buying." 

Q.  What's  behind  the  revival  of 
advertiser  interest  in  nighttime 

spot  radio? 

A.  Two  things  —  research  and  rep 
salesmanship.  Several  of  the  leading 

reps— John  Blair,  CBS  Radio  Sales. 
Katz.  Petry.  to  name  some  of  the  most 

active  in  this  respect — have  prepared 
extensive  research  investigations  into 

nighttime  spot.  The  results  are  now  a 

basic  part  of  the  fall  selling  by  these 

rep  outfits. 
I  air   last    month    Blair    fired   off  the 

first  round  of  promotion  ammunition 

concerning  nighttime  spot  with  a  series 

of  trade  paper  ads.  mailings,  and  per- 
sonal pitches. 

Blair's  research  arsenal  is  an  analy- 

sis of  evening  and  early-morning  radio 
sets-in-use,  individual  station  ratings, 

and  listeners-per-set  prepared  for  the 

rep  firm  by  Pulse  and  Nielsen.  These 
were  the  highlights: 

1.  The  study  covered  a  dozen  Blair- 
represented  radio  outlets,  all  in  major 
radio-TV  markets  that  ranked  within 

the  top  50  U.  S.  market  areas. 
2.  The  regular  monthly  Pulse.  Inc. 

rating  reports  were  averaged  for  the 

periods  6:00  to  9:00  a.m.  and  6:00  to 

9:00  p.m..  Monday-Friday.  Sets-in-use. 

ratings,  and  listeners-per-set  were  com- 
pared. A  similar  study  was  done  for 

the  Pacific  Coast  states,  covering  Blair- 
represented  Don  Lee  Network,  using 
the  Pacific  Coast  Nielsen  Radio  Index 

as  the  basis. 

3.  All  the  stations  covered  in  the 

s'udy  are  on  a  "single-rate"  basis,  with 
night  rates  equaling  day. 

4.  Result:  Blair's  research  chief.  W. 
Ward  Dorrell,  soon  learned  that  in 

every  instance  sets-in-use.  ratings,  and 

listeners-per-set  averaged  higher  dur- 
ing the  evening  period  under  study 

than  during  the  daytime  period.  Fig- 
ures: Nighttime  sets-in-use  ranged  from 

5%  to  125^?  higher.  Ratings  were 

higher  in  a  range  from  9'  <  to  15.V<  . 

Lhteners-per-set  were  6rv  to  28'  < 
higher  than  daytime. 

Q.  To  what  extent  do  clients  in- 

sist today  on  arbitrary  "curfews" in  radio? 

A.  A  surprising  number  of  clients 

and  agencies  have  cut-off  points  in  ra- 

dio. Generally  this  is  based  on  the 

theory  that  morning  or  daytime  radio 

i?  the  only  low-cost  buy  in  the  spot 
radio  medium. 

But  timebuyers  today  agree  that  this 

situation  will  probably  change  in  the 
near  future  as  clients  re-evaluate  radio 

generally,  and  as  the  rep  selling  pres- 

sure behind  nighttime  spot  radio  con- 
tinues. Single-rate  selling,  higher 

morning  prices,  and  the  general  squeeze 
for  morning  and  daytime  availabilities 

are  already  leading  up  to  relaxation  of 

such  "curfews'"  as  these: 
Old  Gold — Since  Old  Gold  seeks  a 

male-female  audience  at  low  cost,  the 
Lorillard  tobacco  firm  virtually  insists 

that  its  agency  timebuyers  observe  an 

8:00  a.m.  "curfew."  Old  Gold  dropped 
nighttime  chainbreaks  completely  last 

year.  But  every  indication  is  that  the 
cigarette  firm  will  change  its  mind  and 

its  buying  policies  when  fall  rolls around. 

Pall  Mall — Like  several  other  ciga- 
rette firms  (Camel.  Chesterfield  I  Pall 

Mall  uses  8:30  to  9:00  a.m.  as  its  cut- 

off point  in  spot  radio  and  rarely  buys 

anything  else.  Reason:  same  as  Old 
Gold's  theory. 

Liptons  Frostee — This  Lever-owned 
food  account  let  reps  know  recently 

that  it  wasn't  interested  in  spot  radio 
after  2:00  p.m.  General  Foods  made 

a  similar  statement,  telling  reps  they 

wouldn't  buy  spot  radio  "after  the hour  Kate  Smith  conies  on  NBC  T\  . 

Other  accounts — In  interviewing  a 

number  of  leading  timebuyers,  spon- 
sor was  told  that  most  large  soap, 

food.  drug.  beer,  baked-goods.  and 

grocerv-sold  products  have  shown  a 
basic  preference  for  morning  (6:00  to 
9:00    a.m.  I    slots    and    will    buy    after 

The  general  situation  is  more  likely 
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Area  sales  clinics  were  held  by  Broadcast  Advertising  Bureau  in  co- 

ordination with  BMI.  Here  are  two  recent  meetings.  Above,  left: 

Ben  Gimble,  WIP;  Bill  Ryan.  BAB;  Bill  Dawson.  WARM;  Don  Thorn- 

burgh.  WCAU;  Bob  Teter,  KYW;  Ralf  Brent,  WIP;  John  Booth.  WCHA 

Above,  right:  Hartford.  Conn,  clinic.  Bob  Feldman.  WHYN  Dick 

Chalmers.  WICC;  Cy  Kaplan.  WONS;  Gary  Hatg.r.  WICC  Davd 

Kenney.  WICC;  Walter  Johnson.  WTIC  Denial  Kops  (chairman  of 

the    station     panel).    WAVZ      William     Ry«n,     presidont    of     BAB.     Inc. 

to  change  in  favor  o\  "We'll  bu)  what- 
evei  looks  good  rather  than  "We  bu) 

uiiK  between  certain  hours  ol  the  day" 
i-  new  research  and  new  prices  catch 
MP  lo  advertiser  buying  habits. 

Itato  oni look 

Q.  What  changes,  if  any,  are  an- 
ticipated for  fall  in  spot  radio 

■ates? 

\.    \  year  ago,  tin-  words  "rate  cut" 
>articularU    as    applied    to    nighttime 

•not  radio     brought  "no  comment*9  re- 
gies from  broadcasters  and  reps. 

This  year  however  the  situation  is 

lifferent.  and  nighttime  rate-cutting 
ias  become  an  established  part  of  the 
all  -pot  radio  picture. 

Between  30  and  .">()',    of  the  major 

radio  outlets  in  I  \  areas,  sponsor 

learned  in  a  checkup  with  all  leading 

reps,  have  adjusted  theii  rate  sti  u<  ture 

to  a  "single-rate"  basis.  I  ndei  this 
system  evening  rate-  parallel  daytime 

rates,  bringing  them  in  line  realistical- 
l\  with  the  audiences  stations  have  i" 

ofTei    during  the  da)    and   night.     \n 

other  LO  to  I  '•>'  ■  of  the  nation's  radio 
station-    in    video    markets,    SPONSOR'S 

sources  felt,  will  make  the  "single- 
rate"  changeovei  between  the  summer 
and  fall  ol  this  year. 

Far  from  squelching  the  news  "I 
such  rate  re\  isions  reps  toda)  are  using 

them  as  the  basis  for  man)  aggressive 

selling  campaigns  and  are  [reel)  recom- 

mending the  "single-rate"  price  struc- 
ture to  most  of  their  stations  which 

face  heav)  TV  competition.  Exception: 

Stations  that  now  have  sizable  spol  ra- 

Comparison  Don  I,ee  Averagp  Ratings  and  Seta  :n  Use 

•    9  I'  M    Mom.   Fri  «  9  A  M   ■  ■  ,  Mia  100  , 

loar. 

KI6HT 
DAY 

NIGHT 

Hep  firms  help  spur 
revived  enthusiasm 

for  niuhttime  spot 

I   hart    .ll     left    was    rtrenth 

Compiled    for  John    Itlair   rep 

li nil    ;i«    part    of    series    of 

comparisons  of  daj  unl  flight 
radio  in  Blair  markets.     \a 

figure-     reveal,     lioth     ratings 
and    -i-t--in-u-e   are   up   during 

evening  hours  in   Hon    I  • 
area.    Other  reps  like  Kai/. 
CBS  Radio  Spol  Sales,  Petri . 
Weed  and  others  «re  active!} 

promoting  nighttime  spol 
radio   for  fall   campaigns 

Oon  L##   Av»,nq«  Rotingt 

I  JULY   1953 

Selt  in  Ut* 

.  ontrai  ts    -it    nighl    and    siz 

nighttime  audiences  are  not   lik<K    i.. 
tamper  w  1 1  h  nighttime  rates. 

( in  the  othei  hand,  there  ma)  !«• 

Borne  upward  revisions  .>r  reclassifica- 
tion  of   r  j  l  ■ .  r  r  1 1  m  -    rates,    path,  ulaih    in 
  1  ning  -I"!-.   But,  as  in  evening 

n  \  isions,  stations  w  ill  attempt  these 

morning  pi  ii  e  Ink.-  onl)  if  the  <  om- 
petitive  situ  ition  justifies  an  in<  n 

Q.     What  factors  usually  govern  a 

changeover  to  a  "single-rate"  price structure? 

A.      I  Inn'-   no   Bel    pattern.     I  he  - 
moment  at  whit  h  a  station  is  iik»-l %   t" 

bring  nighl   rate-  in  line  h  ilh  i\.i\    1 

depends  on  several  thii 

1 .  hit  ertiser  pressure:  I  ithei  di- 

re  il\ .  01  through  ients  to- 
da)  are  exei  I              ood  deal  of 

sure  on   -1  itions   to   esl  iblish   "sii 

rate"  Belling.    I  it  ms  like  l'\i '..  I  ever, 
<  olgate,  and  Bristol-Myers  have  often 

n  ade  their  feelings  •  lear.    I  he  -tt 
■  •-1  lure,  ol  ••■in-.-    1-  the  promise,  di- 

re* l    "i    implied,   that   there'll   I..-   ■ business  f'>r  the  station     if  the  i 
lime  i, it.--  ...  doH n.   <  in.-  lead 

rette    firm,    spom -  - un\.    h  a 

standing  "lT.-i  t.-  radio  stations  in    l\ 
-  not  now  i>n  a  one-rate  basis,   ihe 

«.lTer:  Double  the  number  of  annou 

ments  running  on  the  station     if  the 

"single-rate"   -tru<  lure   i-   established. 

2.  />'•  p  pre  si  Most   stations  lo- 
•  it.-.l  outside  the  advertising  <  enta  i 

Mew    ̂   ■  -rk.    Hollywood,    .m.l    Chi 

look   t..   theil                  •    fatherh    .\-\\  it  <■ 

about  what's  inside  the  larg- 
md  client  offices.    Tl 

fore    the    recommend  il  at  ition 

>t  of  weight  in  the  matter 

lowering     nighttime     and     ra;- 
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morning  radio  rates.  It's  traditional 
that  a  good  rep  knows  what  the  traffic 

will  hear — as  well  as  what  it  won't. 
3.  Radio  research:  At  all  levels  of 

the  s|>ol  radio  medium  today — clients. 

agencies,  reps,  and  man)  stations — 
rating  charts  and  coverage  figures  are 
being  \iewed  the  way  a  fruit  farmer 
watches  the  frost  forecasts.  When  the 

figures  show  that  a  station's  nighttime 
ratings  arc  looking  more  and  more  like 
the  daytime  levels,  a  changeover  to 

single-rate  selling  often  gets  under 
way.     Reps   and   stations   both    realize 

today   that  this  changeover  is   usually 
beneficial  to  business. 

Spot  radio  yardsticks 

Q.  Are  the  yardsticks  used  to  buy 

radio  today  different  than  those  of 
last  year? 

A.  Both  buyers  and  sellers  today  are 

making  wide  use  of  new  research  tools 
in  the  radio  field,  such  as: 

1.    New  coverage  data:   Instead   of 

1949  BMB  statistics   with   penciled-in 

The  NOSE-ZEST 

All  Pittsburgh  just  has  to  listen  to  Radio  Pittsburgh — the  station 

with  a  nose  for  news.  Sharp,  documented  news  coverage  ALL 

DAY  by  HERB  MORRISON  and  his  WJAS  news  staff,  estab- 

lishing WJAS  as  Pittsburgh's  radio  NEWS  leader. 
FIRST — with  a  report  of  the  Steel  settlement  ...  A  FULL  SEVEN 

MINUTES  BEFORE  the  wire  services. 

FIRST — with  on-the-spot  interviews  with  the  principals  in  the 
steel  dispute. 

FIRST — with  on-the-spot  reports  of  the  Worcester,  Mass.  tor- 
nado disaster. 

No  wonder  all  Pittsburgh  naturally  turns  to  WJAS  ALL  DAY 

for  complete  news  coverage. 

Serving  the 

GREATER  PITTSBURGH 

5000  Watts  Metropolitan 
1320  KC.  r    , 

Area... 
NATIONAL  REPRESENTATIVE:  Georae  P.  Holiinoberv  Co. 

projections,  timebuyers  this  year  are 

using  the  new  Nielsen  Coverage  Ser- 
vice or  Standard  Audit  and  Measure- 

ment Service  data  for  both)  in  pur- 
chasing spot  radio.  Particularly  among 

NCS-using  agencies,  coverage  data  are 
being  used  to  pick  not  only  the  radio 
stations  with  the  best  coverage  and 

circulation  stories  but  also  to  pick  sta- 
tions on  the  basis  of  their  ability  to 

attract  audiences  from  different  socio- 

economic  or  geographic  levels. 

2.  New  data  on  out-oj-home:  Pulse. 

Inc.  has  expanded  its  out-of-home 
checkups  on  radio  to  the  point  where 

this  "bonus  audience"  is  measured  in 

virtually  all  the  Pulse-rated  areas  (see 
Radio  Basics  section  I.  Also  the  Niel- 

sen Coverage  Service  and  the  Broad- 
cast Advertising  Bureau  have  done 

studies  on  auto  listening  —  out-of- 

home's  biggest  single  component. 
These  reports  are  helping  timebuvers 
to  choose  stations  and  availabilities 

with  big  out-of-home  audiences  as  well 
as  aiding  advertisers  in  determining 
the  best  time  to  reach  motorists. 

3.  New  ivays  to  project  ratings: 

Many  of  the  old  formulas  for  project- 
ing essentially  unprojectable  radio 

ratings  I  Pulse.  Hooper)  against  the 

coverage  of  a  station  to  get  cost-per- 
1.000   homes   are   being   discarded   in 

1  favor  of  a  newer  technique  developed 

b\  the  Station  Representatives  Associ- 
ation. I  See  "Needed:  a  way  to  project 

ratings"  18  May  1953  SPONSOR,  page 
37  i .  Under  the  SRA  formula — now  in 

use  by  a  number  of  agencies — radio 
gets  a  much  fairer  shake. 

The  process  is  essentially  this:  The 
total  number  of  radio  homes  in  a 

station's  home  county  is  divided  by 
the  weekly  day  or  night  number  of 

homes  that  regularly  tune  the  station. 
I  A  daytime  weekly  audience  figure  is 

used  if  the  purchase  is  a  daytime  one: 

nighttime  figures  if  time  buying  is  done 

for  nighttime  slots.  1  The  result  of  this 

long  division  is  a  figure  by  which  the 

station's  total  weekly  audience  I  again 
dav  or  night)  is  multiplied.  Then  the 
untouched  rating  is  projected  against 

this  figure  for  a  cost-per- 1.000  homes. 

Transcribed  shows 
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Q.  What  are  the  latest  trends  in 
the  transcribed  radio  program field? 

A.  A  check  of  the  major  transcribed 

radio    program    firms    establishes   the 
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TtL  /?W  and  Dad 

]fl/e  had  grig  QJicuui  Snow  fbdau ■•■• 
This  Spring,  at  the  specific  request  of  the  Armed  Forces,  a  troupe  of  WSM 
Grand  Ole  Opry  Stars  flew  to  Korea  to  bring  a  hit  of  home  to  the  hoys  in  the 

fox-holes,  half  a  world  away.  They  went  because  of  all  the  entertainment 
available  in  the  nation,  our  soldiers  preferred   the  Grand   Ole  Opry. 

This  letter,  written  by  one  of  the  many  thousands  whose  lives  were  lifted  out 

of  the  fox-holes  by  the  Grand  Ole  Opry  for  a  little  while,  tells  a  compelling 
story  of  what  a  single  program  on  a  single  station  has  come  to  mean  to  a  whole 

people! 

Kimpo  A  ir  Base,  Korea 
"Another  day  gone  and  another  one  ready  to  take  its  place.  It  soon  gets  s<>  one  da] 

is  like  the  other.  (I  just  looked  at  the  calendar  and  saw  it's  Saturday,  r'rida>  "here  \  on are. ) 

Today  was  sure  different  than  any  so  far  since  I've  been  here.  What  accounted  lm  it  f 
Well,  I'll  tell  you.  We  had  one  grand  show  today.  Ernest  Tuhh  and  his  Texas  Trout). i- 
dours.  Hank  Snow  and  Lew  Childre,  and  other  Grand  Ole  Oprj  st.us  rcilh  ^.i\<  n-  .1 

good  show.  Hank  Snow  opened  the  show,  singing  "I'm  Movin'  On,"  "Golden  Rocket," 
and  other  songs  he  mad-  famous.  Then  the  Troubadours  took  over  for  a  while.  Ernie 
Tubb  gave  his  show,  Lew  Childre  gave  us  laughs,  songs  and  Ins  imitation  dance,  then  tins 
all  got  together  and  cut  up  and  acted  a  fool  for  a  while.  The  whole  show  lasted  almost 

two  hours.  I  almost  felt  like  crying  when  they  had  to  stop.  That's  how  much  I  liked  it. 
I  guess  it's  because  we  don't  have  much  to  do  for  entertainment,  and  when  we  get  some- 

thing good  for  a  change,  just  don't  want  to  let  it  go.  And  too,  it  reminded  DM  <>i  Saturday 
nights  at  home.  We  sure  did  have  us  a  time.  Surprised  me  how  main  hillbillies  then  ..u 
here  at  Kimpo.     We  were  in  an  open  theatre,  and  I  mean  it  was  packed. 

I  guess  it  seems  funny  to  you,  us  going  crazy  over  a  simple  show  that  >ou  hear  e\i  rj 

Saturday,  but  over  here  it's  something  special  to  us." 

(Name  on  Request' 

No  wonder  WSM  and  WSM's  Grand  Ole  Opry  has  become  the  greatest  single 
selling  force  in  America.  Tom  Harrison,  or  any  Petry  Man,  can  fill  in  the  de- 

tails for  you. 
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fart  that  business  is  good.  \\  ith  the 

bigger-than-ever  spot  radio  business 
and  the  still-high  costs  of  TV,  more 
and  more  advertisers  have  been  bank- 

rolling transcribed  shows.  There  is  a 

new  trend,  noted  over  the  past  year 

especialh  by  the  Harry  S.  Goodman 
and  Charles  Michelson  organizations, 

toward  multi-sponsorship  of  tran- 
scribed  programs  rather  than  single 
sponsorships.  This  reflects  tightening 
of  radios  belt  on  the  local  level. 

Business  is  up  21',  since  last  year, 
reports  the  Frederic  W.  Ziv  Co.  which 
continues  to  produce  transcribed  shows 

on  a  lavish  scale  and  surrround  them 

with  merchandising  and  showmanship. 

Last  January  it  re-issued  its  Guy  Lom- 
bardo  show  in  a  big  promotional 

splash  involving  the  giving  away  of 
fistfuls  of  Gruen  watches  to  winners  of 

a  "Mystery  Melody"  contest.  Just  a 
few  weeks  ago,  Ziv  put  a  new  drama 
show,  Movietoivn  Radio  Theatre,  on 
sale  and  at  presstime  had  already  sold 

it  to  over  250  stations.  Ziv  will  an- 
nounce a  new  show  shortly  which,  it 

states,  is  to  be  "the  largest  ever  pro- 
duced" by  the  company. 

The    450    sponsors    who    used    the 

DONT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

STATION       STATION        STATION      STATION      STATION 

WHEC  B  C  D  E 

FIRSTS    267 

TIES 
32 

103 

30 

12 
1 

STATION 

F 

Station  on 'til  iumtt  only 

WHEC  carries  ALL  of  the  "top  ten"  daytime  shows! 

WHEC  carries    SIX    of  the  "top  ten"  evening  shows! 

LATEST   PULSE   REPORT   BEFORE   CLOSING  TIME 

BUY   WHERE   THEY'RE   LISTENING:- 

WHEC 
■MMMbwc  EVERETT-McKINNEY,  Inc.  N«w  York,  CMcooo,  LEE  F.  O'CONNEll  CO..  Lo<  Ang«(ei,  San  Francisco 

eJ&l 

NEW   YORK 

5,000   WATTS 

syndicated  shows  produced  by  RCA 

Recorded  Program  Services  the  first 

six  months  of  1953  represent  a  20'  '< increase  over  the  same  period  last  year, 

according  to  A.  B.  Sambrook.  manager 
ol  the  division.  In  TV  markets,  the 
use  of  RCA  transcribed  radio  shows 

has  dropped  off,  temporarily,  the  com- 
panj  feels,  with  the  high  costs  of  video 
restoring  demands  for  low-cost  syndi- 

cated programs  on  radio.  The  number 

of  stations  using  RCA  shows  is  1(1'  I 
over  1952;  Sambrook  forecasts  a  25'; 
increase  in  dollar  volume  the  last  half 
of  1953. 

Everett  Goodman  of  the  Harry  S. 

Goodman  organization  states  that  the 
number  of  stations  using  their  shows 

has  risen  at  least  10';  over  last  year. 
"We  are  selling  a  lot  more  shows  to 
radio  stations  today  than  ever  before 

in  our  history."  he  savs.  "Not  only  are 
more  stations  buying  from  us.  but  the 
unit  sales  have  also  risen:  Where  we 
used  to  sell  one  show  to  a  station,  we 

new  sell  five  or  six.  Though  our  dol- 
lar volume  is  only  slightlv  higher  than 

last  year,  our  contract  volume  is  wa\ 

up  due  to  more  sales  at  lower  prices, 

mostly  in  TV  markets." The  stations  in  turn,  states  Good- 

man, are  selling  the  shows  to  more  ad- 
vertisers than  ever  before,  but  are  in- 

creasingly allowing  multiple  sponsor- 

ship  of  the  program-. 
Goodman  has  worked  out  a  special 

sales  package  plan  for  advertisers 

called  "Operation  Buckshot"  which  en- 
ables national  or  regional  advertisers 

to  buy  any  one  or  more  of  11  tran- 
scribed shows  for  multi-market  use  at 

a  much  lower  cost  than  prev iouslv  l  for 

details,  see  "cost"  question  below  1. 
Charles  Michelson  says  that  business 

has  increased  over  30^  since  last 

year;  the  firm's  production  budget, 
however,  has  decreased. 

The  trend  toward  the  selling  of 

transcribed  programs  to  several  par- 
ticipating local  sponsors  by  stations 

has  been  noted  by  Michelson,  too.  Sta- 
tions are  selling  as  many  as  five  par- 

ticipating announcements  on  a  half- 

hour  program,  he  reports:  three  one- 
minute  pitches — opening,  middle,  and 

closing:  and  two  announcements  be- 
fore the  opening  and  after  the  closing 

commercials. 

Ziv.  on  the  other  hand,  has  not  noted 

any  special  trend  toward  multiple  spon- 
sorship of  its  shows,  but  there  may  be 

some  indication  of  another  trend  in  its 

report  that  more  than  70  of  the  250 
sales  so  far  of  Movietoivn  Radio  The- 
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We  measure  by  results.  Because 

WIP  gets  results.* 

More  advertisers  than  ever  before, 

recognizing  this,  are  buying  WIP. 

Why  don't  you  . . .  See  for  yourself ! 

'Proven  success  stone*  on  request 

W I 
610  KC 

Jllaiional  ftefitesenfaiives 
EDWARD  PETRY  &  CO.,  INC. 

P    H    I    I    A    I 
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aire  have  been  to  station;-  which  are 

using  it  for  on-the-air  promotion  of 

their  sponsors  and  programs.  The  ex- 
tensive exploitation  scheme  available 

with  the  program  may  be  partly  re- 
sponsible for  this  way  of  utilizing  the 

new  Xi\  drama  show. 

Q.  What  advertisers  are  using 
transcribed  programs? 

A.  All  four  of  the  transcription  firms 

surveyed  reported  healthy  increases  in 
the  number  of  advertisers  buying  their 
shows.  Xi\  records  600  different  ad- 

vertisers as  using  or  having  used  its 

Communist  for  the  FBI  program,  now 

in  its  second  year.  These  include  such 
national  names  as  General  Electric. 

Kaiscr-Frazer.  Corn  Products  Refining 
(Mazola)  and.  regionally,  Carolina 

Power  &  Light,  Mid-Continental  Oil. 
and  Farmers  Insurance  Group.  RCA 

boasts  among  sponsors  of  its  shows 

such  firms  as  Borden,  General  Elec- 

tric, Frigidaire,  Charles  Antell.  Proc- 
ter &  Gamble,  and  Jacob  Ruppert 

Brewery. 

Brewers  (at  least  150),  auto  dealers 

and  bakeries  are  the  leading  categories 

of  sponsors  using  Charles  Michelson's 
productions.     Pabst  Brewing  is  spon- 

soring the  Phil  Rizzuto  Sports  Caravan 

program  in  several  markets;  Lever 

Bros,  uses  the  firm's  soap  operas  in 
markets  not  covered  by  its  network  ra- 

dio and  TV  purchases;  other  Michel- 
son  advertisers  include  Pontiac  Deal- 

ers, Nash  Dealers,  General  Motors, 

Qualitv  Bakers  of  America.  General 
Baking  (Bond  Bread),  Blackstone 

Washing  Machine  and  Squire-Dingee 
(new  Midwest  advertiser,  maker  of  Ma 
Brown  food  products). 

Q.  What  are  the  current  costs  of 
transcribed  programs? 

A.  As  always,  costs  of  transcribed 

syndicated  programs  vary  widely,  de- 
pending on  the  station  and  the  size  of 

the  market.  Both  Ziv  and  RCA  report 

a  sponsor  can  buy  their  shows  for 

about  the  same  as  last  year  (RCA  pro- 

grams range  from  $3  to  $150  per  pro- 
gram). But  Goodman  and  Michelson 

point  to  reduced  costs.  An  advertiser 
can  purchase  a  Goodman  soap  opera 
for  from  $3  to  $75  per  program;  a 
dramatic  show  for  from  $6  to  $200  a 

stanza.  Michelson  says  that  since  sta- 

tion time  rates  have  gone  down  some- 
what and  since  his  shows  are  based  on 

time  rates,  there  has  been  a  5  to  10/r 

YOUR  PRODUCT  I N 

TEXAS'  LARGEST  SPANISH- 
LANGUAGE       MARKET! 

40  National  Accounts 
ARE  NOW  USING  KCOR,  SAN  ANTONIO  TO  SELL 

THE   BIG  45  COUNTY  MARKET 

Anacin Cheer 
Jax  Beer 

Black   Flag Coca  Cola 

Joy 

Bordens  Milk Crustene Lone  Star  Beer 
Breeze Dickies  Clothes Lucky  Strike 
Camay Fab 

Lilt 

Camels Falstatf  Beer Lydia  Pinkham 
Cameo  Starch 4-way  Cold  Tablets 

Maxwell  House 

Carnation Feenamint 

Mercury 

Champ  Dog  Food Folgers  Coffee Mejoral 
Charles  Antell Crand  Prize  Beer Oxydol 

*    WRITE FOR THE    NEW BELDEN     LATIN-AAv 

Packard 
Pearl  Beer 
Purasnow  Flour 

Royal  Crown 
SSS  Tonic 
Shinola 

Stanback 
Steins  Clothes 

Supreme  Crackers 
Tide 

SURVEY 

5000  Watts   Day — 1000  Watts   Night 

KCOR   Bldg.,   San   Antonio,  Texas Richard   O'Connell 
KCOR    New    York    Manager 

New  York,  N.  Y. 

Harlan    J.    Oakes    &    Associates 
Los  Angeles,  San   Francisco   &  Chicago 

TEXAS'    FIRST   AND    MOST    POWERFUL 
SPANISH-LANCUACE    STATION 

reduction  in  his  program  costs  to  ad- vertisers. 

In  an  attempt  to  reduce  costs  not 

oidy  a  small  percentage  but  a  great 

deal  for  a  national  or  regional  adver- 
tiser interested  in  selected  multi-market 

use  of  a  transcribed  show,  Goodman 

has  worked  up  a  special  sales  plan 

called  "Operation  Buckshot."  Ordi- 
narily, if  an  advertiser  wants  to  use  a 

transcribed  show  in.  say,  80  markets 

(says  Goodman  i ,  the  usual  syndication 

procedure  is  to  add  up  the  prices  for 

each  city  requested,  then  give  the  ad- 
vertiser a  discount  on  the  total  amount; 

but  even  after  allowing  a  substantial 
discount,  the  cost  usually  turns  out  to 

be  quite  prohibitive. 

Under  "Buckshot,"  the  advertiser  is 
charged  for  his  list  of  markets  not  on 

a  syndication  basis,  which  takes  the 
markets  one  by  one.  but  on  a  network 
basis,  in  which  only  the  number  of 
markets  is  considered.  This  number 

is  applied  as  a  proportion  of  a  total 

network  price  I  which  Goodman  re- 

gards as  the  price  for  about  300  mar- 
kets). Under  this  scheme,  the  adver- 

tiser pays  only  a  nominal  amount  ex- 
tra I  $1  or  $2  per  market  I  for  (1  I  each 

market  which  has  over  250,000  popula- 

tion; (2)  each  50.000-watt  station. 
"Buckshot"'  embraces  11  shows  of 

half-hour  and  quarter-hour  length,  in- 
cludes soap  operas,  dramas,  mysteries, 

musicals,  religious  hymns,  and  a  kid 
show.  The  thing  that  these  programs 
have  in  common  is  that  they  do  not 

come  under  the  AFTRA  regulations 
and  so  can  be  rebroadcast  indefinitely 

at  no  extra  cost.  An  advertiser  can 

purchase  anv  one  or  more  of  the  shows 

to  get  the  "Buckshot"  benefits. 
( An  interesting  sidelight  here  is  that 

one  of  the  "Buckshot"'  programs,  a  de- 
tective show  called  30  Minutes  To  Go, 

is  being  produced  in  Australia  with 
American  actors;  this  production 

abroad  sidesteps  the  AFTRA  salary 

regulations  calling  for  re-use  payments, 

points  up  another  wa\  of  bringing 
transcription  costs  down.  I 

Library  services 

Q.  What  new  developments  has 
this  year  seen  in  the  library  service field? 

A.     Sales  curves  at  the  radio  library 

services  are  up  again  this  year,  accord- I  Please  turn  to  page  126) 
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The  Station  that 

Serves  Well, 
SELLS  WELL! 

Like  a  strong,  willing  hand,  ready  to  help  when 

ever  and  however  its  needed  most  that  s  the  way 

Milwaukee  looks  at  WEMP  Civic  and  religious 

groups  have  recognized  many  WEMP  public  service 

endeavors  with  plaques,  certificates  and  other 

awards.  Two  more  firsts  were  added  recently  by 

the  Milwaukee  County  Radio  TV  Council. 

WEMP  is  proud  to  serve  the  groups  you  see  here 

Many   must   have   fast   results   to   make   their  cam 

paigns  successful     That's  why  they  lean  heavily  on 
WEMP,  the  community  station. 

Advertisers,  too,  who  want  real  results  depend 

upon  WEMP  to  deliver  the  goods  around  the  clock 

24  hours  a  day  and  all  through  the  year.  Get  in 

touch  with  your  Hcadley  Reed  man  for  full  infor 

mation  about  Milwaukee's  outstanding  fulltime 
independent. 

24  Hours  of  Music, 

News,  Sports 
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radio  station's  primary 
coverage  area  i»  composed 
jf  many  parts  that  make 
up  the  whole.  In  the  past, 
the  immediate  concern  of 

mam  stations  has  been  their  metropoli- 

tan or  city  area,  generally  measured  month- 
ly or  hi-monthly  by  a  rating  service. 

But  what  about  those  people  outside  the 
metropolitan  area,  the  uncounted  ones  that 
live — listen — and — buy?  For  example,  in 
the  WHDH  primary  coverage  area,  there 

are  twenty-five  counties  with  1,423,500  ra- 
dio homes.  In  the  CITY  AREA  of  Boston 

(which  lies  wholly  within  the  25  county 
area)  there  are  five  counties  with  871,670 
radio  homes.  Until  now  those  551,830 
families  in  the  other  20  counties  have 

not  been  counted  by  the  same  organiza- 
tion which  surveys  the  Boston  listening 

habits. 

For  the   purposes  of  this  analysis,   the   25 
county    area    will    be    called    the    TOTAL 
AREA;    and    the    five   county    Metropolitan 
loston  area  will  be  called  the  CITY  AREA. 

'Figures  for  the  Total   Area   are  taken    from   the 
PllUe     of     WHDH      Area.       January      1953. 

Figure,      for     lite     City      Area     are     taken      front 
Pulse    of    Boston.     January-February     1953 

H^H 

The  TOTAL  ARE  \  I  which  includes  the  CITY  AREA) 

is  the  mosl  important  area  in  the  jour  New  England 

Male-  ol  Maim-.  New  Hampshire.  Massachusetts  and 

Rhode  Island   because  it   represent-: 

<u' ,  *       oi   the  t-it it  -  ol   over   10,000  population 

71%*       "l   the   i"i;il   population 

67%*       of    the    families   and 

*     of  the  purchasing  power  of  these  states 

i  \rronliii«  to  Standard  Rate  and  Data  Service 

Consumer  Markets,  1951-1952,  these  people  bought 

over  FIVE  WD  V  THIRD  BILLION  DOLLARS 

WORTH   of   Retail   Goods.) 

Carrying  it  even  Further  to  the  six  New  England  States, 

this  25  count)  area  contains: 

527c*      of  the  cities  of  over   10,000  population 

of   the   total    population   and 

53.7%**  of  the  purchasing  power  of  all  New  England. 

To  this  area — its  bays,  its  beaches,  its  streams,  and 

ponds — come  an  average  of  000.000  additional  people 

a  da\  during  the  summer  months.  1  his  brings  the 

population  up  to  5.598,974.  This  is  an  area  that  knows 

no  buying  hiatus.  This  is  an  area  of  importance 

to  everyone  who  has  a   product  to  sell! 

*U.  S.  Census   1950 

"Standard   Rale  and   Data  Service  «  ..n -ihu.t    Markets    1951-1952. 

To  verify  the  continuing  effectiveness  of 

Radio,  PULSE,  INC.  was  employed  to  extend 

the  Pulse  of  Boston  five  county  survey  to  the 

twenty-five  counties,  and  to  conduct  this 

TOTAL  AREA  survey  in  the  same  way  as  the 

normal  Pulse  of  Boston  is  conducted  so  that 

the  CITY  ratings  and  the  TOTAL  AREA 

ratings  might  be  compared,  (ft  is  impossible 

to  do  this  with  a  different  type  of  survey  for 

the  TOTAL  AREA  as  opposed  to  the  Pulse  of 

Boston  for  the  CITY  AREA.) 

The  interviews  were  conducted  in  the  follow- 

ing 25  counties  with  the  percent  of  interviews 

per  county  being  exactly  the  same  as  the  per- 

cent of  the  county's  population  as  applied  to 
the  Area. 

%    OF    INTERVIEWS 
COUNTY 

70    ur      INI 

Si   POPUL 
MAINE 

Cumberland 3 
Knox % 
Lincoln % 

Sagadahoc 
% 

York 2 

MASSACHUSETTS 
Barnstable 1 
Bristol 8 
Dukes Vj 

Essex 

10 

Middlesex 21 
Nantucket % 
Norfolk 8 

Plymouth 
4 

Suffolk 18 

Worcester 2 

NEW  HAMPSHIRE Belknap 

% 
Hillsboro 3 
Merrimack 1 
Rockingham 1 
Strafford 1 

RHODE  ISLAND 
Bristol 

v-i 
Kent i 

Newport i 
Providence 

ii 

Washington % 

TOTAL 
lOO 

We  realize  th 

this  is  not  tin 

coverage  area  of 

every  Boston 
radio  station, 

but  it  is  the 

New  England  are 
with  which 

advertisers  sho 

he  concerned. 

Therefore,  wc  arc 

taking  the  liberty 

of  seeing  the 

effect  which 

Major  Boston 
stations  have 

on  this 

important  area. 



Among  other 
tiling,  the 

answers  t<> 

sei i'i al  major 

questions  which 
.11  e  continually 

asked,  have 

been  found 

in  this  survey. 

1 .  I"  Radio  short*  hanged  when  Homes  I  ting  Radio  figun  -  of  tin-  i  I  I  *i 

AREA  are  applied  to  the  I'M  \|    \|;|  \  - 

ire  tin-  radio  listening  habits  tli<   same  in  the  <  I'M   .1-  in  the 
rOTAl     Mil  \ 

2.  Do  Listeners-per-home  in  the  Cll  ">    MM  \  diffei  from  those  in. tin- 
T0TA1    MM  V? 

3.  Does  television  penetration  affect  the  (  I  I  ̂    \R\  Vl 
than  it  does  the  K)l  M.  Mil  \ 

4.  \n<:i'li  ratings  of  Network  affiliates  indicative  of  their  TOTAL  MM  \ ratings? 

5.  Me  C1T\    ratings  of  Independent  stations  indicative  of  theii  TQ1  M. 
AREA  ratings? 

6.  What  are  tin-  possible  limiting   factors   in  projecting   Network   'in 
ratines  to  the  TOTAL  MM.  \? 

IS  RADIO  SHORTCHANGED  WHEN  HOMES- 

USING-RADIO  FIGURES  OF  THE  CITY  AREA 
ARE    APPLIED    TO    THE    TOTAL    AREA? 

Are   the   radio   Iisteniii"    habits   the   same    in    the   M  h     ,i~    in   lh<     |(t|   \|      MM    \- 

The  ajoining  tabulation  -bow-  tin-  average  liourK 

MHomea>Uaing>Radio*1  figures  (al  borne  only)  of 
the  CIT1    VREA  aa  compered  with  TOTAL  \KK\. 

Comparing  the  Monday  through  Friday  hourly  figures  it 

is  evident  that  in  the  morning  hours — with  the  exception 

of  the  hour  from  «even  lo  eight — the  pereentage  of  Homes- 
:  the  I'M  \|  MM  \  ire  "id\  «lit>htlv  larger 

than  those  in  the  <  TH     MM   \. 

However,  al   noun,  the  d 

nt i I  al  the  hour  from  7:00-8:00  P.M.,  the  Hif - 

ference   '  the   figures   foi   the  MM     MM  \   and 

the  TOTAL    MM  \   is   \:2." 

It  should  be  kejit   in  mind  thai   in  order  to  I   -t  th< 
Cm    MM  \  From   I'M/,    to  the   I'M  M     MM  \ 

[here  must  I-  ible  differ 

in  the  J11  counties  outside  the  '  IH    MM  V    It  tal 

30.6' '   in  the  2"  outside  <  ounl 
with  the  I  n    MM  \  to  obtain  the  . 

\t     all    limr.    il     .h>nld    t.r    r. 

part   .f   iIm   >h.l 

-.1    ih.t    Ihr    '111 

■    mni     \ hi  v 



The  accompanying  tabulation  shows 

hour  by  hour  the  listeners  per  home. 

With  the  exception  of  two  of  the  day- 

time hours,  the  listeners  per  home 

figure  is  greater  for  the  TOTAL  AREA 

than  for  the  CITY  AREA. 

Adjoining  are  two  examples  of  the  re- 

sult of  projecting  CITY  AREA  figures 

of  "Homes-Using-Radio"  to  the  TO- 

TAL AREA  or  1,423,500  radio  homes. 

The  hour  from  6:00  to  7:00  P.M.  was 

chosen  because  of  the  great  difference 

in  "Listeners-Per-Home."  The  hour 

from  7:00  to  8:00  P.M.  was  chosen 

because  of  the  great  difference  in 

"Homes-Using-Radio." 

DO  LISTENERS  PER  HOME  OF  THE 
CITY  AREA  DIFFER  FROM  THAT 
OF  THE  TOTAL  AREA? 

HOURLY    LISTENERS 
PROJECTING i  II  ̂   FIGURES 

TO  AREA 

22.2 

6:00-7:00  P.M. 
MONOAY.FRIDAY 

Homes    ii-lnj:    radio 

ti  /(    \t 

TOTAL  AREA 

FIGURES 

25.1 

PER    HOME 
Monday  -  Friday 

316.017 Radio    Hon .157.298 

CITY 
VS. 

TOTAL 

1.64 Liatcneri  prr  home 2.00 
AREA 

AREA 

518.268 
Total     I.iMrlli-r- 

711.596 

Difference  in  Liateneri     PI  1  S     196,328 
TIME 

AREA 

CITY 

Percent    of    Iliff.  I 
PI  1  S       :t7.8°0 

6    OO    AM 1.72 

1.51 

7.00 

BOO 

1.75 

1.63 

1.78 

1.62 

PROJECTING 
CITY  KICl  RES 

TO   AREA 
7:00-8:00    P.M. 

HONDAY.FRIDAY 

li  11   II 
TOTAL     AREA 1  If.  1  RES 

9   OO 

IOOO 

IIOO 

1.49 

1.42 

1.43 

1.33 1.30 

1.31 

19.6 Home-    using   radio 
23.8 

12:00 
1.49 1.33 

279,006 
Radio   llonie- 

338.793 
1  :00   PM 

1.42 
1.27 

1.80 Li-lener-     prr     Home 
1.88 

200 

1.39 

1.24 

502.210 Total    Listener* 636.930 3:00 
1.50 

1.38 
Differenee  in   Listener*      PLUS     1  I  1.720 4:00 1.52 1.39 
Percrnt    difference    in 

listeners 
PLUS       26.8% 

5:00 1.54 1.56 

6:00 
2.00 

1.64 THE     MARGIN     OK     ERROR     IN 
PROJK   1  INC 

7:00 

1.88 1.80 

Cm        ROMES-USING-RADIO" 

K.I  RES     TO 8:00 1.90 1.82 

THE  TOTAL   ARI  \    MH    SHORT I  11  Wit 9:00 1.85 

1.82 
DIO  AS  A MEDll'M   Hi     V>   Ml  (II 

as  37.8% 

10:00 
1.89 1.74 

11:00 

1.57 

1.55 

DOES    TELEVISION    PENETRATION    AFFECT 
THE   CITY   AREA   TO   A    GREATER    DEGREE 
THAN    IT  DOES  THE  TOTAL  AREA? 

The  divergence  between  Homes-Using-Radio  'figures  of 
the  CITY  AREA,  and  the  TOTAL  AREA  from  noon 

(where  the  major  difference  first  begins  to  show)  to 

11:00  P.M.  probably  results  from: 

(a)— A    difference    in    CITY    AREA    and    TOTAL 
AREA  Listening  Habits, 

(b) — The  difference  in  Television  saturation  between 
the  CITY  AREA  and  the  TOTAL  AREA. 

The  latest  figures  on  Television  sets  in  the  TOTAL  AREA 

I  Broadcasting,  April  6,  1953)  shows  from  reports  in  the 
two  cities  that  contain  the  three  Television  stations  in 

Eastern  New  England: 

Providence  284,000 

Boston  1.029,151 

TOTAL     1.313.151 

These  figures  include  sets  in  taverns,  hotels,  restaurants, 
in  dealer  and  distributor  inventories,  and  obsolescent 

sets,  as  well  as  those  actually  in  operation  in  homes. 

According  to  Telepulse  of  Boston,  conducted  simultane- 

ously with  this  Area  survey,  Television  penetration  in 
the  CITY  AREA  is  71.3%. 

Other  available  studies  have  shown  that  as  you 

get  away  from  CITY  areas  exposure  to  the  visual 

medium  decreases.  Even  if  you  apply  the  71.3% 

penetration  factor  to  the  TOTAL  AREA.  28.7%  of 
the  families  do  not  have  television  .  .  .  some 

308.000  families.  These  308.000  families  to  whom 

Television  isn't  available,  and  who  are  included  in 
this  TOTAL  AREA  survey  are  responsible  for  over 

a   BILLION   DOLLARS   per   year*    in   retail   sales. 

•Standard    Rate    and     Data    Service    Consumer    Market-     1951-1952. 



ARE    CITY    RATINGS    OF    NETWORK 

AFFILIATES    INDICATIVE    OF 

THEIR    TOTAL    AREA    RATINGS? 

here    Follows   a   graphi   iparison    "I    tin- 
\t-lloim-"    ratines   ol    the    foui    Boston    net- 

work affiliates.    I  he  graphi  •  ompare  the  <  1  n 
\!!l   \   with  the  TO!  M.    MM   I 



ARE    CITY    RATINGS    OF    INDEPENDENT 
STATIONS    INDICATIVE    OF 
THEIR    TOTAL   AREA    RATINGS? 

AM  6  8         lO        12       2         4         6  8        IO       1  2  PM 

From  this  graph  comparing 

CITY  AREA  and  TOTAL 

AREA  ratings,  the  correla- 
tion and  interweaving  of  the 

curves  of  the  Independent 

station  when  compared  with 

the  divergence  between  the 

curves  of  the  network  sta- 

tion ratings  make  it  appar- 

ent that  an  Independent 

station's  City  ratings  may 

be  indicative  of  the  Inde- 

pendent station's  Total  Area ratings. 

♦Margin  of  error: less  than  3% 

lUESTION 
WHAT  ARE  THE  POSSIBLE  LIMITING 

FACTORS  IN  PROJECTING  NETWORK 

CITY   AREA    RATINGS   TO   A   TOTAL   AREA? 

NETWORK    COVERAGE 

One   network's  coverage  of 
Eastern   New   England   showing 
lines  <if  signal  equality  between 
the  Boston  outlet  and  encroaching 
affiliates  of  the  same  network. 
The  solid  line  indicates  the 

Boston  affiliate's  0.5  MV/M 
daytime  contour. 

KEY 
—  BOSTON    AFFILIATE 
....   PROVIDENCE   AFFILIATE 
._.   WORCESTER    AFFILIATE 
0000   MANCHESTER    AFFILIATE 
—  PORTLAND   AFFILIATE 

■ — 1    Area  in  which  network  programming  receives 
' — '    strongest   signal    from  Boston   affiliate. 

     Area    in    which    network    programming    receives  equal 
' — '   or  stronger   signal   from   affiliates  other   than  Boston. 

We  have  seen  that  an  Independents  City  ratings  may  be 

indicative  of  its  total  area  ratings.  Why  is  this  not  true 

of  Network  affiliates?  It  is  principally  because  of  en- 

croachment of  stations  within  the  fringe  area  having 

the  same  network  affiliation  and  carrying  the  same  net- 

work  programs. 

The  adjoining  map  shows  how  four  affiliates  of  the 

same  network  encroach  upon  the  primary  coverage  of 

the  Boston  affiliate. 

Obviouslv.  listeners  seeking  the  same  program  are  at- 

tracted to  the  stronger  signal.  It  is  therefore  reasonable 

to  assume  that  listeners  in  the  shaded  areas  might  be 

tuned  to  the  stronger  signal  of  the  closer  network  affiliate. 

This  would  seem  to  be  an  explanation  of  wh\  the  Boston 

affiliate's  TOTAL  AREA  rating  is  lower  than  its  CITY 

ARF.A  ratino;. 



SO  Ml  <  II  FOR  Till  PROJECT  \l<ll. 

YY\  OF  R  UlNGS  Now,  what's  the 
standing  <>f  the  Station*?  The  following 

how    the   comparison    bet%t 
\UIDII  and  ili<-  f«.ur  Boston   Network 

Outleta  rating  wise,  at-home  and  out-of< 
home  combined  in  the  total  ■ 

From  the  tabulation  .m<l  the  graphs,  ii 
i>  apparent  thai  .  .  . 

(hit  of  .'>()(>  quarter  hourt 
Hondo)   through  Sunday 

WHDH 
ii 

1st   283   QUARTER    HOURS 

(57.2',    OF  THE  TIME) 

1st    OR    2nd    460    QUARTER    HOURS 

(92',     OF   THE   TIME) 

MONDAY     THRU     FRIDAY 

PULSE  OF   WHDH    AREA 

January  1953 
6:00    AM- 12:00    MIDNIGHT 

b]    <|uarl«T  hours 
Ai  llutiir  ami  Oui-of-Ilumr  Combined 

TIME  WHDH        WBZ        WEEI      WLAW      WNAC 

10 

10 

00   AM 4 .1 

.8 

.1 

.3 

15 

.6 

.2 

.9 .1 

.2 

30 8 .6 
1.0 

.3 

.5 

45 
15 .8 1  5 

.7 

.6 

00 3.5 1.3 

3.1 
.6 

1.0 

15 
3.5 1.7 

2.9 

.6 

1  1 
30 

48 2.5 

4  1 

1  0 

1.4 
45 

4.8 

2.7 

4.1 
12 

18 

00 
46 

28 

4.5 

1.0 
2.6 

15 

4  4 2.2 
3.7 

1.0 2.3 
30 4.7 2.6 3.9 

.9 

2.1 

45 

5.2 
2  2 

4.3 
1.0 

1.3 

00 
4.9 16 4  3 

3.7 
2.5 

15 
4  5 1.6 

4  1 3.6 
2.3 30 

4.7 1.6 
3.9 

3.7 
2.7 

45 
4  7 18 

3.8 
3.5 

2.4 00 
5  1 

2.5 65 

3.0 
1.9 

15 

5  1 

2.6 7.0 
2.9 

1.2 

30 
5.0 

2.5 

6.7 
3.1 

1.1 
45 

48 
2.3 

6.5 

2.9 .9 
00 

49 

2  4 

6.8 1.2 
1.1 

15 
4.6 

2.2 
7.0 

1.4 11 
30 4.7 

2.1 

6.8 
2.0 

15 

45 45 

19 6.7 
1.8 1.6 

00 
4.0 

2.1 
7.0 

1.6 1.6 
15 3.5 14 

7.1 

1.5 

1.4 
30 2  8 1.4 

65 

1.4 1.7 
45 

2.8 
1.7 

6.1 1.4 
20 

00    PM 
25 

1  7 5.5 
1.4 

2.5 
15 

2.8 
1.6 

6.0 14 

1.8 

30 3.5 1.8 
6.2 1.1 

1.3 45 

3.0 

18 6.2 1.2 
1.6 

00 
3.7 

1.6 

54 

1.2 1.2 
15 

4.1 1.6 48 1.2 
.9 

:0 

4.1 1.7 

15 

1.1 

.8 

45 
4  1 

2.1 
4.1 .9 9 

00 

4  5 

3.0 
3.3 .8 1.1 15 

4  1 
3.0 

3.2 

.8 
12 

30 
4.2 

3.7 3.1 

.8 

14 ^5 45 

3  6 2.8 
10 1.2 

00 
48 

3.4 
2.6 .9 

1  3 

15 

57 

42 

2  4 
9 14 

30 64 
4  2 

3.2 

.9 

12 45 

6.9 4  1 
3  6 

.8 

1.1 
00 6  7 3.8 

25 
14 16 

15 

6  1 
3.6 2.6 1.1 

1.6 

30 66 
4.0 

3  4 

1.3 1.7 
45 

65 

3  1 
3  2 1   4 

1  5 

00 62 3.3 

5  5 

2.2 
2  4 

15 

59 3  4 
3.9 19 2  0 

30 
5.6 

3.7 39 

1  5 

2.8 
45 

5.7 
3.7 

4  6 1.5 
2.8 

00 39 
1.9 

38 

18 

2.0 
15 

3  7 

1.8 
38 1.9 1.9 

30 
3.7 

2.5 

3  9 
S3 2.2 

45 

3  6 
3.0 

4.7 3.2 

17 00 
35 

3.1 

4  5 

24 2.4 

15 

3.3 2.9 

4  6 

2.3 2.2 
30 

3.4 
3.6 

46 2.3 
23 

45 

34 

3.3 
4.6 

2.2 2.3 
00 

35 4.3 
49 

2.2 2.0 15 

3.6 
3.9 4.7 

1.9 
19 

30 38 

4  3 

4.9 
2.1 

1.7 
45 

4.4 4  1 4.7 
2.1 

14 
00 

4.8 
2.5 

3.7 2.2 
2.2 15 

4.1 2.2 3.6 1.9 
19 

30 
3.9 

2.0 
3.1 

1.7 
1.7 

45 

3.9 
1.6 

2.6 

1.5 

1.3 
00 

3.6 
1.4 

28 
1   4 

1.6 
15 

3.3 
1.3 

22 1.1 

1.0 

30 
25 

1.1 
19 

.9 .9 
45 

2.0 

.8 

16 

.7 

5 
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SATURDAY 

PULSE  OF  WHDH   AREA 

6:00  AM  -  12:00  MIDNIGHT 

At  Home  and  Out  of  Home  Combined 

10 

12 

10 

IME WHDH WBZ WEEI WLAW WNAC 

:00  AM 

.8 

.5 
.5 

.3 

:15 1   1 

.5 
.5 

.5 

:'0 
1.1 

.8 

.8 

.5 
.5 

:45 1.5 

1.0 
1.3 

1.1 5 

:00 

1.5 1.0 1.3 
1.1 

1.1 
:15 

2  3 

1.5 1.5 

1.0 1.1 

:30 

2.5 

2  3 2.8 

1.5 
1.3 

:45 3  5 
2.1 2.6 

1.5 
1.3 

:00 4.1 
2  1 

4.1 1.3 1.1 
:15 

4.0 
1.8 

3.3 1.1 

1.0 

:30 

4.5 

2  0 3.3 
1.3 

1.8 
:45 4.5 1.5 

3.1 

1.5 

1.6 

00 

4.8 

1.8 3.3 2.3 

3.0 

15 

5.1 

1.8 3.6 

2.1 

2.8 

30 5.3 

1.8 
3.0 2.0 

2.5 

45 

5.3 

1.5 

2  8 

1.8 

2.1 

00 7.0 2.0 3.0 

1.5 1.5 

15 

7.3 2.3 3  3 
1.3 

1.5 

30 7.0 
3.0 

2.8 

2.0 

1.1 
45 

7.1 
3.1 

2.5 2.0 

1.1 

CO 7.3 
2.3 

25 1.8 

1.1 15 
7.3 

2.6 2  3 
1.8 

1.1 

30 8.0 

2.5 

2.3 1.8 1.3 45 

7.8 2.3 

2.5 

1.6 1.1 

00 6.3 

2.5 
3.5 

2.1 .8 15 

6.3 2.0 3.3 

2.1 

.8 

30 

5.3 

1.0 
3.6 

1.8 1.3 

45 4.5 
1.0 

3.8 1.3 

1.3 

00  PM 3.8 .8 

3.5 

1.6 

2.1 

15 3.5 

.8 
3.8 

1.3 
1.8 

30 
3.5 

1.6 3.8 1.6 1.6 45 
4.0 

1.6 3.3 1.3 

1.6 

00 4.0 2.0 3.3 1.3 

1.3 

15 4.5 2  3 
3.6 

15 
1.3 

"0 

5.0 

2.0 3.8 2.1 1.6 45 
4.6 

2.1 

3.5 

2  3 1.0 

00 
58 

2.6 3  8 2.3 .8 
15 

5.8 
2.6 3.8 2.1 1.1 

30 

5.6 

2.8 
3.6 

2.3 1.3 45 

5.0 

2.3 
3.5 2.3 

1.5 

00 
5.0 

1.8 
3.3 2.0 1.3 

15 

5.3 

1.6 
3.5 

2.3 

1.3 
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5.8 
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3.6 

2.1 
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45 

5.8 

15 
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01 
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1.8 15 
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1.8 

1.6 
45 

6.5 

1.0 
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45 
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2.1 3.0 

.8 
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1.6 
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45 
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SUNDAY 
PULSE   OF   WHDH    AREA 

7*00  AM  -  12M0  MIDNIGHT 

It  Home  and  Out  <>/  Home  Combined 

TIME             WHDH           WBZ           WEEI        WlAW        WNAC 

7 00  AM                             .5 

15                                      5 

30                 .5                8               .3               .3 

45               1.1                 8 3                 3 

8 00               16               .5 8                8 

15                18               .6 6               .3 

30               2  3              1  1 8               .5                8 

45                2.6                .8 8               .5              11 

9 00                3  0              18              1 0               .8               .8 

15                36              13              1 5                .8               .5 

30                38              10              1 5                8               .5 

45                43              10              1 3                 5               .5 

10:00                4  5              1.3              1 0               .3                5 

15                48              13              1 0               .5               .5 

30                5  3              10              1 3               .8               .6 

45               5  0             15              1 6               .5                6 

11 00               53                8             1 3                 .3                  6 

15               48               .5              1 3               .3               .3 

30               56               .8             1 8               .5               .3 

45               5.3               .8             1 6               .5               .3 
12 00               48             1.8             1 8             15                8 

15               48             18             15               .8               .8 

30               53             10             2.1                 8             10 

45                48              1.0              18              10              10 

1 00  PM         4  3              15              18              11               13 

15                4.5              13              15              11               13 

30                36              2.1               13              1   1               10 

45                4.1               2.1               13              13                .5 

2 00                38              1.0              2.1                 .8              1.0 

15               43             1.0             25               .8             1.0 

30               45             10             26                5             15 

45                4.3              10              2.8                .3              13 

3 00               4  8             1.0             2.6               .3             13 

15               4.5                8             28               .3             1.6 

30               53             1.6             2.6               .3              13 

45                53              1.6              25                 .3              16 

4 00               58             3.5             1.8                5              18 

15               5.5             33             2.1                .5             1.6 

30               5  6             4  1              2.3                .5             2.0 

45               51              38             2.3               .5             2.3 

5: 
00               55             48             25               .8             2.8 

15               51              4.3             2.8               .8             2.8 

30               5.1              4.3             3.6             16             3.5 

45               4.5             3.8             3.6             1.6             3.3 

6: 00                4.0              3.3              4.1               2.6              3  8 

15               35             2.8             3.5             2.3             3.5 

30               33             2.5             4.6             21              3.3 

45                31               23              4.0              1.8              3.1 

7: 00               1.3             1.8             9.5             1.6             2.8 

15               1.0             2.0             86             16             26 

30                 .5             3.0             7.8             13              18 

45                 .5             3.3             7.3              1  3             1.5 

8: 00                 .3             4  5             7.0             2.0             1.8 

15                 .3             45             7.0             18             1.6 

30                 .8             45             6.5             23             2.5 

45                  .8              -»3              6.1               1  8              2.3 
9: 00               15             38             5.5             5.0             13 

15               2.1              4.3             61              35             1.0 

30               2.3             4.0             5.3             2.6             1.3 

45                2.6              4  0              4.5              2.1               1.6 

10. 00               2.8             3.3             31              2.5             1.6 

15               2.8             28             28             1.8             1.6 

30               25             18             2.6             1.0             1.6 

45               2.0             1.3             2.3               .8             1.0 
11: 00               2.0             1.3             2.1                .8             16 

15                1.5             13             18               .5             11 
: 30               1.1                .8             1.3                .3               .5 
45                 .8               .8 8               .3               .3 

WHDH     VS.     NETWORK     STATIONS 

PULSE  OF  TOTAL  AREA    SUNDAY 

7*00    Ml      12  oo  HUnlgki 
It    lloux     mill   Out    Of   Hom* 

COMBINED   RATINGS 

Aaltnf 

AM  6 

AM  6 

AM    6 



Of  increasing  importance  to  advertisers  is  the  Out-of-Home  listening. 

In  this  total  area  survey,  the  Out-of-Home  listening  was  added  FOR  THE  FIRST  TIME 

to  the  At-Home  listening  to  give  the  TRUE  rating  figures. 

Taking  the  normalh  reported  Mondax  through 

Saturday     At-Home    listening   as    10(1',.    the 

Out- 
of-Home    listening    adds    the    following 

audience  to: 

HOMES  USING RADIO 

6-12  AM 

19.0' , 
12-  6  PM 

19.6'  1 
0-12  I'M 

17.8% 

Avera-r 

18.7% 

WHDH VS.      NETWORK      STATIONS 

PULSE  OF  TOTAL  AREA— MON. 

-SAT. 

6:00  AM  -  12:00  Midnight 
At  Home  and  Out  Of  Home 

COMBINED   RATINGS 

TIME WHDH          WBZ          WEEI        WLAW WNAC 

6:00 .4               .2               .8               .1 

.3 
15 

.6               .3                .8               .1 .3 

30 

.8               .6               .9               .3 

.5 

45 

1.6                .8              1.4                .7 .6 
7: 00 3.1              1.3             2.8               .6 

1.0 

15 

3.3              1.7              2.7                .7 1.1 

30 

4.5             2.5             3.9             1.1 

1.4 

45 

4.6             2.6             3.8             13 

1.7 

8: 

00 4.5             2.7             4.4             1.1 2.4 

15 

4.3             2.1              3.7              1.0 2.1 
30 4.7             2  6             3.8             1.0 

2.1 

45 

5.1              2.1              4.1              1.1 

1.3 

9: 00 4.8              1.7              4.1               35 2.6 

15 

4.6              1.6              4.0              3.3 2.3 
30 4.8             1.7             3.8             3.5 2.7 

45 

4.8             1.8             3.6             3.2 2.3 
10: 

00 

5.4             2.4             5.9             2.8 1.8 

15 

5.5             2.6             6.4             2.6 

1.3 

30 5.3             2.6             6.1              2.9 1.1 

45 

5.1              2.4             5.9             2.7 .9 
11 

00 

5.3             2.4             6.1              1.3 1.1 

15 

5.0             2.2             6.2             1.4 1.1 
30 5.3             2.2             6.1              1.9 1.4 

45 

5.0             2.0             6.1              1.7 

1.5 

12 

00 4.3             2.1              6.4             1.6 

1.5 

15 

4.0             1.5             6.5             16 

1.3 

30 3.2             1.4             6.0             1.4 1.6 

45 

3.1              1.6             5.7             1.3 1.9 
1 00 2.7             1.6             5.2             1.4 

2.4 

15 

2.9             1.5             5.7             1.4 

1.8 

30 3.5             1.7             5.8             1.1 

1.3 

45 

3.2             1.7             5.7             1.1 

1.6 

2 00 3.8             1.7             5.1              1.2 

1.2 

15 

4.1              1.8             4.6             1.3 .9 
30 4.2             1.8             4.4             1.2 .9 

45 

4.3             2.1              4.0             1.2 .9 
3 00 4.7             2.9             3.4             1.1 1.1 

15 

4.4            2.9            3.3             1.0 

1.2 

30 4.4            3.5            3.2             1.0 1.4 

45 

4.6            3.4            3.0             1.2 

1.3 

4 

00 

4.9            3.1             2.8             1.1 

1.3 

15 

5.6            3.7             2.6             1.1 
1.4 

30 

6.3             3.7             3.3             1.1 1.3 

45 

6.6            3.7             3.7              .9 

1.2 

5 00 6.7            3.4            2.6             1.4 1.6 

15 

6.2            3.2            2.6             1.2 1.6 
30 6.7             3.5             3.1              1.4 1.7 

45 

6.5            2.8            2.9             1.6 1.6 
6 00 6.2            3.1             3.3             2.1 2.3 

15 

5.9             3.2            3.5             18 
2.0 

30 5.5             3.5             3.5             1.4 2.7 

45 

5.7             3.4             4.4             1.4 
2.6 

7 

00 

4.0             2.0             3.6             1.7 
2.0 

15 

3.9             1.9             3.6             1.8 2.0 
30 3.8             2.4             3.8             3.0 

2.2 

45 

3.9             2.8             4.6             28 

1.8 

8 00 3.6             3.0             4.6             2.2 

2.5 
15 

3.3              2.7              4.5              2.2 
2.3 

30 

3.4              3.4              4.6              2.3 

2.4 

:45 

3.6              3.2              4.4              21 

2.5 

9 00 3.5             4.1              5.0             2.1 
2.2 

15 

3.4             3.7             4.8             19 
2.0 

:30 3.8             4.2             4.7             2.0 1.9 

:45 

4.3             4.9             4.6             2.0 

1.6 
10 

:00 4.3             2.5             3.7             2.1 2.3 

:15 

4.0             2.2             3.6             18 

2.0 .30 

3.9             1.9             3.0             1.6 

1.8 :45 

3.9             1.5             2.6             1.4 

1.4 

11 :00 3.6             1.3             2.7             1.3 1.6 

:15 

3.3              1.2             2.1              1.0 1.1 

:30 2.5             10             1.8               .8 .9 

:45 

2.0               .7              1.5                7 

.5 



RATING 
POINTS- 

—PROJECTED TO    RADIO     HOMES 

BASED    ON 1.423.500    IN WHDH AREA 

AND COST   PER THOUSAND    PER SPOT   ANNOUNCEMENTS    AS INDICATED 

PROMOTED 

RATINC       TO  RADIO 
PTS HOMES 

$12 515 
S20               S24 

530 

S35 

540 

545 1.0 14.235 

$84 

SI  05 SI  40             SI  68 
S2  10 52  45 

52  81 

53  15 

1   1 15.658 76 

95 

1  27               1 

53 

1  91 223 

255 

2  87 
1.2 17  082 70 87 1   17                 1 

10 

1.75 

2.04 
2  34 

2  63 

13 18.505 

64 81 

1  08               1 29 
1  62 

1  89 

2  16 
2  43 

1  4 19  )29 60 

75 

1.00               1 20 

1  50 
1  75 

200 

225 

1.5 
21.352 

56 

.70 .94               1 

13 

1  40 1  64 

1.88 

2  10 

16 22.776 

52 

.65 

.87               105 1  31 

1  53 1  75 

1  97 

17 24.199 

49 
.62 .82 

99 
1  24 1  44 

1  65 
1  86 

18 
25.623 46 

58 

.78 

93 1  17 1  36 
1  56 

1  75 

19 27.046 44 55 .73 XK 

1.10 
1  29 1  47 

1  65 

20 28.470 .42 

52 

.70 Hi 

1.05 
1  23 1  40 

1  58 

2  1 
29.893 

40 

50 

.66 

B0 

1.00 
1   17 

1  33 

1  51 

22 31.317 38 47 63 

76 

95 

1   12 1  27 
1    4} 

23 
32.740 

36 

.45 

60 

7! 

91 

1  06 

1  21 
1  37 

2  4 34  164 

.35 43 
.58 

70 

87 

1  02 

1   17 

1  31 2.5 
35.587 

.33 
42 

56 
67 

84 

98 

1.12 1  26 

26 37.011 32 

40 

54 

6-4 

.81 

94 

1.08 

1  21 

2.7 38,434 

31 39 

52 

62 78 

91 

1  04 
1  17 

28 39.858 

.30 

.37 

50 

60 

.75 

87 

1.00 
1  12 

2.9 41,281 .29 .36 .48 

58 

.72 

84 

.97 1.08 

30 42.705 
.28 

35 

.47 

56 

.70 

82 

94 

1  05 

3.1 
44.128 

.27 

33 

45 

54 

67 

.79 

.90 

1  01 

3  2 45.552 .26 

.32 
.43 

s: 

65 

.76 

87 

98 

33 46.975 

.25 

.31 

.42 

51 

63 

74 

85 
95 

3.4 48.399 
.24 

30 

.41 

19 

.61 

72 

82 

.92 

35 49.822 

24 

30 

.40 

IS 

.60 .70 

80 .90 

3.6 51.246 23 .29 39 

46 

58 

.68 

78 

87 

3  7 52.669 

.22 

28 

37 

45 

.56 66 

75 
85 

3  8 54.093 
.22 

27 

36 

4-1 

55 .64 

73 

83 

3  9 55  516 

21 

.27 
.36 

42 

54 

63 .72 

81 

4.0 
56.940 

.21 .26 .35 

12 

52 

61 

70 

.79 

4  1 58.363 
.20 

25 

.34 

41 

51 

.59 68 

4.2 
59.787 

.20 

.25 
.33 

40 

50 58 

67 

75 

4.3 61.210 
.19 

.24 

.32 

39 

49 .57 

.65 

73 

4  4 62.634 .19 

.23 

.31 

38 .47 

56 

63 

71 

4.5 
64,057 

18 .23 

.31 

37 

46 
.55 62 

70 

46 
65.481 

.18 
.22 

.30 36 

45 

53 

60 68 

4  7 66.904 
.17 .22 .29 

35 

44 

.52 

.59 66 

48 
68.328 .17 

.21 

.29 

35 

43 

51 

58 

65 

49 69.751 

.17 

.21 

.28 

34 

42 

.50 

57 

64 

5.0 
71.175 .16 

.21 .28 
33 .42 49 

56 

63 

5.1 
72.598 

.16 
.20 .27 

33 

41 48 

55 62 

5.2 

74022 
16 

.20 
.27 3: .40 .47 

54 

.60 

53 
75.445 

.15 
.19 

.26 

31 

39 

.46 

53 53 

54 

76.869 

15 

.19 .26 

31 

39 

45 

52 

58 

5  5 78.292 

15 

.19 

.25 

30 

.38 

44 

51 
57 

5.6 
79.716 

.15 .18 .25 

30 

.37 

43 

50 

55 

5.7 
81.139 .14 .18 .24 

29 

.36 

43 

49 

55 

5.8 82.563 
.14 

18 

24 

29 

.36 
.42 

48 

54 

59 83.985 14 .17 

.23 

28 

35 

.41 

47 

6.0 
85.410 .14 .17 .23 28 

i5 

41 

47 

52 

6.1 85.833 

13 

.17 
.23 

27 

34 

.40 

46 

51 

6.2 88.257 .13 

.16 

.22 27 33 

39 

45 

50 

6.3 89.680 
.13 

.16 
.22 

26 

.33 

39 

44 

50 

64 91.104 

.13 
.16 

.21 

26 

32 .38 

43 

6  5 
92.527 

.12 
.16 

.21 

25 

.32 

43 

6.6 93.951 
.12 

.15 

.21 

25 

.31 37 

6.7 95.374 .12 

15 

.20 

25 

31 

36 

41 

6.8 96.798 .12 

15 

.20 

:- 

36 41 

46 

69 98.221 12 

.15 

.20 

24 

.30 

35 
.40 

7  0 99.645 .12 

.15 

.20 14 

.30 

35 

40 

A  1 1 1  1 1 1     •  . 

•  h.il.-h     I;. 

nd  of ■ 

the   •  ihou- 

uund  in  1 1 .    •  olumn 

undei  ihi 
M  a  n  I   10   | 

Fxamplf    ' 

■    M. 

YOl 

IF  THE       Ml  SI 

SPOT         «.i  i    \ 

COS!  l!\IIN<. IS...        OF.  .  . 

112 

1.2 

15 

1.5 

20 

2.0 

2  1 2.1 

30 3.0 
SS 

;{..-> 

10 1.0 15 
1.5 



CONCLUSION 

1.     This    is    the    first    TRI  E    TOTAL 
AREA   surve)    ever  made   by    an    in- 

dividual    radio    station     including     both 
At-Home  and   Out-of-Home  ratines 

2.  It  shows  that  the  listening  habits  of  people  in the  areas  outside  the  City  Area  differ  from  those of  the  City  Area. 

3.  Listeners-per-Home    in    the    CITY    AREA    differ    Iron, those  in  the  TOTAL  AREA. 

4.  Television  penetration  affects  the  CITY  AREA  to  a   -rearer degree  than   it   does   the  TOTAL  AREA. 

5.  The    projection    of    City    Area    ratings    to    the    Total    Area    can 
produce  a  margin  of  error  overrating  network  stations  up  to  40%, 

6.  Because  of  Non- duplication   of  programing,   an   Independent   Sta- tion s  City  Area  ratings  may  be  more  indicative  of  its  TOTAL AREA  ratings. 

7.  The  City  Area  ratings  of  a  network  affiliate  are  not  indica- 
tive of  its  Total  Area  service,  because  of  encroachment 

of  the  affiliates   of  the  same   network   in   its   fringe 
area.  

° 

8.  THE    COST    PER    THOUSAND    OF    NET- 
WORK STATIONS  MUST  RE  CONFINED 

TO  THE  \1  MBER  OF  RADIO  HOMES 
IN    THE    AREA    IN   WHICH    THE 
SURVEY  WAS  TAKEN 

50,000   WATTS BOSTON S50   KC 

OWNED  AND   OPERATED    BY   BOSTON    HERALD-TRAVELER  CORP 

REPRESENTED   NATIONALLY   BY  JOHN    BLAIR   AND  COMPANY 



BIG  MIKE... 
proves 

_    ifie  timebuyers  Assistant... 

'Me  NEBRASKtS  NoJ  STATION 
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\And  remember  the  bonus  coverage  of  KFAB — 
warts  of  6  states  around  Nebraska 

\BIG  MIKE  is  the  physical  trademark  of  KFAB. 

INebraska's  most  powerful  station 

,Ooo] \TTS\ 

fe-4 

KSS  NEVVS  pfR'0DS  LEAD MORE  TIMES  THAN  ANY 
OTHER  STATION 

"*  KFAB- CBS  LEADS  IN  ALL NETWORK  QUARTER  HOURS 
IN  THE  MORNING 

*  KFAB-CBS  LEADS  IN  7?°/ 

^  QUARTER  HOURS  IN  AFTERNOON *  KFAB-CBS  LEADS  IN  66°/ QUARTER  HOURS  AT  NIGHT 

▼  KFAB-CBS  LEADS  IN  ALL HALF-HOUR  PERIODS  SUNDAY AFTERNOON  AND  62*  y SUNDAY  NIGHT 

Everyone  seems  to  be  agreed  that  .  .  .  one  of  the  m<-\t  important 
yardsticks  tor  the  successful  purchase  of  radio  advertising  and  the 
Corresponding  placement  of  commercial  radio  tin:,  is  dipend- 
able  audience  measurements  and  suntn. 

Just  recently  released  is  the  first  complete  area  Hooper  Report 
Covering  BIG  \llkl  S  home  state  I  his  sur\c>  COVetl  all  ol  the 
State  ol  Nebraska  (ever)  COUnty)  and  the  cits  ol  Council  Bluffs. 
(Iowa).  I  his  is  the  first  complete,  and  thorough  measurement  o4 
Nebraska  Market  and  proves  conclusiscls  that  BIG  Mlkl  is  the 
most  powerful,  influential  salesman  and  entertainer  in  the  area 

the  "  1  imebuyer's  Assistant".  BIG  Mlkl  is  proudh  pointing  out  kes 
results  of  this  survey.  Hear  more  about  BIG  MIKI  and  the  first 

REAL  measurement  of  Nebraskan's  listening  preferences  from 
free  and  Peters  or  get  the  facts  from  Harrs  Burke.  General 
Manager. 

v  \\\U  1 1   i  /  /  /  /       , 

fcSK\\\\\\lll/A    Tmfa 3 y 

fO.OOo   WATTS    OMAHA    CBS    RAD'0 



SPOT  RADIO 

{Continued  from  page   110  I 

in»  to  a  spot  check.  Program-hungry 
stations  with  network  time  on  their 

hands  have  been  eager  to  obtain  pro- 
grams tlic\  can  sell  to  local  advertisers 

I  and  keep  100%  of  the  advertiser's 
dollar  rather  than  the  60r/c  which  the 
network  allows  I .  They  have  been  mak- 

ing hea\  \  use  of  tbese  low-cost  pro- 
gram offerings. 

In  talking  with  executives  at  the  top 

Library  sen  ices,  there  was  strong  in- 

dication  that  the  term  "library''  may 

soon  be  passe  when  referring  to  them 
because  they  are  actually  developing 

more  and  more  into  "programing" 
services.  They  not  only  supply  sta- 

tions with  program  and  commercial 
material  but  are  constantly  expanding 
their  services  to  aid  radio  stations  with 

local  selling.  According  to  John  Lang- 

lois.  sales  manager  of  Lang-Worth  Fea- 

ture Programs,  "The  library  services 
have  streamlined  themselves  to  help 

the  radio  station  get  the  local  adver- 

tising dollar."' 
In  line  with  this,  Lang-Worth  estab- 

lished a  complete  commercial  depart- 

DENVER 

Y  A  K II 

KIT* 

[jy  The  experienced  time  buyer  will  normal- 
ly regard  Denver  as  one  of  the  more  de- 

sirable of  the  top  sixty  U.S.  markets. 

But  for  the  client  seeking  coverage  in 
other  than  major  markets  and  the  areas 

they  influence — we  say,  "after  Denver, 

comes  Yakima." 
Yakima,  Washington,  is  the  hub  of  a 
clearly  defined  agricultural-industrial 
market.  In  recent  years  the  economy  has 

been  augmented  by  a  multi-billion  dollar 
atomic  and  electrical  power  industry  and 
millions  of  acres  of  newly  reclaimed  Col- 

umbia Basin  farm  lands.  It  all  adds  up  to 
a  tidy  200  million  dollar  radio  market 
which  more  national  advertisers  each 
year  regard  as  increasingly  important. 

1   YAKIMA,    WASHINGTON 

*5*- 

CBS 

THE     BRANMAM     COMPANY GEORGE     W.    CLARK 
K  II  IMI  A 
WEED     AND     COMPANY 
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ment  about  eight  months  ago;  this  de- 

partment analyzes  local  advertising 

from  the  merchant's  viewpoint,  deter- 
mines how  he  can  be  sold,  makes  plans 

for  campaigns  for  the  advertiser  to  use, 

and  generally  acts  as  a  clearing  house 

for  commercial  problems.  "We  have become  much  more  commercial  than 

previously,"  says  Langlois,  "and  the 
number  of  advertisers  using  our  shows 

i-  definitely  up." 
Similarly,  the  World  Broadcasting 

S\-tem  notes  that  they  have  been  put- 

ting greater  emphasis  on  merchandis- 
able  programs  this  year — producing 
only  shows  that  lend  themselves  easily 
to  merchandising  and  servicing  the 
stations  with  the  ideas  and  aids  to  do 

the  job.  World  reports  its  business  in 
renewals  and  new  contracts  is  up  41V [ 
over  last  year. 

RCA  Thesaurus,  which  also  fur- 
nishes its  station-subscribers  with  a 

whole  battery  of  promotion  kits,  audi- 
tion disks,  market  bulletins  as  well  as 

a  jingle  library  la  basic  offering  of 

iimisI  library  services),  notes  a  75' ,  in- 
crease in  advertiser  use  of  its  shows 

during  the  first  six  months  of  1953. 

It  has  had  a  25rf  increase  above  1952 
in  both  dollar  volume  and  the  number 

of  station  subscribers.  A.  B.  Sambrook, 

manager  of  RCA  Recorded  Program 

Services,  points  out  that  the  general 
increase  in  music  used  by  radio  sta- 

tions in  TV  markets  has  brought  about 

much  greater  use  of  library-built  musi- 
cal programs  and  features. 

Associated  Program  Service,  in  line 

with  the  help-stations-sell  drive,  offers 

as  part  of  its  basic  library  a  recorded 
sales  course  series  by  its  former  V.P. 
Maurice  B.  Mitchell  I  now  chief  exec- 

uti\e  of  Encyclopaedia  Britannica 
Films  I.  APS.  according  to  General 

Manager  Edward  Hochhauser  Jr..  has 

instituted  many  changes  in  its  services 

during  the  past  year  to  meet  new  pro- 
graming emphasis  and  broadcasting 

economics.  For  instance,  it  has  com- 

pleted the  job  of  recording  original  ar- 

rangements of  undated  music  stand- 
ards las  of  31  December  1952  I  so  that 

its  library  is  now  a  "permanent"  one; and  it  has  discontinued  new  musical 

releases  since.  sa\s  Hochhauser.  "APS 
subscribers  no  longer  need  them. 
When  it  found  that  very  few  stations 

were  using  the  scripts  of  its  scripted 

shows  on  any  regular  basis  i  preferring 

to  tailor  shows  to  their  own  local  audi- 
ences)  APS  eliminated  script  service. 

These,  plus  a  few  other  innovations, 
enable  stations  to  buy  the  APS  library 

SPONSOR 



Black  on  map  shows  a  portion  of 

the  vast  market  covered  by 

KVOO.  Consult  Nielsen  Map  for 
entire  coverage. 

1715 
THAT 

Since  1925  KVOO  has  been  the  dominant  Voice 

of  Oklahoma  serving  an  ever-increasing 
audience  with  a  continually  increasing  level  of 

income.  KVOO,  alone,  blankets  the  important 

Tulsa  Market  Area,  and  provides  concentrated 

coverage  in  the  rich  adjoining  counties  of 
Kansas,  Missouri  and  Arkansas  which  depend, 

to  a  large  extent,  upon  Tulsa  for  shopping 

headquarters. 

For  the  statistically  minded  —  here  are  the 
Nielsen  figures: 

Doyj    Per   Week 

6   or   7    Days   a    Week 

3  or  More   Days  per  Week 

1    or  More  Doyi  per  Week 

Weekly  NCS    Circulation 

Doylime  Nighllim* 
277.720  168.650 

347.780  267.120 

405,560  378.900 

Here    are    Pulse    Reports    for    Tulsa    County    for 

April,   1953: 
Station 6 AM-12 Noon 12    Noon  6    PM 6   PM  8 KVOO 

35 40 43 

"B" 20 

19 

23 
"C" 

18 

16 
16 

'  D 

10a 9 a "E" 
8 8 5 

"F" 

6 5 5 

o  Does    not    broodcost    for    complete    6    hour    period    ond 
shore   of   audience   is   unodiustcd   for   this   situation. 

By  every  measurement  of  audience  size,  audience  response, 

audience  loyalty,  KVOO  always  leads.  By  every  measurement 
of  advertiser  satisfaction,  KVOO  continually  stands  far  out  in 

front.  For  proof,  ask  any  National  advertiser  who  has  used 

Oklahoma's  Greatest  Station,-  ask  any  local  advertiser  (and  they 

are  legion)  and  you'll  get  firm,  enthusiastic  affirmation  of  KVOO's 

enviable   position   of   dominance    in    Oklahoma's    No.    1    market. 

For   further  details  write    KVOO  or  see   the    KVOO   Ad 

in   Sales   Management's    1953   Survey   of   Buying   Power 

RADIO    STATION    KVOO 

^1 

50,000    WATTS 

N8C   AfflUATE 

EDWARD   PETRY   AND   CO..    INC.    NATIONAL   REPRESENTATIVES 

OKLAHOMA'S       CREATEST       STATION 
TULSA.  OKLA 

13  JULY   1953 
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we  want  to  blow 

our  own  horn . . . 

and  yours  too 

1 

2 

3 

wqxr  is  America's  leading 
good  music  station. 

WQXR  gives  its  advertisers 
a  half-million  pre-selected 
homes  in  the  nation's  No.  1 market. 

Nearly  200  advertisers 
have  found  wqxr  a  profit- 

able medium  this  year. 

4  The  good  music  of  wqxr is  so  much  in  demand  out- 
side Metropolitan  New 

York  that  17  stations  in 
Connecticut,  Pennsylvania 

and  up-state  New  York  re- 
broadcast  most  of  its  pro- 
grams. 

There's  more  to  brag  about- 
let  us  tell  you  how  wqxr  can 
blow  your  horn,  too. 

WQXR 
The    Rodio   Slolion   of  The   New   York   Timet 

229  West  43rd  Street  •  New  York  36,  N.  Y. 

al    a    lower   cost    llian    previously. 

APS  indicated  it's  doing  better  than 
ever,  and  both  Sesac  and  C.  P.  Mac- 
Gregor  report  business  increases  of 

about  20' ,   since  last  year. 

Q.  What  do  library  services  offer 
to  sponsors  and  what  sponsors  are 

buying  library  offerings? 

A.  Musical  programs  are  still  the  ace 
offering  of  the  library  services,  though 
some  of  the  firms  offer  other  types  of 

scripted  shows.  World,  for  instance, 
offers  quizzes,  audience  participation 

shows,  and  documentaries.  Two  pro- 
grams which  World  produced  this  year 

— because  of  their  high  merchandising 

value — are  Whose  Birthday  Is  This 
l  which  ties  in  the  birthdays  of  famous 

people  with  the  birthdays  of  the  pro- 

gram's listeners  I.  and  You  Win,  a  tele- 
phone quiz.  These  have  achieved  high 

popularity  already,  says  World,  along 
with  such  established  shows  as  Steam- 

boat Jamboree,  Chapel  by  the  Side  of 

the  Road  (religious).  Freedom  is  Our 
Business  (documentary!,  and  Country 
Fair  (hillbilly  music). 

Advertisers  using  World  programs 

include  Pabst  Blue  Ribbon  Beer,  B.  F. 

Goodrich,  First  National  Stores.  Singer 

Sewing  Machine  Co.,  Farmers  and 
Merchants  Bank  of  Arkansas. 

Big-name  musicals,  such  as  The 
Freddy  Martin  Show,  Wayne  King 

Serenade,  Phil  Spitalnys  Hour  of 

Charm,  and  audience  -  participation 
shows  such  as  Baseball  Today  and  the 

Sammy  Kaye  "So  you  want  to  write  a 

song"  contest,  head  the  RCA  Thesau- 
rus popularity  list. 

Among  Thesaurus  sponsors  are 

Manischewitz  Wines,  Pure  Oil.  Pepsi- 

Cola.  Royal-Crown  Cola,  General  Elec- 
tric Dealers.  Chevrolet,  Ford  Motors, 

Cities  Service  Dealers,  and  Mvndall 
Cain  Cosmetics. 

Negro  radio 

Q.  What  is  there  about  the  Ne- 
gro market  that  warrants  special 

attention  from  the  advertiser? 

A.  The  basic  fact  is  that  there  are 

15  million  Negroes  in  this  country 
who  have  a  total  income  in  excess  of 

$15  billion  annually.  Statistics  on  the 
distribution  and  living  habits  of  this 

group  are  currently  being  made  avail- 
able by  the  U.  S.  Census  Bureau  and 

Department  of  Commerce.  (A  detailed 
analysis,  complete  with  success  stories 

and  specific  sales  problems  will  appear 

in  a  special  section  of  sponsor,  24  Au- 

gust 1953.1 

Q.  What's  the  biggest  mistake 
advertising  executives  make  in  try- 

ing to  reach  the  Negro  market? 
A.  One  of  the  first  tilings  advertisers 

musl  accept  is  that  it  is  a  fallacy  to  as- 
sume that  they  can  sell  second-rate 

products  to  this  group  and  that  they 
can  talk  down  to  Negroes  and  get  awa\ 

with  it.  There  is  a  growing  realization 

that  psychological  factors  are  involved. 

The  Negro,  fully  conscious  of  his  mi- 
QOlit)  position,  insists  on  obtaining 

recognition  b\  purchasing  top-grade 
products  and  displaying  them  to  his 
neighbors.  As  Time  recently  said: 

"'The  Negro  is  a  good  customer.  He 

wants  to  feel  that  he  can  buy  the  best.'" 

Q.      To  what  degree  are   Negroes 

ceasing   to   be   "second   class  citi- 

zens?" 

A.      World  War  1 1. had  a  lot  to  do  with 

'"emancipation"'  for  American  Negroes. 

BEST! 
LOUISIANA  PURCHASE -SINCE  1803 

WMRY.  New  Orleans' 
Negro  Market  Station 

Based  on  latest  morning  Pulse  and 

published  announcement  rates,  you 

pay  less,  far  less,  per  percentage  of 
listeners,  with  WMRY. 

%  OF         COST  PER  % 

STATION  LISTENERS      LISTENERS 

WMRY(Ind) 

128 
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In  Pittsburgh ...     .- 

EVENING 

IS 

EVEN 

BETTER 

.es,  evening  radio  time  is  even  better  than  early  morning,  a  period  which  is 
obviously  a  great  buy  considering  number  of  listeners  per  Bet,  audiei 
over  and  family-type  audience. 

A  study*  of  the  three-hour  periods  6:00  9:00  P.M.  M. 
Monday  through  Friday  reveals  this  eye-opening  comparison: 

29c/c  higher  average  ratings  on  WWSW  in  the  evening. 

51%  more  homes  using  radio  in  the  evening. 

17.59c  more  listeners  per  set  in  the  evening. 

And  remember,  this  kind  of  evening  listening  exists  in  spite  of  thon 
television  penetration  in  the  Pittsburgh  ana! 

Such  percentages  are  equally  true  of  many  other  radio  markets  throughout 
the  country  .  .  .  including  mature  television  markets  .  .  .  where  evening  radio 

gives  you  a  far  greater  audience  than  early  morning,  and  the  cost  per  thou 

comparison  is  extremely  attractive. 
These  facts  more  than  warrant  a  closer  look  into  nighttime  radio  by 

advertisers  and  their  agencies.  We  say  it's  today's  biggest  bargain,  and  we 
can  prove  it  in  markets  coast  to  coast. 

For  the  whole  story,  phone  your  John  Blair  man  t<><: 

particularly  on  WWSW,  Pittsburgh's  Leading  Independent  Station 

In  Pittsburgh,  Evening  is  Even  Better 

WWSW  Average  Ratings  Hornet  Uting  Radio Liitenert  Per  Set 

129% 

100% 

6-9  A.M. 6-9  P.M. 

151" 

100% 

6-9  A.M. 6-9  P.M. 

100% 

JOHN 
BLAIR 

S       &  COMPANY 

117.5% 

6-9  AM. 6-9  P.M. 

Comparison  WWSW  Average  Ratings,  Homes  I'sing  Radio.  1 
Per  Set  6—9  A.M.  vs.  6—9  P.M.  Mon.— Fri.  6—9  A.M.  equal- 

♦Source:  Pulse  of  Pittsburgh,  March-April  1953 

This  is  one  in  a  continuing  John  Blair  &.  Company  series  of  advertisements  based  on  regular 
syndicated  audience  measurement  reports.  To  achieve  a  uniform  basis  of  measurement,  the 
stations  chosen  for  this  series  are  all  John-Blair  represented  outlets  ...  all  in  major  markets,  all 
in  mature  television  markets 

REPRESENTING    LEADING 

RADIO    STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST  LOUIS  •  DETROIT  •  DALLAS 

SAN    FRANCISCO      •      LOS    ANGELES 



I  lic\  not  onh  aot  a  chance  to  live  like 

the  "other  half"  in  the  military  service 
but  many  of  them  got  an  opportunity 

lu  get  off  the  farm  and  into  industry. 

There,  working  on  a  par  with  white 

workers,  the  Negro  found  hi*  earning 

power  greatly  increased. 

Consequently,  the  Negro  has  made 

strides  since  1940.  Times  figures  show 

that  among  U.S.  skilled  workers  and 

foremen,  4%  are  now  Negroes,  up 

from  2%''  in  1940;  among  clerical 
and  sales  personnel,  3^>$  are  now 

Negroes,  up  from  1%  in  1940;  among 

women  professional  and  technical 
worker-.  7' ,  are  now  Negroes,  up 
from    I1-',    in    1940. 

Q.  Are  advertisers  aware  of  this 
trend? 

A.  No,  to  a  great  exent.  These  ad- 
\ antes  have  been  ignored  bj  many  ad- 

vertisers. On  the  other  hand,  the  lead- 

ing companies  in  many  fields  have 
been  the  first  to  go  after  this  market 

aggressively.  The  list  of  advertisers 
who  are  making  specialized  appeals  to 

the  Negro  reads  like  the  "blue  chip" 

QUALITY  PAYS  OFF 
—  in  the  Kansas  faw  Market 

Right  now,  here's  what's  happening  all  across  Kansas. 
Farmers  check  the  quality  of  their  harvested  wheat 

and  are  pleased.  They're  finding  plump,  firm,  heavy 
grains  .  .  .  top  quality  wheat  that  will  bring  top 
prices  .  .  .  give  them  more  money  to  spend. 

And  when  advertisers  check  the  quality  of  WIBW,  they 
too  are  pleased.  Their  sales  charts  show  RESULTS  that 
bear  out  the  findings  of  unbiased,  independent  surveys* 
that  consistently  show  WIBW  to  be  the  Number  One 
listening  choice  of  Kansas  farm  families. 

Boost  your  Kansas  sales  with   this  powerful   combina- 
tion of  a  Quality  Station  in  a  Quality  Market. 

♦Kansas    Radio   Audience   '52. 

WIBW 
Vir 

Serving  ond  Selling 

'THE  MAGIC  CIRCLE" 
Sep.:  Copper  Publicolionj,  Ik.  ■  BEN  LUDY,  Gen.  Mgr  ■  WIBW  ■  KCKN 

list  of  national  companies.  Among 
them  are:  General  Electric.  RCA, 

Goodyear,  Miller  High  Life.  Ac\P.  Ar- 
mour, Borden,  Carnation.  General 

Foods,  General  Mills,  Griffin,  Maxwell 

House.  Lipton's.  Colgate.  Miles  Labora- 
tories. Sunkist,  and  Wildroot.  to  name 

just   a   handful. 

Foreign-language  radio 

Q.  How  big  is  the  foreign-lan- 

guage   market? A.  The  latest  U.S.  census  I  1950) 

showed  10,147,000  foreign-born  whites 
in  the  U.S.  at  the  time.  However,  to 

this  figure,  the  sponsor  interested  in 

reaching  the  foreign-language  market 
must  also  add  the  number  of  immi- 

grants admitted  into  the  U.S.  during 

the  past  three  years  under  the  quota 

system,  as  well  as  the  even  more  im- 
portant segment  of  the  U.S.  population 

who  are  second-  and  third-generation 
American.  In  the  latter  group,  partic- 

ularly Italian-  and  Spanish-speaking 

persons,  the  advertiser  will  find  loyal 

foreign-language  audiences.  With  1952 

per  capita  income  among  foreign-born 

persons  averaging  over  SI. 500.  adver- 
tisers find  that  the  foreign-language 

market  can  be  estimated  at  well  over 

$16  billion  for  1953. 

Q.  Can  a  sponsor  reach  all  the 

components  of  the  foreign-lan- 

guage population  cheaply  via  for- 
eign-language radio? 

A.  Emphatically  yes.  Since  1950  the 
number  of  radio  stations  programing 

in  foreign  languages  has  grown  from 
384  to  423,  with  over  30  languages 
included  in  their  regular  programing 

schedule.  Here's  a  run-down  on  the 
number  of  stations  programing  in  the 

major  foreign  languages: 

Spanish     189 
Italian        124 
Polish       100 
French       41 
Czech       35 
Greek       33 
Yiddish         32 
German     30 
Hungarian       16 
Swedish       15 

hlovene 

Lithuanian       14 

Portuguese     13 
Ukrainian        12 
Slovak     11 
Serbo-Croatian 
Russian      
Norwegian      
Finnish        
Arabic       

Chinese                5 

11 

Q.  Where  are  the  foreign-lan- 

guage populations  of  the  U.S.  con- centrated? 

A.  Predominantly  in  large  metropoli- 

tan areas  like  New  York.  Buffalo.  Phil- 

adelphia. Boston,  Chicago.  Detroit, 
Cleveland.    Pittsburgh.    New    Orleans, 
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What 
TEXAS 

takes... 

TAKES  Texas! 

ASK  a  hatter  .  .  .  for  a  wrap-up,  show   a  man  a  hat  like 

the  one  he's  wearing!  To  take  this  largest,   richest   market   in   the  Southwest, 
prescribe  WFAA  —  the  station  of  his  proved  preference  —  and 

a  WFAA  formulated  and  produced  program  or  adjacency   (in  every 

instance  it's  Pulse-rated  No.   1  or  2).  Ask  a  Petry  man. 

WFAA-820    MARKET WFAA-570    MARKET 
based  on    25%- 100%    coverage.    SAVS    Spring.    1952    Report 

Population    4,288,700 
Families    1,263,200 

Effective    Buying    Income    ....  $5,386,771,000 
Retail   Sales    4,438,038,000 

Population    2,303,500 
Families    685.900 

Effective    Buying    Income    ....  $3,167,857,000 
Retail    Sales    2,547,677,000 

Food   Sales   

General   Merchandise   . 

Furniture,    Household,    Radio. 
Automotive   Sales                  . 

Drug   Sales   

996,408,000 

610,899,000 
223,263,000 

971,442,000 
140,546,000 

Food    Sales   

General    Merchandise 

Furniture,   Household,   Radio 
Automotive    Sales 

Drug    Sales   

558,514,000 
412.762,000 

125,106.000 
510,777,000 

81,008,000 
jgtment.  May  10,  19531 

EDWARD    PETRY    &    COMPANY 

National   Representatives 

50,000    WATTS      •      NBC  -   TON 

WFAA 
5000    WATTS     •    ABC  •  TON ) 

ALEX      KEESE,     Station     Manager       •       RADIO      SERVICE     OF     THE     DALLAS     MORNING     NEWS 

13  JULY   1953 
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San  Francisco,  and  L<>^  Angeles.  How- 

ever, equall)  important  are  the  grow- 
ing Spani>li--|H  akinu  populations  of  the 

Southwest  (including  southern  Texas, 
Arizona,  and  California),  as  well  as 

the  stable  German-speaking  market  in 
the  northern  Midwest  area. 

Neu  ̂   ork.  as  the  biggest  single  mar- 
ket, bears  further  analysis.  In  this 

area,  Spanish  lias  become  increasingly 

important,  while  Yiddish  lias  been  los- 
ing li>tenershi|>  over  the  past  three  or 

four  years.  One  out  of  20  people  in 
New  ̂   ork  is  Puerto  Rican.  In  1950 

the  T'.S.  census  showed  350.000  Puerto 
Ricans  in  New  York:  however,  it  is 

estimated  that  this  group  has  increased 
b\  53$  since  that  time,  and  further 

estimates  place  the  rate  of  growth  until 
1001)  at  50.000  a  >ear.  Fortunately 

the  increase  in  Puerto  Rican  popula- 

tion has  been  accompanied  by  an  up- 
swing in  per  capita  income  in  this 

group  as  Puerto  Ricans  have  gone  into 

higher-priced  trades  such  as  building 
and  needlework.  During  the  past  year 

manv  have  found  employment  in  fac- 
tories. TV  set  penetration  among  the 

Spanish-speaking  group  in  New  York 

is  proof  of  rising  incomes:  over  50' , 
of  the  Spanish-speaking  New  Yorkers 
own  TV  sets. 

New  ̂   * n  k  population  and  radio 
home  figures  tell  an  impressive  story 
for  other  major  language  groups: 

Group  Radio  homes  Population 

German        4.r>4.620  l..vil,000 
Italian              141,420  1,900,000 

■              099,800  J. ■■■:>-,  000 

Q.  What  are  the  trends  in  for- 
eign-language  broadcasting? 

A.  \  irtuallv  every  major  English-lan- 

guage radio  sponsor  is  using  some  for- 
eign-language adverti-ing  today.  Na- 

tional sponsors  include: 

Bayer  Aspirin,  Schaefer  Beer.  Bab 

lantine  Beer,  Pepsodent.  Willys  Mo- 
tors, Flotill.  Federal  Home  Savings, 

Petrie  Cigars.  Manischewitz  Wine, 

Kirsch  Beverages.  Planters'  Peanut  Oil. 
P&G.  Carnation  Milk.  Babbitt.  Best 

Foods  Corp..  Florida  Citrus  Exchange. 

General  Foods.  American  Home  Prod- 

ucts. Nestle.  Gallo  Wine.  Sabena  Air- 
lines. RCA  Victor.  Busch  Kredit  Jew- 

elers. Eastern  Airlines.  Pepsi-Cola, 

Quaker  Oats.  Lucky  Strike.  Bond 
Bread.  Ronzoni.  Gem  Oil.  National 

Shoe,  International  Mineral  Corp..  Red 

Cross  Salt.  La  Rosa  Macaroni.  Knick- 
erbocker Beer.  Canadian-Pacific  Rail- 

road. Bulova  Watch. 

\-  assimilation  and  Americanization 

fiferybodyi  into/einKC! 
LISTENERS   love   KUDL   programs   in   Kansas 
City. 

ADVERTISERS   love   KUDL   results   in    Kansas 
City. 

EVERYBODY'S   in   love   with    KUDL  in    Kansas City. 

Top  Programming  and  all 

the  COVERAGE  you  need 

1000   WATTS...  250   WATT   RATE 

KUDL  GREATER  KANSAS CITY  TRADE  AREA 

KOKO 

KUDL— KANSAS  CITY 
KOKO— WARRENSBURG 
KDKD — CLINTON 

KDKD 

Covers  The  Greater  Kansas  City  Market 

are  making  their  inroads  among  sec- 

ond generation  members  of  certain  for- 

eign-language groups — noticeabh  Yid- 
dish, German — other  groups  are  being 

consistently  supplemented  by  fresh 
\\a\es  of  immigrants.  The  growing 

market,  in  terms  of  recent  immigra- 
tions, anil  in  order  of  importance  where 

sponsors  are  concerned  are:  Spanish 

(overwhelming  first) ;  I  krainian,  Lith- 
uanian. Latvian.  Hungarian.  Russian 

(the  four  latter  restricted  principally 

because  of  immigration  quota  limita- 
tions!. Italian  continues  to  hold  its own   today. 

Foreign-language  programing  has 
been  improving  steadily,  and  today 

many  of  the  foreign-language  shows 
are  on  a  par  with  the  best  in  English 
shows.  Two  examples  over  WOV.  New 

l  ork — La  Grande  Famiglia  and  //  Vos- 
tro  Paese,  both  taped  in  Italy  and 

plaved  across  the  board  on  the  New 
^  ork  station.  The  trend  has  been  to- 

ward more  foreign-originated  program- 
ing, to  such  a  degree,  in  fact,  that  WOV 

has  increased  its  fleet  of  mobile  units 

in  Italy  to  five  this  year. 

Q.  What  results  can  sponsors  ex- 
pect from  foreign-language  radio? 

A.  Frequently  write-in  requests  made 

by  foreign-language  personalities  out- 
pull  English-language  radio.  A  typical 

example  were  two  60-second  announce- 
ments sponsored  in  Spanish  over 

YA  WRL — these  two  announcements 

brought  over  4.000  replies  in  March 
1953. 

To  jack  up  usually  lax  summer  busi- 
ness. Caruso  Products  Distributing  Co. 

ran  a  premium  offer  of  a  retractable 

ball  point  pen  for  coupons  from  one 

gallon  of  Caruso  Oil  plus  25£ — repre- 
senting a  total  expenditure  of  S4.25  by 

the  consumer.  This  offer  was  made  for 

four  weeks  on  Caruso's  late-morning 
comedv  show  Mondav  through  Satur- 
da\  over  WOW  New  York.  The  Ital- 

ian-language broadcast  drew  8.755  cou- 
pons, or  a  consumer  expenditure  of 

837.208.75  in  four  weeks. 

Q.  Who  are  the  foreign-language 

experts? 
A.  Notables  in  the  Spanish  market 
are:  Hank  Hernandez.  Los  Angeles: 

Harland  G.  Oakes  &  Assoc,  Los  An- 

geles: Leonard  Shane  Agency.  Los  An- 

geles: Joseph  Belden  &  Assoc.,  Vus- 
tin.  Tex. 

In    the    New    A  ork    area    the    major 
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Year  after  year  the  team  of  Diehm  in  Hazlcton,  Blooms- 

burg  and  Allentown  in  the  Pennsylvania  League  and 

Biddeford-Saco  in  the  New  England  League  have  been 

Champions  of  the  radio  airways.  Their  consistent  pro- 

fessional performance  is  the  reason  why  radio  time  buy- 

ers buy  these  stations,  for  they  know  their  clients  will 

get  sparkling  fielding,  smart  base  running  and  powerful 

offensive  performance  when  the  team  of  Diehm  takes  to 

the  field  to  put  a  sales  message  across.  Depend  on 
Diehm  to  deliver  results  ! 

|>r       f 

w 1 
HAZLETON.  PA   NBC  MBS         ALLENTOWN.  PA.  CBS  BLOOMSBURG.  PA  BIDDEFORD-SACO.  ME   MBS  YANKEE 

(Represented  by  Robert  Meeker  Associates).  (Owned  and  Operated  by  Harry  L  Magee)         (Promotion  Rep  Robert  S.  Keller). 



Comes  Fresh-Frozen  Now 

Spear  fishing  once  supplied 

Hawaii's  food  but  today  Mrs. 
Hawaii  shops  in  air-condi- 

tioned super  markets.  In  fact, 
Hawaii  spends  more  per  capita 
for  food  than  any  state  except 
one. 

What's  more,  Honolulu  ranks 
with  the  top  fourth  of  the 
states  in  per  capita  retail  sales, 

apparel,  automotive,  home  fur- 
nishings, general  merchandise, 

gas-oil,  and  drug  store  sales. 

Honolulu  is  a  paradise  of  a 
market  *  .  .  .  and  to  reach 

Paradise  its  KGMB-KHBC's 
all-island  coverage,  the  'ONE 
radio  buy  covering  all  Hawaii. 

In  television,  KGMB-TV,  Ha- 

waii's first  station,  provides  the 
shows  that  win  customers  .  .  . 
35  network  shows  .  .  .  64  local 

...  23  syndicated. 

In  either  AM  or  TV,  KGMB's 
merchandising  and  promo- 

tion  is    keyed    to  Hawaii. 

"  Honolulu  estimated  buying  income: 
549  million  dollars.  1952  retail 
sales:   340  million. 

KGMB 
AM-TV 

Honolulu 

KHBC 

CBS     IN      HAWAII* 

"  Channel    9    also    carries    top    NBC 
and  ABC  programs. 

Call  Free  and  Peters  Inc. 

foreign-language  advertising  agencies 
are:  Emil  Mogul  Co.,  250  W.  57  St.; 
Pettinella  Advertising.  29  Washington 

Square  West;  Furman,  Feiner  &  Co., 
1 17  W.  46  St.;  Joseph  Jacobs,  1  E.  42 

St.  Major  New  York  foreign-language 
radio  reps  are:  National  Time  Sales. 

17  !•:.  42  St.;  Forjoe  &  Co..  29  W.  57 
St.    Seek  thein  out   for  counsel. 

FM 

Q.  What's  the  fall  outlook  for 
frequency  modulation  radio? 
A.  The  N\RTB  is  currently  taking 

steps  to  lick  the  medium's  primary 
problem:  circulation.  Last  Christmas, 
the  NARTB  initiated  a  campaign  of 

announcements  suggesting  FM  sets  as 

Christmas  gifts.  More  than  100  sta- 
tions participated.  The  drive  increased 

manufacturers'  FM  set  distribution  as 

much  as  100'X  over  the  preceding 
Christmas  season.  (One  manufacturer 

reports  sales  climbed  to  990.6' <  over 
the  corresponding  period  in  1951  dur- 

ing the  fourth  week  of  the  announce- 

ment campaign.)  The  NARTB  is  con- 
tinuing to  furnish  some  130  stations 

with  similar  announcements  each 

month,  linking  appeal  to  seasonal  in- 
terests. This  drive  should  help  bring 

new  circulation  to  the  medium. 

Q.  What  does  FM  do  for  adver- 
tisers? 

A.  Recent  findings  of  the  NARTB 
and  the  RTMA  show  many  people 

listen  to  FM  not  because  they  prefer 

the  tone,  but  because  they  have  to. 
These  include  listeners  living  in  areas 

where  the  AM  signal  is  diminished  by 
industrial  static,  weather,  foreign 
broadcasts.  FM.  therefore  can  be  used 

to  fill  holes  in  radio  coverage  for  ad- 
vertisers. Its  better-known  function,  of 

course,  has  been  to  reach  specialized 
audiences  such  as  the  people  who  like 

to  hear  good   music. 

Q.  Do  most  FM  stations  carry 

same  programing  as  AM? 

A.  Although  FM's  high  fidelity  in  re- 
production and  freedom  from  static 

make  it  a  "natural'"  for  broadcasting 
fine  music,  a  large  percentage  of  FM 
stations  have  been  almost  completely 

duplicating  AM  program  schedules 

with  cut-aways  limited  to  public  serv- 
ice sustainers.  However,  the  NARTB 

is  now  encouraging  FM  stations  to 

program  more  music  and  local  events. 

and  to  build  schedules  which  will  co- 

incide with  (hanging  family  living  hab- 
its including  ownership  of  TV  sets. 

The  NARTB  is  issuing  a  suggested 

"music  and  news  formula"  for  FM 
stations,  indicating  what  hours  of  the 

da\  are  best  for  what  type  of  program- 
ing. It  reports  that  the  majority  of 

successful  FM  stations  are  those  with 

separate  programing. 
KX\  Z.  Houston,  until  recently 

broadcast  virtually  the  same  program- 

ing on  AM  and  FM.  Last  fall  it  in- 
stituted dail)  four-hour  separate  FM 

program  schedules  emphasizing  music, 
has  sold  out  time  segments  on  the 

separate  schedule. 
Another  FM  station.  KWPC-FM. 

Muscatine,  Iowa,  is  garnering  larger 

audiences  and  larger  profits  with  com- 
plete broadcasts  of  semi-monthly  citj 

council  proceedings.  Its  interested  in- 
dustrial advertisers  in  sponsoring  the 

program  as  means  of  identification 

with  the  community's  life  and  progress. 

Q.  What's  the  outlook  on  FM  set 

production? A.  FM  set  production  is  beginning  to 

pick  up;  the  FM  tuner  business  is 
booming  to  the  extent  of  30.000  sales 

Ik  ii  ww 
Represented   by: 

NATIONAL   TIME    SALES 
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When  you  want  to  go  calling  in  the  Greatei  Indianapolis 
Market,  call  on  WFBM  to  open  doors  for  you.  W  I  BM  leads 
all  Indianapolis  stations  in  cit)  and  count)  audience,  as  well 
as  total  \\  eekl)  audience,  nighttime. 

WFBM MM  W  VPOLIS 

BS  NE1  UURK 
REI-R1MMH)    \Mlil\Mn     H\     lilt     KM/    \(.f\M 
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Affiliated  WFBM-TV;  WEOA  WFDF  WOOD    AM  &  TV 
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pej  month.  Man)  manufacturers  are 

meeting  this  competition  1>\  reinstating 
I  \l  on  radio  models.  Admiral,  Zenith. 

General  Electric,  and  RCA  arc  expand- 

ing FM  production.  Other  leading 

manufacturers  are  also  planning  to  re- 
instate FM  on   radio  models  soon. 

A  new  development  in  FM,  the  auto- 
mobile converter  unit,  is  now  under 

production  by  the  Hastings  Products 

Co.,  may  prove  to  he  a  new  feather 

in  the  medium's  cap.  Unit  is  expected 
to  sell  for  approximately  $99,  allows 

switching  from  AM  to  FM  reception. 

Q.  What  advertisers  are  making 

successful  use  of  this  specialized 
FM  audience? 

A.  One  of  the  highest  time  contracts 

in  FM  history — a  52-week  contract  for 
I!  hours  per  week  I  all  day  Sunda)  I 

was  signed  recently  by  the  May  Corn- 

pans  department  store  over  WITH- 
1  VI.  Baltimore.  The  all-day  block  fea- 

tures recorded  music,  including  sym- 
phonies, instrumental  arrangements, 

complete  operas.  Commercials  pitch 

merchandise  '"appealing  to  the  discrim- 
inating   buyer."     The    May    Company 

.  .  .  and  they  act  fast  when  you  tell  'em  and  sell  'em  on 

TV  in  the  single  station  Baton  Rouge  market.  Tell  'em 

and  sell  'em  too  on  WAFB  AM  and  FM,  the  Mutual 
affiliate  in  the  same  bonanza  market. 

Here's  a  little  free  association  exercise  that 
tells  the   market  story: 

Baton  Rouge  .  .  .  petrochemicals  .  .  .  plant  expansion 

.  .  .  industrial  empire  .  .  .  .fat  payrolls  .  .  .  booming 

retail  sales  .  .  .  that's  the  New  South,  and  we're  typical 
in  every  detail. 

Want  more  data?  Call  Adam  Young, 

our  representative,  and  talk  it  over, 

over  coffee,  cafe  royale  or  cocktails. 
But  soon! 

WAF8-TV-AM 
BATON  ROUGE,  LA. 

is  promoting  its  programs  with  floor 

displays,  newspaper  ads,  and  a  series 
of  luncheons  for  various  local  music 
societies. 

Zenith  recently  bought  two  55-min- 
ute  shows  aired  simultaneously  over 

WQXR  and  WQXR-FM,  New  York 
{Midday  Symphony,  1:05-200  p.m. 
Tuesday,  Thursday,  Saturday;  Sym- 

phonic Matinee.  3:05-4:00  p.m.,  Mon- 
day, Wednesday.  Friday.  I  Different 

commercials  are  used  on  the  AM  and 

FM  versions  of  the  shows:  On  AM, 

commercials  plug  FM  radios;  on  FM, 
the  AM-FM  Zenith  clock  radios  are 
featured. 

WABF.  New  York,  reports  "All  com- 
mercial time  was  completely  sold  out 

for  the  month  of  May."'  The  sellout 
comprised  15-minute.  halt-hour,  and 

hour  programs,  and  announcements. 

Storecasting 

Q.  What  does  Storecasting  do  for 

its  sponsors? 

A.  Storecasting  is  a  seven-year-old 
combined  broadcast  and  merchandis- 

ing service  for  grocery  and  drug  manu- 
facturers with  super  market  outlets.  It 

currently  reaches  over  750  super  mar- 
kets in  five  major  areas:  Southern  New 

England,  Chicago,  Northern  New  Jer- 
sey, Pittsburgh,  and  Philadelphia.  The 

Storecast  Corp.  of  America  now  bills 
about  $850,000  annually,  up  about 

$100,000  from  last  year.' 
Inherent  in  the  Storecast  service  to 

sponsors  is  its  extensive  merchandising 

and  promotional  activity  geared  to 
benefit  both  store  and  advertiser.  Mer- 

chandising specialists  make  more  than 
450  personal  calls  to  super  markets 

each  week  to  see  that  Storecast  prod- 
ucts are  well  stocked,  and  have  de- 

sirable shelf  positions.  A  recent  exam- 

ple of  the  corporation's  merchandising 
activity  was  a  series  of  "Better  Living 

Displays"'  erected  in  388  super  mar- 
kets in  Philadelphia  and  Northern  New 

Jersey  for  Philip  Morris.  The  display 

unit  consisted  of  two  dump  bins,  side 

by  side,  with  a  dinner  table  motif  in 

the  background.  One  bin  was  filled 

with  cartons  of  Philip  Morris  king-size 
and  regular  cigarettes.  The  other  bin 

was  reserved  for  the  chains'  own  label 
items.  Displays  remained  up  two  weeks. 

Store  inventory  substantially  increased 
on  the  cigarettes:  sales  of  cigarettes 
and  snacks  jumped. 
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the  ONLY  radio  voice 
BLANKETING 

ALL  3 
RICH 

MARKETS 

*  ROCKFORD 

*  BELOIT 

*  JANESVILLE 

YOUR  "PLUS"  STATION 
Per   Family   Income     WBEL   MA*  S5712  00 

Per    Family    Income     National    Average  5086  00 

YOUR   "PLUS"  (AboTe   Average)  $   626.00 

Retail    Sales    Per    Family     WBEL    MA-  $4128  00 

Retail  Sales  Per   Family     National    Average  3584  00 

YOUR  "PLUS"  (Above  Average)  $   544.00 

Retail  Food  Sales  Per  Family     WBEL  MA'  S1013  00 

Retail  Food  Soles  Per  Family 

National   Average    878.00 

YOUR   "PLUS"   (Above  Average) S    135.00 

£~KAA/S 

&/PO0HEAD 

V/LLE9 

0ECA7VA//CA 

j&JDA  •       i 

SOUTH  BELOVT 

OQOCKFOA.O \TC0iWGNE 

*  WBEL  Metropolitan  Area         Two  Counties 
79.000  lamihes  in  WBEL  metropolitan  area. 

NEWS  AND  MUSIC... 

speaking  an  urban 

and  rural  voice  that 

MOVES  MERCHANDISE! 

NATIONAL      REPRESENTATIVE 
DON  RICH      •      35  E.  64th  Street      •       New  York  21 ,  N.  Y. BUtterfield  8-7676 

cm& 1380      BASIC      INDEPENDENT 

Studio*  <uut  0^icC4. 
TALCOTT  BLDG.  •         NEWFIELD  BLDG. 

ROCKFORD.  ILLINOIS  BELOIT.  WISCONSIN 
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THE  FACTS 
speak  for  them- 

selves about 

'HOMETOWN 

AMERICA" on  WFBR 
in  Baliimore! 

IN  THE  FIRST  4  WEEKS 

28,338 
Labels  Were  Bid  In  Radio 

Telephone  Auctions 

511 
Calls  Were  Made  By  Our 

Sales  Servicemen 

278 
New  Retail  Grocery  Outlets 

Were  Opened  For  Sponsors 

410 
Store  Positions  Were 

Improved  For  Sponsors 

469 
Stores  Are  Now  Cooperating 

And  Displaying  ''Hometown, 

America"  Display  Material 

401 
Individual  Displays  Were 

Built  For  Sponsors 

THIS  15   ONLY 

THE  BEGINNING! 

F^^",00m  hometown,  Amer.«o 

live  sponsors  on    Horn  
eff     f„e 

\"     wcBR-the  greatest,  devi$e<l! \on  WFBK  ofIon  eve. r  i 

VfV'XorP^e 
 yo-  **« Unte,-^^   

Q.  Who  is  using  Storecasting  to- 
day and  what  are  some  of  the 

results? 

A.  A  variety  of  nationally  advertised 
brands  are  included  in  the  300  food, 

grocen.  and  druj:  products  now  signed 
up  for  the  Storecasting  service.  Among 
the  newest  to  join  the  Storecast  roster 

are:  Tetley  Tea,  Fritos  and  Baken-ets, 

Thrivo  Dog  Food,  Good  Luck  Mar- 
garine. Reynolds  Aluminum  Foil.  Shef- 

field milk  and  cheese,  Ehler's  Coffee, 
Rockwood  &  Co.  chocolates,  and  In- 

stant Dip  I  silver  cleaner). 

Representative  of  the  results  of 
Storecast  service  are  the  experiences 

of  chocolate  and  dessert  topping  manu- 
facturers. The  chocolate  firm,  a  new 

Storecast  sponsor,  reports  a  shipment 

increase  of  89'  <  during  the  past  four 
months  of  Storecast  participation  in 

comparison  with  the  same  period  a 

year  ago.  The  dessert  topping  manu- 
facturer shows  an  increase  of  21' < 

in  shipments  during  the  first  five 
months  of  this  year  over  same  period 

last  year,  before  it  had   Storecasting. 
Storecast  renewals  point  to  favorable 

results  achieved  for  the  majority  of  its 
clients:  The  current  renewal  rate  is 

about  70/{.  To  help  advertisers  see 

exactly  what  results  it's  obtaining  for 
their  products,  Storecast  Corp.  has  set 

up  a  "reporting"  system,  whereby  its 
merchandising  men  fill  out  an  activities 

report,   day-by-day.   store-by-store. 

Transit  Radio 

Q.  What  is  the  current  status  of 
Transit  Radio? 

A.  This  year,  Transit  Radio,  Inc., 

suspended  operations  in  five  cities, 
leaving  a  total  of  four  in  which  it  is 

now7  beaming  programs  to  buses  and 
street  cars.  The  FM  broadcast  service 

still  exists  in  Kansas  City.  Trenton, 
Worcester,  and  Tacoma.  It  has  been 

dropped  recently  in  Washington.  D.  C, 
Cincinnati,  Pittsburgh,  St.  Louis,  and 
Des  Moines.  The  mediums  current 

slackening-off  is  attributed  to  two  fac- 
tors: The  year-long  Supreme  Court 

litigation  (which  ended  last  May  in  a 
decision  favorable  to  Transit  Radio) 

scared  off  main  advertisers  and  would- 

be  advertisers.  Other  sponsors  were 
deterred  from  use  of  the  medium  b\ 

riders'  complaints  that  their  rights 
were  being  violated,  despite  what  the 
Supreme  Court  said.  Today.  Transit 

Radio  has  three  or  four  national  spon- 
sors, some  50  local  sponsors. 

Q.  What  is  the  outlook  for  Tran- 
sit Radio's  future? 

A.  Savs  R.  A.  Crisler,  president  of 

Transit  Radio,  Inc.:  "Some  day  Tran- 
sit Radio  will  definitely  be  revived  and 

in  effect  all  over  the  country.  For  the 

time  being,  we're  trying  to  preserve 
and  encourage  existing  markets.  But 

we  expect  Transit  Radio  to  be  estab- 
lished in  other  cities  without  predicting 

any  date  or  time,  because  it  is  cer- 
tainly a  medium  which  reaches  many 

people  effectively." 

Station  research 

Q.  What  are  stations  contribut- 
ing to  the  changing  yardsticks  in 

spot  radio  time  buying? 

A.  Some  of  the  burden  of  finding  a 

good  method  of  projecting  ratings  to 

a  station's  entire  coverage  area  is  be- 
ing borne  increasingly  by  stations 

tbemselves  through  the  use  of  "area 
studies"  rather  than  just  rating  reports. 

One  of  the  most  recent  has  been  a 

Pulse  stud\  for  50  kw.  independent  sta- 
tion WHDH  in  Boston.  Prepared  in 

January  of  this  year,  the  study  was  a 
measure   of  the  total   audience  to  the 

WERD- SALES  RINGER 
in  ATLANTA 
WERD  delivers  a   vast,  scarcely 

tapped   market  —  Atlanta'*  great "Negro  audience! 

WERD    stimulates   sales.    Its  listen- 

ers go  out   anil    lil'Y I   They 
have  confidence   in  their  station — the  only  Negro  owned  and 
operated   radio   nutlet    in    the    UJS. 

WERD    wants   the   opportunity   to 

sell  for  you.   Write  for  our  "Proof 
of  Performance.''  We're  loaded triti,   success  stories.   Surprising — 

WERD  u  your  ,/..,,■,?  economical 
radio    hay    in    Atlanta. 

Call   nr   unite   far   details. 

WERD  Atlanta 
loan  ]\atis  •  860  on  evcrx  Atlanta  dial 

J.    B.    BLAYT0N.    JR.,    Gen.   Mgr. 

RADIO    DIVISION 

Interstate  United  Newspapers  Inc. 

Represented  nationally  by  JOE  wootton 
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station,  program-by-program,  within 

\\  IIDII '9  '...-nullixnli  line.  Dufl  includ- 
ed .in  area  "I  some  25  >  ounties  in  ioui 

itates. 

I  imebuyers  who  have  seen  ilii--  stud) 
i  and  others  like  ii  i  have  praised  ii 

highly.  ""Oni  radio  clients  like  t < >  see 
.in  accurate  cost-per-l,000-homes  fig- 

ure «  hen  thej  buj  Bpol  radio.  \\  ith  a 

stud)  like  ilii>.  where  a  rating  is  in- 

stantl)  projectable  to  a  station's  entire 
area,  such  cosl  figures  are  possible  with 

,i  minimum  "I  error,  the  chiel  time- 

buyei  "I  a  New  York  ad  agency  stated. 

Advertisers  however  shouldn'l  ex- 
pect to  see  .i  spate  of  sw  h  studies  from 

radio  outlets,  even  though  thej  usually 

show  radio  to  better  advantage  than  an 

ordinal*]  Bet  of  metropolitan-area  rat- 
ings. I  he)  are  quite  costl) ;  a  sta- 

tion might  pa)  up  to  seven  times  as 

much  for  an  area  stud)  as  it  would  for 

an  ordinary  rating  report.  Neverthe- 
less indications  are  that  more  and 

more  stations  will  be  underwriting 
Buch  area  measurements  during  the 
latter   half  of    1953   and   during    1954. 

Coverage  services 

Q.  Why  does  the  radio  and  TV  in- 
dustry have  two  coverage  services? 

A.  Neither  of  the  two  existing  cover- 

age services  are  run  b)  the  "industry." 
I  he\  are  two  separate  competing  firms 

set  ui>  l>\  private  organizations.  Essen- 
tially the)  measure  the  same  thing, 

but  using  different  methods.  Standard 
Audit  &  Measurement  Service  (SAM) 

most  resembles  the  old  industry-spon- 
sored coverage  service  Broadcast  Mea- 

surement Bureau  (BMB).  SAM  uses 

a  mail  ballot  technique  to  survey  a 
cross-section  ol  Americans  as  to  their 

radio  and  TV  use  pattern-.  The  se 
ond  private  coverage  survey,  Nielsen 
Coverage  Service  (NCS)  is  conducted 

l>\  the  A.  C.  Nielsen  Co.  It-  technique 

i-  ba  ed  mainly  on  personal  interviews. 
Thus  radio  and  T\  advertisers  who 

went  without  a  coverage  measurement 
between  demise  of  BMB  and  establish- 

ment of  SAM  can  select  one  of  tw  to 

use  today  or  even  employ  both.  The 

pattern,  as  seen  In  sponsor  in  the  past 
spring  months,  has  been  for  agencies  in 

the  larger  billing  brackets  to  use  NO 

while  medium  and  smaller-sized  agen- 
cies have  used  SAM.  Reason:  V\M  is 

furnished  to  agencies  without  charge 
since  stations  pa)  for  it.  NCS,  on  the 

other  hand,  is  subscribed  to  In  agen- 
cies, can    mean   considerable  expense. 

til     \  1  hi  ti  In    4  i*  ij 

The WOND erful 

Music  Station llriitijs 

Sl>EBSIt1  I4I3I4I I    His  ii  its 

John    Struekell,    General   Manage/ 

9  Out  of  10  Families  in  Atlantic  County  Listen  to  WOND 

(Adverts  • 

******
 

NEWS  EVERY  HOUR  GOOD  MUSIC  AND  SPORTS 

DON      RICH.      NEW      YORK      REPRESENTATIVE 

35     E.     64TH     ST..     NEW     YORK     2  1.     N.     Y.      BUTTERFIELD     8-7676 

CLEVELAND'S 

STATION 

5,000  WATTS  — 850   K.C. 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H-R  REPRESENTATIVES 

*iyj;ian*T 

The  Key  to  a  
'*" 

$4,000,000,000  - 

\ 

4 

Hempstead.   Long   Island.    N     Y 

More  people  listen  to  WHLI 
during  the  day  in  the  Ma|or 

Long  Island  Market  than  to 

any  other  station,  network 
or   independent 

f{i  l>r<-iiiliil    If     Kami"  an 

Paul    CodofUy     PrC! 
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*ffifoe*az  aieaf. 

Sales  Yiliinw  with  KTY1-TV 
HERE  ARE  THE  MAGIC  MERCHANDISING  KEYS  IN  ARIZONA 

that  will  ring  up  spectacular  results  for  your  client's  products  in  the 
nation's  most  prosperous  economic  area! 

•  PRIMARY  NBC  programming  and  DuMont! 

•  ANTENNA  HEIGHT  1 550  feet  above  average  terrain  .  .  .  four 
times  higher  than  any  other  Arizona  station! 

•  COVERAGE  AREA  blanketing  63.2%  of  the  state's  free- 
spending  population! 

•  UNPARALLELED  RECEPTION  .  including  a  clear  picture 

in  areas  where  other  Arizona  stations  don't  even  register  a  signal! 
•  MERCHANDISING  department  that  not  only  talks  about 

merchandising,  but  actually  gets  the  job  done!  (Note:  Ask  your 
Avery-Knodel  man  for  proof  of  the  remarkable  sponsor  cooperation 
techniques  that  KTYL-TV  has  perfected  with  smashing  success.) 

•  PROGRAMMING  — network,  live  and  outstanding  film 

packages  —  that's  pulling  in  an  avalanche  of  fan  mail  and  "rave" notices  from  local  TV  editors! 

NBC  and  DuMont  Affiliate  for 
Phoenix   and   Central  Arizona KTYLTV 

ZONA 

IS  TIRST 
...  in  Retail  Sales  Growth 

...  in  Population  Growth 

in  Per  Capita  Income  Growth 

...  in  Employment  Growth 

...  in  Bank  Capital  Growth 

...  in  Truck  Registration 

...  in  Farm  Income  Growth 

'Source:    Research  Department, 

Valley  National  Bank 

First  in  Everything 

That  Spells  More  Sales! 

See  your  Avery-Knodel  man  .  .  .  or  Phone  or  Wire  Collect  to  KTYL-TV,  4420  N.  Central  Avenue,  (AMherst  6-4483)  Phoenix,  Arizona 



Sell  Mor^OrT  © 

KRON-TV's 

NOW  you  can  be  sure  of  reaching  the  largest  group  of 
consumers  in  the  rich  Northern  California  market  over 

Channel  4.  Now  you  can  take  advantage  of  KRON-TV's 
4-POINT  SUPERIORITY. 

•  HIGHEST  ANTENNA  in  the  San  Francisco-Oakland  Bay 

Area,  with  effective  transmitting  height  of  1441  feet, 

gives  you  maximum  clearance  of  local  obstructions. 

•  HIGHEST  POWER  allowed  by  law  for  Channel  4  gives 

you  added  thousands  to  see  and  hear  your  sales  message. 

Viewers  as  far  away  as  200  miles  report  fine  reception. 

•  LOW  FREQUENCY  on  Channel  4  gives  you  a  more 

efficient  wave  length  and  more  effective  coverage  over 

a  wider  area. 

•  GREATER  DEPENDABILITY.  Your  advertising  benefits 

from  the  unmatched  protection  of  a  double  antenna 

system  and  an  automatic  standby  generator  to  insure 

against  telecast  failure. 

Add  it  all  up  and  the  answer  is:  You  get  better  coverage... 

more  complete  coverage ...  more  dependable  coverage  in 
Northern  California  on  Channel  4.  Take  advantage  of 

KRON-TV's  4-POINT  SUPERIORITY  for 

SUPER  SALES   from  a   SUPER-SIGNAL 

FREE   &   PETERS 

Notional  Represcntativ .  llcIIwq SAN    FRANCISCO  WLM 
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KnUIYI      brings  CBS 
programs  to  the 

RICH,    BOOMING 

m  sum  in 

OU    DEL    •>ORTE 

COUNTIES.     dif.r.t. 

CUIKI    .(.tin 

  ...> 

KHUM  s  Redwood  Empire  has  a  ereatei 

population  than  anj  one  ol  68  ol  the  'Mu 
largest   cities    Usti-.l    by    Sales    Managemenl 

Retail    Sales  98.236.000 

Food    Sales  25,345,000 

Automotive  18,859,000 

When  you  buy  KlfUM  you  get  a  bonus 
population  in  the  1.500,000  tourists 

passing  through  the  famous  Redwood 

Umpire — KHUM  talks  only  to  people! 
Reaches  them — where  they  are. 

John   E.   Pearson  —  Western   Radio  Sales 

CHANNEL n 

KVOS'TV 

KVOS 
ftPQ 

10  00    WATTS 

790    K  C 

5  000    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STATE'
S 

CASH  FARM  1NC0M 

^J-orjoe    C71    Co. 

MEN,  MONEY 
i  Continued  from   page   20) 

\n\  summer  tryout  has  it  tough. 

But  the  corned)  summer  tryout  is  the 
most  severer)  handicapped  hopeful  of 
all.  It  took  Jack  Benny  three  years  to 

put  himself  over  in  radio  in  the  old 
da\s.  hut  the  average  television  comic 

todav  is  expected  to  put  himself  over 

in  three  routines,  using  his  regular  sa- 
loon material  (leaned  up  for  a  family 

television  audience. 

The  referenee  to  saloon  material  is 

warranted.  It  is  precisely  in  the  field 
of  saloon  entertainment  that  the  mod- 

ern comic  is  obliged,  there  heing  no 

vaudeville  or  burlesque  anymore,  to 

get  his  actual  stand-up  experience.  A 

letter  from  an  unnamed  correspon- 

dent of  Jack  Hellman  of  Hollywood's 
Daily  Variety  put  the  problem  in  pic- 

turesque theatrical  lingo  the  other  day, 

and  we  now  quote  from  this  canny  Mr. 
Anonymous. 

*  *        • 

"Assorted  vice  presidents  and  su- 
pervisors are  flocking  to  saloons  to 

scout  for  what  they  call  new  talent. 

I  nder  the  spell  of  bar  Scotch  they  are 
lulled  into  believing  that  a  monologist 

doing  a  rapid  patter  of  blue  jokes 

and  discarded  Hope  and  Allen  mate- 
rial is  a  good  TV  bet.  Ten  years  of 

batting  around  third-rate  night  clubs 
is  supposedly  proper  seasoning  for 

'new  faces.'  He's  slapped  into  a  sum- 
mer show  and  a  few  clean  old  jokes 

are  substituted  for  dirty  old  jokes  and 

another  hopeful  bites  the  dust.  'He 
just  didn't  have  it."  they  say.  But  in 
all  fairness  the  man  might  have  had  a 

chance  with  proper  help." 
*  -»        * 

How  exquisitely  and  painfull)  true! 
On  short  notice,  on  short  dough,  on 

short  tolerance  by  big  network  offi- 

cials who  expect  push-button  miracles, 

promising  funnymen  are  given  a  "try- 
out."  But  are  they  really?  Is  it  not 
more  like  the  ordeal  by  fire?  I  nder 

the  superstitious  jurisprudence  of  the 

middle  ages,  if  vou  could  pass  hare- 
fooled  over  hot  coals  v  ou  were  inno- 

cent. If  you  can  stand  up.  in  summer 

tryout,  to  the  makeshift  production,  the 

bored  writers  and  the  bet-you-can't- 
make-us-laugh  challenge  of  the  execu- 

tives, then  v  ou  are  O.K.  ̂   ou've  got  it. 
Got  it?  Boy.  if  you  can  do  all  that. 

you're  a  genius  and  no  mistake.  *  *  * 

MEN'S  STORES 

We  are  interested  in  information  re- 

garding the  use  of  television  by  men's 
clothing  and  apparel  stores  of  the  bet- 

ter class.  Locally,  most  of  the  stores 

or  chains  using  the  medium  are  in  the 
low  price,  bargain  appeal  category. 

Many  of  vour  case  histories  are  in  the 
same  field. 

The  only  "fine  store"  on  the  Pacific 
Coast  who  is  a  consistent  TV  sponsor 

is  Pauson's  of  San  Francisco.  They 
have  been  on  the  air  for  five  years  with 

a  news  commentator  program.  Have 

you  anv  report  on  the  result  of  their 
operation?  Our  client  is  not  interested 

in  an  institutional  approach  but  ex- 
pects his  TV  effort  to  make  direct  sales. 

Anything  that  you  can  tell  us  that 

we  might  pass  on  to  a  client  would  be 

appreciated. Larry  Lewin 

The  Mayers  Company.  Inc. 
Los  Angeles 

•       SPONSOR   hi-  published  several   ca-.-   historic* 

on  the  use  of  television  by  better  rla«  men", eluthinc  stores.  These  are  to  be  found  in  ihr 
1953  edition  of  TV  Results,  a  book  of  rase 
histories. 

MARKET  INFORMATION 

\\  e  are  attempting  to  gather  as  much 

possible  information  concerning  viewer 

program  preference  and  other  statisti- 
cal market  data  for  a  number  of  mar- 

kets. 

Our  client  is  interested  in  anv  ma- 

terial which  vou  can  send  us  pertain- 
ing to  Denver.  Colorado  Springs,  and 

Pueblo,  Colo.:    Cheyenne,   Wvo.:   Salt 

49TH  b  MADISON 

{Continued  from  page  18 1 

MEDIA  STUDY 

I  would  like  to  compliment  vou  on 

vour  very  excellent  Media  Basics  ar- 
ticles. Without  doubt  they  are  the  most 

comprehensive  and  concise  appraisals 
of  the  various  media,  which  are  avail- 

able to  advertisers,  that  1  have  seen. 

If  we  gave  due  credit  to  sponsor, 

would  vou  have  am  objection  if  we  ex- 
tracted the  salient  portions  of  these  ar- 

ticles and  sent  them  out  to  clients  and 

prospective  <  lienN ? 
James  L.  Tabor 
Vice  President 

Simonds,  Payson  Co.  In< . 
Portland.  Me. 

•  SPONSOR  Is  granting  permission,  upon  re- 
quest,  to  reproduce  suitable  portions  of  it-  All- 
Media  study.  On  completion  in  SPONSOR  of  all 
18    articles    comprising    the    media    series,    it    *ill 
lie    pull lUlied     in    book     form. 
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'  Trm  voice  o/f  Ba£&mrt&' 

The  Most- Listened -To*  Radio  Station  in  Baltimore "The  Pulse  of  Baltimore 

Jan.,  1952  thru  April,  1953 

HERE'S   HOW   BALTIMORE   RANKS 
IN   THE   MARKETS   OF   THE    NATION 

Population      6th  962,900 

Effective  Buying   Income   10th  $1,390,929,000 

Retail  Sales    9th  $1,262,101,000 

Drug    Store    Sales   9th  $41,901,000 

Food   Store   Sales   7th  $330,550,000 

General  Merchandise  Store  Sales   9th.  $245,986,000 

Furniture,  Household,  Radio  Sales   10th  $70,960,000 

Automotive   Store    Sales   13th  $153,777,000 

Figures   from    1953    Solei   Monogemenl      Survey   of   Buying    Power 

It  adds  up-this  billion  dollar  market  plus  the 

most-listened-to  station  is  a  winning  combination! 

All  programming  is  simulcast  by  WCAO-FM  (20,000  wafts)  at  no  additional  cost  to  advertisers 

CBS   BASIC  •  5000  WATTS  •  600  KC  •  REPRESENTED   BY   RAYMER 
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Lake  City,  Utah;  Albuquerque.  Santa 
IV.  Clovis,  and  Roswell.  \.  ML;  Las 

\  rgas.  \e\ .:  Phoenix  ami  I  UCSOn, 
\ri/.:  \niaiillo  and  El  Paso,  Tex.; 

Hutchinson  and  Dodge  City,  Kan. 
We  realize  thai  a  few  of  these  mar- 

kets  are  not  on  the  air  yet,  but  you 

might  have  some  data  which  we  have 
been  unable  to  obtain.  \n\  help  that 
\ou  can  extend  to  us  will  be  highlv 

appreciated. 
Jack  Ht  u. 
Kostka,  Bakewell  &  Fox,  Inc. 
Denver 

•  This  issue  will  be  useful  in  this  connection. 

h  Includes  a  lO^pasie  section  on  TV  markets 
(see   page  205). 

FILM  COMMERCIALS  PRODUCERS 

licfore  too  long  we  will  be  in  the 
market  for  television  film  commercial-: 

hence,  we  would  like  to  know  just  who 

the  leading  producers  of  film  commer- 
cials are  around  the  countiy  .  I  assume 

that  New  York  has  a  good  supply,  and 

would  certainl)  be  our  quickest  contact. 

Will  you  help  us  out  by  giving  us  a 
list  of  the  most  important  producers 
of  TV  film  commercials  in  and  around 

New  York.   We  will  certainlv  be  grate- 

ful to  you  for  this  help. 
II  \rwood  Hull  Jr. 

Executive   Vice  President 

Publicidad  Hadillo,  Inc. 

Santurge,  P.  R. 
•  A  list  of  producer*  which  appeared  in  a  past 
issue  of  SPONSOR  wa»  sent  to  Mr.  Hull.  This 

type  of  -cniir  i-  available  through  SPONSOR'S 
Reader's    Service    Dept. 

SPANISH-LANGUAGE  STATIONS 

It  would  be  deeply  appreciated  if 

you  could  send  me  a  list  of  all  radio 

stations  carrying  Spanish-language  pro- 
grams  in  the  Southwestern  states; 
namely.  Texas,  New  Mexico.  Arizona, 
and   California.  .  .  . 

Sam  Resnick 
Advertising  Manager 

D'Franssia  Laboratories 
Los  Angeles 

9       SPONSOR'S    list    of    Spanish-language    stations 
i       —rill     available    to    subscribers    requesting    it. 

r-  shows  which  are  running  in  the  Roches- 
ter area,  we  are  anxious  to  obtain  any 

audience  ratings  you  might  have  on 

this  particular  market. 

Knowing  sour  intimate  knowledge 

of  the  television  industry,  we  are  hope- 
ful that  you  might  have  some  data 

which  would  help  us  in  evaluating  the 

popularity  of  the  film  shows  in  this 
Rochester  market. 

H.  Stitzlein 
Norman  Malone  &  Associates 
Akron 

SPONSOR-TELEPULSE  RATINGS 

We  notice  from  a  recent  mailing 

piece  that  you  are  offering  an  exclusive 
SPONSOR-TelePulse  rating  on  top  tele- 

vision film  shows.  As  we  are  presently 

very   much   interested   in   the  Western 

t)        Closest     market     surveyed     i-     Huff  ale 
SOR-TelePnlsc    raiiim.    appear    monthly. 

s|'(l>. 

ADDRESS  REQUEST 

I  read  in  a  recent  edition  of  SPONSOR, 
in  the  P.S.  column,  of  the  existence  of 

a  pamphlet  put  out  b\  SRA  explaining 

the  use  of  the  new  method  for  project- 
ing radio  ratings  i  15  June  1953.  page 

24). 

However,  I  was  unable  to  find  the 
address  of  the  Station  Representatives 
Association  and  I  wonder  if  you  coufd 

send  me  addresses  for  the  Nielsen  Cov- 

erage Service,  the  Standard  Audit  and 
Measurement  Service  and  the  Station 

Buy "large 
economy 

size"
 WIOU

 
on 

::. 

mm 

$9.00 

1  MIN.  OR  20  SEC. 

ANNCT.  DAYTIME 

60c 

PER  1000  FAMILIES 

$8.40 

1  MIN.  ANNCT. 

NITETIME 

91* PER  1 000  FAMILIES 

$19.60 

y*  HOUR 

DAYTIME $1.30 

PER  1 000  FAMILIES 

Any  "package"  on  WIOU  is  the  large  economy  size.    WIOU  delivers  audiences,  not  by  the 
person  but  by  the  FAMILY.   For  example,  17,326  FAMILIES  listen  to  WIOU  three  or  more  days  per 

week  .  .  .  9,768  FAMILIES  listen  three  or  more  nights  per  ueek   (Standard  Audience  Report, 

1952).    WIOU,  in  the  heart  of  Indiana's  18  most  prosperous    counties,    serves    a    multi-million   dollar 
trading  area.    Farm  income  in  the  WIOU  area  is  36%    higher  than  the  national  average. 

You'll  get  more  for  your  money  on  WIOU  I 

CBS     RADIO     NETWORK 

John  Carl  Jeffery, 

( ,i  neral  Manager 

Weed  &  Co. 

National  Representative 

Kokomo, 

Indiana 
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Just  as  easily  and  frequently  a>  Detroiters 

turn  their  radio  dials  to  W  W  J.  you  can 

turn  your  products  into  profits  in  the 

great  Detroit  market. 

Compare  rates  and  ratings  and  you'll  see 

that  \Y\VJ  costs  you  le-^  than  the 

average  cost-per-1  hou- 
sand  listeners  for 

radio  t  i 

Detroit  I 

Basic  NBC  Affiliate 

IM-iSa  KILOCYCLES  —  530(1  Wim 

FM— CHANNEL  ?4C — S7.1  HEGKTCLES 

Atsocrof* 

T./.v/ww.  Station  WWJ-TV 

Survey*  show'hat  Detroit*! V*  -million  cor  radios  are 

turned  on  soon  as  the  motors 

are  started  up.  And  in  Detroit 

more  people  depend  on  the 

auto  for  spot-to-spot  trans- 

portation than  in  any  other 

major  metropolitan  area. 

THE  WORLD'S  FIRST  RADIO  STATION  •  Owned  and  Operated  by  THE  DETROIT  NEWS  •  Nat^al  Seprei
entativ,,:  THE  GEO.  P.  HOLLINGBERY  COMPANY 
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New  England's 

fasfesf 

growing 
3  K63  is  Eastern 

Conn... Served  best 

by  its  largest  city 

'NORWICH  thru 

Some  of  Eastern 

Connecticut's  big 
installations  include 

•  DOW  CHEMICAL 
(Six  miles  from  Nonuich) 

•  ELECTRIC   BOAT  CO. 
(Submarines) 

•  SUB    BASE,    GROTON 
(Ten  miles,  nearly  15,000  people) 

•  PHIZER   CHEMICAL 

•  AMERICAN  SCREW  CO. 

•  U.  S.   FINISHING   CO. 

•  AMERICAN  THERMOS  CO. 
and  hundreds  more. 

Here  is  the  #1  Hooper 
station  with  the  best  Local  Music 

and   NeWS  programming  and 

Now 

one  low  rate 

6  00  AM-10  15  PM 

force  of  j 

Eastern  l Conn. 

representatives  Association.  For  some 

reason  none  of  these  organizations  have 
addresses  or  phone  numbers  listed  in 
tlir  Manhattan  directory. 

G.  H.  Mathtsen 

Foreign   Advertising    Dept. 

Colgate-Palrnolive-Peet  Co. 
Jersey  City 

•  We  arc  happy  to  tend  a  ropy  of  SPONSOR'S 
radio  und  TV  dictionary  which  contain*  not  only 
the  Information  requested  hut  a  lifting  of  ad- 

dresses and  telephone  number!  of  advertisers, 
agencies,  research  organizations,  music  and  tran- 

scription services,  station  representatives,  and  TV 
film  service  organizations  in  New  York  and ChicaSo. 

TV  DICTIONARY/HANDBOOK 

I  am  very  anxious  to  secure  prices 
on  the  booklet  you  publish  entitled 

"TV  dictionary/handbook  for  spon- 

sors." 

Ken  Pottle 
Vice  President 

Knox  Reeves  Advertising 
Minneapolis 

•  The  "TV  dictionary /handhook  for  sponsors" 
is  included  with  a  subscription  to  SPONSOR.  Ad. 
ditional  copies  cost  S2  each  up  to  four  copies; 
$1.50  each  up  to  nine  copies;  SI  each  up  to  24 
copies,    and    50c    each    for    25    copies    or    more. 

contact  John  Deme,  Mgr. 

^Norwich  37,633  New  London  30,367 

TV  UNIONS 

With  reference  to  your  recent  article 

on  unions  ("Unions  and  the  cost 

spiral"  4  May  1953,  p.  27),  I'd  like 
to  add  a  few  comments  on  the  writer's 
place  in  total  costs. 

Now  that  the  television  set  has  re- 

placed Father  as  the  lord  and  master 
of  the  American  home,  and  made  the 

front  door  almost  obsolete  since  no- 

body seems  to  go  out  of  the  house 
anymore,  strange  rumblings  can  be 

heard  echoing  from  the  front  offices  of 
the  advertisers,  the  men  who  foot  the 
bill  for  the  entertainment  fuel  needed 

to  nourish  this  new  household  pet 

called  "TV." Sponsors  no  longer  ask  one  another 
how  thev  feel.  Their  only  question  is, 

"Why  the  high  cost  of  TV?" 
Who  is  to  blame?  The  unions  have 

frequently  been  mentioned  as  the  cul- 
prits. Is  the  advertiser  just  in  placing 

the  blame  on  the  technicians?  What 

about  the  huge  salaries  paid  to  writers? 
Allow  me  to  list  a  breakdown  of  a 

normal  filmed  one-half  hour  coast-to- 
coast  television  show.  For  example, 
we  shall  take  a  budget  arrived  at  by 

contracting  various  shows  of  high  cali- 

ber. Shall  we  say  the  over-all  budget 
is  $60,000?  This  is  a  figure  familiar 
to  all  national  advertisers.  Here  is  a 

list  of  where  the  money  goes: 

SI  0,000.00 
S     550.00 

$      125.00 
$  750.00— $1,500.00 
$  750.00— $1,500.00 

$  8,000.00 

$      900.00 

$      850.00 

Air   Time:  $20,000.00 Hi-Ion  -the-line  costs 
<  drew,  lab,  films, 

etc.  I  : Director  (scale) : 
1  rlars    i  supporting, 

per  day  i  : Singer : 
Leading  lady  or  man: 
Star  of  show: 

Music  1 15-piece 
orchestra  i  : 

Orchestra  leader  & 

arrangements: 
Musicians'  Relief  Fund 

(5%  over-all  costs. 
Not  air  time) :  $  2,000.00 

Writers'     budget,     (2-4 
men )  :  $  3,000.00 

The  last  item  on  the  breakdown 

sheet  is  my  sole  concern.  S3.000.00  for 
the  men  who  create  the  script.  This 

adds  up  to  one-twentieth  of  the  over- 
all cost  of  the  show,  including  air  time. 

All  along  in  my  figuring  I  have  re- 
ferred to  a  filmed  show.  A  live  show 

would  be  slightly  cheaper,  and  a  net- 

work stop-and-go  kine  would  run  about 
the  same,  only  here  there  would  be  no 
residuals. 

\\  hat  has  the  writer  done  to  keep 
the  cost  of  television  down?  He  writes 

his  creation  in  accord  with  the  budget. 

His  characters  are  kept  to  a  minimum. 
He  calls  for  as  few  set  changes  as 

possible.  Sometimes  this  hampers  the 

quality  of  his  work,  but  he  obeys  the 
dictates  of  cost. 

No,  there  is  no  featherbedding  as 
far  as  the  writer  is  concerned.  And 
what  is  his  reward?  If  the  show  is  a 

flop,  the  critics  invariably  place  the 

blame  on  the  script.  If  the  show  is  a 

smashing  success,  the  kudos  are  be- 
stowed  on   actors,   producer,   director. 

However,  occasional  tongue  lashing 

from  irate  critics  is  not  the  real  prob- 
lems of  the  television  scripter.  More 

important  are  such  issues  as  residual 
rights,  a  basic  minimum  wage  scale, 
the  protection  of  rights  and  property 

of  the  writer,  better  working  condi- 
tions, and  adequate  copyright  legisla- 

tion. These  issues  are  being  dealt  with 

through  a  program  of  collective  bar- 

gaining set  up  by  the  Television  \$  rit- 
ers  of  America,  the  only  guild  com- 

posed of  writers  working  exclusively 
in  the  field  of  television.  The  solution 

to  these  problems  will  take  time,  but 
once  achieved,  it  will  make  for  better 

understanding  between  the  writer  and 

the  sponsor,  whom  anv  clear-thinking 

scripter  will  agree  is  the  only  indis- 

pensable man  in  TV. 
John  Fenton  Mi  rray 
I  ice  President 

Television  Writers  of  America 
•        See    the    section    on    TV    unions,    pape    188.    for 

an     up.to-date     report     on     the     union     picture. 
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The  Story  of  WGY, 

Don  Turtle,  and 

the  Farmer 

Don  Tuttle  is  as  well-known  as  Perry  Como  to  the 
more  than  100, 000  farmers  in  the  45  counties  ser\  ed 

by  WGY.  And  Don  is  much  more  important  to  his 
listeners  in  the  l7th  State*. 
Don  is  editor  of  the  FARM  PAPER  OF  THE  AIR. 

heard  over  WGY  Monday  through  Saturday  from 

12:30  to  1  P.M.  Now  mid-way  through  its  27th  year. 
Farm  Paper  of  the  Air  has  become  a  habit  with  farmers 
in  the  areas  around  Schenectady,  Albany,  and  Troy. 
Even  busy  farmers  stop  for  lunch,  and  they  take  Don 
Tattle  along  with  their  dessert. 

From  Don  they  learn  the  latest  auction  and  market 
prices,  latest  developments  in  labor-saving  equipment, 
vital  weather  information,  and  important  farm   news 

from  the  State  Extension  Service  and  the  Department 

of  Agriculture. 

FARM  PAPER  Ol  THE  AIR  pulls  more  than 
20,000  responses  annually,  one  of  the  reasons  i: 
became  the  cornerstone  ol  \\  (  .  i  s  l.irm  programs.  Its 

listening  area  is  more  populous  than  s2  of  the  nation's 
48  states  and  it  is  heard   over  the   only  station    in   the 
area  which  has  scheduled  regular  programs  <>f  interest 
to  farmers. 

The  FARM  PAPER  OF  THE  AIR  presents  an 
excellent  opportunity  for  an  advertiser  to  cultivate  an 

unusually  fertile  held — the  large  and  prosperous  farm audience  of  W(  rY. 

USE  THE  CHARM.  INTIMACY  AND  INTEREST  OP  DON  TUTTLE  S 

FARM  PAPER  OF  THE  AIR  TO  PUT  ACROSS  YOUR  SELLING 

MESSAGE    TO    THE    LARGE    RURAL    AREAS    SERVED    BY  WGY 

On  their  way  to  Europe  as  International  Farm  Youth  Exchange 

student  delegates,  Robert  Sweetland  of  Cazenovia  and  Evelyn 
White  of  Hudson  Falls,  N.  Y.,  stop  long  enough  to  talk  with  Don 
Tuttle  (right)  on  FARM    PAPER    OF  THE   AIR. 

WGY    AND   THE    FARMER 

Number  of  farms  in  the  WGY  area 
96.550 

Average  value  per  farm 

$10,828 Number  of  farms  owner-occupied 77,265 

Number  of  trucks 
54,643 

Number  of  tractors 
75,013 

Number  of  autos 89,947 

50.000    WATTS 

WGY 
A  GENERAL  ELECTRIC  STATION 

13  JULY   1953 

"  The  WGY  area  i»  »o  named  be- 

cause it$  effective  buying  income 

i»    exceeded    by    only     16    ttotei 

Studios  in  Schenectady,  N.  Y. 

The  Capital  of  the  17th  State 
Represented  Nationally  by  Henry  I.  Christal,  New  York — Chicago — Detroit — San  Francisco 
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IN  NORTHERN  OHIO 

Almost  Everyone 

Rings  In  at     P 

mm 
1,721,845  on  the  job  in 

the  area  served  by  the 

50,000-watt  voice  of 

>jJg** VHCO_ 

^0,0
00-0

0 
C^SU^^N,AA1^

3 

CoVoho8°  C  **!*' 

i  »^tt  $6000  •  •  •  •  357.A60 
°ve'  ,6000--  537,303 

^°°°0.A000.---    177^. 

THE  BEST  LOCATION  IN  THE  NATION 

has  MORE  PEOPIE  (4,517,000  persons) 

in  MORE  JOBS  (Employment  1,721,845) 

with    MORE   MONEY    (7'/i    billion!) 

WGAR  reaches  MORE 

listeners  MORE  effectively 

MORE   often  I 

THE  SPOT  FOR  SPOT  RADIO 
Cleveland 

50,000  watts 

Eastern  Office:  at 
665  Fifth  Ave.,  N.Y.C. 

Represented  by  The  Henry  I.  Christal  Co. 
In  Canada  by  Radio  Time  Soles,  Ltd.,  Toronto 

LIFE  ARTICLE 

Regarding  your  article  "What  spon- 
sors should  know  about  Life's  new 

l-media  study,"  the  manuscript  ar- 
rived while  I  was  traveling.  I  read  it 

first   in  print      in  your  June  2')  issue. 
If  I  had  seen  it  before  publication, 

here  is  what   I   would  have  said: 

ill  It  has  no  place  in  the  media 

series,  as  you  originally  outlined  it. 
If  you  want  to  do  an  article  on  the 

Life  study,  that's  up  to  \<>u.  But  to 
assume  that  a  panel  of  people — at  least 
one  of  them — who  take  their  advertis- 

ing seriously,  could  have  examined  the 

Life  Study  (which  hasn't  been  pub- lished yet)  sufficientl)  to  know  if  the) 
agreed  with  your  article  is  expecting 
a  lot. 

(2  I  On  the  point  of  bias,  you  inter- 

viewed 10  "air  researchers'" — twice  as 
many  as  from  any  other  category. 

Significantly,  the  most  disinterested 

commenters  vou  quoted — the  agencv 
men — made  the  most  important,  the 

most  thoughtful,  and  the  most  favor- 
able comments. 

About  one  point.  I  get  a  little  red  in 
the  neck. 

The  most  constant  warning  of  the 

critics  is  that  the  audience  of  a  maga- 
zine is  not  the  audience  of  an  ad. 

Come,  now,  does  one  segment  of  the 
media  business  reallv  believe  that  we 

don't  know7  that? 

Do  they  think  Life  doesn't  know  that we  know  it? 

We  even  know  that  there  are  other 
media  measurements  than  mere  size. 

Sure,  discussion  of  this  Life  Studv  is 

wholesome,  because  the  Studv  is  sig- 
nificant. 

But.  first,  let's  all  sit  down  quietly 
and  examine.  Perhaps  we  might  even 

get  some  competent,  disinterested 

group  to  examine  it.  too. 
Most  of  the  reactions  in  your  arti- 

cle  surprise   me   no   more  than   if   all 

the    Bourbon    drinkers    reported    Ken- 
tuck  v  to  be  their  favorite  state. 

Henry  Sc.hachti: 

Advertising  Director 
The  Borden  Co..  New  )  oil, 

•  Mr.  Srharhtc  is  a  member  ..f  SPONSOR-,  All- 
Media  \,Ki-<,r>  Board.  SPONSOR  regrets  that  he 
,li,l  not  yet  a  chance  to  review  the  article  on  Liff. 
which  is  part  ,,f  the  Ill-Media  Evaluation  Scries, in    adi  ance. 

Do  you  always  agree  with  SPON- 
SOR articles,  editorials,  depart- 

ment*?    SPONSOR   is   always 

huppy   to   receive   and   print   com- 
ments   and    suggestion*    from 

readers.      Address   correspondence 
to  SPONSOR.   40  East   49   St. 

We  believe... 

.  .  .  a  radio  station  has  a 

duty,  to  its  advertisers 
and  listeners— and  tliat  a 
statement  of  our  beliefs 
and  policies  is  important 
to  both  our  listeners  and 
our  clien  ts. 

We  have  one  rate  card.  All  \V(,AK 

advertisers  pay  the  same  amount  of  money 
for  similar  services. 

!1 

\\  >•  l>f-ln-\r  that  an\  attempt  to  bus 

listening  hy  offering  prizes  as  a  reward  is 
a  deception  not  in  the  public  interest.  Our 
high  listenership  is  created  and  maintained 
through  the  exceptional  entertainment  and 
informational  value  of  our  program-. 

™  Everj  day,  Cleveland's  Friendly 
Station  is  invited  into  hundreds  of  thou- 

sands of  homes  in  Northeastern  Ohio. 
Therefore  we  strive  to  act  as  a  becoming 

guest.  No  advertising  matter,  programs  or 
announcements  are  accepted  which  would 
be  offensive,  deceptive  or  injurious  to  the 
interests  of  the  public. 

\\  e  believe  in  fairness  to  responsible 

people  of  all  convictions.  Those  of  different 
religious  faiths  broadcast  freely  .  .  .  and 
free  .  .  .  over  our  facilities.  Balanced  con- 

troversies are  aired  regularly  without 

charge.  We  practice  freedom  of  expression 
without  penalt)  to  those  whose  opinions 
differ  from  our  own. 

'f  We  believe  that  we  serve  our  advci- 
tiscrs  more  effectively  by  broadcasting 

no  more  than  a  single  announcement 

between  programs. • 

If    you    are    not    advertising    on 
WGAR,  we   invite    you    into    the 

good  company  of  those  who  are. 

THE  SPOT  FOR  SPOT  RADIO 
Cleveland 

50,000  watts 

Eastern  Office:  at 

665  Fifth  Ave..  NYC.    ' 
Represented  by  The  Henry  I.  Christal  Co. 

In  Canada  by  Radio  Time  Sales,  Ltd.,  Toronto 
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A  New  BMI  Service 

TV  Film  Licensing 
With  the  establishment  oi  a  nevi   I  \   I  a  \i  Ln  i  nsinc 

Department,  BMI  enlarges  its  service  to  Television. 

The  Facilities  <>l  this  new  department  are  available 

to  TV  producers,  advertising  agencies  and  their  clients. 

TV  film  distributors,  directors,  limsie  conductors  and 

everyone  in  TV  concerned  with  programming. 

A    Partial   List   of  Som e   Top   TV  Shows 

Using  BMI'Licensed Music  Regularly 

BOSTON  BLACKIE LIFE  WITH  LUIGI 

BURNS  AND  ALLEN MR.  &  MRS.  NORTH 

CAVALCADE  OF  AMERICA MY  FAVORITE  STORY 

DANGEROUS  ASSIGNMENT MY  FRIEND  IRMA 

DINAH  SHORE  SHOW PRIVATE  SECRETARY 

FIRESIDE  THEATRE SCHLITZ  PLAYHOUSE 

GROUCHO  MARX  SHOW THE  UNEXPECTED 

1  MARRIED  JOAN THIS  IS  YOUR  LIFE 

LIFE  OF  RILEY YOU  ASKED  FOR  IT 

This  new  BMI  service  will: 

•  Assist  in  the  selection  or  creation  <>f  music  for  films  — 

theme,  background,  bridge,  cue  or  incidental  mood 

music  •  Aid  in  music  clearance  •  Help  protect  music 

ownership  rights  •  Extend  indemnity  to  TV  stations  that 

perform  our  music  on  film  •  Answer  questions 

concerning  copyrights,  music  rights  for  future 

residual  usage,  and  help  solve  all  other  problems 

concerning  the  use  of  music  in  TV. 

Lei  BMI  give  you  the  TV  Music  Story  today 
Call  or  write 

BMI TV   FILM 
LICENSING 

DEPARTMENT 

RICHARD  KIRK.  Director 

Broadcast  Musi     Inc. \   \  in<  So 

Hollvwood  28,  Calif. 

DE  BARRE1 Broadc  LSI 

580  Fifth  A   ■ 
\   V 

-vice  Department:  HFA'RY  KATZMAN,  Dir»  '  r    \«  ̂     rl  I 
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"One  sponsor  has  used  over  4500  newscasts  on  KTMS'' 
"Harry  S.  Baird,  District  Manager  of  Golden  State 
Dairy  Products,  tells  us  that  his  AP  news  programs 

are  doing  a  fine  selling  job  and  that  they  help  him 

inform  his  customers  of  new  products  available 

in  different  seasons  of  the  year. 

"KTMS  is  continually  trying  to 
schedule  more  news  because  news  sells 

KTMS  and  the  advertiser's  products." 

CHARLES  A.  STORKE,  Owner  and  Operator 

KTMS,  Santa  Barbara,  California 

quantity 
quantity 
quantity 

AP  NEWS  produces  quantity  sales 

quantity 

quantity 

I 
"Purity  Bakeries  now  uses  16 

AP  news  programs  weekly  —  started  with  five." 
"Purity  has  been  a  continuous  sponsor  of  AP  news 
on  KOAL  for  more  than  13  years.  And  AP  news 

has  been  a  continuous  'leader'  at  our  station. 

"The  success  of  our  formula  . .  .  AP  .  .  . 
outstanding  news  personalities  .  .  .  complete  local 

coverage  ...  and  promotion  ...  is  demonstrated  by  the  sharp 

increase  in  listening  registered  on  the 

Hooper  ratings  every  time  we  broadcast  the  news. 
Our  12:30  P.M.  AP  newscast  holds  the  record 

for  daytime  listenership  in  this  area." 
ODIN  S.  RAMSLAND,  Commercial  Manager 

KDAL,  Duluth,  Minnesota 

For  full  information  on  how  you  can  join  The  Associated  Press, 

contact  your  AP  Field  Representative  or  write 

Hundreds  of  the  country's  finest  stations  announce  with  pride 

RADIO     DIVISION 

THE  ASSOCIATED  PRESS 
50  Rockefeller  Plaza,  New  York  20,  N.Y. 

"THIS  STATION  IS  A  MEMBER  OF  THE  ASSOCIATED  PRESS." 
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RADIO    KEEPS   GROWING:   110,000,000   SETS   NOW 
Here  are  some  of  the  important  questions  you  will  find  answered  in  the  11  pages  of  this  report 

\£m  How  many  V.&.  homes  are  radio-equipped?           »"?/«'  ' 

(Ja  W  hat  does  out-of-home  add  to  in-home  listening?   |»«f/«*  - 

\£m  How  docs  radio's  eircttlatioM  compare  with  other  media?          />«?/«'  3 

\^m  To  what  extent  tloes  audience  composition  vara  by  hours?      |>«?M*  ' 

l{.  How  much  radio  listening  do  TV  homes,  areas  contribute?       f>"f/<*  ' 

\\m  How  do  network  radio  program  tapes  compare  in  "people  reached"?              »«?/''  # 

||.  Where  are  radios  located  in  the  arerage  I  ..S.   radio  home?          pane  it 

|J.     If oir  ifiiit'li  money  has  heen  spent  recently  in  netuork.  spot  radio?  page    I  / 
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1.  How  many  American  homes  are  radio-equipped? 
SOURCE:  June    1953   Joint    Radio   Network   CommiHee    Report,    for  January    1953 

98%  have  one  or  more  radios 
(44,800,000  homes) 

m 

1 

m 
2%  have  no  radios 

/OTA    AAA      I   \  %&$ 

U.S.  listens  to  ov>er 
1 10,000,000  radios 
Figures  at  left  are  new  estimates 

for  U.S.  calculated  by  committee 

composed  of  research  chiefs  of 

four  major  radio  webs.  They  rep- 
resent saturation  of  radio  as  of  I 

January  1953,  measured  against 
estimate  of  total  number  of  U.S. 

homes   as   of   that   date. 

(970,000   homes) 

liH!! 

2.  What  percentage  of  radio  homes  now  have  more  than  one  radio  set? 

SOURCE:  Nielsen  Coverage  Service   (Copr.   1953) 

One  set 56% Two  sets 
32% mm 

Three  or  more 

12% 

1! 
11 

m 

a 

\ early  half  of  radio 
homes  have  extra  sets 
Basis  of  true  strength  of  radio  is 

that  nearly  one  out  of  two  homes 

has  more  than  one  radio.  These 

figures  reflect  incidence  of  mul- 
tiple-set homes  as  revealed  by 

Nielsen  Coverage  Service  in  its 

100,000-home  survey  in  spring  of 

1952,  with  extra-set  trend  con- 

tinuing,   especially     in    TV    homes. 

•All  othei   A.  C.   Nielsen  data  in  thi>  section  similarly  copyrighted. 

Illlllllllllllllllllllllllllllllllllllll   Illlllllllllillllllllllllllllllllllllllllll  lllfllllllllllllllllllllllllllllllllllllllllllllllllilllllllUIIIIIM 

3.  How  are  the  110,000,000  sets  divided  as  to  home,  non-home  locations? 

SOURCE:   In-home,  auto,   public  place  figures  are  as  of   I    January   1953    computed    by   Joint    Radio    Network    Committee    in    June     1953 

IN-HOME 

RADIO  SETS 

AUTOMOBILE 

RADIO  SETS 

SETS  IN 

PUBLIC  PLACES 

74/800,000 

  26,200,000 

9,000,000 

1h*o  sets  amount  to 
24^c  of  U.S.  receivers 
As  Joint  Network  Committee  fig- 

ures show  here,  nearly  one  out  of 

four  U.S.  radios  is  in  an  automo- 

bile. Car  figure  at  left  is  higher 

^han  NCS  figure  of  24,964,000 

working  auto  radios,  lower  than 

BAB  figure  of  over  27,000,000 

(based  on  Pulse  studies  and  esti- 

mates by  RTMA  and  Auto  Manu- 
facturers   Association). 

o  A  U  I  U     d  A  ;  •  v  5       page  l 



4.  How  do  '53  sets  compare  with  '46;  is  production  continuing  at  fast  pace? 
SOURCE-  n    of  SOU- 

data'    January     1953    from    Joint     Notworl     Comi 

Over  »w ,   more  radios  in  '53  (linn  '  l« 

10.000.000 

*SS  radio  ial  prodactioM  up  UJ' ,  over  '52 

57.750.000 

Automobile  Sets 

Secondoru,  Home 
Sets,  and  Sets 
In  Public  Ploces 

Primary 

Home  Sets 

20.200.OOO 

9.000,000 

74.800.000 

Automobile  Sets 

Set1)  lr 

Public  Places 

Home  Sets 
16.250.000 

34.000,000 

TOTAL  SETS  TOTAL  SETS 

Jonuary  1946       Jonuory  1°53 

• 

1952 

(IV  Or) 

1953 

(IstQr) 

1952 

( 1st  Qr ) 

1953 

( 1st  Qr ) 

Home  Sets  and  Portables 

  1.562,000  I 

Automobile  Sets 

807,000 

5.  How  much  does  the  out-of-home  audience  add  to  in-home  listening? 

SOURCE'    r    lie    Janua-y    and    February    1953 

f  M -ft  O  III  <> Ottf-of-Noote litis   />/ us 

PHILADELPHIA   

NEW    YORK    

B  0  S  T  0  N   

LOS    ANGELES   

B  A  LT I M  0  R  E   

SAN    FRANC  I S  C  0   

ATLANTA   

C  I  N  C  I  N  N  A  T  I   

C  H  I  C  A  G  0   

D  A  L  L  A  S   

D  E  T  R  0  I  T         Q 

W  A  S  H  I  N  G  T  0  N   

16.1      35  |   £21.7% 

4.0  |   ±20.7% 19.3 

19.2 

21.3 
3.8  |   +-.19.8% 

+-19.7% 

4.2 

16.7 3  2  1    +19.2% 

20.9         3.9  |    +-.18.7% 

18.6      3.3  |   +  17.7% rz 
17.7      3.1  l   ±17.5% 

18.5 
3.1  |   +.16.8% 

20.1      3.3  | 

18.5      30  |   +:l6.2% 
198      3  2  |   ±16.2% 1 

M  INN  ,-  ST  .    P  A  U  L   

B  I  R  M  I  N  G  H  A  M   

M  I  A  M  I   

S  E  A  T  T  L  E   

20.3      3.1  |   ±15.3% 

22.3     3.2  |...+  14.3% 

22.5     2.9  I     ±  12.9% 

22B     23  |      ±12.3% 

i.VTcrnKc   quarter-hour    sets-ln-us*    cH    in  hew  mt    Quarter-boar 
sets-in-use    of   out-of-home    radio    li>("nlnit  jut-  All    fiiures    In    thli   thai 

RADIO    BASICS 



6.  How  does  out-of-home  radio  listening  vary  with  the  hour  of  day? 

SOURCE:   Pulse  study  for  The   Katz  Agency  winter    1952  in    18   markets,   all  mature  radio-TV  areas 

Hon-  out-ol'-home  listening  "plus"  vitries  6  a.m.-l  I  p. hi.;  Sat.  at  3  p.m.  is  high  point 

.10 

25 

20 

15 

III 

HOUR 
BEGINNING         6 

AM 

MONOAY  FRIDAY 
"i  SATURDAY  ]  SUNDAY 

i 

!0 

1!  12 1 
PM 

10  II 

The  "plus"   Is  calculated  by  getting  ratio  of  out-of-home  to  in-home  listening  as  in  Pulse  chart  on  p    -  ol   Radio  Basics.     Foi   reseat       basl 

llllllllllllllllllllllllllllllllllllllllllllll  ll!!l!llllllillllllllllllIlllllllllillllllllllllll!U 

7.  How  does  radio's  circulation  compare  with  that  of  other  ad  media? 
SOURCE:   Various  trade   and    industry   sources,    as   itemized    in   footnotes 

Dimensions  of  all  major  ad  media 

MEDIUM NUMBER CIRCULATION    OR    HOMES %   OF    POP.    REACHED 
COST    RISE    1942-52 1952    EST.    AD    VOLUIWEi 

1, Newspapers 
i  dailies) 

1,786" 

(l-l-'53) 
53,960,6  75       85^  _ 29.8%    - $2,458,500,000 (ABC  cite.) (milline    rate) 

?. Direct  mail Unknown $  7. 0  7 1.400.000 

:t. 
Radio 2,400     

(3-4-'53) 
44,800,000  homes' 

  98%    
  -23.3% 8.   $722,700,000 

i  time  and  talent ) 

i Magazines 
(gen.  &  farm  i 

250    158,842,000 82.5%   families 
78.5ffJ   

.  $614,100,000 
(ABC    only) 

(1-1-'S3) 

(ABC  cite.) 68.9' i    persons 
75  and  over 

TV 
188 

23,256,000  homes     52  %    
(NBC  est.)   -67.8%5   

    $580,100,000 

(6-30-'53) (NBC  est.  4-W53) 1  time  and  talent  1 

u Business 

papers 
1,829       .    . 28,295,268             Unknown     

40%6    

    $335,600,000 
<7-l-'53) (total  distrib.) 

7 Oiildoor 

[panels  1 
300,000 16,000  towns      Unknown      22  rc~    ...   

$767,600,000 
(1-1-'S3) 

M  '  urn  Erickson  Central  Research  Dopt.  estimates  prepared  for  "Printers'  Ink." 
-Klitnr  and  Publisher  Intl.  Yearbook  1953.  'Estimate  released  25  June  1953  by 
Joint  Network  Committee  composed  of  research  chiefs  of  the  four  major  radio  net- 

work! It  Beets  till  situation  In  1  s.  as  of  1  January  1953,  updating  previous  figures 

of  Nielsen  Coverage  Service  'Magazine  Advertising  Hureau  data  for  44  mags.  1947- 
mld  1952;  combines  black  and-uhite  and  color.  CBS  estimates  "Life"  l-co'.or  page 
rose  11.6%    In  cost   (from  $2.79  to  $3.20  per  1,000  circulation)    in  past  4  years.     &CBS 

estimate  based  on  rost-per-1,000  TV  homes  1  Jan.  1919  against  1  Jan.  1953.  a  drop 
from  $:!.:>:!  per  1,000  sets  to  $1.60.  On  30  ti.in  Class  A  tune  rusts.  CBS  TV  Net- 

s' 0  from  $3,930  to  $33,733):  TV  homes  rose  2.100%  (from 
1.000.000  to  21.141.000)  in  same  4-year  period.  "1940-1952  period  on  cost -per- 1.000 
circulation  basis,  estimate  by  Angelo  R,  Venezian  of  McOraw-Hlll  Pub.  Co.  'Since 
1939.  AXA  estimate.  8Cost-per-l,000  homes  1  Jan.  1913-1  Jan.  1953  from  original 
B      i        i    Advertising  Hureau  study  prepared  for  SPONSOR. 

r$  A  ■;>  \  0      0  k  ::>  \  0  b       Pa9c  s 



8.  How  does  audience  composition  (men  vs.  women)  vary  by  hour  of  day? 

SOURCE-  Pulse  study  for  Tho  Katz  Agency,  winter    1952   in    18  markers,    all  n 

Female  radio  listeners  per  1,000  Pulse-measured  homes;    )i.-i .  at  lit  a.m.  is  bleft  point1 

9  10  II 

Mole  radio  listeners  per  1,000  Pnlse-measared  homes:  San.  «<  «  p.m.  is  alen  poinl 

300 

250 

200 

150 

100 

MONDAYFRIDAY 
"]  SATURDAY  ]  SUNDAY 

50 

MOUH 11 

.<                         — 

•  7  • 
AM 

«  10  11 

12 

The  charts  above  are  a  breakdown  of  a  new  audience  measurement 

concept:  listeners  per  1,000  radio  homes.  The  computation,  based  on 

Pulse  sets-in-use  and  weighted  by  listeners-per-set,  diffe-s  from  the 

usual  audience  composition  figures  and  reveals  a  striking  pattern  of 

radio  listening  by  sexes  throughout  the  day  and  .light.  A  timebuyer, 

for  example,  who  ;s  planning  a  schedule  designed  to  reach  male  listen- 

ers, can  learn  from  the  charts  above  that  the  best  daytime  hour  to 

reach  male  ears  on  weekdays  is  between  7:00  and  8:00  a.m.   However. 

the  same  chart  above  also  shows  that  the  number  of  male  radio  listen- 

ers per  1.000  radio  homes  is  up  sharply  at  night.  In  fact.  bet*, 

hours  of  9:00  and  10:00  p.m.  there  are  4T<  MORE  male 

than  during  any  daytime  period.  Si.mlUr  study  of  the  chart  on  fema'e 

listening  shows  that  mid-morning  radio  reaches  a  large  number  of 

women,  but  virtually  the  SAME  number  can  be  reached  during  the 

8:00  to  9:00  p.m.  period.  It's  interesting  to  note  that  on  weekends, 

ratio   of  men   to   women    is   almost   balanced    at   all   hours   of   the   day. 

RADIO    BASICS 



YOU  MIGHT  GET  A  175-LB 

WOLF- 

% BUT... 

YOU  WON'T  GET  MUCH 
IN  WESTERN  MICHIGAN 

WITHOUT  THE 

FETZER  STATIONS! 

WKZO-TV 

WKZO-TV,  Channel  3,  is  the  Official  Basic  CBS  Televi- 

sion Outlet  for  Kalamazoo-Grand  Rapids.  WKZO-TV 

effectively  serves  more  than  300.000  television  homes 

in  27  Western  Michigan  and  Northern  Indiana  counties 

— a  far  larger  television  market  than  is  available  in  and 

around  such  "big*'  cities  as  Miami,  New  Orleans  or 
Houston.  New  Videodex,  Nielsen  and  Pulse  Reports 

prove  that  WKZO-TV  is  far  ahead  of  the  next  Western 
Michigan  TV  station.  One  example:  The  April,  1953 

Pulse  shows  that  WKZO-TV  gets  far  more  than  tivice  as 

many  morning  viewers  (138.5%  more)  as  Station  "'B'" 
— 108.09c  more  afternoon  and  evening  viewers! 

WKZO-WJEF   RADIO 

WKZO.  Kalamazoo,  and  WJEF.  Grand  Rapids,  give  you 

maximum  radio  coverage  of  Western  Michigan,  at 
minimum  cost. 

The  March,  1953  Nielsen  Report  credits  WKZO-WJEF 

with  a  12-eounty  audience  of  130,530  nigh'.time  homes 
— 151,050  daytime  homes.  In  Kalamazoo  and  Grand 

Rapids,  alone,  February,  1953  Pulse  figures  show  that 

WKZO-WJEF  get  11%  of  the  morning  audience.  41% 

of  the  afternoon,  and  40%  of  the  nighttime,  while  the 

next-best  two-station  combination  ge'.s  only  24%,  20% 
and  29%.  Yet  WKZOW JEF  cost  12.2%  less  than  this 

same  '"''competitive"  combination'. 

Write  direct  or  ask  your  Avery-Knodel  man  for  all  the 
Felzpr  facts. 

*A  wolf  weighing  slightly  over  175  pounds  was  killed  on  Seventy  Mile  River  in  Alaska. 

WKZO-TV 
fapAm  GRAND  RAPIDS  U^4  m  WESTERN  MICHIGAN    ftfliu  KALAMAZOO 

and  KENT  COUNTY  AND  NORTHERN  INDIANA  and  GREATER 

1  ■■       ,    '   _J   WESTERN  MICHIGAN (CBS  RADIO)  ■  npr  (CBS  RADIO) 
ALL  THREE  OWNED  AND  OPERATED  BY 

FETZER  BROADCASTING   COMPANY 
AVERY-KNODEL,  INC.,  EXCLUSIVE   NATIONAL  REPRESENTATIVE? 



it  Hndi o  listvninfj  habits 

1.  How  does  listening  in  radio  homes  differ  hour  by  hour? 

SOURCE:   Pulse  study  for  The   Kat:  Aqency,  winter    1952  in    18  markets,   all  rr 

Total  ratlio  listeners  per  1.000  I'ulse-ineasuretl  lunnes:  Sun.  at  H  p. in.  i\  /ii(/fi  point 

500 

300 

100 

HOW 
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■ 

2.  How  many  hours  do  homes  Ksten  per  day? 

SOURCE:  A.  C.  Nielsen  Co..  Apr!'    1952-Apri'   1953 

Iverage  total  hours  of  ratlin  use  per  home  per  tlay 

3.13 

2.84 
2.69 2.71 

2.49 

2.75 
2.86 

• 

3.11 

2.89 

3.16 
3.16 

3.11 2.83 

■ 

• 

• - 

APRIL  MAY  JUNE  JULY  AUG.  SEPT.  OCT.  NOV. 
1952 

DEC 

JAN. 1953 
FEB.         MARCH        APRIL 
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3.  How  does  1953  listening  compare  with  1952  by  hours  of  the  day? 

SOURCE:  A.  C.  Nielsen  Co. 

%  of  A  Lis  homes  usiny  radio,  showing  portion  radio-TV  ancf  radto-otift/  homes  contribute 
23.5% 

11  7<>/n 
21.4% 

19.8% .    Al1     21.6% homes 

Amount 

radio-TV, 
homes 

contribute 

Amount 

radio-only 
homes 

contribute 

MARCH 1952 1953 

10  A.M.-I2  NOON 
M.-F. 

1952  1953 

12   NOON-2   P.M. 

M.-F. 

1952 
1953 

2-4   P.M. 

M.-F. 

1952  1953 

4-6   P.M. 

M.-F. 

1952  1953 

6-8   P.M. 

M.-F. 

1953 8-11   P.M. 

ALL   EVES. 

Radio's  potrer  to  hold  audiences  is  almost  equally  distributed  through  the  day 
Despite  sizable  increases  in  the  number  of  U.S.  homes  equipped  with 

TV,  radio  is  holding  its  audiences  almost  as  well  at  night  as  during 

the  day,  as  the  above  comparison  of  March  1952  vs.  March  1953  listen- 

ing shows.  Nielsen  figures  show  a  drop-off  between  the  two  compared 

figures,  but  do  not  show  that  the  total  number  of  radio  homes  and  the 

total  number  of  U.S.  radio  sets  has  increased,  thus  producing  audi- 

ences  (if  not  percentages  of  all  homes  using  radio)  often  as  good  today 

as  those  of  year  ago.  With  definite  trend  toward  "single-rate"  selling 
underway  at  stations,  timebuyers  should  note  that  the  1952-1953  losses 

at  night  (down  3.1  percentage  points)  aren't  much  larger  than  the 
losses  during  that  favorite  of  spot  clients,  mid-morning  (down  1.0  per- 

centage points).  Incidentally,  not  shown  on  this  chart  is  the  fact  that 

radio  listening  in  the  8:00  a.m.  to  10:00  a.m.  period  is  up  over  last  year 

which   helps  explain   great  popularity  of  early   morning-spot  time  slots. 

Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 

%   homes 

using  radios           ̂ M  ■■     Nighttime  6  p.m. 
Jin 

1 1 low  has  radio  listening 

,  as 

measured  by  Nielsen,  varied 

mo- 

12  mid.         ̂ ^^™     Daytime  6  a.m. -6  pm.                                                                                                                                              L 
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5.  How  much  radio  listening  do  TV  homes  and  TV  areas  contribute? 

SOURCE      Puis©   and  January  February     l<*S3 

Evening  radio  listening:  I  \   ■•>.  r*Mllo-nnJn  hmmct 

All  Homes 

TV  Homes 

R-0  Homes 

All  Homes 

TV  Homes 

R-0  Homes 

All  Homes 

TV  Homes 

R-0  Homes 

All  Homes 

New  York 

17.0 

Chicago 

15.3   | 

WM 

Los Angeles 
W'jP* 

17.1. 

Philadelphia 

TV  Homes  [ 

R-0  Homes 

160  | 

sou* 

"„     l\     (irccix   vniilrlbuH'  In  utnliriur 

HI   l» 

IV     A' ABC  (6  programs) 
r,i.7"„     iii.:i"„ 

CBS  (15  programs) 50.5%      10.5% 

Mutual  (2  programs) 
36. 1%     u:i.u»„ 

NBC  (9  programs) 
52.3%      J 7.7% 

Average  for  all 
5/.0%      10.0  "„ 

^^  Char*  above  shows  that  sponsors  who  try  to  route 

network  radio  programs  around  TV  areas,  in  an  attempt 

to  save  money,  may  be  making  a  big  m'stake.  An  aver, 
ago  for  all  full-network  commercial  radio  shows  of  half 

hour  length  reveals  that  more  than  half  (51%)  of  the 

listoning  done  to  them  occurs  in  radio  and  TV  areas 

Yet,  as  has  been  proven  In  individual  cases,  the  costs  of 

both  time  and  talent  to  cover  radio-TV  areas  is  a  good 

deal  less  than  half  of  the  full-network  eipenses  involved 

with    show   and    may   amount    to   a    third    or    I. 

A  Pulse  figures  at  left,  prepared  for  CBS  TV  Research 

show  that  nighttime  radio  listening  (Sunday  through 

Saturday.  6-11  p.m.)  holds  up  well  in  radio-TV  homes  even 

in  the  largest  video  areas.  In  Philadelphia  (which,  Inclden 

tally,  has  the  highest  per-home  amount  of  ojtof-home  lis- 

tening of  any  U.S.  major  city)  there  are  only  12%  more 

•adio-only  homes  tuning  to  radio  receivers  than  there  art 

radio-TV  homes  dialing  radio.  Even  in  New  York.  TV-home 

listening    is    almost    60%    as    good    as    in    radio-only    homes. 

lmth  during  recent  seasons  (January  1949  through  March  1953)? 

Nighttime  6  p.m. -12  mid. Daytime   6  a.m. -6  pm. %    homes using  radios 

40 

30 

20 

10 

*MAY  JUN.  JUL  AUG.  SEP.  OCT.  NOV.  DEC.  JAN.  FEB.  IvIAR.  APR.  MAY  JUN.JULAUG.  SEP.  OCT.  NOV.  DEC.  JAN.    FEB.  MAR. 

1952  i°S3 

rig.     Moreover   this    \%    sets-in-use    on    basis    of    present    Niels' 

RADIO    BASICS 



6.  How  do  network  radio  program  types  compare  in  number  of  people  reached? 

SOURCES:   Home  base:  A.  C.   Nielsen  Co.;  listeners-per-set:  Pulse,    Inc.:  other  calculations  by  SPONSOR 

Average  number  of  people  reached  by  program  types,  1-7  Feb.  19S3 

OKCE   A-WEEK    EVENING     (25    minutes   or    more   duration) 

SITUATION  COMEDY 

GENERAL  DRAMA 

MYSTERY  DRAMA 

CONCERT  MUSIC 

POPULAR  MUSIC 

VARIETY  MUSIC 

VARIETY  COMEDY 

OUIZ  &  AUD.  PARTIC. 

6,010,000 

7,300,000 

4,560,000 

MULTI-WEEKLY   DAYTIME 

ADULT  SERIALS 

CHILD  PROGRAMS 

OUIZ  &  AUD.  PARTIC. 

4,330,000 

4,250,000 

3,040,000 

Chart  above  is  based  on  A.  C.  Nielsen  Co.   figures  for  number  of  radio  HOMES  reached 
by    various    basic    network    radio   program    types,    multiplied    by    Pulse    estimate    of    1.3 

persons-per-radio-set   during    the   daytime    (8  00    a.m.    to   0:00   p.m.)    and    1.7    persons- 
per-Rpt   in   the   evening    (6:00   p.m.    to  midnight).     Pulse   average   is   for   the  entire   U.S. 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIIIIIIIIIIIIIIIIII   I[lll!lll!lllllllllllllllllll!ll!!lll!lll!!lll!lllllllllllllllllllllllllllllll!lll!lllllllllli 

7.  Where  are  radio  sets  located  within  the  average  U.S.  radio  home? 

SOURCE:  A.  C.  Nielsen  Co.,   NCS  Study  in  spring    1952 

Less  than  half  of  radios  are  located  in  living  room 

ITlLU-do 

26% 

jP~MM  e»fcUkooM        r  j 

20% □ 
c 

•f- 

u ■*■ 
fc  w  /o        *- 

&EOEOOM              r««TJ r   F       E- 
v. r 

1      42%      ! 

-o/        J    porch,       
■ *'°          ft   OTHERS*      |  ; 

LIVIUG  TZ.OOM    I          i  i° 

Radio  is  "diffused''  in  typical 
l.S.   multiple-set   radio  home 

Floor  plan  at  left  shows  room  locations  of  radios  when 

the  total  picture  of  radio-only  and  radio-TV  homes 

is  considered.  Actually,  radio-only  homes  tend  to 

have  fewer  radio  sets  than  radio-TV  homes,  and  to  do 

more  listening  in  the  living  room,  less  in  other  rooms. 

Radio-TV  homes  show  a  higher  incidence  of  multiple 

radio  sets.  According  to  NCS  study  in  spring  of 

1952,  M'r  of  the  one-set  homes  are  radio-only  homes; 

36^  of  the  one-set  homes  are  radio-TV.  In  the  three- 

set  (or  more)  category,  50*7  of  the  homes  are  radio- 

video.  TV  therefore  further  "diffuses"  radio,  allows 
for     personal-set    listening    to     radio     while    TV    is     on. 

•Includes    dens,    playrooms,    workshops,    garages. 

RADIO    BASICS     mge  s 



MMM  Cast  af  r  tut  Up  advertising 

1.  Whaf  s  the  cost-per-1,000  homes  of  network  programs  by  types? 
SOURCE:   A.  C.  Nielsen   Co.   NRI    Report*    17   Februor/    1953 

ONCEAWEEK    (U   mlnutci   or   mor«   duritlOD) 

SITUATION  COMEDY 

GENERAL  DRAMA 

MYSTERY  DRAMA 

CONCERT  MUSIC 

POPULAR  MUSIC 

VARIETY   MUSIC 

VARIETY  COMEDY 

OUIZ.  &  AUD.  PARTIC. 

$4.73     (7.9    rating) 

3.540,000   homes 

$5.40    (7.2    rating) 

3.220,000   homes 

$9.28     (45    -ating) 
2  15:  000   homes 

$4.40    (6.0    rating) 

2.681,000   homei 

MULTI-WEEKLY    DAYTIME 

ADULT  SERIALS 

KID  PROGRAMS 

OUIZ  &  AUD.  PARTIC. 

$1.72    (5.7    rating) 

2,550.000   homes 

$2.17    (5.6    rating) 

2,500000   homes 

$3.18    (4.0    rating) 

1,790  000   homes 

NOTE:   These   are   cost-per-l.000-homes   figures   as 
calculated   from   Nielsen   data  which   do  not   fully 
measure    multiple    radio    s<  I  *     C. 

Nielsen  has,  however,  moved  to  change  it-, 
pie  to  more  fully  cover  two-  and  three 

Probable    result:    Radio    "■  go   up   f« 
these    levels:   cost-per-l  .COO   downward. 

2.  What  are  some  typical  talent-production  costs  for  network  radio  shows? 

*  - 
SOURCE:    Nerwo'k    Radio    Com  para  graph    which    appears    in    alternate     issues  of  SPONSOR 

MYSTERY-CRIME  DRIMl 

The  Shadow     $5,500 

Dragnet     $8,000 
Nick  Carter    $1,850 

Johnny  Dollar    $3,750 

Mystery  Theatre    $1,500 

Big  Story    $6,000 

B'way  Is  My  Beat    $3,150 
Gangbusters     $3,850 
Under  Arrest    $1,750 

Squad  Room     $1,750 
Jason  &  The  Golden  Fleece  $2,500 

SITl  4TIOV  COMEDY 

December  Bride    $4,550 

Junior  Miss    $3,750 

My  Little  Margie    $4,000 

Harris-Faye   $12,000 
Fibber  McGee    $12,500 
Corliss  Archer   $3,250 

Ozzie  &  Harriet-   $35,000 

6E1VER  if.  nn  i>i  i 

Dr,  Christian    $7,000 

Armstrong  Theatre  $4,000 

Escape    $2,600 
Gunsmoke    $2,875 

Rogers  of  the  Gazette  ...  $3,885 

Highway,  USA    $1,750 
Best  Plays     $7,000 

•Radio  and  TV        "All  figures  refer  to  weekly  costs  even  when  show  Is  oo  more  than  once  t  week. 

ii  mi  \<  i    p  iimii  ir  viio\ 

You  Bet  Your  Life   $7,500 

Truth  or  Consequences $7,000 
House  Party $6,000 

Welcome  Travelers $5,000 
Double  or  Nothing  . $5,000 

si  RJ  If     lift  UJ L 

Rosemary    $2,700 
Wendy  Warren     ....  $4,250 
Ma  Perkins    $3,250 

Perry  Mason  $3,500 
Road  of  Life  . .  $2,750 

Pepper  Young  . .  $2,700 
Backstage  Wife  ...  $2,500 
Stella  Dallas    $2,800 

•   rontinues  next  pagt 
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to 

IT'S 
(or  any  other  season) 

NBC  OFFERS  THE  BEST  IN  CO-OP  RADIO  AND  TELEVISION   PROGRAMMING 

300  satisfied,  continually-renewing  local,  national  and  regional  advertisers  sponsor  these  out- 
standing NBC  CO-OP  RADIO  &  TELEVISION  PROGRAMS  —  available  for  local  sponsorship  on  the 

nation's  most  desirable  radio  and  television  stations. 

RADIO 

WORLD  NEWS  ROUNDUP   (Mon-Sun) 
Early  A.  M.  domestic  and  foreign  news  highlights 

PAULINE  FREDERICK  REPORTING   (M-F) 
Midday  reports  and  commentary 

NEWS  PARADE  (M-F) 
Headlines,  Washington  Report  and  special  analysis 

NEWS  OF  THE  WORLD  (M-F) 
Late  night  news 

H.  V.  KALTENBORN  (Sat) 

Authoritative  comment  on  the  week's  news 

BILL  STERN'S  SPORTS  REVIEW  (M-F) 
Leading  sports  news  and  commentary 

FOOTBALL  GAME  OF  THE  WEEK  (Sat) 

Best  in  collegiate  football 
(Starts  Sept.  12) 

HOWDY  DOODY   (Sat) 

Most  popular  kid-show  personality 
in  full  hour  program 

PEE  WEE  KING  (Sat) 

Folk  music  jamboree 

THE  JANE  PICKENS  SHOW  (Thurs) 

Half  hour,  big-time  musical 

BOB  &  RAY  SHOW  (M-F) 

A  new  approach  to  late-night  disc  jocky  show 

by  famed  comics 

TELEVISION 

EDDY  ARNOLD  SHOW 

Folk  music  by  a  master 

AMERICAN  FORUM  OF  THE  AIR 

America's  leading  forum  show 

THE  GABBY  HAYES  SHOW 
Western  kid  show 

WHO  SAID  THAT? 

Walter  Kiernan   and   famous   guests  with  quotes 
from  the  news 

IT  HAPPENED  IN  SPORTS 

Bud  Palmer  and  film  clips  of  famous   moments 
in  sports 

For  Full  Details  call,  write  or  phone 

30  Rockefeller  Plaza,  New  York  20,  New  York 

13  JULY  1953 
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SERIAL  DRAMA   (emmt.) 

Lorenzo  Jones    $2,750 

Doctor's  Wife    $2,750 

CONCERT    »fl  SIC 

I'ort  i.  \n  m  sh 

Voice  of  Firestone    $8,500 

Railroad  Hour    $6,000 

Telephone  Hour    $8,000 
Band  of  America    $6,500 

!'\  MVr 

Rosemary  Clooney  . . . ...  $3,000 
Dinah  Shore    ...  $3,500 
Eddie  Fisher ...$12,000 

Vaugi-n  Mcnroe ...  $5,000 
Grand  0!e  Opry 

$5,000 
Edd'e  Arnold $2,500 

\    If.'ff   I  \     <  (Ml/  fM 

Bing  Crosby   $16,000 

Bob  Hope 

Jack  Benny 

Martin  &,  Lewis 

$11,000 

$15,000 
$11,000 

M  \\  s    \SD  COMMKST  \R\ 

Walter  Winchell-  $15,000 

Morgan  Beatty  $3,500 
Frank  Edvards  $1,750 
Gabriel  Heatter  $1,500 

Lowell  Thomas  $3,750 

Man  en  the  Farm  $750 

3.  What  can  you  buy  with  various  typical  ad  budgets  in  spot  radio? 

SOURCE:    SPONSOR    calculations    based    on      Spot    Radio    ! 

BUDGET PROBLEM CAMPAIGN 

1   1 
I      .  I 

Sponsor  with 

I       rinnnnn       I 
I 
I 
I 
l_ 

r 

i 
i 
i 
i 
i 
L 
r 

$100,000 
to  sprnd 

Sponsor  with 

$600,000 
to  spend 

 
 

1 

Sponsor  icith 

I    $1,200,000    I 
I 

to  upend 

Advertiser  wants  intensive 

short-term  promotion  In 
reach    women   in    marines   of 
over  500,000  population 

Advertiser  wants  year-round 

schedule    of    15-minute    neus- 
casts  to  reach   mixed  audi- 

ence in  markets  of  100,000 

up  to  250,000  population 

Idvertiser  wants  strati y. 
52-ueek  campaign  of  minute 
announcements  in  tts  many 

markets  as  possible  over 
25.000    population 

► 

L 

\   single  dttytime  minute  announce* 
mint  tin  one  network  affiliate  in 

each    of    the    38    markets    of    this 
>c,    ii  ill  i  nsi  ii  total  of  about 

si. IK).     Therefore,    with    discounts, 
the  s loo.ooo  budget  hays  about 

16  announcements  per  weak  on  one 
station    in    each    of   these   lop   38 

markets   for   six    icerks.   ilmtime. 

On    highest-priced    station    in    each 
of  70  such   markets,  neicscast  campaign 
comes    to   about   S2.H(>:i    for   one   time. 

A    thrice-iceekly    schedule    on    year- 
'round    basis    would    be    about 

$446,628.    For  extra  impact  campaign 

could  be  expanded  to  one  inde- 

pendent Station  in  56  markets 
of  the   78.   This   would   mean   an   rxtra 

$200,000.    <  ampaign  would  then  cost 

a  total  of  about   SfiOO.OOO. 

Since    a    single    minute    annnuiu rment 
tut    one    network    affiliate    station 

in  each   of  2*>l    markets   of  ''n» 

IBM    (of   a    I  S.    Ii'lal    <•/'    313  ) comes  to  about  $3,085,  tin    budget 

m    $1  £00,000   a  ill   bu)    about   500 

announcements  on  each  of  the  2'>l outlets.      Spread   out   our   a   year. 

this    uill    menu    about    10   announce* 
aunts   per   li  eel,    on   tin  b   of  291 
station*   in    marl. its   of  25,000 

population     or    moi  > 

Hi PRINTS   OF   R MHO   BASICS  are   available   on    request.    Special  price   lor  quantity  o
rders 
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1.  How  much  money  (gross)  has  been  invested  in  net  radio  '48-'53? 
SOURCE:  Publisher's  Information  Bureau 

NETWORK 
1948 

$44,304,245 

$62,265,105 

$22,728,802 

$69,697,590 

1 949 

$42,342,854 

$63,403,583 

$18,040,596 

$64,013,296 

1950 

$35,124,624 

$70,744,669 

$16,091,977 

$61,397,650 

1951 

$33,708,846 

$88,784,773 

$17,900,958 

$54,324,017 

1 952 

$35,023,033 

$59,511,209 

$20,992,109 

$47,927,115 

1953 

First  5  Months 

$13,242,116 

$26,009,035 

$9,347,594 

$20,753,318 

YEARLY  TOTALS 

/ 1930 1  $27,694,090 

19351  $49,293,901 

$190,930,336 

$198,995,742 

'J950J    $183,358,920 

j±"Sll   $174,718,594 

flHO]         $96,455,603  IJWfj  $187,800,329 
19521    $163,453,466 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII! 

iiiiimiiii  - 
2.  How  much  money  have  advertisers  spent  for  spot  radio  time  (T47-'53)? 
SOURCES:    Federal   Communications   Commission;    SPONSOR    estimates 

1947  1948  1949  1950  1951  1952  1953 

$98,581,241         $104,759,761       $108,314,507       $118,823,880       $119,559,000      $124,300,000'      $1 30,000,000b 

Dollar  fiKurcs   show  national  spot   revenues  of   station*    AFTER   trade   discounts   of  fre-  "SPONSOR  estimate  based   on  preliminary  data  of  FCC   for  19."2  released  April  1953. 
quency  and  dollar  volume:  BEFORE  commissions   to  reps,   agencies,  brokers.  t>SPONSOR  estimate  based  on   industry  and  station  rep  forecasts. 

S  b  '<''.  \i\     8  &  K  I  ft  S       page  1 1 
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More  people  listen  to  WTOP 

than  any  other  Radio  station 

in  the  Washington 

metropolitan  area* 

wtop 

WASHINGTON'S  ONLY  50.000  WATT  RADIO  STATION 

^ 

The  Washington  Post-      Represented  by  CBS 
CBS  Radio  Station     Radio  Spot  Sales 



With  the  fastest  growth 

in  agency  history... 

What  does  SSC&B  offer 
advertisers  today? 

WE'VE  BEEN  TOLD  that  ours  has  been  the  fastest 

growth  in  agency  history  .  .  .  from  3l/2  million  dollars 
the  first  year  to  over  20  million  dollars  this  year. 

This,  we  feel,  would  be  of  little  interest  to  you  if  it 

weren't  for  this  one  fact: 

More  than  half  of  our  record  growth  has  come 
from  old  clients  .  .  .  from  increased  appropriations 
based  on  increased  sales. 

It  is  certain,  of  course,  that  advertising  alone  was  not 

responsible  for  such  a  record.  We  have  been  blessed  with 
products  of  outstanding  merit,  made  and  sold  by  aggressive, 

intelligent  manufacturers.  It  is  equally  certain,  however,  that 

without  the  proper  kind  of  advertising  a  record  like  this 
would  have  been  highly  unlikely,  if  not  impossible. 

We'd  like  to  talk  to  any  advertiser  whose  products  do 
not  conflict  with  those  we  are  now  handling — in  a  straight- 

forward, down-to-eaith  manner.  For  we  are  not  a  group  of 

high-pressure  "new  business  men"  with  a  pat  "new  business" 
program.  In  fact,  this  is  the  first  advertisement  we  have  ever 
written  about  ourselves. 

All  we'd  like  to  do,  is  to  discuss  with  you  how  we  have 
tackled  the  problems  of  our  present  clients  and  to  describe 
the  methods  we  use  to  get  such  outstanding  results. 

It  you'd  like  to  hear  how  we  would  approach  your  adver- 
tising and  sales  problems,  please  write  or  telephone  us. 

Sullivan,  Stauffer,  Colwell  «.v  Bayles,  Inc. 

437  FIFTH  AVENUE.  NEW  YORK  16 PHONE:  OKeeon  9-2500 

AMERICAN  CIGARETTE  AND  CIGAR  CO.,   INC. 

Pall  Mall  Famous  Cigarettes  '  La  Corona  Cigars 
Antonio  y  Cleopatra  Cigars 

AMERICAN   FETROLEUM  INSTITUTE 

Oil  Industry  Information  Committee 

CARTER  PRODUCTS,   INC.  Arrid  -  Rise  Shave  Cream 

FILBERT,  J.  H.,  INC.  Mrs.  Filbert's  Margarine  and  Mayonnaise 

IEVER  BROTHERS  COMPANY  Silver  Dvst  •  Lifebuoy  Soap 

CLIENTS  OF  SSC&B,  Inc. 

NOXZEMA   CHEMICAL  COMPANY Noxzema  Skin  Cream 

RUBSAM   &   HORRMANN   BREWING   COMPANY 

R  &  H  Crown  Premium  Beer 

SIMONIZ    COMPANY  Simoniz  Pasle  for  Cars  •  Bodysheen 

Simoniz  Liquid  Kleener  '  Simoniz  Floor  Wax 

SMITH  BROTHERS,  INC.  Smith  Brothers  Cough  Drops  &  Cough  Syrup 

SPEIDEL   CORPORATION  Speidel  Watchbands 

WHITEHALL   PHARMACAL   CO.  BiSoDoL  Mints  &  Powder 

172 
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ESP    SPECIAL  FALL  FACTS  REPORT 

THE  BIG  ONE-STATION  MARKETS  ARE  ON  THE  WAY  OUT 
Here  are  some  of  the  important  questions  you  will  find  answered  in  the  pages  of  this  report 

i|.  Will  it  he  easier  to  clear  time  far  live  network  pf  frawn  flii.s-  loll? 

||a  Wliol  otte-station  markets  trill  he  two'Statiou  markets  this  gear? 

\J.  If  oh*  hig  trill  networks  he  this  fall?   

\^u  What  has  heett  found  out  ahottt  actual  set  growth  in  new  T\   market*: 

l|.  \\  hut  ore  the  .«<*<  circulofion  ond  conversion  trends  in  I  HI   markets? 

(J.  lr«»  there  any  figures  on  the  nettml  number  of  !  lit  sets  in  use? 

||.  Whol  or<»  lli«»  TV  network  cost  trends?       

IJ.  Ilnw  will  new  IV  stations  affect  the  c  :st  of  on  advertiser's  show? 

(Ja  At  what  point  should  an  advevtiser  ad  I  a   netv  station  to  his  network' 

13  JULY   1953 

ostme  111 

page  111 

page  I  Hi 

page  111 

page  180 
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page  182 
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One-station  markets 

Q.  Will  it  be  easier  or  harder  to 

clear  time  for  live  network  TV  pro- 
grams this  fall? 

A.  Advertisers  can  breathe  easier. 

The  single-station  market  problem  is 
headed  for  solution  faster  than  had 

been  expected.  Advertisers  who 
knocked  their  heads  against  the  wall 

last  season  because  they  couldn't  clear 
good  time  for  their  network  shows  will 
find  that  by  the  end  of  the  year  more 

than  20  of  the  biggest  one-station  mar- 
kets will  be  two-station  markets. 

Q.  What  explains  this  sudden  so- 
lution of  the  one-station  market 

problem? 
A.  Until  fairly  recently  the  FCC  time- 

table indicated  that  the  one-station 

market  problem  would  not  be  solved 
until  well  into  next  year.  However, 

the  commission  is  now  working  at  top 

speed  and  has  authorized  a  large  num- 
ber of  new  stations  in  these  problem 

markets.  Besides  the  fact  of  acceler- 

ated hearings,  merged  applications  by 

competing  broadcasters  and  drop-outs 
have  eased  the  situation. 

Q.  What  one-station  markets  are 

likely  to  be  two-station  markets  by 

the  end  of  the  year? 

A.  According  to  the  latest  NBC  es- 
timates, the  following  23  markets,  all 

of  them  with  one  station  last  April, 
will  have  at  least  two  stations  by  the 

winter  of  this  year:  Pittsburgh.  St. 

Louis,  Milwaukee.  Buffalo.  Indianapo- 
lis, Providence,  Kansas  City,  Charlotte. 

Schenectady,  Seattle,  Houston,  Mem- 
phis, Rochester,  Huntington,  Norfolk. 

New  Orleans,  Oklahoma  City,  Miami. 
Des  Moines,  Greensboro,  Jacksonville. 
Tulsa,  and   Portland. 

Q.  Will  the  new  stations  in  the 
markets  mentioned  above  actually 
be  located  in  the  markets  or  will 

they  be  in  adjoining  towns? 

A.  Most  of  them  will  actually  be  lo- 
cated within  the  market,  but  a  few 

will  be  located  outside.  Providence's 
competition  will  come  from  Fall  River. 

Schenectady's  from  Albany,  Hunting- 
ton's from  Charleston,  Norfolk's  from 

Hampton,  Miami's  from  Ft.  Lauder- 
dale, and  Greensboro's  from  Winston- 

Salem.  Ft.  Lauderdale's  WFTL-TV,  an 
NBC  affiliate,  is  already  on  the  air. 
and  is  now  interconnected.  The  new 

Pittsburgh  station,  WKJF,  is  also  on 
the  air.  WFBG-TV  in  Altoona  also 

serves  the  Pittsburgh  area  with  its 

316.000-watt  power.  WCTY-TV.  Kan 
sas  City  is  on.   The  new  Milwaukee  and 

Charleston  stations  are  expected  to  go 
on  the  air  this  month.  (This  list  does 

not  take  into  account  the  fact  that 

KGUL-TV,  Galveston,  CBS  TV's  new 
basic  affiliate,  has  been  covering  Hous- 

ton since  22  March.  I 

Q  What  important  one-station 
markets  will  not  have  any  TV  com- 

petition this  year? 

A.  Taking  the  28  top  single-station 
markets  (according  to  NBC  set  pene- 

tration figures),  the  following  five 

markets  will  not  have  any  TV  competi- 
tion this  year:  Toledo,  Richmond. 

Nashville.    Frie.   and    Binghamton. 

Q.  Will  the  new  "second  sta- 
tions" be  interconnected  right 

away? 

A.  New  stations  in  markets  which  al- 

ready boast  interconnected  stations 
will,  of  course,  be  tied  into  network 

service  quicker  than  a  station  start- 
ing where  such  service  does  not  exist. 

It  does  take  a  little  time,  however,  for 
the  American  Telephone  and  Telegraph 

Co.  to  make  the  necessary  connections 

even  where  the  city  already  has  net- 
work service  and  there  are  occasionally 

problems  in  getting  the  equipment. 

Where  a  "second  station"  is  in  a  town 

outside  the  already-connected  TV  mar- 
ket, the  time  it  takes  to  connect  it  is 

greater. 

KEY  NETWORK  TV  TRENDS 

1 -STATION  CITIES It's  expected  that  by  Christmas  23  of  the  28 
largest  single-station  markets  (in  terms  of 
TV    set    penetration)     will    have    two    stations 

NETWORK  SIZE 
TV  networks  will  reach  about  125  stations  by 
the  fall.  The  big  programs  are  expected  to 
be    heard    on    100    stations,    maybe    even    more 

|      Competition    will    be    keener    than     ever    with 

PROGRAMING   =      NBC's  entry  into  late  morning  time  and  ABC's 
I      new    personalities    battling    existing    TV    shows 

|      While    new    station     costs    are    high     at    first 

TIME    COSTS   1      decreasing    cost -per-1, 000    for    established    TV 
1      out'ets   will  help  offset  them   on   national  basis 

TV  SET  GROWTH 
Studies  have  confirmed  that  set  groivth  in  new 

markets  is  rapid.  Where  a  I'HF  station  has 
]  IIF  competition,  problem   is  more  complicated 

Q.  Can  advertisers  on  the  new 

"second  stations"  depend  on 

reaching  the  established  TV  audi- 
ence from  the  beginning? 

A.  Not  necessarily.  Most  of  the  new 

"second  stations"  mentioned  are  UHF, 
which  means  that  set  owners  must  con- 

vert. Two  of  the  23  new  stations  men- 

tioned above  (as  well  as  KGUL-TV) 

are  VHF.  They  are  KOMO-TV,  Seat- 
tle, and  KOIN-TV,  Portland,  both  of 

which  are  scheduled  to  go  on  the  air 
sometime  in  the  fall.  While  new  VHF 

stations  will  have  an  advantage  over 
new  UHF  stations  in  markets  where 

service  is  already  established,  Port- 
land's KOIN-TV  will  come  into  a  one- 

station  UHF  market,  now  serviced  by 
KPTV.  This  rare  situation,  which  will 

become  more  common  as  time  goes 

on,  is  still,  however,  not  the  same  as  a 

UHF  station  coming  into  a  VHF  mar- 
ket. TV  sets  start  out  as  either  VHF 

sets  later  converted  to  I  HF  or  all-wave 

sets  which  can  receive  both  I'HF  and \  HF   signals. 
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I.  Among  ABC's  stable  of  personalities  signed 
up  to  battle  CBS  and  NBC  at  night,  Danny 

Thomas  hat  been  bought  by  American  Tobacco 

2.  Among  last  soason's  program  casualties  are 

the  alternating  week  shows,  "City  Hospital," 

right,   and   "Crime   Syndicated."  CBS  offering! 

'" 

3.  Late  afternoon  and  early  evening  remain 

top  time  slots  for  tho  kiddies.  At  right  is 

"Captain  Video,"  Du  Mont's  only  evening  strip 

4.  Switched  from  late  afternoon  to  late  a.m., 

"Hawkins  Falls"  leads  off  NBC's  lineup  of 
soap  operas,   is   aimed   at  CBS  a.m.  supremacy 

Since  tin-  basic  problem  of  an  adver- 
tiser buying  UHF  station  time  in  an 

established  V  HF  market  is  the  Bpeed  of 

conversions,  the  question  is:  What  has 

beep  tin-  normal  rate  of  set  Conversions 
to  I  UK  in  Other  markets?  The  an-wcr 

is:  There  is  DO  "normal'  rate  of  con- 
version. The  rate  has  \arieil  consider- 

ably. (The  experience  of  other  cities 
where  I  HF  conversion  has  been  a 

problem  is  covered  later  on  in  this 
same  section.) 

Q.  What  effect  will  the  new 
two-station  markets  have  on  net- 

work programing? 

A.  Generally  speaking,  it  will  effect 

network  programing  most  in  those  time 

segments  where  the.  top-rated  shows  are 

slotted.  Uthougb  there  have  been  ex- 

ceptions, advertisers  have  been  reluc- 
tant to  spot  a  show  opposite  /  Loir 

Lucy,  for  example,  not  onrj  because 
the  Philip  Morris  entry  is  so  popular 

hut  because,  until  recently,  the  adver- 
tiser 1  \i\  i  nii  opposite  Lucy  was  <>nl\ 

able  to  clear  that  particular  time  slol 
in  one-third  of  the  markets. 

One  specific  effect  of  the  new  two- 

station  markets  will  be  to  boost  NBC's 
late-morning  selling  efforts.  If  the  one- 
station  market  problem  remained  a 

serious  one  for  next  season,  NBC's 
drive  to  compete  with  CBS  from  10:30 
a.m.  to  noon  would  have  been  slowed 

down  because  of  CBS'  head  start.  It 
would  have  had  a  more  difficult  time 

luring  awa\  the  one-station  markel  sta- 
tions to  carr\    it-  new   morning  -how-. 

Conversely,  since  NBC  has  been  gen- 
erally regarded  in  the  past  as  more 

successful  in  clearing  nighttime  peri- 
ods, the  other  networks  have  more  to 

gain  from  the  new  two-station  markets. 
The    new    two-station    markets    will 

13  JULY  1953 \etwork  TV  Com  paragraph   appears  this  issue  page    I  II 
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bring  to  an  end  alternate-week  showing 
of  two  popular  programs  originating 
on  different  nets.  They  will  also  do 

away  with  kines  spotted  in  marginal 

(to  say  the  least)  time  segments. 

WDTV,  Pittsburgh,  for  example,  has 
slotted  kines  of  the  Colgate  Comedy 
Hour  on  Saturday  morning  and  Milton 
Berle  on  Wednesday  afternoon. 

Network  lineups 

Q.  How  many  interconnected  TV 
stations  will  there  be  in  the  U.S. 

by  this  fall? 

A.  The  exact  number  is  not  easy  to 

pin  down.  The  American  Telephone 

and  Telegraph  Co.  sometimes  gets  or- 
ders that  are  later  canceled.  Last  month 

(June)  there  were  137  stations  in  91 

cities  interconnected  by  AT&T  coaxial 

cable  or  radio  relay  facilities.  The  com- 

pany has  firm  orders  to  connect  10  sta- 
tions in  eight  additional  cities  and  ex- 

pects work  to  be  finished  by  October 
or  November.  That  will  make  a  total 

of  147  stations  in  99  cities.  However, 

new  firm  orders  may  come  in  over  the 

summer  involving  stations  which  can 

be  quickly  linked. 

Q.  How  does  the  number  of  in- 
terconnected stations  compare 

with  last  fall? 

A.  The  figures  as  of  1  October  1952 
were  110  interconnected  stations  in  67 

cities   throughout   the  country. 

Q.  Does  it  make  any  difference 

in  the  reception  of  a  network  pro- 

gram whether  a  station  is  con- 
nected by  coaxial  cable  or  radio relay? 

A.  No.  The  quality  of  reception  is  the 

same.  At  present  about  half  of  the  in- 

terconnected stations  are  linked  by  ra- 
dio relay  and  half  by  coaxial  cable. 

Q.  How  many  stations  will  an  ad- 
vertiser be  able  to  reach  on  a  single 

network  in  the  fall? 

A.  Since  the  FCC  freeze  was  lifted 

and  new  stations  have  been  coming  on 
the  air,  network  TV  has  been  in  a 

pretty  fluid  state.  Facts  about  new  sta- 
tions —  their  power,  their  coverage, 

their  audience,  their  affiliation  —  are 

surprisingly  hard  to  come  by — things 
have  been  happening  so  fast.  Even  the 

networks  find  it  difficult  to  give  hard- 
and-fast  answers  to  questions  about 
latest  affiliation  data.  Fall  estimates 

are  even  more  vague.  One  expert  esti- 
mate is  that  it  will  be  possible  for  an 

advertiser  to  get  around  125  stations 

through  one  network  buy  by  Septem- 
ber with  perhaps  95  of  these  stations 

interconnected. 

Q.  How  many  TV  stations  are 

network  advertisers  likely  to  be  us- 
ing in  the  fall? 

A.  Since  network  advertisers  will  still 

be  facing  somewhat  of  a  single-station 
market  situation  in  the  fall,  only  those 

advertisers    with   top-rated   shows   will 

be  able  to  clear  the  maximum  network 

lineup,  assuming  the)  want  that  many 
stations.  The  way  it  looks  right  now, 

some  advertisers  will  be  using  almost 

twice  as  many  stations  as  were  bought 

for  the  large  network  lineups  last  fall. 
Last  moil  li  Maxwell  House  bought 

over  100  stations  for  the  Red  Buttons 
Show  on  CBS. 

Prudential  and  the  Electric  Compa- 
nies Advertising  Program,  which  will 

alternate  on  You  Are  There  every  Sun- 

day evening  at  0:30,  have  ordered  96 
CBS  stations  for  the  fall.  (According 

to  the  18  May  sponsor  TV  Compara- 

graph,  You  Are  There  was  seen  on  40 
live  stations  in  the  6:00-6:30  p.m. 

period  opposite  Revere's  Meet  the Press.  It  was  sponsored  by  ECAP  on 
alternate  weeks.) 

Some  of  the  live  CBS  lineups  give 

a  good  indication  of  how  TV  networks 
have  been  growing  recently.  Toni  was 
on  87  stations  in  its  Godfrey  segment 
and  used  the  same  number  for  its 

Racket  Squad  program.  Goodrich  had 
78  stations  during  the  alternate  weeks 

it  sponsored  Burns  &  Allen.  Only  the 

very  top  shows  in  the  season  previous 
came  close   to   that    number. 

Q.  What  criteria  can  advertisers 
use  in  determining  whether  to  add 

post-freeze  TV  stations  to  their 
network  lineups? 

A.  With  new  stations  going  on  the 

air  at  an  ever-increasing  clip  I  the  rate 
has  been  nearly  one  a  day  in  recent 
weeks  i.  time  buying  presents  a  pile  of 

Average  production  and  talent  costs  of 
sponsored  network  TV  shuns 

QUARTER  HOUR 

DAYTIME 

HALF   HOUR HOUR 

$4,098       $9,124       $13,700 

QUARTER  HOUR 

NIGHTTIME 

HALF   HOUR HOUR 

$8,693       $13,445       $28,803 
Average  no.  of  stations  in  TV  lineup,  daytime:  38 

Top  10  itgencles  hi  number  of  quarter 

hours  of  programs  on  network  TV* 
RANK ACENCY NO. QUARTER  HOURS 

I. 
2. 
3. 
4. 

.». 
6. 

7. 
7. 
8. 
8. 

WILLIAM  ESTY  . 

I)  I  VCER-FITZGER  iLD-S  i  UI'LK 
BBDO        _      

BENTON  &  BOWLES... 
YOl  VG   &   Rl  BICAM 
HIOW 

./.  WALTER  THOMPSON 
LEO  HI  RNETT 

N.  W.  AVER TED  BATES 

27 

22 

21 
13 
17 
16 

II 

14 
10 
10 

Kumbei  ftrter  hours  does   do)   necessarily    Indicate   supremacy   in  bill- 
[I       mej   t    activity 

Average  no,  of  stations  in  TV  lineup,  nighttime:  31 

Source:  All  of  these  data  were  tabulated  from  SPONSOR'S  Network  TV  Comparagraph  of  7  5  lune  7953.   This  chart 

giving  essential  data  on   net  TV  shows  appears   in   alternate   SPONSOR    issues.     Chart   appears   this   issue   page    141. 
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problems.  I  he  situation  i-  furthei 
complicated  1  > \  the  fad  thai  ei ei  j  ad* 

vertiser's  problem  is  different.  Bui 
there  is  one  kind  oi  information  ih.it 

c\  ei  \  bodj  wants  to  know  ;  the  'I' 
of  set  penetration  in  .1  new  I V  mai  ket, 

including  Mil''  <  om ersion,  plus  the 
extent  in  which  nearb)  l\  stations 

d\  ei  lap.  I  In-  |n  cililcm  ill  c>\  i'i  lap  is  .1 
greatei  one  than  It  used  to  be  as  new 

l\  Btations  begin  filling  in  holes  in 
the  broadcasl  landscape. 

( mce  thi1  facts  on  sel  penel  1  bI ion  and 
overlap  are  gotten,  an  advertiser  can 

compare  degree  ol  penetration  with  his 

sales  figures.  Mien  he  tnusl  End  ways 
of  estimating  future   l\   set  growth. 

Some  advertisers  are  by-passing  for- 
mulas and  adding  new  stations  as  the) 

come  <ni  in  establish  time  franchises. 

Maxwell  House  is  an  example  of  this 

with  iis  avid  purchase  <>f  almosl  an) 
T\   station. 

Another  important  criterion  is  cost- 

per-1,000.      In    new     market-.    cn-l-per- 

1,000  starts  out  higher  than  in  estab- 
lished markets  and  Mime  advertisers 

have  been  waiting  until  audiences  oi 

COSts  reach  a  predetermined  level  be- 
fore the)  bu)  a  new  market.  If  the  n<  w 

market  i-  a  one-station  market,  the  j<\- 
vertiser  with  a  strict  formula  takes  a 

chance,  <>l  emir  e,  that  a  competitor 
will  lie  up  the  time  segment  he  wants 
for  an  indefinite  period  in  the  future. 

In  estimating  what  new  market-  will 
cost  him,  advertisers  should  take  into 

account  that  adding  new  stations  in- 
volves  some  indirect  savings.  The  new 

market-  ma\  put  him  in  a  higher  dis- 
count bracket,  for  one  thing.  For  an- 
other, the)  involve  no  new  production 

co-Is.  Or,  to  put  it  another  way,  his 
talent  and  production  co-is  per  market 

go  dow  n. 
In  planning  for  the  future,  network 

advertisers  must  look  at  more  than  just 

current  set  penetration.  Not  onl)  must 
the)  consider  the  estimated  rate  ol 

growth,  but  they  must  take  into  ac- 

count market  potential.  If  an  adver- 
tiser must  choose  between  one  of  two 

stations,  the  market  with  20,000  -el- 

and a  potential  of  100,000  ma)  be  a 
better  bu)  than  a  market  with  30,000 

sets  and  a  potential  of  60,000,  other 

things  being  equal.  i.See  Spot  T\ 

tion,  starting  page  I'M.  for  other  dis- 
cussion  ol  when  it  is  mosl  advantageous 
to  bu\    into  a   new     I\    market.  1 

Q.      How   can    an    advertiser    esti- 
mate   the    rate    of    future    TV    set 

growth   in  a  new   market? 
A.      I  he  ln-i  thiiiL'  to  find  oul  1-  w hat 

pasl     1  owth  has  been  and  thai  1-1  I 
eas)  a-  it  sounds,    Nobody,  obviousl) 

has  been  out  1  ounting   I  \   -it-  one  b) 
one  -oi  .1I1.    1950  <  ensus  and  a  lot  ol 

Bets  have  been  I  ought  sin<  e  then.  Niel- 
sen  Covers       Service  <  one   up   h  ith 

figures    projei  ted    from    a    sample    in 
\  1  - 1 1 1   1952,  hut  thai   was  befi    1 
new  Btations  1  ame  on  the  air. 

\  in"  kel  pie  e,  prepared  b)  the  <  BS 

l'\  Research  Department,  has  used  the 
census  and  \ ielsen  data  to  proje  1  I  \ 

Bel  nw nership  b)  1  ounties  as  oi  Mi 

1953.  ■  NB<  ma)  1  ome  oul  an)  da) 
now  with  a  similai  stud)  based  on 

N ielsen  and  adjusted  to  reflo  1  sel  Bales 

-hi.  e  \|n  d  1952  .1-  reported  b)  1  1m- 
Radio- 1  ele\  ision  Manilla,  hirers  \  - 

ciation.  1 
The  (  BS  (  ount)  figures  based  on  the 

census    and    Nielsen    data    were    used 

onl)   foi   pre-freeze  1  ounties  bul  oul  oi 
these    figures    plus   some   othei    I 

I  BS   researi  hers  1  ame  up  w  ith   - 
tgh  answei  s  f oi  I  \  sel  penetration 

in  new  video  markets.  Here  is  what 
1  BS  did: 

I  1. 1  counties  served  b)  pre-freeze 

stations,  '  in ves  wen-  1  hai ted  based  on 

three  points:  the  <\<ii<-  the  station  went 
mi  the  air.  the  census  and  the  \'  S 

daia.  In  1  ases  where  \(  S  figures  were 

applied  to  1  minis  1  lusters,  <  BS  applied 

the  sel  penel  ration  figure  for  the  clus- 
ter to  each  count) .  CBS  1  ould  have 

used  the  actual  sel  penetration  fi 

for  each  count)  but  fell  thai  the  indi- 
vidual count)  sample  was  too  small. 

Typical  growth  curves  were  drawn 
based  on  these  three  points. 

Rathei    than   la!  oriousl)    draw  ii  s 
curve   Ini    e.e  h  count) .   CBS   < 1 1  \  ided 

them  into  five  gri       -        ording  to  the 
date  telecasting  began.  The  five  groups 
were    1  1  1     helm.'    |anuar\.    1948, 

first  six  months  of  1"  18,      '•  I    last  six 
months  of  1948,      1  •    1949, 

[our  months  of  1  *  > ". « ► .    I  hese  were  fur- 
thei  di\  ide  1  into  four  nr  five  levels  of 

curves,  making   a   total   of  23  1  urves. 
\\  ith  these  2  I  •  urves,  1  BS       -      »le  t" 

determine    a    I  mints '-    average    I  lt( 
growth    between    M.r     1952    and    the 
-ame   month   "I    I1 

\\  hen  ii  came  tn  post-freeze  •  ..untie-. 

the  problem  was  a  litlle  different.  With- 
out  reference  points,  CBS  had   to   be 

theoretical   aboul    it.     Resea 

amined  the  five  groups  ■ 
-.  ribed  above  and  found  that  the  later 
television  •  omes  to  a  county,  the  I 

people  bu)   sets.    Researchers  .d- 

amined  the  experience  ol  Denvei  and I'm tland,  wh< 

the  ail  first  and  when 

•  penetration  <  ould  be  studied. 
I  'lilt  in  •    ih.  to 

gcthcr,     ml 
tion    starts   "If    with    2'i     penetration 
•  BS  charted  one   12-month  curve  foi 

sel  1  1  in  all  ■ 
deciding   what  counties   to  appl)    thin 

1  I  -   11  ed  it-  •  d< 

partmenl  •  ontours  on  signal 
and     del  ided.     .11  hilrai  lis  .     thai     H  | 

these  1  ontours  in<  luded  more  than  I 
the  1  mints  population,  thai 

dered  sei  ved  \<\  le\e\  isioi       I 

elusions  drawn  from  the  <  BS  data  ap 
pen  mi. In  nexl  question.  ■ Mans    estin 

have  been  based  on  NBC's  monthl) 
iin  -  oi    I  \    set  ow  nership  bs  markets 

I  In-  NBC  figures  are  themselves  1 
mi  K  I  M  \  data  which  show  shipment* 
b\    manufai  turers      NBl     fi   tiret 

I  .nil  ul  ii  Is      s  aluable     in     (hat     w  ill, 

monthl)    referem  i    E  wth 
•  h.ni   i-  fait  Is   eas)    to  projei  i.    How- 

ever, -ii  ce    I     Vpril   M!( !   has 
tinned    it-    iimiithls    figures 

imw  given  oul  quarterl)  -  not 
make  estimates  for  not   NB(     markets 

Q.       What     has     been     found     out 

about    actual    set    growth     in     new 
TV  markets? 
A.      I  he  CBS  pi 

ownership    b)     counties    shows    thai 
w  here     a     |  mints 

fur  the  fust  time   iftei    Vpril  1952  tin 

sel   growth   vsill   be  approximate! 

|n||nS\-: 

Vftei  one  month  <<i   I  \   sen  i-  e,  -t 

penetration    is   aboul  fta    tw< 

ths,     aboul     8.5'  -  :     after     three 
months,  aboul  IV,  ;  after  four  months, 
about  22  ibout 

-i\   iin. nth-,  about       '■ 
after  seven  months,  aboul 

eight  months 
months,  aboul    I'  nths, 

after     lie  iboill 

54 '    :   if tei 

The  I  -  show  a  much  more 

rapid    growth    than    SOUK 
mal  '    whi<  h  that 

newer   T\    mark. 

than  older  • ii  .  ,  -•  imate    found 

that  average  set  growth  in   . 
I  \   ■   arkets  went  fxoi 

alter   the    first   \rar   to   62        after   fi\e 
liile  the  new  markets  showed 

i  fieun  turation  after 
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year.  And  it  was  felt,  on  the  basis  of 
talks  with  broadcasters,  that  maximum 

saturation — 809^—  would  be  reached 
in  four  years. 

Q.  How  accurate  are  the  projec- 
tions of  set  growth? 

A.  CBS  will  be  the  first  to  admit  that 

its  growth  chart  for  post-freeze  TV 
counties  is  far  from  the  final  word  but 

CBS  researchers  feel  it  was  the  best 

they  could  do  with  available  informa- 
tion. One  CBS  research  executive  felt 

it  would  be  safe  to  assume  that  set 

growth  in  new  TV  counties  would  be 
slower  in  the  South  than  in  the  North- 

east but  the  lack  of  details  prevented 
CBS  researchers  from  breaking  down 

the  single  growth  curve  into  various 

component  parts. 

Another  complicating  factor  that 

couldn't  be  taken  into  account  is  the 
difference  in  set  penetration  between 
VHF  and  UHF  markets.  A  UHF  sta- 

tion coming  into  a  virgin  market  does 

not  present  the  same  problems  as  a 

UHF  station  coming  into  a  market  al- 
ready receiving  a  VHF  signal. 

The  validity  of  the  CBS  figures  rest, 

to  a  certain  extent,  upon  the  assump- 
tion that  the  most  important  factor  in 

determining  the  growth  of  a  television 
station  is  the  date  it  went  on  the  air. 

This  factor  undoubtedly  is  important 
but  there  are  other  factors,  too.  They 

include  the  wealth  of  the  community, 

its  stability,  and  the  section  of  the  coun- 
try in  which  it  is  located.  Grouping 

stations  by  socio-economic  factors  and 

determining  future  growth  characteris- 
tics by  these  factors  used  to  be  done 

in  radio,  but  much  more  research  has 

to  be  done  in  TV. 

The  NBC  figures  on  set  penetration 
take  into  account  shipments  by  RTMA 
members,  wholesaler  inventory  (which 

indicates  how  many  sets  shipped  by 
RTMA  were  sent  on  to  retailers  and 

how  many  are  lying  around  the  ware- 
house I  and  checks  on  TV  set  sales  by 

Dun  &  Bradstreet. 

While  NBC  figures  are  considered 

highly  reliable,  researchers  have  point- 
ed up  two  weaknesses  in  the  market 

data.  One  is  that  not  all  TV  set  manu- 

facturers belong  to  RTMA  and  an- 

other is  that  these  days  you  can't  be 
sure  that  if  a  set  is  bought  in  market 
A,  it  will  be  installed  in  market  A.  The 
latter  criticism  is  based  on  the  fact 

that  with  new  stations  filling  in  holes 

in  the  telecasting  landscape,  the  likeli- 
hood of  their  being  close  together  geo- 
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that's  just  what  your  sales  problem  is 

for  the  WLW-Stations.  They're  famous  for 
bulldozing  the  stubbornest  sales  to  success  be- 

cause only  the  WLW-Stations  have  the  Client 
Service  Department  composed  of  advertising  and 

merchandising  specialists  who  study  and  solve  your 

sales  problem. 
And  the  WLW  radio  and  television  stations  have  the 

coverage — over  1   10th  of  America     millions  of  ready- 

to-buy  people  who  see  and  hear  about  your  products  daily. 

What's  more,  the  WLW  programs  on  both  radio  and  TV 
are  packed  with  popular,  professional  talent  to  put  over 

your  sales  message. 

So  why  let  sales  stumps  stand  in  your  way.  Get  at  your  prob- 
lems with  WLW-Stations  and  watch  your  sales  grow  and  your 

problems  go. 

os  your  od  dollar  is  handled,  so  your  sales  message  goes  over 

C  OS  EY broadcasting  corporation 
tICtUSIVf     SALES    Officii:     NEW    YORK      •      CINCINNATI      •       DAYTON      •       COIUMIUS      •       CHICAGO      ■      ATLANTA      •      HOUYWOOO 

13  JULY   1953 

179 



graphically  is  increasing.  And  with 
consumers  doing  more  shopping  than 

ever  by  automobile,  the  number  of 
those  living  in  market  B  and  shopping 
in  market  A  is  increasing. 

Nevertheless,  both  CBS  and  NBC 

figures  should  prove  useful  to  the  ad- 
vertiser since  they  are  supplementary 

to  each  other.  CBS  gives  figures  by- 
counties  and  NBC  by  markets. 

UIIF 

Q.      What  is  UHF? 
A.  Ultra  high  frequency  is  the  name 
of  a  portion  of  the  broadcast  band.  It 
differs  from  VHF  and  radio  in  that 

UHF  waves  are  shorter  and,  therefore, 

there  are  more  of  them  transmitted  per 

second.  In  other  words,  they  are  more 

frequent.  Hence,  they  are  called  ultra 

high  frequency  waves. 

Q.  Why  is  the  UHF  band  being 
used  for  TV? 

A.  Simply  because  there  is  not  enough 
room  in  the  VHF  band  for  enough  TV 

stations  to  cover  the  country.  The 

VHF  band  provides  for  12  channels. 
The  UHF  band  provides  for  70  or  a 

possible  total  of  nearly  1,500  stations 
all  over  the  country. 

Q.  Is  there  any  important  dif- 
ference between  a  VHF  and  UHF 

picture? 
A.  There  is  no  difference  between  a 

VHF  and  a  UHF  picture  on  a  home 
TV  screen.  As  a  matter  of  fact,  UHF 

is  less  subject  to  man-made  interfer- 
ence than  VHF. 

Q.  Why,  then,  all  this  talk  about 
the  technical  problems  of  UHF? 
A.  As  waves  become  smaller  I  and 

frequencies  become  higher)  they  tend 

to  travel  more  in  a  straight  line  since 

the\  will  not  bend  and  "'fill"  around 

obstruc'ions  as  easily  as  waves  of  lower 
frequency.  This  is  just  as  true  of 
VHF:  Channel  13  waves  are  more  af- 

fected by  foliage,  for  example,  than 

the  lower  frequency  Channel  2.  Be- 
cause the  shorter  waves  are  more  af- 

fected by  obstruction,  we  say  the\  do 
not  travel  as  far  as  longer  waves, 

though  radar  waxes,  which  are  even 
shorter  than  UHF  TV  waves,  have 
been  able  to  reach  the  moon. 

Big  obstructions,  such   as  hills  and 
large    buildings,    are    more    likeh     to 

cause  "dead  spots"  in  UHF  reception 
than  in  VHF  reception.  One  way  of 

minimizing  this  is  by  using  higher- 

powered  transmitters.  The  FCC  per- 
mits UHF  stations  to  use  higher-pow- 
ered transmitters  than  VHF  stations 

as  well  as  permits  Channels  7-13  to  use 

more  power  than  Channels  2-0. 
The  extent  to  which  higher  power 

will  eliminate  or  minimize  dead  spots 

is  not  yet  clear.  The  electronics  indus- 
try is  still  working  on  developing  good 

high-power  transmitters. 

Q.  Does  this  mean  that  UHF  cov- 
erage will  not  be  as  good  as  VHF? 

A.  Not  necessarily.  A  lot  depends  on 
the  terrain.  Hilly  country  presents 

more  of  a  problem  than  flat  country. 
But  a  lot  depends  also  on  where  the 
UHF  transmitting  antenna  is  placed. 

If  it  is  placed  on  a  high  spot,  it  is  likely 
to  reach  more  homes  than  if  placed  on 

low  ground. 

Another  factor  in  signal  strength 

which  affects  coverage  is  ERP,  or  effec- 
tive radiated  power.  A  TV  signal  can 

be  made  stronger  by  piling  antennas 

on  top  of  one  another.  The  more  an- 
tennas, the  more  ERP.  Since  UHF 

transmitting  antennas  are  smaller  than 
VHF  antennas,  more  of  them  can  be 

piled  on  top  of  one  another  before 
weight  becomes  too  much  for  the  tower. 

Q.  Is  there  anything  the  TV  set 
owner  can  do  to  better  reception? 

A.  Since  many  of  the  new  UHF  sta- 
tions are  in  the  smaller  markets,  the 

problem  of  coverage  is  not  always  seri- 
ous. Where  homes  are  30  to  50  miles 

away  from  the  UHF  transmitting  an- 
tenna, installation  becomes  a  more 

critical  problem.  There  are  special 

antennas  for  UHF  to  begin  with  as  well 
as  UHF  antennas  especially  designed 

for  picking  up  weak  signals. 
Installation  is  important  also  for 

this  reason:  A  change  of  a  few  feet  in 
antenna  placement  on  a  TV  set  owner  s 

roof  can  make  more  difference  in  I  HF 

reception  than  in  VHF  reception.  How- 
ever, in  placing  the  antenna  properly 

the  service  man  must  keep  in  mind  that 
the  line  between  antenna  and  set  must 

be  as  short  as  possible.  As  you  20  up 

in  frequency,  there  is  more  signal  loss 
in  this  line. 

Q.      Do  all  TV  set  owners  have  to 
convert  their  sets  to  UHF? 

A.      It    depends   on    what   kind    of  set 

they  have  or  what  kind  they  buy.  There 
are  more  all- wave  sets  lor  VHF-UHF 

sets)  coming  on  the  market  now  and 
buyers  of  new  TV  sets  can  therefore 

buy  built-in  UHF  reception.  Where  a 
~et  owner  already  has  a  VHF  set,  the 
question  is  what  kind  of  set  he  has. 
The  more  recent  VHF  sets  have  tuners 

which  can  easily  be  converted  to  re- 
ceive a  UHF  station  by  the  simple  in- 

stallation of  a  "strip"  in  the  tuner. 
Also  being  sold  are  separate  convert- 

ers, which  can  convert  a  VHF  set  to 
receive  one  or  two  UHF  channels,  as 

well  as  "all-wave"  converters  which 
can  receive  a  large  number  of  both 
VHF  and  UHF  stations. 

Q.     How  mu'h  do  converters  cost? 
A.  The  one-  and  two-channel  con- 

verters cost  about  $10  to  $15  and  the 

"all-wave"  converters  go  up  to  about 

$50.  Installation  charges  are  addition- 
al. Total  conversion  costs,  including 

antenna,  might  be  anywhere  from  850 
to  $100  if  a  service  man  is  used. 

Q.  What  are  the  trends  in  set  cir- 
culation and  conversion  in  UHF 

cities? 

A.  This  is  the  payoff  question,  of 

course.  It  touches  not  only  on  the 

technical  questions  of  power,  antenna 

placement  and  so  forth  but  on  whether 

set  owners  in  "difficult  areas"  will 
spend  the  money  to  get  good  UHF 
reception. 

In  its  article  on  UHF  five  months 

ago  (see  "What  timebuyers  want  to 
know  about  UHF."  23  February  1053. 
page  32)  sponsor  felt,  on  the  basis  of 
what  little  knowledge  was  available, 

that  I  HF  set  saturation  would  depend 
on  (1  I  whether  a  UHF  station  had  any 

VHF  competition  and  (2i  what  kind 
of  VHF  signal  could  be  received.  It 
was  assumed  that  where  a  UHF  station 

bad  no  competition,  set  growth  could 

be  projected  without  taking  into  ac- 

count the  problems  of  UHF  transmis- 
sion or  reception.  That  is.  being  a  new 

TV  market,  it  would  grow  fast,  faster 

than  TV  markets  in  earlier  years.  But 

where  outside  VHF  signals  were  plenti- 
ful and  easy  to  receive,  set  conversion 

would  be  slower.  And  where  outside 

VHF  signals  were  weak.  UHF  set  sales 
and  conversions  would  be  rapid. 

These  predictions  have  been  borne 
out  1>\  a  recent  \HB  study  of  UHF 
markets.  \HB  concluded  that  UHF  set 

circulation  depended  on  four  factors: 
1  11  how  far  the  UHF  set  was  from  the 
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nearest  station,  (2J  how  man]  good 

\  III-  signals  can  I"-  received,  <  3  i  the 
length  "I  time  the  I  HF  station  baa 
been  on  the  air,  an  I  I  1 1  progi  anting 

(>ii  the  I  III-  station.  \BB  Direi  toi 
James  \\ ,  Seilei  feels  he  can  predii  I 

the  growth  of  I  HF  saturation  at  an] 

given  time  bj  giving  propei  weight  t" 
these  factors. 

Tin  \l!i;  stud)  was  made  l>\  tele- 
phone inten  iews.  I  he  figures  are 

baaed  upon  1,000  calls  within  10  days 
inside  the  <  it\  limits.  \t  the  time  of 

the  intei  \  iews  I  \|>i  il  I  none  ol  the 

I  III-  stations  covered  had  been  on  the 
air  more  than  four-and-a-half  months. 

The  study  covered  11  "problem"  I  111 
markets:  area*  which  received  VH1 

signals,  too. 

While  the  city  names  are  confiden- 
tial, here  are  some  examples  of  what 

was  found: 

•  One  UHF  station  competed  with 
a  VI IF  -tat ion  75  miles  awa\  and 

others  120  mile-  away.  After  the  I  UK 
station    was    on    the   air   three    month-. 

ol  the  sets  could  pi<  k  up  its  signal. 
•  Another  I  HF  station  faced  com- 

petition from  three  YHF  stations  com- 

ing from  a  (  it\  (>0  miles  away.  After 
more  than  the  four  months  on  the  air. 

the  I  HF  signal  was  received  bj  only 
119?   of  the  sets. 

•  A  third  case  involves  a  city  ̂ vith 

a  OIF  and  a  YHF  station,  both  post- 
freeze,  with  no  nearby  competition. 
The  I  HF  station  was  on  the  air  first 

but  has  no  major  network  affiliation. 
\tter  four  months  on  the  air.  55^5  of 

the  sets  could  receive  its  signal.  An- 
other case  involved  two  station-  and 

was  similar  except  that  the  YHF  sta- 
tion was  on  the  air  first  and  is  affiliated 

with  two  major  networks.  The  I  HF 

Bignal,  after  two  months,  could  he  re- 

ceived h\    \(>' ,   of  the  TV  sets. 
•  In  a  case  where  rugged  terrain 

is  involved,  a  I  HF  station  faced  com- 
petition from  a  YHF  station  60  miles 

away.  \ller  being  on  the  air  fmir 

month-,  the  I  HF  station  was  reaching 
85'  <  of  the  TV  home-. 
•  In  a  case  similar  to  the  first  one 

mentioned,  a  I  HF  station  received 

competition  from  four  \  HF  stations, 

one  30  miles  away,  three  50  mile* 

away.  Although  the  area  was  7.V  ,' 
saturated,  onh  7.7'  i  of  the  sets  had 
converted  to  I  HF  after  two  month-. 
•  One  I  HF  station,  which  had  to 

compete  against  four  YHFs  about  75 

miles  away  I  the  YHF  pictures  were 

fairly  good)  reached  63%  of  the  T\ 
sets  in  the  citv  after  four  months.    The 

Mil    station  i  an  ied   I  BS   and    NBI 

l>i "  i  i-  w<ll  a-  lo<  al  1 1 %. •  -  spot t- 

pickups. 
v">i  e  resean  hers  question  w hethei 

the  \l!l!  studj  gives  i  i  omplete  pi<  • 

lure  "i  the  I  III  situation.  It  i-  point- 
ed "iii  that  the  real  problems  ol  I  III 

hi  eption  m.i\  develop  in  outl 

areas  where  obstructions,  Btation  pow- 

er, and  home  installation  make  • 
of  a  different  i 

\  ideodex  made  a  Btudj  last  month 
•  ■I  I  III-  in  areas  within  100  miles  "f 

I  III-    I  \    transmitters.     I  his  matei  ial, 

'  I     lllll     It      I-     111 

ih.it  (In    \  idi  elop  dif- 

■ii.  lusioi 

point  up 

■hull     in    outl  lln-l 

stud)   ol    H    problem   I  III 
-.  hi'dlih-d    fm     nil  .!-•     |>\      \  I.'  1 I 

Q.  Are  there  any  figures  on  the 

actual  number  of  UHF  scts-in-usc? 
A.      I  here  ari 

urea  a\  ailable.   '  tne  ■  ■  the  < 
(•hi  ated  natui  versions 
as  well  as  sales  ol  I  III  -equipped 

There's  a  spot  for  you 

in  the 

Greater  Sioux  City  Market 

—where  47,208  TV  sets  in  32  Iowa    South  Dakota 

and    Nebraska    counties   can 

be   reached  on   the  Cowles  station 

— where  annual  retail  sales  of  S655.999.000  and 

effective  buying  income  of  S807. 380.000 

brighten  eyes  and  bank  accounts 

— where  the  low  basic  rate  still  applies 

1  $200  per  hour i. 

See  your  Katz  man 

•     • 
Sioux  City,  Iowa 

CBS,    NBC.    ABC    Cr 

DuMont 
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KING    COUNTY   (SEATTLE) 
ACCOUNTS  FOR  SLIGHTLY 
MORE  THAN  HALF  THE 
PUGET  SOUND  MARKET 

The  population  of  Seattle-King  County 
represents  but  57%  of  the  prosperous 

area  so  capably  served  by  KTNT-TV. 

The  Seattle-King  County  population  is 
important  to  advertisers,  but  just  as 

important  are  the  other  550,300  able- 

to-buy  folks  in  the  fabulous  Puget 
Sound  area.  Over  60%  of  the  families 

own  TV  sets,  and  they  are  tuning  to 

KTNT-TV.  And  set  sales  continue  to 

boom  I  Going  beyond  the  area's  pres- 
ent 266,900  sets. 

Send    for   the    complete    KTNT-TV    story. 

KTNT-TV   Coverage   Area 

Families  418,100 

Population  1,318,700 
Retail   sales  $1,316,645,000 

Net  Effective  Buying 

Income  per  family  $5,285 

TV  sets  in  Area  (June  1)  266,900 

Population   of  the   KTNT-TV   Area 

King    County   (Seattle)  768,400 

Pierce    County    (Tacoma)  293,700 
Other    Counties  256,600 

TOTAL  1,318,700 

1 25,000 
WATTS 

SOON KTNT-TV 
CHANNEL    11 

Affiliated  with  CBS  and  DuMont 
Television   Networks 

Transmitter   strategically    located 
at  Tacoma   in  Middle  Puget  Sound. 

Sales    Representatives: 
Weed    Television,    Nationally 
Art   Moore   &   Son,    Pacific    Northwest 

Some  stations  have  made  studies  of 

their  own  in  attempting  to  find  out 

facts  ahout  the  conversion  problem. 

WSBT-TV,  South  Bend,  for  example, 
found  out  that  during  its  early  days 
I  it  went  on  the  air  22  December  1952) 

conversions  outnumbered  the  purchase 

of  UHF-equipped  sets.  Beginning  this 
mouth  RIM  A  will  show,  in  its  month- 

1\  production  reports,  the  number  of 

sets  equipped  with  UHF  tuners.  How- 
ever, these  reports  will  not  have  any 

information  on  the  production  of  strips 
and  converters. 

Q.  What  will  UHF's  future  be  in 
the  over-all  TV  picture? 

A.  While  this  may  sound  like  a  en  s- 
lal-ball  type  of  question,  it  has  been 
a  subject  of  deep  discussion  at  many 

agencies,  indicating  it  has  a  real,  direct 

bearing  on  long-range  national  adver- 
tising problems. 

One  agency  study,  made  early  this 

spring  (by  McCann-Erickson) ,  pointed 
up  the  fact  that,  with  TJHF  allocations 
outnumbering  VHF,  by  the  end  of  this 

year  the  number  of  UHF  stations 
scheduled  to  be  on  the  air  will  be  114, 

compared  with  174  VHF.  Including 
allocations,  the  UHF  station  figure 

came  to  188,  compared  with  196  VHF. 
It  is  obvious,  therefore,  that  by  next 

year  there  may  well  be  more  UHF  sta- 
tions than  \  HF  stations  in  the  U.  S. 

Of  course,  in  terms  of  TV  set  cover- 
age the  proportion  of  VHF  coverage 

is  much  greater,  and  it  is  doubtful  if 
there  will  ever  come  a  time  when  UHF 

will  dominate  the  telecasting  picture. 
Even  before  the  freeze,  most  of  the 

country's  population  was  covered  by 
the  VHF  umbrella. 

A  Sherman  &  Marquette  study  indi- 

cates that  even  in  the  post-freeze  TV 
markets,  most  of  them  will  eventualh 

be  predominantly  VHF.  S&M"s  media director,  John  B.  Crandall.  estimated 
that  about  10  TV  market  areas  will  be 

predominantly  UHF  in  the  future. 

It  is  generally  agreed  that,  in  time, 
the  distinction  between  UHF  and  VHF 

will  disappear.  In  a  speech  last  month 
before  the  Advertising  Federation  of 

America,  Hugh  Beville  Jr.,  NBC  direc- 
tor of  research  and  planning,  voiced 

this  feeling  when  he  said:  "As  UHF 
stations  increase  power  and  otherwise 

improve  their  physical  coverage,  as 
strong  local  programs  are  developed  to 

supplement  network  and  film  features, 
as  the  public  gets  UHF  converters  and 
new    [HF-VHF   receivers,    we  can   ex- 

pect the  distinction  of  "U"  vs.  "V"  to 
disappear,  insofar  as  viewers  are  con- 

cerned. And  in  television  as  in  other 

media  advertisers  will  basically  want 

to  know  how  large  an  audience  the  sta- 
tion has.  Many  factors  beyond  whether 

a  station  is  a  UHF  channel  or  a  VHF 

channel  will  determine  the  answer." 

Costs 
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Q.  What  are  TV  network  cost 
trends? 

A.  Total  costs  are  still  going  up  and 

costs-per-1,000  are  still  going  down. 
Gross  time  costs  naturally  increase 
with  the  increase  in  TV  sets.  The  basic 

reason  for  the  continuing  drop  in  costs- 

per-1,000  is  that  the  larger  any  medium 

grows,  the  more  efficient  it  is  economi- 

cally. Applying  this  specifically  to  TV, 
it  means  that  the  larger  a  TV  market 

is,  the  lower  its  cost-per- 1,000  in  gross 
circulation. 

For  example,  a  study  of  TV  time 

costs  by  the  Media  Research  Depart- 
ment of  Sullivan,  Stauffer,  Colwell  & 

Bayles  showed  that  for  one  of  its  half- 
hour  nighttime  shows,  gross  time  costs 
by  size  of  markets  were  as  follows:  (1) 

for  market  groups  of  500.000  popu- 
lation and  over,  $1.06  per  1,000  TV 

homes;  (2)  for  market  groups  be- 
tween 250,000  and  500,000,  $1.82; 

(3)  between  200,000  and  250.000. 
$2.21;   (4)  under  200.000.  $3.07. 

The  above  figures,  based  on  the 

gross  half-hour  rate,  refer  to  time  cost 

as  of  1  February  1953.  The  over-all 
average  as  of  this  date,  and  excluding 

post-freeze  stations,  came  to  $1.51. 
This  compares  with  an  average  of 

$1.70  the  year  before.  SSC&B  points 
out  in  the  report. 

Q.  How  long  can  this  dropping 
cost-per- 1 ,000  continue  to  go  on? 

A.  As  TV  markets  reach  saturation 

figures  almost  comparable  to  radio,  the 

decrease  in  cost-per- 1,000  tends  to  level 
off.  The  SSC&B  study,  referred  to 

above,  shows  that  in  the  plus-500.000 

markets,  where  saturation  now  aver- 

ages 80^,  the  decrease  in  cost-per- 

1,000  was  less  than  in  the  smaller  mar- 
kets where  set  saturation  was  smaller. 

Another  factor  which  will  affect  time 

costs  is  the  beginning  of  the  end  for 

single-station  markets.  There  is  no 

question  but  that  rates  in  one-station markets  are  influenced  by  the  lack  of 
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competition.  Willi  the  gradual  ending 
of  this  situation,  rates  should  come 
down  relative  t«>  sets.  How  this  will 

affecl  total  cost-per-1,000  foi  an)  given 
network  -how  depends  on  the  audi- 

ence it  attracts.  \\  ith  competition 
among  Btations  also  comes  competition 

among  programs.  tad  the  advertise! 

who  doesn't  attracl  a  fair  share  of  the 
audience  will  suffer  in  terms  <>f  cost- 

per-1,000. 

Q.  How  will  the  new  TV  stations 

affect  the  cost  picture? 

A.  Experienced  advertisers  know  that 
while  a  new  station  has  low  rates,  it 

cannol  produce  a  cost-per-1,000  com- 
petitive with  an  old,  established  TV 

market.  Assuming  a  hall-hour  rate  .,| 
$120  for  20.000  TV  homes,  which  is 

reasonable,  a  new  station's  cost-per- 
1,000  is  thus  $6.  This  is  almost  -i\ 

times  the  figure  given  by  SSC&B  for 
its  larjze  market-. 

Of  course,  new   stations  attract  TV 

sets  like  hone]   attracts  hees  and  the 

new  station  can  figure  on  its  audience 

sprouting  much  quicker  than  was  ever 
the  case  for  the  established  outlets  back 

in  the  days  when  TV  was  an  unfavored 
national  medium. 

Q.       At   what   point   should   an   ad 
vcrtiscr   add   a   new   station    to   his 
network  show? 

A.  I  he  question  of  dei  iding  w  hal  the 
cost-per-1,000  ol  a  new  station  should 

be  before  adding  it  to  a  network  line- 

up has  been  keeping  ageni  lea  and  ad- 
vertisers bus]  .it  their  slide  rules  this 

pasl  spring.  I  be  v-i  &B  stud]  feels 
that  S3  is  a  reasonable  figure  and 

point-  ..in  thai  "the  relativel]  lowei 
price  range  in  the  largei  markets 
-li.'iil.l  permit  the  use  ol  a  numb 
additional  new  markets  from  time  to 

time  w  ithoul  increasing  the  ovei  •  ill 

.  :osl  signifii  and] ."  I  he  ageni  \  added 
eight  post-freeze  in.ukei-  to  the  lineup 
ol  one  ol  ii-  shows  ilu-  season  and 
reai  hed  1,000  homes  in  these  markets 

at  an  average  of  ̂   t.29.    I  In-  made  the 
total  cost-per-1,   nl)  3*  highei  than 
w  ithout  the  n.-w  Btations. 

Some  advertisers  wail  until  a  market 

ha-  a  eer'ain  numhei  ..|  -.1-  before  giv- 
ing timebuyers  the  ̂ o-ahead.  \i  P&G 

agencies,  where  foi  tnulas  i  ide  bigh,  the 

magic  figure  i-  reported  to  I,,-  30,000 I  \    sets. 

Formula-  don'l  tell  the  whole  -ton. 
W  bile  the  SSC&B  Btud)  hit  upon  ..  rea- 

sonable figure  for  buying  new  stations 
(it  came  to  about  double  the  average 

network 

I 
0   i 

new    stations    added    to    the    network 
-how    in  question   rai  low 

o|      |] 

Q.       What    will    program    costs    be 
like   in   the  fall   ? 

A.     I  here  i-  no  e\  idem  e  tl 

•  osta  will  I..-  pushed  down   b)   either 
networlu  I  ,.t  the 

o  iij,.  dm  | 

liioi  i  I  in-.  -  and  talent  pi 
•  i  ..m.    1 1  rk  whi.  h 

ires  Dai     .  K  ,  . .  •..   .     imple,  will 
beavilj    foi   the  privilege,  ti- 

the advertiser  who  u-.--  him 
able  to  talk  the  network  into  <  hip] 
in  Bubsid]    lie 

I  be  bothersome  problem   ••(   talent 

•  osta  waa  the  subjei  i  of  a  recent  -' 
meni   b]    NB(    in   \    Bo  a. I  <  bail 
David    Sarnoff.     Apparent!)    refen 
to  Sid  I 

Sarnof]  said,  "IT-  .1  sad  stati  ol   ifTairs 
when  a  couple  of  talent  deals  1  an  rep- 
resent  the  difference  in  profit  in 

work  leadership." 

\-  an   in.li.  alion  of  new   -how   .  i 

the  pilot  for  VBCsnew  I  l.mnv  Thomas 

Height  means  reach  in  TV,  loo! 

•  •  •  and  reach  means  sales* 

The  two-thirds  <>t  .1  million  people 

living  within  KSL-TV's  \.ist  [ntermountain 

coverage  .irc.i  EARN  —  and  SPEND  — 
nearlj  .1  billion  dollars  annually! 

T\'  circulation  is  mushrooming,  too. 

Over    125,000  sets  .ire  now    in  the   KSL-TV 

area,  which  extends  into  1  booming 
Western  st.lt.  s. 

Get  details  from  (  H>- 1  \   Spot  \iks. 
or  KSL-TV. 

KSL-TV 
/ 

X 
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situation-conx  <l\  film  came  to  a  higher 
tab  than  /  Love  Lucy  (it  was  shot  at 
the  Desilu  studios).  However,  since 

the  pilot  was  designed  to  showcase 

ABC's  new  programing  concepts  as 
well  as  sell  the  show  to  a  sponsor,  it 

is  dxpecteil  that  the  production  nut  for 
the  next  38  films  will  come  down.  Rob- 

ert Weitman,  ABC's  programing  \.p.. 
said  the  Dannv  Thomas  pilot  film  cost 

"under  $40,000." 

Q.  Can  the  advertiser  find  low- 
cost  shows  on  TV  ? 

A.  Of  course.  If  production  costs  are 

the  prime  consideration,  an  advertiser 

can  usually  find  something  within  his 

budget.  Station  clearance  is  another 

problem,  however. 

All  networks  can  come  up  with  one 

or  more  available  budget  shows.  Du 

Mont  has  long  made  a  talking  point  of 

its  budget  offerings  of  under  $10,000. 
CBS  can  also  point  to  a  number  of 

show's  in  which  costs  are  being  con- 
trolled. For  example:  Stork  Club  cost 

$]  1.000  for  a  half  hour  last  year;  this 

year  the  price  is  $10,400.  Jane  Fro- 
man  (  U.  S.  Canteen )  went  for  $29,500 

last  June  for  a  half  hour.   Last  month, 

/  No.  6  in  a  series  A 
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's  no  gamble  when  you  choose  a  Song 
Ad  to  bring  life  to  your  ad  message  on 

radio  or  TV.  Each  bright  new  Song-Ad  is 
created  by  men  with  years  of  experie 
in  producing  song  commercials  that  se 
Behind  each  Song-Ad  is  the  vast  experi- 

ence acquired  from  creating  more  than 
250  Radio-TV  Song-Ads  for  every  type 

product,  coast  to  coast.  Use  a  Song- 
Ad,   time-proven   as  the   best   song   com- 

ercial    available.    For    a    total    cost    of: 

$75-00 you  can  have  a  complete  audition  rec- 
ord for  your  product — three  brand  new 

tunes,  three  complete  sets  of  lyrics — 
recorded  especially  for  you  by  top  Holly- 

wood artists. 
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the  quarter-hour  price  was  $9,000. 

CBS'  new  comedian,  Larry  Storch,  will 
go  for  $22,500.  Meet  Millie,  which 

cost  $18,800  last  October,  is  now  avail- 
able for  $19,000.  Quiz  Kids  will  cost 

$5,300,  the  same  as  last  year. 

Q.  How  important  actually  are 
costs  to  the  TV  advertiser? 

A.  At  first  glance,  this  may  seem  like 

a  silly  question.  If  there  is  one  subject 

on  every  advertiser's  lips  it  is  TV  net- 
work costs.  It  is  the  overriding  prob- 
lem; it  has  driven  some  advertisers 

away  from  TV;  it  has  been  the  prime 

cause  of  participation  and  alternate- 
week  shows. 

Yet,  as  one  network  official  told 

sponsor  recently :  "Sure,  TV  cost  a  lot 

of  money,  but  isn't  the  whole  question 
one  of  how  many  prospects  the  adver- 

tiser can  reach  for  his  dollar?  And 

hasn't  this  number  of  prospects-per-$l 
gone  up?  Besides,  what  kind  of  econo- 

my is  it  if  the  advertiser  can  save 
$5,000  a  week  on  his  show  and  lose 

50%  of  his  audience?  Most  of  the  big 
TV  advertisers  would  like  to  save 

money  on  TV,  but  if  you  suggest  cut- 
ling  something  out  of  the  show  to  do 

it,  they'll  say  nix." 

Q.  What  has  been  the  cost-per- 
1,000  trend  in  various  kinds  of 
network  programs? 

A.  Here  are  Nielsen  figures  on  nine 

program  categories.  In  all  cases  cost- 
per-1,000  homes  is  down.  The  periods 
compared  are  those  of  high  listening, 

the  two  weeks  ending  9  February  1952 

vs.  the  two  weeks  ending  7  February 

1953.  The  figures  cover  time  and  tal- 
ent for  half-hour  evening  sponsored 

shows: 

•  Quiz  and  audience  participation, 
$8.75  vs.  $7.25  in  1953. 

•  Situation  comedy,  $9.51  vs. 

$7.71. 
•  Mystery  drama,  $10.48  vs.  $8.09. 
•  General  drama,  $10.13  vs. 

$10.01. 
•  Variety  music,  $15.69  vs.  $13.83. 
•  Other  music,  $12.60  vs.  $10.74. 

•  Interview,  $12.61  vs.  $12.04. 
•  Two  other  variety  categories  are 

not  directly  comparable  with  1952, 

when  the  variety-comedy  category  was 

$10.25.  The  1953  categories  are  talent- 
variety.  $4.84:   general  variety,  $7.62. 

Q.  What  changes  will  the  adver- 
tiser find  in  network  discounts  and 

time  classification  this  fall? 

A.     Here  are  the  specific  changes  by 
network: 

AHC:  The  rate  card  is  basically  the 

same  as  last  fall.  Among  minor 

changes  is  the  requirement  that  an  al- 
ternate-week advertiser  must  be  on  13 

telecasts  to  qualify  for  discounts.  Previ- 

ously the  minimum  had  been  four  tele- 
casts. Every-week  advertisers  on  for 

fewer  than  13  weeks  must  buy  at  least 

four  weeks  to  qualify  for  discounts. 

The  previous  minimum  had  been  two 
weeks.  Annual  rebates  remain  the 

same.  Saturday  from  1:00  to  6:00 

p.m.  is  changed  from  Class  A  to  Class 

B  among  stations  "which  accept  it." 
CBS:  The  maximum  station-hour 

discount  has  been  increased  from  10  to 

15%.  Actually,  what  happened  was 
that  additional  discounts  were  piled  on 

top  of  what  had  been  offered  last  fall. 
At  that  time  the  maximum  discount 

was  10%  for  35  or  more  station-hours 

per  week.  That  still  holds.  But,  start- 
ing at  50  station-hours  and  going  up 

to  90  station-hours  per  week,  an  addi- 
tional 1%  is  given  for  each  additional 

10  station  hours.  In  addition,  Satur- 
day from  2:00  to  6:00  p.m.  was 

changed  from  Class  A  to  Class  B  time. 
D77V;  No  change.  Saturday  and 

Sunday  afternoon  rates  "on  request." 

NBC:  Important  changes  in  NBC's 
stru-ture  were  made  effective  1  July. 

Unlike  the  previous  discounts,  the  new 
ones  permit  advertisers  to  earn  savings 
based  on  the  combined  value  of  their 

entire  schedule,  whether  daytime,  eve- 

ning or  any  combination.  Previously 

NBC  had  separate  discounts  for  week- 

day strips  and  for  hour,  half-hour  and 
quarter-hour  programs.  The  effect  of 
this  is  to  make  the  addition  of  day- 

time programs  particularly  attractive 
to  nighttime  advertisers,  a  factor  of 

great  importance  to  NBC  in  view  of  its 
new  daytime  programing  efforts. 

Discounts  range  from  5%  for  a 

quarter-hour  up  to  15f^  for  a  schedule 
which  adds  up  to  200%  or  more  of 
the  hour  rate.  (One  quarter  hour 

equals  40%  of  the  hour  rate,  a  half 
hour  equals  60%,  an  hour  equals 
100'  J  .  for  example.) 

Thus  an  advertiser  with  a  half-hour 
evening  show  can  increase  his  discount 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minutes  hunting,  fishing  and  outdoors  with 
Dave  Newell.  High  class  panel  type  entertain- 

ment. Write  for  audition  prints. 
SYNDICATED  FILMS 
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from  <)  to  1-'  ■  b)  adding  two  daj 
time  quartet  hours.  I  ndei  t ht-  old  dis- 

count structure,  the  advertise]  got  .< 
6' ,  discount  1  for  39  weeks  1  b>i  hi^ 
half-hour  show  and  a  separate  89  dis- 
,  ounl  foi  two  quarter-houi  segments 

per  week.  Under  the  new  plan  the  12'  I 
discount  is  applied  to  the  advertiser's 
total  billings. 

The    new     late-    appl\     t"    ;  n  1  \  i  •  1 1 1  -  <  •  t  - 

using  NBC  facilities  l"i  26  weeks,  ei- 
ther consecutive  <>r  alternate.  I  ndei 

the  old  card,  an  advertiser  had  to  be  on 

at  least  39  weeks  to  qualif)  for  dis- 
i  mini   rates. 

NBC  ma)  join  the  other  networks 
in  changing  weekend  time  classifica- 

tions. Both  Saturday  and  Sundaj  af- 
tei  noons  from  1  :00  to  5:00  are  ex- 

pected  to  be  changed  from  Class   \  to 
l  lass   B  almost   am    da\ . 

Programs  &  .mclioneos 

Q.      What  are  the  important  pro- 
graming trends   for   the   fall? 

A.       The  big  upcoming  trend   is  more 

program  competition.  Three  factors 

are  responsible  for  this:  ill  ABC's 
new  big-name  entries,  bought  with 

United  Paramount  Theatres'  money 
since  the  merger  creating  AB-PT,  i2i 

NBC's  determined  program  drive  dur- 
ing the  late  morning,  and  (3)  new- 

stations  in  the  erstwhile  big  one-sta- 
tion markets. 

Q.  How  will  this  competition  af- 
fect network  programing? 

A.  It  is  quite  likel)  to  sharpen  con- 
cern about  ratings  and  ma\  intensify 

the  play-it-safe  philosophy  which  has 
tended  to  squelch  chance-taking  in  the 
creative  end  of  programing.  While 
ratings  are  only  one  of  the  criteria  used 

In  advertisers  in  judging  a  program's 
value,  air  clients  during  the  past  season 

have  been  studying  them  extra  careful- 
Ij  to  find  out  how  their  programs  stand 

up  in  markets  with  three  or  more  sta- 
tions as  compared  with  national  rating 

figures,  which  include  the  one-station 
markets.  In  particular,  advertisers 

have  compared  Nielsen  "nine-city  rat- 

ings" ( in  cities  where  there  is  station 
competition)  with  the  national  NTI 
figures.  They  have  found  that,  while 

some  programs  have  held  up  in  the 
face  of  competition,  practicallv  all  of 

them  show  some  kind  of  a  drop  in  the 

competitive  TV  markets,  i  See  *'\\  ill 

competition  kill  your  show?"  SPONSOR, 

2  I  I  ebruar)   19  i  I  10.) 
The  program  i  onset  v  atism  refi 

to  above    >  direct  result  "t    I  \   costs, 
has    intensified    copy<  at    prog]  an 
I  he    plaj  -it-safe   philosophy    has 
led    advertisers   t"    buj    into   exist 
l  iipul. ii    shows   on    an    altei nate  week 
basis.    \\  lib  time  and  pi og ram  invest- 

ments growing   larger,  then-  is  ever) 
likelih   I  thai  a  tread-w  ithw  are  trend 
will  be<  ome  men-  ob>  ious. 

Q.       What  new  programing  will  be 
on   in  the  fall? 

A.     Pari  "I  \l'>(  !'s  new  morning  line- 

up -t.n  ill  it  1 1 1 1 . 
pre\  lew    n|    w  h.il    kind    id    ; 

munition  NBt  w  ill  use  !■•  battle  <  IIS 

The  new  morning  shows  include  Glam- 
oi    Girl    start 

!   hool,  NIK    -  pro 
<  In. i    foi    the  moi nin       Glamoi    C 

an  audience  parti  ipation  show  aimed 
tl\   at   women  will  feature  exam- 

ples id  w  li.it  makeup  <  an  do  to  enh 
the   fen, ale  Like  Dii      D 

School  it   i-  opposite  Godfrey,     \fter 

that,  ■  ome  tw "  soap  opei as,  Hau  ■ 
.  bw  iii  In-, I  from  NBl   -  I  ite   ifter- 

i.iiuii  -<  hedule  I' 'lb iwi  r  s  drop- 

2nd  of  a  series 
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Now  26th  among  the 
nation  s  metropolitan 
retail  areas. 

THE  SOUTHS  FASTEST  GROWING  MARKET 

INCLUDES  825.000  PERMANENT  YEAR  ROUND 

RESIDENTS  SPENDING  $211.100  000.  FOR 

FOOD   SALES* 
FOR   THE    ENTIRE    AMAZING   SOUTH    FLORIDA    TV   SALES 

STORY   CALL   YOUR   FREE    *    PETERS   COLONEL    TODAY 

WTVF 
FIRST  RESEARCH   CORP    of   Flor.do 

Now  Under  Construction  —  1000  FT 
ANTENNA  —  100  000  WATTS 
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Top  JO  available*  programs  on  the  TV  networhs* 

Top   /'    availabilities  on 
\BC TV 

TITLE TYPE APPEAL LENGTH NET    PRICE EXPLANATION 

1.     RAY    BOLGER   SHOW    (fllro) Eve Comedy-Variety 

Family 

30 

min. 

l/wk 

T  B  A. 
Hollywood-produced   film   starring    Ray   Bolger 

2. COLONEL    FLACKt Eve. Situation  comedy Adult 

30 

min. i   wk 

$12,500 

Alan  Mowbray  Is  the  Colonel.  Based  on  Satevepost  stories 

3. 
EXPOSED     (film) Eve. Mystery Adult 

30 

min. 

l/wk 

$17,500 
Barry   Sullivan   plays    Nemo   Gray,    big-city    police   official 

4. 
GEORGE    JESSEL'S    BANQUET 
TABLE 

Eve. 
Variety 

Family 

30 min. 

l/wk 

$15,000 Famous  "Toastmaster  General"  In  familiar  storyteller  role 

5. 
HOGAN'S   DAUGHTERt 

Eve. 
Situation  comedy 

Family 
30 min. 

1    wk 

$14,000 

Sheilah   Bond.    Broadway   star,    is    Hogan's   dizzy  daughter 

6. 
JUSTICE 

Eve. Document,  drama Arlult 

30 

min. 

l/wk $15,500 

Dramatizations  of  cases  from   flies   of    Legal    Aid   Society 

7. THE     LAST     WORD Eve. Aud.  Partic. 
Family 

30 min. 

I  'wk 

$6,500 

New  giveaway  show,  starring  Peter  Donald,  Oswald  Jacoby 

8. 
MR      GLENCANNONt Eve. Comedy-Drama 

Adult 30 

min. 
l/wk 

$16,500 
Satevepost's   sea-dog.    With    Robert    Newton:   $21,000    net 

9. PASSPORT     TO     ADVENTURE 

(Aim) 

Eve. Mystery Adult 

30 

min. 

1    wk 

$19,000 

Cesar    Romero  tours  the  world   In   tales   of  a   U.S.   courier 

10. WHITE    COLLAR    GIRL    (dim) Eve. Drama 
Adult 

30 

min. 

l/wk 

$22,500 Adaptation    of    best-selling    novel,    starring    Laraine    Day 

Top  JO  availabilities  on  Du  Mont 

TITLE 
TYPE APPEAL LENGTH NET   PRICE EXPLANATION 

1. 

AUTHOR    MEETS  THE CRITICSt 
Eve. 

Panel Adult 

30 

min. 

l/wk 
$2,807 

Lively  panel  sessions  between  authors  and   literary  critics 

2. CAPTAIN    VIDEOt 

Aft. 
Drama Juvenile 30 min. 

5/wk 

$2,125  per 

pgm. 

The    pioneer   show    among    popular   science    fiction    dramas 

3. 
PAUL    DIXON    SHOWt 

Eve. Variety Family 
60 min. 

5/wk 

$320   per 

segmt. 

TV   d.j.    show   with    Paul    Dixon.     Sold    In    10-mln.    slots 

4. 
HAPPY'S    PARTYt 

Aft. Variety Juvenile 30 

min. 
1    wk 

$2,300 

Ida   Mae   Maher   Is  the  voice  of   "Happy,"  canine  puppet 

5. JIMMY  HUGHES.  ROOKIE  COPt Eve. Detective Adult 

30 

min. 

l/wk 

$7,110 

Conrad    Janll   as   Jimmy,    a  new  cop   on   a  big-city  force 

6. 
TWENTY   QUESTIONSt Eve. Panel 

Family 

30 

min. 
1    wk 

$8,662 

The   durable   TV   version   of   the   well-known    parlor    game 

7. TREASURE    HUNTt Eve. Aud.  Partie. Adult 30 min. 

l/wk 
$2,276 

Slgmund    Rothschild    appraises   art   objects    In   the   studio 

8. 
THE    BIG    lOEAt Eve. Aud.  Partic. Adult 30 min. 

l/wk 
$4,313 

Inventors   bring    gadgets  to   program   to  find   a  backer 

9 THE    BIG    ISSUE) Eve. Panel 
Adult 

30 

min. 
l/wk 

$4,500 

Martha    Rountree.    Lawrence    Splvak    spark    discussion! 

10. WHERE    WAS    l?t 

Eve. 
Panel 

Family 

30 min. 

l/wk 
$5,881 

Panelists    guess    nature    of    photos   submitted    by    audience 

Top  10  availabilities  on  IMBC  TV 

TITLE TYPE APPEAL LENGTH NET    PRICE EXPLANATION 

1.     KATE    SMITHt 

Aft Variety 
Women 60 min. 

5/wk 

$3,250  per  15- min.  segmt. 
Kate  sings,  chats  with  guests,  comments  on  female  topics 

2. HAWKINS    FALLSt 
Morn. Serial  drama 

Women 
15 

min. 

5/wk 
$9,500 

Typical    problems,    humor    of    life    In    a   small    community 

3. BENNETT    STORYt 
Morn. Serial  drama Women 15 

min. 

5/wk 

$8,500 

Story  of  a  lawyer  and   his  family  in  a   Midwest  town 

4. GLAMOR    GIRLt 
Morn. Aud.  Partie. 

Women 
30 min. 

l/wk 
$3,000 

Women   wishing  to  be    glamorized   appear   before  cameras 

5. DING    DONG    SCHOOLt 
Morn. 

Instructional Juvenile 30 

min. 
5/wk 

$950  per  30- 

tnin.    segmt. 
Video  nursery  school,   with    noted    Dr.    Frances    Horwlch 

6. KUKLA.   FRAN   &   OLLIEt Sun  aft. 
Variety Family 

30 

min. 

l/wk 

$10,000 
Burr   Tillstrom's  show  of   great  charm   and    gentle   humor 

7. 

FORD    FOUNDATION    SHOW' Sun  aft. 
Variety 

Juvenile 30 min. 

l/wk 

$20,000 

An   assortment   of   literate   program   fare  for  the   children 

8. 

GABBY    HAYESt 

Aft 

Western Juvenile 15 min. 

3/wk 
$1,560  per  15- 
min.    segmt. Gabby  conducts  variety  show  for  six-gun-totin'   small   fry 

9. 
ON    YOUR    ACCOUNT' 

Aft 
Aud.  Partie. 

Family 

30 

min. 2/wk $2,800  per  30- min.    segmt. 
Win    Elliot   Interviews   contestants   in    a  televised    bank 

10. 
WELCOME    TRAVELERSt 

Aft 
Aud.  Partic. 

Family 

30 min. 

l/wk 

$2,000 Tommy    Bartlett.    m.c,    interviews   visitors   to   Chicago 

•As  selected  by  the  networks  at  SPONSOR'S  request,  CBS    TV   abstaining   for  policy  reasons       tMeans   -how  has  been  on  air. 

ping  the  show,  and  The  Bennett  Story, 
new  to  network  viewers  and  a  creation 

of  Chicago  program  people. 
NBC  will  fill  up  the  hour  with  two 

other  soapers,  which  haven't  been  de- 
cided upon  as  yet.  Possibilities  include 

Big  Sister,  which  P&G  dropped  last 

year  from  radio,  and  Three  Steps  to 

Heaven.  From  noon  to  1 :00  p.m.,  NBC 

is  mulling  over  something  which  may 
be  called  either  Home  or  Living.  It  is 

the  only  example  of  NBC's  new  day- 
time programing  which  might  be  called 

experimental.  Described  as  a  female 
version  of  Today,  it  will  combine  the 

elements  of  a  women's  magazine:  dra- 
ma, non-fiction,  and  tips  for  women. 

ABC  is  just  beginning  to  get  up 

steam  wilh  its  stable  of  new  personali- 
ties, but  it  has  already  sold  the  Paul 

Hartman  situation  comedy,  Pride  of 

the  Family,  to  Armour  and  Bristol- 
Myers.  The  show  will  be  seen  at  9:00 

on  Friday  nights,  which  may  well  turn 

out  to  be  ABC's  night.  The  net  is  all 
sold  out  from  7:30  to  10:00  on  Friday 

nights  except  for  a  half  hour  and  that 
half  hour  may  contain  Ray  Bolger. 

The  lineup,  by  half  hours,  looks  like 
this:  Stu  Eruin  Show;  Ozzie  and  Har- 

riet; a  new  Pepsi-Cola  drama  show, 
Pride  of  the  Family;  Bolger. 

ABC  has  also  sold  the  Danny  Thom- 

as situation-comedy  to  American  To- 
bacco.  It  is  scheduled  for  Tuesday 

night.  The  new  show  was  supposed  to 

go  into  the  9:00-9:30  Thursday  night 

slot  opposite  NBC's  Dragnet  (one  of 
the  Nielsen  Top  10  i   and  back-to-back 
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with  George  Jewel.  \U<  -  dickering 
with  the  Catspaw  Heel  people  aboul 

1 . - — «l  came  t"  naught  and  latest  plana 
call  for  telecasting   Jesse]  on   Sunday 
ni^hl 

Q.  What  trends  arc  there  in  the 

popularity  of  different  categories 

of   programs? 

A.  Nielsen  rating  figures  "n  nine 
types  of  programs  Bhow  that  in  most 

of  ilic  categories,  the  percenl  <>t  view- 
ing is  up.  Since  those  categories  which 

declined  don't  completer)  offset  the  in- 
creases,  it  appears  that  the  average 
amount  of  network  I A  listening  is  u | >. 

Hen-  are  Nielsen  average  rating  fig- 
ures for  the  two  week-  ending  9  Feb- 

ruary 1952  \-.  the  two  weeks  ending  i" 
February  1953.  Comparisons  arc  foi 

half-hour  evening  shows. 
•  Quiz  and  audience  participation, 

24.5  vs.  25.4  in  1953. 

•  Situation  comedy,  32.5  vs.  35.3. 

•  Mystery   drama.  2 .'!..">  \-.  28.6. 
•  Genera]  drama,  25.9  \-.  26.7. 

•  Variet)   music,  21.1  \-.  22.2. 
•  Other  music  25.7  vs.  \'K'l 
•  Interview,  22.3  vs.  20.7. 

•  Two  other  \arict\  categories  are 
not  directly  comparable  to  1952.  when 

the  variety-corned)  average  rating  was 
V2A.  The  1953  categories  are  talent- 

variety,  12."i.  and  general  variety,  36.5. 

Merchandising 

Q.  What  kind  of  merchandising 
aid  is  given  network  TV  clients? 

A.  It  varies.  NBC  is  the  only  web 

with  a  separate  merchandising  depart- 
ment. This  department  started  its  net- 

work T\  work  lasl  fall  and  it  has  been 
estimated  that  as  between  NBC  radio 

and  TV,  the  latter  now  iiets  about  60'  I 
of  the  merchandising  effort.  The  other 

networks  will  give  special  merchandis- 

ing aid.  depending  on  the  advertiser's 
problem  and  purchase.  This  includes 

such  help  as  mailings  to  dealers,  sta- 

tion coordination,  and  printing  display 
material  at  cost. 

Q.  How  does  the  NBC  merchan- 
dising department  operate? 

A.  NBC  divided  the  countr\  into  12 

merchandising  districts,  assigns  a  su- 

pervisor, all  men  of  merchandising  ex- 
perience, to  each.  They  contact  ke) 

retailers  and  wholesalers  in  the  inter- 

est- ot  NBC  clients,  help  develop  sta- 

tion   i  ooperation,    train    talesmen    in 

present  >\  i\  men  handising  tei  Inn  ; 
and  compile  reports  nil  merchandising 
,  esults. 

Q.  Since  big  advertisers  have 
their  own  merchandising  depart 

ments,  why  should  a  network  also 
enter  into  merchandising? 

A.  \\  hile  -"me  ..I  \lli  -  .  ompetitors 
fe<  I  that  men  handising  is  properl)  the 

job  ol  the  advertiser,  NB(  contends 

ih.it  it-  merchandising  efforts  supple- 

ment   the    work    "f    it-    '  lients,    that 

\B(  to  sell  the  powci  "i 
work    I  \    t..  the  •  outlets 

\  -   \ l',<    explaint   it  in  •■  slide  film 

put  mil   b)    it-   men  h 

incut.       '   <  III! 
bed    top    management    men    who 

would  not  •  >r <  1 1 n.i i il\   be  '  b) 
the   spot 

I    IK- ii    help    in    pun 
theii 

\  ild     .i 1 1 •  1     important     work     i 

the  development  of  men  hand 

operation  on  the  part  ol  out   al 

stations  wn  ill\." 

VISAZTV 
HUNTINGTON    •    CHARLESTON 

channel 

1)  mi  
<  an  ̂ l.LL 

m  this  rich  .  .  . 

growing  .  .  . 
prosperous 

 
market 

with  onh  ONI  II 
Station  ....  The  Onlj 

1 1    Station  in  the 

2      1  eclusii  <-h  cox  ered  .  . Counties  of  11  est  I  irginia, 
1  Ohio.  Kentucky,  Tennt 

and  I  iriginia  .  .  ■ 
.  .  .  The  Retail  Sales:  $2^16,47 

Effective  Buying  Pov 
-  ;.-,  \0,4O0J000  SM  1951 

3)  our  product
s  n  ill  re. a  fine  reception  with  the 

excellent  promotion  and 
sales-wise  departm 

oj  U  S  //•/'    at  your  ^ 
sen  ice  . . .  IN  \  ESI 
\  our  wh  ertising 

budget  n  here  -\our return  u  ill  be  assured. 

84,000  watts 

SAZTV 

HUNTINGTON.  WEST  VIRGINIA 

r«pr*Mfitad  by  THE  KATZ  AGENCY. 
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This  stress  on  getting  stations  to 

back  up  a  client's  product  and  pro- 
gram is  not  confined  to  NBC.  Other 

nets  are  also  active  keeping  their  sta- 
tions on  the  ball.  A  good  part  of  tbis 

spills  over  into  program  promotion. 
CBS  feels,  for  example,  that  its  big 
merchandising  job  is  to  get  the  largest 

audience  possible  for  its  clients'  shows. 
Program  kits  to  affiliates  contain  rec- 

ommendations for  promoting  the  show, 
both  on  the  air  and  off.  During  the 

political  conventions  all  the  networks 
either    developed    or    helped    develop 

program  promotion  material  that  could 
be  used  for  display  material  in  stores. 

Color 

Q.  Will  color  telecasting  be  a 

factor  this  coming  season? 

A.  While  RCA  and  NBC  have  already 

petitioned  the  FCC  to  approve  the  RCA 

compatible  color  system,  a  decision  is 
not  expected  before  early  next  year, 

even  if  written  "hearings"  are  held  in- 

KTXL -  TV  CHANNEL  8 
SAN   ANGEL  0,   TEXAS 

|  he  business  capitol  of  West  Texas  is  a  one  station  market 

whose  coverage  area  has  a  buying  power  of  $244,869,000.00, 

retail  sales,  $196,194,000.00  ....   Approximately  66,660  families 

are  included  in  the  vieivers  circle  of  KT XL-TV . 

San  Angelo,  Texas  is  the  largest  inland  wool  market  in  the  world.  .  .  . 

"It's  Round  Up  Time"  for  buyers  in  this  fabulous  western 

market,  of  practically  unlimited  buying  power. 

Sales  Representative,  0.  L.  Taylor  Company.  Station  facilities  include: 

DuMont  Transmitter  5  K.W.  Oak 

113  Foot  Tower  trith  RCA  6  Ban  Antenna  By, 

J.  J.   PHILLIPS  AND  SON,  MANUFACTURING  CO. 

SAN    ANTONIO.    TEXAS 

KTXL-TV 
OFFERS  THE  BEST  IN  EQUIP- 

MENT, PROGRAMS  AND 

EXPERIENCED      PERSONNEL 

WESTEX     TELEVISION     COMPANY 

P.   O.    BOX    1065.   SAN    ANGELO,   TEXAS 

stead  of  time-consuming  oral  hearing*. 

Assuming  that  a  decision  is  reached  bv 
early  1954,  the  first  color  tubes  will 
not  be  ready  in  any  quantity  until  late 

1954,  and,  even  then,  it  will  not  be  any- 
thing like  mass  production.  However, 

an  FCC  decision  this  year  is  possible 
and  that  could  mean  the  production  of 

color  sets  as  well  as  network  program- 

ing by  spring   1954. 

Q.  What  plans  are  being  made 
for  color  network  telecasting? 

A.  All  the  networks  are  giving 

thought  to  the  matter,  but  only  NBC 
has  announced  anything  specific.  NBC 

has  plans  to  begin  network  color  tele- 
casting as  soon  as  color  standards  are 

approved  by  the  FCC.  The  network 
already  has  two  fully  equipped  color 
studios  and  has  ordered  additional  col- 

or cameras  and  color  chains  to  equip 

five  more.  A  preliminary  schedule  calk 
for  two  evening  half  hours  weekly, 

with  all  NBC  sponsors  getting  a  chance 
to  telecast  at  least  once  not  onlv  their 
shows  but  their  commercials  in  color. 

There  will  also  be  additional  davtime 

programing  from  the  color  studio  in 
the  Colonial  Theatre,  New  York,  and 

experimentation  and  occasional  color 
broadcasts  from  the  other  color  studio 

in  the  RCA  Building.  New  York. 

Unions 

Q.  What  percentage  of  network 

TV  production  costs  are  attribut- 
able to  unionized  labor? 

A.  An  average  of  60%  of  TV  pro- 

duction costs  are  the  total  wages,  sala- 

ries, fees  paid  to  perfonners,  techni- 
cians, other  personnel  involved  in  pre- 

paring a  show  for  telecasting. 

Here's  how  the  production  costs  on 
three  typical  network  shows  break 
down : 

—  o 

a 

~  = 

c  o 
UU 

Cast  (all  talent) 

Music  (all  costs) Script 

Supervision-Direction 

Below-the-line  costs* TOTAL 

3  B 
O^: 

23.0%     32.75% 

8.5% 

9.0% 

17.7% 
58.2% 

14.00% 

7.75% 

8.80% 

63.30% 

is 

=  7 

23.5% 4.0% 10.0% 
4.5% 

21.8% 
63.8% 

•Figures  for  below -the  line  costs  represent  union  labor 
only.  Below-the-line  a>sts  are  the  package  price  which 
networks  charge  for  rental  of  their  rehearsal  halls  or 

facilities.  This  package  price  includes  the  network's working  crew,  which  is  often  larger  than  the  minimum 

crews   required  by  union  demands. 

SPONSOR 



Q.       Which    arc    the    unions    that 
control   network  TV  costs? 

A.     Three  major  unions  control  most 

n|  the  "direct '  laboi  i  osts: 
•  \niiiiiiiil  tssociation  of  Broad- 

cast Employees  and  Technicians  (NA- 
Bl    I  i  :    I  hi-  union,  a  CIO  affiliate,  ha- 
contracta  with  ABC  and  NBl  cover- 

ing engineers  and  technicians,  as  well 

i-  cameramen.  Will  be  renegotiating 
for  ABC  studio  cameramen  in  L953. 

•  International  Brotherhood  oj 

Electrical  U  orkers  I  ll'.I.W  }:  CBS 
cameramen  and  technicians  arc  mem- 

bers ol  this  union,  an  affiliate  oi  Ml.. 

•  International  Alliance  of  The- 
atrical Stage  Employees  (IATSE) : 

I  In-  union  Beta  the  scale  for  Du  Mont 

cameramen,  technicians,  stage  hand-. 
Varidus  components  oi  IATSE  um 

\l  I.  affiliate)  will  be  negotiating  Eoi 
new  contracts  in  L953  as  follow-: 

1.  IBC:  Nen  York  Sound  Effei  ts 

I  nion;  New  York  Wardrobe  Mi>- 

tresses  and  Handlers — September  1953. 
2.  CBS:  Scenery  Expediters  I  nion 

— includes  special  effects  expediters, 
scenery  expediters,  catalog  photogra- 

phers; New  York  Wardrobe  Mi-tresses 

and    Handlers — September    L953. 
3.  Ihi  Mont:  Completed  negotia- 

tions and  signed  contracts  early  in 

1953  with  IATSE  technicians  and  stage 
hands. 

4.  NBC:  New  York  Wardrobe  Mis- 

tressesand  Handlers     September  1953. 

Other  unions  involved  with  "direct" 
labor  costs  are: 

•  Local  230  of  tlir  Brotherhood  of 

Painters  and  Paperhangers,  AFL:  In- 

cludes art  directors,  assistant  art  di- 
rectors, letterers,  art  machine  printers. 

I  his  union  will  be  negotiating  for  a 
new  contract  with  CBS  in  December. 

•  Local  \\2y)  of  the  United  Scenic 
Artists.  ALL:  Negotiated  a  new  two- 

year  contract  with  the  four  TV  net- 
works to  be  effective  through  Ml  March 

1955.  1  ht-  contract  granted  the  fol- 
lowing weekb  salary  increases  to 

members  of  the  union:  $15  to  scenic 

designers,  $7.50  to  costume  designers, 

$15  to  assistant  costume  designer-. 
-In.  in  to  scenic  artists.  These  raises 

represent  an  over-all  10  to  12'  rise  in 
labor  costs  involved. 

The  "talent"   unions  are: 

•  Screen  Actors'  Guild  i  S  V,  i  :  Ne- 
gotiated a  contract  with  the  New  York 

r  ilm  Producers'  \-  ■>  tation  on  2 
March  1953  putting  into  effect  the 

principle  of  re-use  payments  to  actors 
in  film  TV  commercials,  i  See  sum- 

mary    of  SAG  terms  on  page  1''  > 

•  Imerican  Federation  of  II    mi, l 
Radio    hints      \|  i  i;  \       \. 

a  .  ontra<  t  with    \i;t     \i;<      ,•  ,i  i  BS 

to   covei    ti  .in-  i  iptiona    in   t<le\  i 
whit  li  li.nl  not  bi  e red  in  pre*  i 

on-  agreements.      I  lie  .  ontrai  t.  effe  - 

tive  I   lnl\   195  '>.  i-  based  upon  a  -  ale 
•  ■I  re-use  pa)  ments  foi  eta  ii  i<  ,|  i 

-  i  iptiona   ovei    vai  ious   ty  pea   -t    I  \ 
programing  and  <  ommen  iala  not 
ered  by  S  \<  -  jiu  isdi<  lion. 

•  I  in, -than  Federation  of  Musicians 
\l  M  i  :    \   jurisdictioi  aJ  dispute  be- 

tween   \|\|  and    \l  1 1.'  \.  localized  in 
I  lolU  w   I.  arose  in  Bprii  ovei 
-niuinu  iiiu-i.  iana  and  musicians  who 

ne  also  in.,  s.  Ian  ea  I  Peb illo, 

president  ol    \l  \l.  ordered  musi< 
who  had  pre\  iou-K  been  <  OVered  b\ 

\  I  I  I!  \  be.  .in-.-  ,,|  their  singing  •  •  r 
m.c.  a.  ti\  ities,  to  drop  \l  I  l{  \  mem. I  er-hip. 

Local  802  ol  MM.  whi<  h  deals  with 

the  networks,  will  he  negotiating  i"i 

new  contra*  t-  in  January  195 1.  I  be 
unions  ultimate  aim  i-  to  establish  re- 

use pawnent-  a-  a  protection  against 
hi  orded  substitution. 

•  Television     U  fixers    of    America 

\\\  \  I  :   This   union   won   the    Mill'. 

authorized  election  from  the  Authors' 
League  of  \me\  ica  \  I  \  i  in  -pi  ing 
1953,  and  will  probably  negotiate  foi 
new  contracts  for  it-  members  soon. 

•  Radio  and  Television  Directors 

Guild    i  K  I  DG) :     \<  bieved    new    • 

1 1 a'  i-  representing  a  1091  salary  in- 
■  rease  for  network  staffers  in  1952 

Q.  What  is  the  union  outlook  in 
television  for  the  near  future? 

A.  \-  new  categories  "t  l\  employ- 

ees arise  in  tin-  last-growing  industry, 

tin'  established  unions  are  quick  to  re- 
cruit member-hip.  Jurisd*  tional  dis- 

putes among  the  unioi  -  tin- 
uously .  but  are  like!)  to  ,u  ise  w  ith  less 

frequen<  \  a-  the  telei  ision  union-  .  on- 
solidate  their  power.  Everj  conl 

expiration  date  represents  inevitable 

demands  for  higher  w  different 

working  condition-. 
I  wo  major  trend-  w  ill  need  to  he 

established  to  keep  television  produc- 

tion costs  iiom  rising  beyond  the  ad- 

vertisers' rea  h:  1  •  the  union-  in- 
volved will  have  to  key  their  demands 

to  the  problems  ol  thi-  industry  ami 
realize     that     -         -      - 

stretched    beyond    the    point 

elasticity  :     '2      advertis 
will  have  to  develop  a  uniform  labor 

policy .  and  | 

Something  new 

to  view 

In 

PITTSBURGH 
All  Eyes  Arc  On 

CHANNEL  53 
IN 

1953 

WKJF-TV 
PITTSBURGH    11,    PENNA. 

PITTSBURGH'S   PIONEER 

UHF  TELEVISION   STATION 

/  IKING   PITTSBl  U<.H  <>l  T  ", 

THE  SINGLl  ST  \T10N  C  ill  <.<>!;) 

•  ntalion 

WEED        TELEVISION 
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26  episodes 

9  brand-new 

Get  this  exciting,  fast-moving  TV 

dramatic  film  series  for  exclusive 

sponsorship  in  your  city.  A  smash  hit 

as  GANGBUSTERS  on  network  — now 

released  locally  in  new  format... 

with  CHESTER  MORRIS  as  host.  This  profit-proved  program 

includes  full-scale  promotional  support  in  all  markets. 

Call,  write  or  wire 
FILM  DIVISION 

9 

I" 

NEW  YORK,  CHICAGO,  IOS  ANGELES     •     In  Conodo  RCA  Victor  Comoony  ltd.,  Moitreol  end  Toron»» 



E23  SPECIAL  FALL  FACTS  REPORT 

ON  THE  HORIZON:  NEW  STATIONS,  NEW  PRICES,  COLOR 
Here  are  some  of  the  important  questions  you  will  find  answered  in  the  pages  of  this  report 

\\m     What's  the  spot  TV  availability  situation    today?  »«««'  '•'- 

||a     What  effect  are  the  new  TV  stations  having  on  spot  plans?          !>«?/«•  '•*'- 

(Ja     If  wit*  tn  «»i  advertiser  evaluate  the  new  TV  outlets?       i»««<*  1WZ 

\^m     How  van  spot  hudgets  he  revised  (o  rarer  neiv   TV   stations?  /""/«•  IM 

i^.     Should  arfrerti.ver  film  spol  commercial*  in  color  now?    ;>«<»«'  '  '"> 

IJ.     Who*  effect  is  the  SAG  contract  having  on   spot   TV?       P«ff<*  200 

||a     IVfiat  ii.ve  arc  afft-erfi.ver.v  making  of   10-seeond  l.lt.'s?  pag**  200 

||.      Ire  there  any  notable  trends  in   syndicated  TV   films?  !»«««'  201 

l|.     To  irlior  extent  are  clients  spot  placing  custom-made  film   shows?  page  20'.i 
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Availabilities 

Q.  What  will  timebuyers  find 

true  of  the  spot  TV  availability  sit- 
uation this  fall? 

A.  Timebuyers  on  the  prowl  for 
choice  availabilities  in  both  new  and 

mature  TV  markets  face  the  following 

general  outlook  for  fall: 

1.  Morning  slots:  TV  spot  availa- 

bilities, unlike  spot  radio,  are  plenti- 
ful in  the  morning  hours.  One  rep 

salesman  stated  to  sponsor: 

"With  the  exception  of  a  few  high- 
rated  chainbreak  slots,  the  earlier  you 
go  in  seeking  TV  availabililies,  the 
more  there  are.  TV  has  made  some 

real  gains  in  the  morning,  but  it  has 

a  long  way  to  go  before  it  catches  up 

with  radio's  hold  on  the  breakfast  audi- 

ence listeners." 
And  just  as  some  ad  agencies  are 

slow  to  look  for  nighttime  radio  avail- 

abilities, so  agencies  like  Young  &  Ru- 
bicam,  J.  Walter  Thompson,  Sullivan. 

Stauffer,  Colwell  &  Bayles,  N.  W.  Ayer, 
and  Benton  &  Bowles  are  cautious 

about  advising  clients  to  enter  morn- 

ing TV — unless  a  really  well-rated  buy 
comes  along. 

"Outside  of  a  spot  next  to  NBC  TV's 

Today  or  CBS  TV's  Arthur  Godfrey," 
one  lady  timebuyer  said,  "what's  worth 

buying  in  the  morning  at  TV  prices?" 
2.  Afternoon  slots:  There's  a  defi- 

nite tightening  of  availabilities  after 
the  noon  hour  and  before  the  evening 
TV  kid  shows.  Particularly  hard  to 
find  are  chainbreak  or  announcement 

slots  adjacent  to  well-rated  network 
daytimers  like  the  CBS  TV  soap  opera 

block,  Garry  Moore  and  Double  or 

Nothing,  and  NBC  TV's  Welcome  Trav- elers and  Kate  Smith. 

Also  on  the  hard-to-get  list  are  good 

availabilities  in  women's-appeal  partici- 
pation shows,  particularly  locally  pro- 
duced TV  shows  that  deal  with  cook- 

ing and  homemaking  tips.  (See  "What advertisers  should  know  about  TV 

homemaker  programs,"  4  May  1953 
sponsor,  page  36.) 

3.  Evening  slots:  Here's  where  the 
hottest  buying  competition  lies,  in  both 
old  and  new  TV  markets.  Most  time- 

buyers  ask  first  for  "Class  A  nighttime 
chainbreaks"  when  doing  their  fall  buy- 

ing. Result:  Good  nighttime  slots  are 
very  scarce  and  are  snapped  up  as  fast 

as  they  become  available. 

Said  a  rep  firm  sales  executive: 

"Few  spot  TV  advertisers  who  are 
holding  down  good  nighttime  slots  are 
taking  a  summer  hiatus  this  year,  as 

compared  to  1952.  They  don't  want 
to  run  the  risk  of  losing  their  fran- 

chises in  the  tall — even  when  their  con- 

KEY    SPOT    TV    TRENDS 

FRANCHISES 
Having  learned  that  good  TV  time  is  quickly 

sold,  top  TV  spot  clients  like  Bulova  and  P&G 
are  losing  no  time  buying  many  of  new  stations 

Advertisers   are   generally   planning   larger    TV 

uUUbtlo  spot    budgets   for   fail,    to   cover   rate   increases 
on  old  stations,  buy  campaigns  on  the  new  ones 

Smaller  casts  are  used  in   commercials,  due  to 

UUIVIiyibnulALo  re-use  payment  scales  of  SAG  contracts.    Some 
advertisers    are    now    filming    for    TV    in    color 

More  use  is  being  made  of  10-second  l.D.  an- 
IiUi  S  nouncements  in   spot   TV.    Many  large  stations 

are     completely    sold    out     in     nighttime    I.D.'s 

FILM  PROGRAMS 
TV  clients  hare  plenty  of  choice  these  days. 

About  four  times  as  many  film  programs  are 

being  produced  this  year  as   were   made  in   '52 

tract-  might  allow  them  a  summer  va- 
cation. Thus  there  are  fewer  availa- 

bilities at  night  in  the  large,  well-estab- 

lished TV  markets  than  ever." 

New  TV  stations 

Q.  What  effect  are  the  new  post- 
freeze  TV  stations  having  on  spot TV? 

A.  The  newest  crop  of  TV  stations 

are  making  three  major  changes  in 

client  plans  for  fall  spot  video: 

1.  Expanded  national  coverage:  Last 
summer,  there  were  108  TV  stations 

serving  63  U.S.  video  markets.  As  this 

issue  of  SPONSOR  went  to  pre-s,  there 
were  about  185  operating  TV  stations 
(VHF  and  UHF)  in  very  nearly  twice 

as  many  markets.  Nearly  80', c  of  the 
nation's  homes  now  lie  within  range  of 
TV,  and  nearly  53%  of  U.S.  homes  are 

TV-equipped  (CBS  TV  figures  I .  In 
simple  advertising  terms,  the  addition 
of  new  TV  outlets  means  that  TV  spot 

advertisers  can  now  achieve  near-na- 
tional coverage  (as  far  as  the  U.S. 

population  is  concerned)  from  TV  and 

no  longer  must  look  at  it  as  an  effec- 
tive-but-circumscribed medium. 

2.  New  time  buying  opportunities: 

With  the  new  crop  of  stations  have 

come  a  new  batch  of  spot  availabilities. 

They  fall  rapidly  into  the  general  pat- 
terns of  day  and  night  availabilities  as 

outlined  above.  But  they  are  doing  a 

lot  to  ease  the  squeeze  for  choice  time 

slots,  particularly  where  new  stations 

go  on  the  air  in  an  existing  one-station 
market  like  Pittsburgh  or  Kansas  City. 

3.  Bigger  ad  budgets:  With  more 
TV  stations  constantly  appearing  on 

the  U.S.  map,  spot  TV  budgets  these 

days  are  in  a  state  of  real  flux.  "Every 
time  we  prepare  an  estimate  of  TV  spot 

costs  for  a  national  campaign,"  a 

BBDO  timebuyer  told  sponsor,  "we 
find  we  have  to  revise  the  figures  up- 

wards every  couple  of  weeks." 

Q.  How  can  advertisers  evaluate 
TV  stations  from  the  standpoint  of 

spot  TV? A.  The  value  of  a  new  outlet  in  a  spot 

TV  advertiser's  campaign  varies  wide- 
ly. It  depends  mostly  on  who  the  client 

is  and  what  he's  trying  to  accomplish 
with  his  air  advertising. 

Some  advertisers — like  Bulova.  Ben- 
rus.  Gruen.  the  leading  tobacco  firms, 

and  national  and  local  beer  companies 

— are  quick  to  buy  spot  TV  schedules 
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iUMMARY  OF  SAG  RATE  SCALE  FOR  FILM  COMMERCIAL  TALENT  „,,,/  /„ 

_  COMPENSATION  FOR   THE  WORK  SESSION 

(Rotes   shown  or*  for  commercioll   mode  lor   one  dosignoted   sponsor) 

LASSIFICATION 

iN-CAMERA  ACTORS  AND  SINGERS 

iFF-CAMERA  ACTORS 

IFF-CAMERA  ACTORS  employed  for   spots 
intended  only   for  Closs  C  us* 

i.      iFF-CAMERA  SOLO  SINGERS 

.       IFF-CAMERA  SOLO  SINGERS  employed  for  com- 
merciols  to  be  used  only   in  Class  C 

IFF-CAMERA  GROUP  SINGERS  -  2  -  4 

IFF-CAMERA  GROUP  SINGERS  -  5  ond  over 

************** 

I  _  COMPENSATION  PER   UNIT  RESULTING   FROM  THE   WORK  SESSION 

AMOUNT 
HOUR  WORK 

SESSION 

$70.00 8 

$45.00 
2 

$35.00 
2 

$45.00 4 

$35.00 
4 

$30.00  per 

person 

4 

$25.00  per 

person 

4 

:lassificatiqn 

dn-camera  actors  and  singers 
)ff-camera  actors  and  solo  singers 

3ff-camera  actors  and  solo  singers,  if 
commercial   is  used  in  Class  C  only 

3FF-CAMERA  GROUP  SINGERS  -  2  -  4 

3FF-CAMERA  GROUP  SINGERS  -  5  and  over 

AMOUNT 

$70.00 

$45.00 

III   -   COMPENSATION    FOR   USf    AMD   HI     1$)      II 

Ai   ACTORS  AND  SOLO  SINGERS  -  ON  Cam!  k»  | 

I   A 

Actor's  ond  Solo  S> 

Actors  and  Solo  S 

A    tors  ond  Solo  Sinj.>i 

B     ACTORS  AND  SOLO  SINCf  H 

Actors  and  Solo  Singers 

Actors  and  Solo  Singers 

Actors  and  Solo  Singers 

C  GROUP  SINGERS  -  OFF  CAMERA  » 

CLASS     EACH  CYCLE 

CLASS 
CYCLE 

c $   70.00 .00 

'1 

$105.00 $105.00 

A 
$140.00 

00 

RS  -  Of 

CLASS 

F  CAMER 
FIRST 

CYCLE 

$35.00 

a  r 

1    A 

SUBSEQUENT 
CYCLE 

c 
$35.00 

B 
$52.  SO $52.50 A 
$70.00 

$70.00 

•  S  OF  USE 

$35.00 

$30.00  per  person 

$25.00  per  person 

**************** 
,V  -  COMPENSATION   FOR  USE  AND  REUSE   -  PROGRAM  COMMERCIALS  AND  SIGNAT 

(Rates  are  for  unlimited  use  in  eoch   13-week  cycle  except  where  otherwise  noted) 

2  to  4  voices c 
$30.00  per 

person 

26 

Over  4 c 

$25.00     " 

■" 
26 

2  to  4 
B 

$30.00    •' 

" 

13 

Over  4       '■ 

B 

$25.00    " 

■• 

13 

2  to  4 
A 

$40.00    " 

" 

13 

Over   4 
A 

$32.50    " 

' ' 

13 

(For  Group  Singers  ON  CAMERA  See  Schedule  A) 

•   *•*••••••*•••*    * 
URES   CLASS  C  AND  B   GN  CAMERA  AND  OFF   CAMERA 

CLASS  C  CLASS  B 

ON 
CAMERA 

OFF 

.:  Ml  •   .-• 

ON 

CAMERA OFF 

Actors  ond  Solo  Singers  $105.00  $80.00  $140.00  $90.00 

Actors  ond  Solo  Singers  (if  26  consecutive  weeks  ore  guaranteed)                                                                     $185.00  $140.00                                                                        -- 

Group  Singers   —  2  to  4  voices   —  per  person  See  Note  $    30.00  See  Note  $40.00 

Group  Singers    —Over  4  voices   —  per   person  See  Note  $    25.00  See  Note  $32.50 

Signature   Singers   -  Solo  See  Note  $   80.00  See  Note  $90.00 

Signature  Singers   —  2  to  4  voices   —  per   person  See  Note  $    32.50  See  Note  $45.00 

Signature  Singers  —  Over  4  voices   —  per  person  See  Note  $    27.50  See  Note  $37.50 

(NOTE:   Rote  for   Group  Singers  and  Signature  Singers  ON  CAMERA  are  same  as  those  for   Actors  and   Solo  Singers  ON  CAMERA   in  each  respective  class) 

•  •*••••••••••••••••••••••••*•** 

V  -  COMPENSATION  FOR  USE  AND  REUSE   -  -  PROGRAM  COMMERCIALS  AND  OPENINGS  AND  CLOSINGS   -    -   CLASS  A 

(Guaranteed  Uses  must  take  place  during  one   1  3- week  cycle)  ON  CAMERA 

1st 

USE 

EACH 

SINGLE 
REUSE 

3 

USE 
GUARANTEE 

8 

USE 

GUARANTEE 

13 

USE 

GUARANTEE 

UNLIMITED 

USE  FOR  EACH 
13-WK.  CYCLE 

UNLIMITED 

USE  FOR  EACH 

26  CONSECUTIVE WEEK  CYCLE 
13  USES  IN 

26  CONSECUTIVE 

WEEKS 

$70 

$70 
$50 

$50 

$150 

$150 
$350 

$350 

$500 
$400 

$650 

$1150 

$570 

Actors  &   Solo  Singers 

Openings  &  Closings 

(including  lead-ins 
and  leod-outs) 

******************************* 

VI  -  COMPENSATION  FOR  USE  AND  REUSE   -   PROGRAM  COMMERCIALS.  OPENING  «.  CLOSINGS.  SIGNATURES  -    -   C.A5S  A 

OFF  CAMERA 

Guaranteed  Utes  must  take  place  during  one  13-week  cycle) 

8 

USE 

EACH        3 
1st   SINGLE      USE 

USE   REUSE   GUARANTEE  GUARANTEE  GUARANTEE;  13-WK.  CYCLE 

13 

USE 

UNLIMITED  UNLIMITED 

UNLIMITED           USE  FOR  EACH             13  USES  IN  USE  FOR  52 

USE  FOR  EACH    26  CONSECUTIVE  26  CONSECUTIVE  CONSECUTIVE 

WEEK  CYCLE                    WEEKS  :  <S 

$45 
S35 $105 

1          $255 

$350 

1   1 

$485 
$865 

- 

$45 $35 $105 $255 $280 

- - $415 ■ 

$30' 

$20*
 $  55* 

$1  TO" 

$150* 

$210* 

$390* 

- - 

$25* 

$17.50- 

$  45* 

$  90* 

$125* 
S165* 

$300* 

- - 

_ _ _ - 
$135 

- - 

Si'-
 

_ - 

$  67.50* 

- - 

$230* 

- - - - - 

$   60* 

- - 

$200* 

Actors  &  Solo  Singers 

Openings  &  Closings 
(including  lead-ins 
and  lead-outs) 

Group  Singers  2-4  voices 

Group  Singers  —over  4      " 

Signoture        "   _  Soloist 
"2-4  voices 

Signature        "  over  4      " 

NOTE:   Rotes  for  Group  Singers  and  Signoture  Singers   ON  
CAMERA  ore  the   some  as  those  listed   m  Table  

V  for   Actor,  and  Solo  Singers 

NOTE:   Ttieo*   nre    n.-y    Items,    net    full   rate   list,     tl'nllmlted    use   In    13-weck   cycle.     U'nlimited   use   for   periods    Indicated.     •Put   person 



on  new  TV  stations,  both  VHF  and 

UHF.  These  advertisers  are  looking 

for  franchises  and  will  often  buy  at  a 

high  cost-per- 1,000 — knowing  that  t In- 
set penetration  of  the  market  will  ulti- 

mately improve. 

TV  set  manufacturers— like  Crosley, 

Westinghouse.  I'hilco,  and  GE — also 
hop  on  the  newest  TV  bandwagons 
since  they  want  to  establish  their  TV 
set  brand  names  while  a  new  TV  mar- 

ket is  undergoing  its  initial  rapid  view- 
er expansion. 

But  other  advertisers — like  the  bijj 
soap  firms,  the  food  companies,  and 

several  of  the  manufacturers  of  prod- 
ucts bought  by  women  (cosmetics  for 

example) — will  often  wait  on  the  side- 
lines. These  advertisers  watch  for 

costs-vs. -set-penetration  to  reach  a  par- 
ticular level  since  most  of  them  are 

not  interested  in  establishing  franchises 

at  a  high  price. 

Q  What  yardsticks  are  used  in 

buying  new  TV  stations  by  adver- 
tisers who  do  not  want  to  estab- 

lish franchises  on  all  new  outlets? 

A.  As  mentioned  above,  there's  no 
master  formula  that  works  equally  well 

for  all  advertisers.  "It's  a  question  of 
applying  judgment  against  the  facts  of 

the  new  station's  growth  and  your  cli- 

ent's sales  problems,"  a  Biow  research- er said. 

There  are,  however,  some  important 
criteria  which  have  a  general  bearing 

on  when  a  new  TV  station  is  "ready." 
Here  are  five  principal  questions  agen- 

cies ask  before  buying  as  compiled  by 
sponsor  from  interviews  with  a  num- 

ber of  leading  agency  timebuyers  and 
researchers: 

1.  What's  the  degree  of  set  penetra- 
tion?— Obviously  penetration  is  going 

to  be  high  in  a  mature  VHF  one-sta- 
tion market  into  which  a  new  VHF  sta- 

tion comes.  Just  as  obviously,  it's  go- 
ing to  be  low  (although  it  grows 

quickly)  in  a  brand  new  TV  area. 
Since  most  new  stations  go  on  the  air 

with  a  roughly  similar  base  rate  (of 
somewhere  around  $100  to  $250  an 

hour),  the  resulting  cost-per-1,000  of 

rough  circulation  (station  cost  vs.  sets- 
in-market )  varies  widely.  Clients, 

however,   must  set  their   own   "break- 

even" point  here — P&G,  for  instance, 
prefers  not  to  buy  until  there  are  some 

30,000  sets  in  a  market — since  it  de- 
pends entirely  on  how  important  the 

new  market  or  existing  market  is  to  a 

company's   sales   picture. 

2.  What's  the  degree  of  UHF  con- 
version?— Of  the  new  TV  stations  com- 

ing into  the  top  28  existing  one-station 
markets  in  the  U.S.  (see  section  on 

Network  TV,  page  173  I ,  as  many  as  20 
— or  over  70'  \  — will  be  UHF  stations. 
A  standard  VHF  set  must  be  converted 

to  receive  the  signal,  through  the  use 
of  a  new  antenna  and  a  conversion  unit 

or  tuning  strip.  Counting  the  existing 
VHF  sets  in  an  established  market  as 

the  "circulation"  of  a  new  UHF  sta- 
tion is  highly  misleading.  What  really 

matters  is  how  many  have  been  con- 
verted to  receive  UHF.  NBC  figures 

there  will  be  "as  many  UHF  stations 
as  there  are  VHF  by  the  end  of  the 

xear." 

3.  What  are  the  degrees  of  overlap 

with  other  TV?— Although  the  FCC 
has  tried  to  avoid  overlaps,  several  of 
the  newest  TV  markets  also  receive 

signals    from    VHF    stations    in    large 

Hollywood-type  hoopla  is  now  a  standard  item  in  TV  films.  Producers 

like  Ziv  and  film  syndication  services  of  NBC  and  CBS  video  webs  offer 

advertisers    a    wide    choice    of    movie    promotional    aids    designed    to 

increase  impact  of  TV  film  shows.  Others,  like  Guild  Films,  United  TV 

Programs,  March  of  Time,  and  MCA-TV,  have  equally-extensive  mer- 

chandising   and    promotional   aids  for   buyers   of  spot-placed   TV  films 
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oearb)  <  ities.    \  \  &H  research  execu 

iim-  point-  out:  "If  the  overlap  ia 
lici\ \.  there  "ill  a  lol  of  VHF  I V  -<-t- 

alread)  in  the  mat Icel  but  the  rate  "i 
conversion  i<>  I  III',  because  of  the 
overlap,  ia  likelj  to  be  much  slower. 

Advertisers  who  buj  .1  new  I  III  -fa 

tiou  maj  wail  .1  long  t inn-  before  theii 
.  osl  pei  -1,000  drops  appreciabl)  it  the 

market  alread)  receives  several  \HI- 

stations." 

1.     \\  hill's   the  potential   oj   the   111  I'll 
foi  II  sets?  This  is  a  concept  so 

simple  thai  man)  advertisers  overlook 

it.  Let's  assume  there  are  two  new 
stations  in  t\so  new  markets.  In  both 

markets,  there  are  50,000  TV  seta.  Bui 
the  total  number  of  homes  in  the  firs! 

market  i>  300,000  and  in  the  second 

there  ar.'  onlj  75,000  all  told.  The 
lirst  l\  market  "ill  still  have  plent) 

of  room  to  grow;  it's  onlj  16.5'  i  >atu- 
rated.  The  second  market  is  alread) 

slowing  down;  it'-  (><>.<'!'<'  saturated. 
While  this  shouldn't  stop  an  advertise] 
from  buying  both  station-,  researchers 
[eel,  it  certainl)  indicates  which  station 

i-  going  to  have  the  largest  audiences 
in  the  long  run. 

5.  Does  the  market  need  7  /  spot 

coverage  now? — Apart  from  the  de- 
sire to  establish  spot  TV  franchises  on 

,in\  new  T\  stations  in  both  old  and 

new  TV  areas,  sponsors  should  always 
consider  carefully  whether  or  not  an 

expenditure  for  T\  spot  in  an  area  is 

likely  to  produce  a  worthwhile  sales 

return.  An  improved  distribution  -'-t- 
up  in  an  area  may  have  to  precede  a 

TV  spot  campaign. 

Q.  What  is  the  formula  used  by 
most  new  TV  stations  in  setting  up 
their  rate  structure? 

A.  Usually,  a  new  TV  station's  basic 
one-hour  rate  is  a  compromise  between 
what  the  traffic  will  bear  and  the  min- 

imum profit  margin  for  the  station. 
In  terms  of  dollars,  the  one-hour  rate 

usually  starts  at  around  -S100  (for 

('lass  A  one-time  shot)  for  either  a 
new  station  in  an)  new  market  or  a 
new  IHF  station  in  an  existing  VHF 

market.  Depending  on  the  size  of  the 
market  and  its  growth  potential,  the 

starting  rate  can  go  up  to  about  $200. 

The  rate  increases  are  geared  to  set 

growth,  using  a  serif-  of  "escalator" level-. 

Here's  a  typical  example  of  this 
"escalator"  pricing: 

In  Houston — an  established  VHF 
market — KNLZ-TV   is  due  to  take  to 
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tin-  .in  in  mid-  August.   KM  /■  I  \   will 
Ik   ;i  I  I  If  station.    It-  basi<   one  houi 

rate  w ill  I"-  vl  I"  and  it-  1   1 1  •  -  rate 
$22.    I  hi-  h.i-  been  calculated  against 

an  expo  t.in.  j    ol   some   10,000  "<  on- 
\  11  ted"     i"  I  III1  sets  in  the  market. 

\-  sets  equipped  to  rei  eive  the  I  1 1 1 
outlet    in«  rease   in   the   I louston   .1"  1 

this  rate  w ill  go  up  I I11  pei  houi  and 

|2  pei  minute  [oi  ea<  h  .nliliiion.il  1 ,000 

Beta.   W  hen  the  numbei  of  I  III' -rei  ei\  ■ 
ing  sets  in  I  Ion-ton  hits  a  level  "I 

000  the  hourl)  rate  will  be  set  .11  - 
.mil  the  minute  rate  at  $70.   \\  I1.1t  hap- 

|k  11-  .iiit  i  thai  1-  an) bod  !>ut 

there  will  probabl)   b<-  othei   period  it 
iii'    lot .  -  .1-  I  III    p.  1 1. 1 1  ition 

Networks,  iix  identally,  al-<>  pla)  ■ 
role  in  detei  mining  the  rate  sti  m  lure 

oi  new  I  \  stations.  I  hrough  tl" 
lion  Relations  departments  ;it  the 
I'.i  l\  webs,  network  executives  often 

offei  i'K  ii  >•  based  on  rat.-  foi  mulas 

m In-  h  h.n e  proved  successful  i"i 
0&0  stations  and  afhliati 

Q.       To   what  extent  arc  advertis- 
ers placing  spot  TV  campaigns  on 

Coverage  Area  of 
KMO-TV  Channel  13, 

As  filed  with  the  FCC, 

January   1953. 

Effective  Radiated 

Power— 95,500  watts! 

Antenna  height  above 

sea  level— 951   ieet!!  _ 

HEIGHT  means  might 

in  this  Puget  Sound 

Area,  and  KMO-TV 
with  the  tallest  TV 

Tower  in  the  area  has 

the  HEIGHT  for  a 

mighty  good  signal  in- 
to the  263,000  TV  sets 

in  this  10-county  Pu- 

get Sound  region! 

Cover 

Seattle        _ 
with  low  TaCOma  rates! 

4 
<& 

«c4# 

Represented  Nationally  by 
The  Branham  Company 

MOW 
Toton 
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the  newest  crop  of  video  outlets? 

A.  The  whole  picture  of  TV  spot  buy- 

ing  on  new  outlets  is  changing  so  rap- 

idly that  it's  difficult  to  trace  clear 
patterns.  However,  here  are  some  new 
trends: 

New  stations  in  old  mar  Lets — Be- 

cause there  is  already  a  sizable  set  sat- 
uration in  an  existing  market,  a  new 

Nation  in  a  mature  TV  area  usually 
does  all  right  for  itself.  WENS,  a  new 

UHF  outlet  in  the  Pittsburgh  area,  is 

a  good  example.  The  station's  rep 
firm  (Petry)  told  sponsor  that  as  of 

mid-June  WENS  was  already  80^?  sold 
out,  both  in  spot  and  network  TV  time. 

Among  WENS  "charter"  spot  adver- 
tisers: Coca-Cola,  Benrus,  Bulova, 

Nash,  Pontiac,  Sealtest,  Sunoco,  Rival 

Dog  Food,  Alliance  Manufacturing. 

Lever  Bros.,  Welch's  Wine,  ami  Fort 
Pitt  Beer.  WENS,  of  course,  is 

helped  enormously  by  the  fact  that 

Pittsburgh  has  hitherto  been  a  one-sta- 
tion market  and  the  rate  of  UHF  con- 

version is  high.  Also  a  help  is  the  fact 
that  WENS  is  affiliated  with  both  CBS 

and  ABC  video  webs  and  thus  has  plen- 

ty of  high-rated  adjacencies  to  offer 
spot  buyers. 

New  stations  in  new  markets — This 

is  something  else  again.  Most  of  the 

small-town  TV  stations  now  going  on 
the  air  are  having  to  hustle  hard  for 

new  national  spot  TV  business.  Rea- 
son: Buyer  resistance.  A  veteran 

timebuyer  told  SPONSOR:  "I'll  be 
darned  if  I  want  to  buy  into  a  new 
TV  market  at  a  cost  of  $10-  or  $15- 

per-1,000  homes  where  the  total  pop- 
ulation of  the  market  is  less  than  100,- 

000.  Costs  like  that  are  only  justified 
in  the  larger  new  TV  markets  where 

there  is  plenty  of  growth  potential." 
As  a  result  of  this  typical  attitude, 

many  of  the  new  crop  of  video  out- 
lets in  the  smaller  markets  are  sailing 

fairly  close  to  the  wind,  subsisting  on 

a  diet  of  local  advertising,  low-pay  net- 
work revenue,  and  some  national  spot 

advertising  clients. 

Q.  What  sort  of  advance  budget 

provision  can  an  advertiser  estab- 
lish to  cover  the  anticipated  costs 

of  new  spot  TV  rate  increases? 

A.  The  simplest  way,  of  course,  is 

just  to  add  more  dollars  to  an  ad  bud- 
get as  rate  increases  occur. 

Many  advertisers,  however,  prefer  to 

make  up  their  ad  budgets  well  in  ad- 
vance, and  this  policy  creates  a  sizable 

headache.   No  one  can  predict  with  any 

a<  curac)  just  when  and  where  TV  spot 
rate  hikes  will  occur,  and  how  big  they 
w  ill  be. 

The  New  York  headquarters  of  one 

of  the  biggest  radio  and  TV  agencies 

gave  SPONSOR  its  own  private  formula 
for  covering   rate   increases: 

"We're  suggesting  to  our  clients  in 
spot  TV  that  they  set  aside  at  least 

5%  of  their  spot  video  budget  as  a  re- 

serve for  the  latter  half  of  1953,"  one 

of  the  agency's  media  experts  said. 
"We  figure  that  this  will  cover  rate 
hikes  in  both  new  and  old  markets. 

From  there  on,  a  reserve  of  about 

2V2%  for  1954  should  cover  almost 

any  rate  increases." Some  other  agencies,  like  Biow  and 

Y&R,  are  meeting  the  problem  by  mak- 
ing forecasts  of  set  penetration  in  new 

markets  and  then  predicting  rate  in- 

creases based  on  the  penetration  fore- 
casts. This  is  a  sort  of  calculated  gam- 

ble, using  as  the  "form  chart"  a  study 
of  how  rate  increases  came  about  in 

the  older  pre-freeze  markets.  Then, 
well  in  advance  of  an  anticipated  price 

hike,  clients  are  told  to  get  ready  for 

one  and  to  increase  budgets  periodical- 
ly (every  13  weeks  or  so)  as  needed. 
Neither  method  is  perfect,  but  each 

serves  a  useful  purpose  in  keeping  cli- 
ents on  their  toes  and  on  the  lookout 

for  rate  increases. 

Spot  TV  rates 

Q.  What  changes,  if  any,  are  ex- 
pected in  spot  TV  rates  this  fall? 

A.  Spot  TV  rates  are  expected  to  be 

reasonably  steady  this  fall  among  old- 

er, pre-freeze  TV  outlets  in  mature 
markets.  Some  changes  however  are 

expected,  and  those  primarily  during 
the  class  A  evening  hours. 

Thee  changes  won't  occur  among 
more  than  10  or  15rv  of  the  total  num- 

ber of  older  TV  stations.  And  even 

then,  they  won't  amount  to  more  than 
about  a  5f(-or-less  price  hike,  most 

reps   predict. 
Rate  increases  will  be  more  sizable 

among  the  post-freeze  group  of  new  TV 
outlets  in  new  TV  markets.  At  these 

stations,  as  they  have  been  in  the  past, 
I  \  rates  will  be  tied  more  or  less  to 

set  growth  in  the  TV  markets.  But 

there's  no  accurate  formula  for  antici- 
pating these  spot  TV  increases. 

This  rule  of  thumb  however  may  be 

useful:  According  to  a  number  of  sta- 

tion  reps  queried  by  SPONSOR,  when- 

ever a  major  TV  network  feels  it's time  to  hike  the  network  rates  on  its 

newest  TV  affiliates  (due  to  growth  of 
the  number  of  TV  sets  in  a  market)  a 

corresponding  and  relatively  similar 
rate  hike  is  likely  to  be  made  in  spot 

TV  prices. 
Rate  increases  on  new  VHF  TV  sta- 

tions in  old  TV  markets  are  expected 

to  follow  a  pattern  roughly  similar  to 

that  of  the  pre-freeze  stations.  That  is, 
if  the  station  is  an  additional  VHF 

station  coming  on  in  an  existing  VHF 

market,  it  usually  starts  out  at  a  rate 

about  the  same  as  its  older  compe;ition. 
This  rate  will  hold  for  some  time.  How- 

ever, if  the  arrival  of  a  second  station 
sets  off  a  new  round  of  set  buving, 

both  stations  may  eventually  boost 
their  rates. 

As  far  as  rate  hikes  among  new  UHF 
stations  in  old  markets  are  concerned, 

this  depends  entirely  on  the  rate  of  con- 
version among  VHF  owners  to  UHF. 

Pricing  adjustments  will  resemble  those 
of  any  new  TV  station  in  a  brand  new 
TV  market. 

Color  TV 

Q.  Will  color  TV  be  a  factor  this 
fall  in  spot  TV  air  advertising? 
A.  As  far  as  the  spot  TV  advertising 

plans  of  those  agencies  and  clients  con- 
tacted by  sponsor  were  concerned,  col- 

or TV  was  "being  discussed" — but  did 
not  feature  as  a  major  item  for  fall 
campaigns. 

Q.  Can  an  advertiser  shoot  TV 
spot  film  commercials  in  color 

right  now  in  order  to  make  a  sim- 

ple change-over  if  color  TV  comes 
anytime  soon? 
A.  Indeed  he  can.  Most  of  the  lead- 

ing TV  commercial  film  producers  will 
tackle  a  color  assignment  if  a  client 

wants  his  films  that  way.  Meanwhile, 

standard  color  movie  film  (Technicol- 
or, Kodachrome,  and  so  on)  televises 

nicelv  into  a  rich  black  and  white  on 

standard  TV  equipment.  \^  hether  the 

color  film  in  use  now  will  prove  suit- 

able for  televising  in  color  is  some- 

what in  doubt  however  until  it's  known 
just  what  the  final  color  system  will  be. 

Q.  Are  any  leading  TV  advertis- 
ers currently  making  color  films? 

A.  A  few.  But  so  far  it's  mainly 
experimental,  although  some  film  pro- 
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^/the  most  powerful 

TELEVISION  STATION  'fe 
ron  beu/is  or  super-  coverage 

CALL    YOt/A.  M-K  MAN 

•  KANE 
j 

/    •WlLLIAMSPORT 

e 
Pittsburgh.— -, — ^LTOONA 

Johnstown*-' 

f 

CUMBERLAND.  MO. 

ABC  'NBC     DUMONT 

316.000  «FB.        CHANNEL 

™         J^Ty  10 Altoona,  Pa. 

JACK  SNYDER. Managing  Dirclv  H-R  Television,  Inc. 
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KDYL 
MERCHANDISING 

Hit*  the  "Bullseye" In  Safes  Results 

What  KDYL  s  Merchandising 

Organization  Offers  You: 

•  Startling  Point-of- 
Purchase  Displays. 

•  Letters,  Brochures  and 

Mailers  to  Grocery  and 

Drug  Retail  Outlets. 

•  Close  Alliance  with 

Brokers  and  Distributors. 

•  Follow-Up  Sales  Surveys 

Coordinated  calls  by  KDYL's 
merchandising  team  to  brokers 

and  retailers,  plus  strategic 

placing  of  these  eye-catching 

"bullseye"  display  pieces — with 

your  product  attached — means 

powerful  merchandising  sup- 

port in  the  fast-growing  Inter- 
mountain  West. 

Write  for  details,  or 

see  your  Blair  man 
TODAY 

Salt  Lake  City,  Utah 

National  Representative:  John  Blair  •  Co. 

ducers  like  Ziv  have  long  been  shooting 

in  color.  Here  are  a  few  last-minute 
color  air  advertising  developments: 

Camels — R.  J.  Reynolds  plans  to 
do  a  series  of  color  film  commercials 

at  Transfilm,  New  York.  Primarily 

they  are  trial  runs  for  Reynolds  and 

the  Esty  agency  to  get  the  feel  of  work- 
ing with  color  problems.  Chesterfield 

is  reported  "thinking"  about  a  color film  schedule. 

P&G — Giant  bellwether  of  the  radio 

and  TV  industry,  Procter  &  Gamble 

recently  announced  that  the  Compton 

Agency  would  supervise  the  filming  ol 
its  Fireside  Theatre  in  color,  although 

most  of  the  first-run  (on  NBC  TV 

network)  showings  of  these  color  films 
will  come  before  advent  of  color  TV, 

in  regular  black  and  white.  Both  P&G 

and  producer  Frank  Wisbar,  however, 

feel  that  color  will  add  to  the  show's 
value  on  syndicated   spot  TV   reruns. 

Colgate — No  spot  commercial  shoot- 
ing schedules  have  been  set  yet,  but 

Colgate  has  completed  some  experi- 
mental color  footage  of  its  various 

products  just  to  see  how  the  firm's 
drug-and-toiletry  lines  look  on  tinted 
film.  With  this  as  a  base,  some  trial 
commercials  mav  be  made  this  fall. 

Q.  Are  there  any  new  develop- 
ments in  the  field  of  color  film 

commercials? 

A.  Yes.  Probably  the  biggest:  East- 

man Kodak  recently  announced  an  as- 
yet-untitled  color  film  stock  (Color 

Negative  Type  5248 )  available  in  35 
mm.  size,  which  is  almost  as  fast  as 

slow,  fine-grain  black-and-white  stock. 

This  means  that  commercial  film  pro- 
ducers can  shoot  color  TV  movies  for 

advertisers  with  almost  the  same  studio 

lighting  facilities  now  involved  in  the 

making  of  black-and-white  commer- cials today. 

"Anyone  familiar  with  color  photog- 
raph) will  recognize  what  a  significant 

step  forward  a  faster-emulsion  color 
film  will  be  in  the  future  developments 

of  spot  color  video,"  the  production 
chief  of  a  leading  commercial  film 

company   told   sponsor. 

Q.  How  much  more  does  it  cost 
to  film  commercials  in  color? 

A.  Not  as  much  as  you'd  think.  Ac- 
cording to  film  experts  the  extra  costs 

of  color  film  are  chiefly  for  the  raw 
film  stock  (which  costs  about  12.50 

per  foot  as  compared  with  4.5tf  per 
foot    for    black    and    white^     and    the 

handling  (color  film  must  be  processed 
and  cut  with  more  care  and  expense 
than  b&w  film). 

In  terms  of  dollars,  the  extra  ex- 

penses involved  in  filming  the  aver- 
age one-minute  announcement  (a  me- 

dium-budget, live-action  commercial 

for  a  single  product)  in  color  come 

to  about  20  to  25'v'    additional. 

Q.  Is  it  necessary  to  get  into  the 
color  film  commercial  act  right 
now? 

A.  This  is  a  matter  for  each  adver- 
tiser to  decide  for  himself. 

If  an  advertiser  starts  shooting  spot 
TV  film  commercials  in  color  within 

the  next  several  weeks,  he  must  realize 

that  he  is  taking  a  calculated  risk,  most 

film  industry  sources  feel. 

As  pointed  out  above,  a  TV  client 
can  order  his  next  batch  of  film  com- 

mercials done  in  color  today — but  it 

will  cost  him  more  money.  And  al- 

though he'll  be  able  to  show  them  to- 

day in  black  and  white,  there's  no  TV 
outlet — network  or  spot,  as  SPONSOR 

went  to  press — where  he  can  air  them 
in  color  on  a  regular  commercial  basis 

and  no  guarantee  for  the  future  that 

present  color  film  standards  will  match 
future  TV  color  standards. 

Besides,  by  the  time  color  TV  does 
arrive  officially,  his  copy  approach  or 

basic  commercial  ideas  may  have 

changed  radically  and  his  backlog  of 
color  films  will  be  out  of  step  with  his 

advertising  in  non-TV  media. 

Commercials  costs 

Q.  Will  talent  costs  of  spot  TV 
film  commercials  be  higher  this 

fall? 

A.  They  will.  Since  last  March,  agen- 
cies and  advertisers  have  been  shooting 

their  TV  commercials  in  accordance 

with  the  provisions  of  the  new  Screen 
Actors  Guild  contract. 

In  earlier  reports  (see  SPONSOR  23 

March  1953  and  29  June  1953),  it's 
been  pointed  out  that  pre-SAG-type 
commercials  can  still  be  done — if  the 

advertiser  and  agencj  understand  ful- 

ly the  ins  and  outs  of  the  SAG  scales. 

Generally  speaking,  however,  most 

agencies  will  find  that  talent  costs  of 
commercial  films  will  be  running  them 

from  10  to  50'T  more  this  fall  as  com- 
pared with  last.  Thats  the  opinion  as 

of  now.  I  For  summary  of  talent  scale 

in  new  contract,  see  page  193.  i 
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S mul I'm  TV  Stations 
.  .  .  Cover  Northwestern  California    Southern    Oregon.  Let    Blair-T)     tell 

you  how  one  hilling  reaches  two  growing  markets    $322,125,000  Retail  Sales  . 

KIEM-TV 
Channel  3,        14,600  watts  ERP 
Eureka,  California 
3069  feet  above  sea  level 

1673  feet  above  average  terrain 
3026  feet  above  Eureka. 

KBES-TV 

Chinnel  5,      29,000  watts  ERP 
Mcdford,  Oregon 

2169  feet  above  sea  level 

429  feet  above  average  terrain 
840  feet  above  Mcdford. 

MARKET   AND    SALES    DATA       Ire  a  within   W  DBl    oi  100  I  I     \l  (based  on  FCi    Engine,  Standards) 

COUNTY POPULATION PERSONS    PER    FAMILY 
FAMILIES RETAIL    SALES 

Curry       

Jackson     

Josephine    

Klamath    I  _'   3  count  J  | 
Douglas  i  /  6  county  I 

'•Del  Norte 
"Humboldt 

"Trinity    

"Mendocino    (1/8   count \  i 

>m Siskiyou    [8/15  count \  I 

2.89 

3.05 
3.06 

3.72 
3.45 

6,400  * 
65,200  * 

29,200  * 

27,700  * 

70,600  * 
73,290  3. 
82,750  3.73 
3,004  2.75 
5,420  3.43 
76,984  3.06 

2,274 
S   6,020,000 

27,377 83,633,000 

9,543 
39,547,000 

8,872 

39,640,000 

3,057 
72,087,000 

4,430 
72,287,000 

26,437 700,623,000 

7,092 
7,934,000 

7,600 
5,688,000 

5,536  20,678,000 

Total 

Vanaonnenl   Survey,   May,   1953 

260..T  lit 
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HOW   YOU    CAN    USE   YOUR   SALES   AND   ADVERTISING    DOLLAR 

TO    SELL    YOUR    PRODUCT    IN    THE   "SMULLIN   TV  STATIONS"   AREA 

•  ONE  HALF  PACE.  ONE  TIME  ONLY,   IN  THE  22  WEEKLY 

NEWSPAPERS   PUBLISHED  WITHIN   THE   "SMULLIN   TV  STATIONS     AREA $928.20 

•  ONE  HALF  PACE.  ONE  TIME  ONLY,  IN  THE  6  DAILY 

NEWSPAPERS   PUBLISHED  WITHIN   THE   "SMULLIN   TV   STATIONS"   AREA. 
1 180. 10 

*  ONE  CLASS  B   HALF  HOUR  PROGRAM  ON  THE   13   RADIO 

STATIONS  OPERATING  WITHIN  THE  "SMULLIN  TV  STATIONS     AREA  .  .     S2(i8.:i0 

ONE  CLASS   B   HALF   HOUR   PROGRAM   ON   "SMULLIN   TV   STATIONS"         S130.00 

Write,  Wire  or  Phone 

Smullin  TV  Stations 
Box  1021,  Eureka,  California 

Phone  Hillside  3-1621    TWX  16 

General  Manager:  Wm.  E.  Smullin 

National  Representative:   Blair   TV.   Inc..   New   York    17.   Chrysler  Bldq..    ISO   E   43rd  St..   Murray   Hill  2-5644 

Chicago  11 — Y20  Y.  Michigan  Ave.,  Su  7-.5580  •  Los  Angeles  28 — IS33J  Holywood  Blvd..  Granite  6101  •  San  Francisco — ',010  /?;;<s  Bldg., 
Yukon  2-70<iS  •  Detroit  26 — 1 1 15  Book  Bldg..  Woodward  5-3230  •  St.  Louis    1  — 134  Paul  Brown   Bide..  Chestnut  56       •    Dallas   Rio 

Grande  National  Bide..  Riverside  ■ 

If  filiated  with  CBS  Television 



Q.  How  can  an  advertiser  plan 
effective  TV  film  commercials 

within  the  revised  scales  of  the 

SAC  contract  so  as  to  keep  costs 

down  as  much  as  possible? 

A.  Here's  how  Walter  Lowendahl. 

executive  v. p.  of  Transfilm,  one  of  the 

three  largest  producers  of  commercial 
\  ideo  films,  summarized  the  situation 

for  SPONSOR,  adding  some  important 

advice    [or   <  o-t-<  onscious   advertisers: 

"To  make  sure  the  SAG  contract 

.  1. .<-ii't  spell  headaches  this  fall,  it's 
wise  to  remember  two  basic  points: 

"1.  Plan  scripts  and  storyboards  to 
take  full  advantage  of  those  portions 

of  the  SAG  agreement  which  allow  the 

sponsor  the  maximum  talent  for  the 
minimum  expense. 

"2.  Secure  signed  contracts  from 
each  actor  and  extra  who  is  employed 

to  appear  in  TV  commercials  before 

lie  is  photographed." 

Q.  How  do  such  precepts  work 

out  in  actual  commercial  practice? 

A.  Lowendahl  explained  further: 

'"On  the  creative  end,  cut  costs  by  us- 

ing as  few  people  as  possible  in  com- 
mercials and  making  as  much  use  of 

'ofT-camera'  techniques  as  possible.  By 

that,  I  mean  voices  with  no  visual  ap- 
pearance of  the  speaker. 

"Where  possible,  use  extras  whose 
initial  payments  are  less  than  those  of 

regular  actors  and  for  whom  there  are 

no  re-use  payments.  Extras,  of  course, 

may  only  be  used  within  certain  well- 
defined  limits  which  therefore  call  up- 

on the  creativeness  of  the  film  an- 

nouncement planners.  Complete  knowl- 

edge of  the  SAG  contract  in  this  re- 
spect is  a  must. 

"Keep  production  simple.  Anima- 
tion, demonstrations  and  testimonials, 

well-planned,  can  be  more  effective 
than  lavish  casting — and  can  save 

money  on  the  heavy  SAG  re-use  pay- 
ments to  actors. 

"When  it  comes  to  contractual  pro- 
cedure, make  sure  that  your  contracts 

cover  every  possible  contingency  that 

might  arise  in  a  spot  film  production. 

"For  example:  Contract  for  a  per- 
former's service  first  as  an  extra.  Then, 

if  change  in  production  requires  that 
he  must  be  contractually  classified  as 

an  actor,  you  can  always  add  to  the 

contract.  You'll  be  better  off  this  way 

than  if  you've  contracted  for  an  actor 
and  then  decide  that  he's  going  to  be 

an  extra  because  you  can't  backtrack 
on  spot  film  contracts — no  matter  what 

the  player's  work  turns  out  to  be. 
"It's  always  been  a  good  idea  to 

know  exactly  what  a  spot  film  commer- 
cial calls  for  and  to  arrange  contracts 

so  that  a  change  of  plans  is  possible 

without  running  into  heavy  extra  pay- 
ments. This  is  more  important  todav 

than  ever  before. 

"For  instance,  don't  budget  a  com- 
mercial for  'X'  dollars  based  on  the 

services  of  one  actor  and  then  add 

three  off-camera  voices  at  the  last  min- 

ute. SAG  re-use  payments  make  this 

prohibitive  now." 

Q.  How  much  can  an  advertiser 

actually  save  by  judicious  planning 
based  on   the  new  SAC  contract? 

See  "How  to  cut  TV  commercial 

costs,"  sponsor,  29  June  1953.  Arti- 
cle contains  picture  quiz  to  test  knowl- 

edge of  how  you  can  best  plan  com- 
mercials in  view  of  new  contract. 

10-sceond  I.D.'s 

Q.  Have  TV's  10-second  "sta- 
tion identification"  commercials 

emerged  as  a  major  item  in  TV 

spot  campaign  plans? 

A.  Yes,  as  compared  with  their  posi- 

tion last  year  at  this  time.  The  stand- 

ards proposed  for  these  quickie  live- 
or-film  slots  by  the  Station  Representa- 

tives Association  have  been  approved 

by  virtually  every  TV  station  in  the 
United  States. 

From  a  client's  point  of  view,  the 
standardizing  of  requirements  (exam- 

ples: length  of  copy,  where  the  sta- 
tion I.D.  goes)  has  greatly  increased 

the  value  of  I.D.  announcements.  From 

the  point  of  view  of  TV  station  reps, 
the  standardization  has  enhanced  the 

salability  of  I.D.'s. A  typical  summary  of  the  situation 
was  made  to  SPONSOR  by  an  executive 

of  the  Petry  rep  firm.    He  said : 

"A  year  ago,  when  we  first  stand- 
ardized our  TV  I.D.'s  and  started  our 

first  big  sales  push,  the  average  TV 

outlet  on  our  list  had  50'  <  or  more 
of  its  I.D.  slots  still  unsold. 

"Today,  thanks  to  the  fact  that  an 

advertiser  can  now  plan  his  I.D.'s  on  a national  basis  with  a  minimum  of  local 

FACTS  about  TV 
in  EL  PASO, Texas 

More  people  watch   KROD-TV  and 

it  is  El  Paso's  Best  TV  Buy  because: 

I.     Mountain-top     transmitter     location     — 
1783   feet   above   city 

Channel  4  —  56,300  watts 

More  viewers  because  better  regional 

coverage,  better  "home  town"  cover- age,   better    programming 

Top    network    shows 

More    "top    rated"    film    shows 

More  local  and  live  shows;  and  large, 

experienced   TV  staff 
Unrivalled    studio   facilities 

Newspaper   affiliation 
Real     "merchandising"     program 

CBS      •      DUMONT     •      ABC 

KRODTV 
CHANNEL  4-  •    EL  PASO,  TEXAS 

ODERICK  BROADCASTING  CORF 
Dorrance   D.    Roderick,   Chm.   of  the   Board 

Val   Lawrence, 

Pres.   &   Cen.    Mgr. 

Dick  Watts, 

TV    Sales    Manager 

Call  your  nearest 
L.  TAYLOR  COMPANY  office  for  full  details 
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variations  in  requirements,   -t  of  oui 

I  \    stations  havt   I)    1  5  to  20'  I    ol 
their  LD.'a  still  unsold.    Oui    I  \    sta- 
lions   in   the  largest    I  \    markets  are 

-old    OUt." 

Q.  What  kind  of  problems  still 
exist  in  planning  a  campaign  which 
includes  TV  I.D.  announcements? 

A.  Despite  the  standardization  <>f 

I.I),  requirements  in  the  industry, 

man)  problems  for  the  I  \  advei I isei 
-till  remain.   Here  are  several  of  them: 

1.  \<>i  ever)  station  mil  take  I  J), 
announcements.  \i  last  report,  a  few 

hold-outs  still  haired  their  scheduling. 
These  stations  include  \\  BEN-T\  .  Buf- 

falo, W  I  M.I  TV,  Milwaukee,  and  KSD- 
I  \ .  St  Louis.  It  might  be  noted  thai 
all  three  ol  these  Nations  have  not. 

until  recentl) .  faced  the  threat  ol  I  \ 

competition  and  have  been  virtual!) 

-old  out  in  all  time  segments  around 
tin-  clock.    \\  lien  one-station   markets 
heroine  tWO-Station  and  three-station 

areas,  mosl  timebuyers  feel,  station 
rulings  against  the  acceptance  of  I.D. 

announcements  ma)  quietl)  evaporate. 
2.  Several  stations  have  local  I.I). 

"quirks."  Here  and  there.  T\  outlets 
have  developed  special  artwork  designs 
(such  as  type  styles,  logo  slugs,  and 

positioning  oi  call  letter- 1  which  either 
\ar\  from  Station  Representatives  As- 

sociation standard-  or  at  least  compli- 

cate mallei-.    KTI.  \.  Los    blgeles,  and 

\\  \U',\\.  Schenectady,  insist  that  call  let- 
in-  be  kept  off  I.D.  announcements 
since  both  stations  prefer  to  cut  the 

I.D.  at  the  eight-second  mark  and  flash 
on  a  full-screen  set  of  call  letters  for 
the  last  two  seconds.  KHJ-TV.  Los 

Ingeles,  will  accept  I.D.  films  in  which 

the  <all  letter-  are  in  the  usual  upper- 

right-hand  quadrant  but  prefers  them 
strung  across  the  top  in  the  upper 

quarter  slice.  \ml  so  on.  Onl)  a  com- 

plete knowledge  of  all  station  require- 

ment- solves  all  problems. 

3.  Difficulty  in  obtaining  correct 

station  art.  It's  not  as  easy  as  you 
might  think  to  round  up  the  correct 

call-letter  designs  for  all  the  U.S.  TV 

stations.  Hep-  seldom  have  complete 

sets.  New  stations — many  of  which  do 
not  have  any  finalized  designs — are 
constant!)  appearing  on  the  TV  map. 

And  call  letter  artwork  suhniitted  by  a 
TV  station  is  often  designed  with  full- 

-i  reen  showing  in  mind  and  looks 
mudd)  or  blurry  when  reduced  to 
standard    quarter   size. 

Q.  How  can  advertisers  make 
sure  of  correct  call  letter  designs 
in    I.D.   films? 

A.  I  \  >  lients  will  eithei  have  i"  keep 
<  onstanl  i  he<  k  on  all  U.S.  I  \  sta* 

lion-  foi  -  .iri.-.  t  oi  iginal  designs  "i 

new  <  hanges  oi  else  i  onta<  t  an  inde- 

pendent film  produce]  who  specializes 
in  putt  ing  i  all  letters  into  ID.  Alms. 

So  fai .  the  onl)  In  m  m  iili  sin  Ii  a 

specialty  i-  the  John  Lewis  I  ilm  Serv- 
i<  e  ol  619  W.'-t  54th  St.,  Mew  ̂   ork 
I  it) .  I  eu  i-  has  laboi  iouslj  i  ollei  ted 

a  <  omplete  Bel  of  I  .v.  I  \  i  all  letters, 
often  i  "i  i'  ■  iihl'  them  for  I.D.  him  use 

ami  even  designing  new  ones  <  a<  i  ept- 

able  to  the  Btation  >  where  net  essai  j . 
For  al  .mi  -  In  mi  $50  pei  in.  ni 

tive,  I.ewi-  will  print    (via  an  optical 

pi  ocess  i  the  correct  i  all  lettei  -  on  the 

hnal  duplicate  negative.  Lew  i-  «  an  han- 
dle about  I11  negatives  a  <\.i\.  expects 

soon  to  -ten  this  up  to  200  a  da) . 

S> ndieated  films 

Q.  What  type  of  syndicated  TV 
film  shows  are  available  to  the  ad- 
vertiser? 

A.  Almost  ever)  type  of  l\  program- 

ing i-  <  oming  out  on  a  -\  ndieated 

basis.  This  year's  new  product  runs  the 
gamut  from  adventure  -how-,  such  as 

1  nited  l\  Program's  Rock)  laics. 
Space  Ranger,  through  documentaries, 

like  NBC  T\  film  Sales'  Victor)  <n 
Sea.  to  variety  -how-,  such  a-  CBS  I V 

Film  Sales'  Art  Linklettet  an,!  the 
Kii/s.  \|-,,  putting  in  a  strong  hid  for 

the  sponsor'-  l\  dollars  are  reruns  of 
film  series  which  have  achieved  high 

audience  popularity  in  the  past  on  the 
networks.  Some  of  the  repackaged, 

n  tilled  film-  <  in  rentl)  at  ailable  are 
The   Doctoi    (former!)    The   Visitor), 

I  he    Cop     <  a     sel«  I'd     poi  li"ii     of    the 

Dragnet  series),  and  Strange  idven- 
tare  ia  group  of  films  from  the  Fire- 

side   I  heatre   -ei  ie-  i  . 

Q.       Is    syndicated    film     business 

good? A.  The  syndicated  IA  film  industr) 

this  \ear  i-  bigger  than  evei  before  in 

it-  four-year  history.  It  ha-  grown  in 
a<  ti\it\.  in  sponsorship,  in  programing. 

1.  Ictii  it\  :  I953's  I  \  film  output 
will  amount  to  about  four  time-  that  oi 

last  year,  much  of  it  tor  syndication. 
One  reason:  The  increasing  number  of 

stations  is  helping  syndicators  -pread 
•  •-t-.    increase    profits,    thus    making 

THIS  IS  THE  TV  SHOW 

which  produced  more 

than  $7,000,000.00  worth 
of  new  business  for  one 

sponsor  in  13  weeks. 

THIS  IS  THE  TV  SHOW 

which  produced  over 

$1,035,000.00  worth  of 
new  business  for  an- 

other sponsor  in  7 
weeks. 

THIS  IS  THE  TV  SHOW 

which  produced  over 

$15,000.00  worth  of  new 
business  for  still  another 

sponsor  in  1  day. 

THIS  IS  THE  TV  SHOW 

which  has  made  TV  his- 

tory. The  show  that  has 

a  proven  record  of  deliv- 
ering direct,  tangible 

results  in  an  unprece- 
dented volume! 

Send    for    complete    details 

510  MADISON  AVE. 

NEW  YORK  22,  N.  Y. 

MUrroy    Hill    8-5365 
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syndication  more  attractive  to  produc- 

ers than  il  was  previously.  The  indus- 
try is  turning  out  an  average  of  100 

hours  of  completed  TV  films  a  month, 
hoth  syndicated  shows  and  shows  made 

initially  for  individual  advertisers. 

During  this  season,  the  older  estab- 
lished syndication  firms  frequently 

doubled  their  grosses,  or  came  close 
to  it,  and  the  newer  organizations 

showed  signs  of  prosperity  through 
their  acquisition  of  new  properties  and 

increased  staffs.  Network  participation 
in  the  film  distribution  end  of  the 

business  also  increased.  Last  year  CBS 
and  NBC  were  less  active  in  the  dis- 

tribution field,  although  CBS  had  a 
separate  film  sales  unit.  This  year 

NBC  TV  created  a  separate  division 

for  its  TV  film  syndication  operations, 
and  ABC  will  soon  follow  in  its  foot- 

steps by  forming  its  own  film  unit. 

2.  Sponsorship:  TV  stations  were 

the  biggest  buyers  of  film  packages 

this  year,  in  turn  reselling  them  to  lo- 
cal sponsors.  More  advertisers  than 

ever  before  jumped  on  the  syndicated 
TV  film  bandwagon.  Main  reason  for 

the  ever-increasing  interest  in  TV  film 

programing:  Films  offer  top  entertain- 
ment at  the  local  level,  often  bring  the 

sponsor  the  prestige  of  big  names  at 

comparatively  low  cost.  Advertisers 

now  using  TV  films  on  a  syndicated 

basis  represent  all  fields.  A  recent 

Consolidated  TV  Sales  survey  showed 

beverage  companies  bought  more  of 

its  packages  than  any  other  type  of 
advertiser  (36%)  ;  food  manufacturers 

look  second  place  ( 26%  ) .  Other  spon- 

sor categories  for  Consolidated's  films 
included  appliance  dealers,  dry  goods 
stores,  and  banks  and  utilities. 

3.  Programing:  The  non-integrated 
dramatic  show  (including  adventure 

and  mystery  programs  )  forms  the  back- 

bone of  this  year's  syndicated  TV  avail- 
abilities. Westerns  are  in  the  decline. 

As  in  the  past,  this  year  producers  and 

syndicators  took  their  cue  from  the  net- 

works, came  up  with  a  number  of  sit- 
uation-comedies which  kept  in  mind 

the  top-rated  /  Love  Lucy. 

Q.  What  is  the  outlook  for  TV 
film  programing? 

A.  Continued  prosperity  is  in  the 

cards  for  the  TV  film  syndication  busi- 
ness as  new  stations  come  on  the  air. 

With  about  185  stations  now  on  the 

air,  and  some  50  with  fall  target  dates, 

TV  Comes  to  the  5th  Market  of  the  Great  Pacific  Northwest! 

On  July  12,  KIDO-TV  took  to  the  air  to  bring  the  first  full-scale 

television  programming  to  Southwestern  Idaho  and  Southeastern 

Oregon  —  the  fifth  market  in  size  of  the  great  and  booming  market 

of  the  Pacific  Northwest. 

Power:    53Kw    Video,    26.5Kw    Audio.     NBC,    CBS    and    DuMont    Networks 

Represented  Nationally  by  Blair  TV  Inc. 

Owned  and 

operated  by KIDO INC. 
Chamber  of  Commerce  Bldg. 
Boise,  Idaho 

one  syndicate!  predicted  70-80%  of  lo- 
cal TV  time  will  be  film  by  October. 

One  strong  industry  trend:  the  increas- 
ing use  of  reruns.  Backed  by  rating 

figures  proving  second  and  third  runs 

can  get  as  high — or  higher — audiences 
as  the  initial  runs,  syndicators  are  re- 

packaging  13  or  26  films  of  popular 
series  on  TV — and  selling  them  suc- 

cessfully. Example:  Consolidated  TV 
Film  Sales  has  figures  to  show  that  the 

second  and  third  runs  of  its  Hollywood 

Half  Hour  show  are  getting  consider- 
able viewer  interest.  (The  series  has 

been  shown  before  with  the  titles  Foot- 

lights Theatre,  and  Bigelow  Theatre.) 
The  figures: Average Average Average 

TelePuIse 1  elePulse Telel'ulse 
First  Run Second  Run Third  Run 

Boston 
11.2 

9.7 

21.3 
Chicago 

11.8 11.6 

13.0 

Dayton 

15.9 
16.4 

18.2 

New     York 5.8 

14.1 
16.8 Philadelphia 

9.9 

10.4 

14.1 

Q.  What  new  buying  patterns  are 
emerging  for  syndicated  TV  films? 
A.  One  new  buying  pattern  for  TV 
film  that  looks  like  a  sure  trend  is  the 
formation  of  central  film  buying  offices 

for  groups  of  station  clients.  The  most 
important  buying  office  development  is 
Station  Films,  Inc.,  a  non-profit  or- 

ganization formed  by  the  Katz  Agency 
to  act  as  a  central  office  for  15  to  25 

of  its  station  clients.  The  new  organi- 
zation will  begin  operations  1  August. 

will  be  headed  by  Robert  H.  Salk,  for- 

mer TV  program  manager  at  the  Katz 

Agency.  The  cooperative  arrangement 
is  designed  to  save  money  for  stations 
and  distributors:  stations  benefit  from 

their  "collective  bargaining  strength," 
says  Salk:  syndicators  save  salesmen's travel  money. 

Station  Films,  Inc.  is  being  set  up  on 
a  sendee,  not  a  commission  basis.  Sta- 

tions subscribing  to  it  will  pay  an  an- 
nual nominal  fee,  based  on  their  hour 

rates.  Video  film  salesmen  will  s:ill  be 

free  to  visit  the  participating  stations 
to  sell  direct. 

The  new7  Katz;  operation  marks  the 
first  time  a  station  rep  has  entered  the 

film-buying  field.  Among  other  cen- 
tral film  buying  groups  for  stations  is 

Amalgamated  Buying  Service. 

Another  emerging  pattern  is  film 

syndication  by  stations  themselves.  The 
new  Vitapix  Corp..  a  cooperative  group 

of  some  40-odd  stations,  is  not  onlv 

syndicating  films  but  is  planning  the 
sale  of  time  to  national  and  regional 

sponsors  interested  in  film  shows.  Also 
being  considered  is  film  production. 
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Nic  Vitapix  Corp.  in  past  fen  months 

baa  thread)  lined  up  it-  own  pack  i 
for  syndication. 

S|>oI-i»I:ic*cmI  films 

Q.      Why     arc     advertisers     using 

multi-market    film    program    cam- 

paigns on   spot  TV? 

A.     There  are  tw<>  basic   reasons   foi 

placing    film    shows    on    a    spot    basis 

regional!)  and  aationall)  :  to  gel  flexi- 
ble market  choke,  ami  to  supplement 

a  T\    network. 

1.  Mm  Let  choice:  Wan)  of  the  im- 

portantly markets  toda)  are  still  one- 
station  market-  (though  this  >v  i  11  be 

less  of  a  problem  bj  mid-winter).  Be- 
cause of  tliis  factor,  the  advertiser 

wishing  to  place  his  film  program  on  a 
network   basis   is  often    faeed   with   the 

problem   of   clearing   Btations.     Many 

sponsors    feel    that    the   mOSl    intelligent 

ua\  to  solve  this  problem  is  to  bu)  on  a 

national  spol  basis,  therein  getting  a 
tailor-made  network  in  the  desired  mar- 

kef-  Especiall)  if  the  sponsor  is  in- 
terested only  in  a  specific  region  or 

number  of  regions,  spot  TV  is  the  per- 
fect solution  to  his  program  problems. 

2.  Supplementing  network:  Even  if 
the  advertiser  has  already  placed  his 
film  show  via  a  network,  there  are 

often  some  markets  in  which  his  prod- 
uct is  distributed  which  have  not  been 

i  leared  for  the  net  lineup.  Because  of 

this  situation,  there  is  a  growing  trend 

today  towards  the  combined  operation: 

network  placement,  supplemented  by 
spot.  Some  of  the  network  advertisers 

planning  to  place  their  shows  on  a  spot 

basis  to  supplement  the  network  lineup, 

include  the  Chesebrough  Manufactur- 
ing Co.,  which  sponsors  the  Fights  of 

the  Century  film  on  NBC.  TV,  22  sta- 
tions, will  add  37  more  markets  on  a 

spot  basis,  and  the  E.  I.  du  Pont  Co., 

which  will  place  its  half-hour  network 
TV  show.  Cavalcade  of  Imerica,  in  25 
markets  in  addition  to  it-  SBC  TV 

weekly  half-hour  time. 

A  big  ad\antage  of  spot-placing  a 
film  show  is  that  you  gain  more  pro- 

motion cooperation  from  stations. 

Q.  What  are  some  of  the  prob- 
lems of  spot  film  clients? 

A.  Because  of  the  variety  of  times, 

dates,  and  places  where  the  film  pro- 
gram is  shown,  spot  TV  demands  a  far 

szreater  central  coordination   of  aetiv- 

it\  mi  tin-  pari  oi  tin-  advertise!  and  the 
syndi<  ator  than  doe-  the  network  -how . 

I  In-  pnx  i---  of  men  handising  tin-  -bow 
becomes  more  complicated,  since  the 

newspaper  ad-  and  special  displays 
must  be  revised  to  reflect  the  different 
time-  and  days. 

\iiolli,  i      problem     inherent     in     the 

multiple-markel  -pot  1\  operation  is 
that  oJ  actuall)  delivering  the  film  to 

different  stations.  In  the  earl)  da) -  of 
-pot  I  \  .  I •  > i  example,  man)  advertisers 
I I  ied  to  (ui  costs  b)  bicy<  ling  the 

print-  from  one  market  to  another. 

I  hi-  practice  ha-  since  declined,   be- 

cause oi  tin-  element  of  ri-k  involved 

Q.       Who  are  spot  film  clients? 

A.        I  li<  -'       .in-     anion:'      IDOt     I  In-nt- 

I'.h  iln      (  oast     Borax      1 1><  mh     '  "I 

ley   Days),  Hamilton   [Yout   leweler*s Showcase),    Taystee    Head    {Cowboy 

G-Men),   Ethyl    [Tin    /■      Playh 
\K\M  Candies  [Johnny  Jupitei      Kel 

<  11  ih1  V>ill  llnl.nl..    Superman), 

t  I.,  .i  (  ..I  i    |  Kit  (  hi  ton   .  Phillips   !'• 
troleum  [Douglas  Fairbanks  Presents), 
<  ,ui  ida  Hi-    >  Ten  \  and  the  Pirat* 

I!. ill. inline   Beet      /  oreign   Intrigw 

v -;*■*-*■*<■«•«•<-«•*-*-*-*-#■«•••**■*•* •*-*«■*•*•*•*-*-*-! 
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NEW 
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your  customer's  frame  of  mind. . . 
is. the  biggest  factor  in  making  a  sale.  That's  why  these 
success-proven  Advertising  Showcases  on  film  —  all  created 

expressly  for  television  —  are  making  sales  easier  for  aggressive 
LOCAL  and  RKGIONAL  advertisers  all  over  America. 

Every  MCA-TV  Advertising  Showcase  is 

expertly  designed  to  create  the  right  frame 

of  mind  .  .  .  week  after  week  .  .  .  that  compels  TV 

viewers  to  buy!  For  outstanding  television 

shows  on  film  THAT  SELL  —  contact 

any  MCA-TV  office: 

another  advertising  SHOWCASE  ON  FILM  from 

NEW  YORK:  598  Madison  Avenue  -  PLaza  9  7500 

CHICAGO:  430  North  Michigan  Ave.  -  DEIaware  7-1100 
BEVERLY  HILLS:  9370  Santa  Monica  Blvd.  -  CRestview  6-2001 

SAN  FRANCISCO:  105  Montgomery  Street  -  EXbrook  2-8922 
CLEVELANO:  Union  Commerce  Bldg.  -  CHerry  1-6010 
DALLAS:  2102  North  Akard  Street  -  PROspect  7536 

DETROIT:  1612  Book  Tower  -  WOodward  2-2604 
BOSTON:  45  Newbury  Street  -  COpley  7-5830 
MINNEAPOLIS:  Northwestern  Bank  Bldg.  -  LINcoln  7863 
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STATUS  OF  TV  STATIONS  IN  225 

METROPOLITAN  COUNTY  MARKETS 
A  TOOL  DESIGNED  FOR  DAILY  USE  BY  BUYERS  AND  FOR  ADVANCE  PLANNING 

- 
".-'. 

■m^i-Vn*'''" 
'***£■' 

th" 

»v*  —  ht 

g  « .nil  End  the  status  reporl  <>u  television  which  appears 

on  the  following  pages  an  invaluable  tool  over  the  coming 

months.  It  was  compiled  l>\  the  Media  Research  Depart- 
ment of  Sullivan.  Stauffer.  Cohvell  &  Basics.  Inc.,  and  is 

published  for  the  first  time  in  the  pages  of  SPONSOR. 

Data  on  the  stations  currently  on  the  air  were  com- 
piled as  of  mid-June  L953;  this  cut-off  date  was  necessarj 

in  order  to  provide  time  for  preparation  of  the  chart-  for 
tin-  issue.  The  chart  can  be  kept  up  to  date  simpl)  by 

moving  the  channel  numbers  of  station-  subsequent!)  au- 
thorized to  the  appropriate  column  of  the  table.  (Data  on 

C.P.'s  i-sued  appears  in  each  issue  of  SPONSOR  in  tin-  New 
and  I  pcoming  T\    Stations  department;   see  page    II. 

Description  and  explanation  of  the  data  appears  >>n  the 
next  page,  written  l>\  Richard  Dunne  Director  of  Media 

Research  of  SSC&B.  Data  compiled  l>\  re-ear  li  assistant 
Jack  Canning. 

Timebu\ers  particularly  will  find  this  compilation  handy 

a-  a  desk-top  reference,  lien-  are  some  specific  examples 
of  ways  in  which  buyers  can  use  it. 

\etwork  lineup  decisions:  Suppose  a  new  l\  station 

manager  makes  a  pitch  to  a  buyer  to  add  hi-  station  to  an 
existing  network  lineup.  The  timebuyer  can  consult  the 
data  on  these  pages  to  quickb  determine  the  rank  oi  the 
market:  the  number  of  households;  the  status  of  other  T\ 

stations  in  the  market.    Tins,  along  with  other  considera- 

tions, will  help  to  establish  whethei  or  not  the-  station  is  an 
important  one  to  be  added  immediate!)  t<>  establish  a  fran- 

chise.  Othei  determining  factors,  of  course,  will  include 

the-  .  lient's  distribution  and  sales  picture  in  the  an 

Spot  campaigns:  When  the  timebuyer  i-  assigned  the 

job  c.f  choosing  market-  for  a  -pot  l\  campaign,  he-  • 
take-  thi-  li-t  .1-  a  starting  point.  It  will  -how  him  when 

l\  stations  are  now  in  operation  '>r  are  soon  t<>  be  on  the 

air.  (Where  a  C.P.  ha-  been  issued,  it  .  .m  be  assumed  in 

most  cases  that  the  station  will  be  on  the  air  within  -i\ 
month-  oi  sooner.  • 

I  he  timebuyer  can  then  pick  market-  on  the  basis  oi 

their  size  and  or  important  e  t"  the  •  bent. 

One  caution:  The  buyer  can't  estimate  from  thi-  b-t 

what  hi-  lull  potential  audience  will  be-  on  .«.  given  l'\  sta- 
tion. The  number  of  households  a-  listed  here  are  for  the 

"metropolitan  counties."  I  urther  outlying  counties  which 
are  covered  b)  stations  in  the  metropolitan  counties  add. 
of  ,  oiir-e.  to  audienc  e  size. 

Vnothei  u  e  l"i  these  data  1-  in  making  long-range  and 

short-range  evaluations  of  the-  growth  of  television.     "> 
could  calculate  roughl)   how  soon  major  one-station  mar- 

ket- will  have  new  stations,  for  example.     Method:  Check 

the  t  .P.'s  issued  for  present  one-station  mark*  ing 

thai  those  with  C.P.'s  now  should  be  on  the  air  h\    1 
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Past,  present,  and  proposed  status  of  television 

stations  in  225  Metropolitan  County  Markets 

by  Richard  Dunne 

Director  of  Media  Research,  SSC&B 

a  m  bout  15  months  ago,  on  14  April 

L952,  the  FCC  "lifted  the  freeze"  and 
provided  for  1.809  commercial  chan- 

nels or  1.701  more  than  the  108  in 

operation  as  of  that  date. 

The  purpose  of  this  study  is  to  show 
such  developments  as  have  occurred  in 

the  Metropolitan  County  Market9  since 
that  date. 

The  22i  markets  as  compiled  by 

Sales  Management  have  been  used  as  a 

basis  for  this  study.  These  include 

the  Standard  Metropolitan  County 

Areas  as  defined  by  the  Census  Bureau, 

plus  a  number  of  additional  markets 

which  are  regarded  as  potentially  im- 
portant to  advertisers. 

In  general,  these  markets  have  a  cen- 
tral city  with  a  population  over  35.000, 

serving  an  area  of  at  least  60,000  per- 
sons, with  an  annual  retail  sales  total 

of  about  $75  million. 

Sales  Management  has  estimated 

that  as  of  1  January  1953  these  mar- 
kets contained  28,509,000  households 

or  63%  of  the  U.  S.  total.  They  cov- 

ered 338  counties  or  about  llc/c  of  all 
the  counties  in  the  United  States. 

Metropolitan  County  Market  data 
serves  as  a  basis  for  budgeting  and 

planning;  that  is,  the  amount  available 

for  any  media  will  have  some  rela- 

tionship to  the  size  and  the  sales  im- 
portance of  the  counties  comprising 

these  markets. 

It  is  anticipated  that  this  study  will 
serve  a  number  of  useful  purposes.  In 

particular  these  markets  can  be  re- 
garded as  the  primary  population 

plateaus  upon  which  one  or  more  tele- 
vision broadcasting  antennas  are  to  be 

located  eventually.  In  this  respect  this 

group  should  be  adequate  for  the  pur- 
poses of  visualizing  the  imminence  of 

the  ideal  network  of  100-150  stations. 

Inasmuch  as  this  study  lists  all  new 

stations  which  are  actually  on  the  air 

as  of  15  June  plus  all  the  stations  for 

which  construction  permits  (C.P.'s) 
have  been  issued  as  of  the  end  of  May, 
it  will  cover  95%  of  all  the  stations 

which  will  probably  be  on  the  air  b\ 
the  year  end. 

As  of  15  June  there  were  174  sta- 

tions in  these  225  markets  actually  on 
the    air.     There    have    been    180    new 

stations  authorized  I  including  three 
shared  channels  I . 

Therefore,  if  all  of  these  new  sta- 
tions should  go  on  the  air  by  the  year 

end,  there  would  be  over  350  stations 

to  choose  from  in  these  markets.  How- 

ever, this  is  only  about  half  the  num- 
ber of  stations  which  may  be  author- 

ized eventually  for  these  markets.  In- 
cluded in  this  group  are  a  large  num- 

ber of  highly  desirable  channels  which 

have  been  held  up  because  of  com- 
petitive hearings  before  the  FCC. 

This  is  of  significance  in  indicating 

the  acute  competitive  situation  which 

is  bound  to  develop  between  TV  sta- 
tions in  these  markets.  An  intelligent 

screening  or  evaluating  process  will  be 
necessary. 

There  were  six  stations  on  the  air  in 

non-metropolitan  counties  as  of  mid- 
June  1952.  Thus,  as  of  15  June  there 

were  exactly  180  stations  on  the  air  all 
told. 

Matamores.  Mexico,  has  been  in- 
cluded in  this  compilation  because  of 

its  availability  network-wise. 
In  order  to  complete  the  record  a 

supplementary  table  has  been  prepared 

by  the  SSC&B  Media  Research  Dept. 

lis'.ing  all  the  cities  in  non-metropoli- 
tan counties  in  which  new  stations 

have  been  authorized.  ( A  portion  of 

that  non-metropolitan  counties  list 
covering  markets  with  TV  as  of  15 

June  appears  in  this  issue,  page  216.) 
There  were  83  such  cities  and  the 

total  number  of  households  in  the 

counties  in  which  they  are  located  is 

1.363,100  or  3.0%  of  U.S.  total. 

\ature  and  significance  of 

information   shown   in   tables 

starting  on  page  at  right 

Rank  shown  is  based  on  the  number  of 
households  in  these  counties. 

Markets  are  identified  by  the  principal 
city  (or  cities)  in  the  counties  listed  fur 
each   market. 

Cities  refer  only  to  those  which  are  located 
in   any  of  the  counties  listed. 

While  the  F.C.C.  Priority  numbers  are  des- 
ignated on  the  basis  ol  the  corporate  size  of  a 

community,  applications  for  channels  are 
not   restricted   to   such   limits.     It   generally 

SSC&B's     Dick    Dunne     is    veteran     agencyman 

applies  to  an  area  within  15  miles  of  such 
communities.  This  means  that  a  C.P.  can 
be  issued  under  the  priority  number  of  one 
of  the  cities  listed  in  this  study  and  still  be 
outside  the  counties  comprising  its  market. 
St.  Louis  is  a  case  in  point,  where  a  C.P.  has 
been  issued  for  Clayton,  Mo.,  under  the  St. 
Louis  priority  number,  even  though  it  is  14 
or  15  miles  from  that  city.  These  would 
be  the  only  exception  to  the  listing  of  cities 
in  this  table  outside  the  counties  shown. 

F.C.C.  Priority  No.  shows  the  order  estab- 
lished for  processing  applications.  Numbers 

preceded  by  the  letter  B  apply  to  cities  or 
communities  which  had  local  TV  service  or 
received  service  from  a  source  not  more  than 
40  miles  distant.  There  were  212  such 

cities,  including  all  the  older  TV  markets. 
Numbers  preceded  by  the  letter  A  apply  to 

cities  with  no  local  TV  service  or  which  were 
more  than  40  miles  distant  from  a  source  of 

such  service.  1,013  such  places  were  desig- 
nated by  the  F.C.C. 

The  numerical  sequence  is  related  to  the 
nature  of  prior  service  and  to  the  size  of 
the  city. 

Number  of  Stations  Assigned  applies  only 
to  the  cities  listed,  and  does  not  include  all 
the  stations  which  have  been  assigned  to  all 
the  communities  in  these  counties. 

Stations  are  designated  by  Channel  Num- 
bers rather  than  by  call  letters,  as  the 

channel  number  is  significant  in  indicating 
the  general  range  of  coverage.  All  the  older 
TV  stations  are  on  Very  High  Frequency 
channels  ranging  from  2  to  13;  the  area  of 
effectiveness  of  such  channels  is  resiarded  as 

about  60  miles.  All  the  l'ltra  High  Fre- 
quency Channels  ranging  from  14  to  82  are 

regarded  as  having  a  range  of  effectiveness 
of  about  40  miles.  Area-wise  the  coverage 
of  Wry  High  channels  i-  about  twice  that 

of  the   l'ltra   f I i till   channels.  ■*■  +   * 

Summary  oi  Saets  eharted 

Total  no.  of  counties 
338 

Total  no.  oi  households 28.908.000 

%  of  U.S. 

63<~( 

Total  channels  assigned 
654 

New  stations  since  freeze 
68 

Total  stations  on  air 174 

Stations  yet  to  go  on  air 
354 

NOTE:  There  »«  sll  additions]  statirms  on  8ir  in 

non-motropolitan  c  untiefi  .is  ot  dare  ■nrluded  in  thi.« 
chart  (MID-JUNE    1953'. 
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STATUS  OF  TV  STATIONS  IN  225  METROPOLITAN  COUNTY  MARKETS 

Shows  stations  <>>i  tin  air  as  o\  mid  Jutu    L953,  and  n<  w  ttat\  ;l    Hay  19 

Prepared  for  bfonsor  by    Media  Research   D<  pi  .  Sullivat  Colwell  d    Baylt      I 

u  s 
HANK MARKETS 

NO    OF   HOUSE. 

HOLDS  (OOO'i) 

CITIES  with 
STATIONS 

AND    OR    CP'3> 

ECC  PRIOR- ITY  NO  .1 

T"TAl  NO 

STATIONS 
ASSH.NI  t> 

TO  CITY» 

chann' AIR     (l  1  l  1 1  H  I 
LIT  TINl.    HI 

IHI  I  / 1 

CH  A  N  I 

»IM 

III   TINl. 
Of  FRI  I  /I 

I     M    A    |      • 
f  nR  WHII  m CP'lM'VI prcN 

f    M  •  «•  • 

-MUM 

r  p    Hi 

HI  1  N  ISSUE  D 

1  NEW  YORK  ft  NO.  N.  J.  4,0<;2.1      V« 

Ve»    ) "''    flit)    (5   rounfiej).    Vauau,    Rock- 
land,  Su*olk,     It  ,-r.  h.strr.  V.     >..     Bergen,    Newark 

Essex,    Hudson,     Middlesex,  Morris,    Passaic,    Veil  Brunswick 
Somerset,  I  nion,    Y.  J. 

2  CHICAGO  1,720.4    CAiraga 
Coo*,   DuPage,   Kane,   Lake  Will,   III.:    Lake, 
Ind. 

3      LOS    A"<--FLCS 
/  OS     tngeleS,  Oram;,-,  (nl. 

4  PHiLADrL°HIA  1,081.3 
Burks,  Chester  Delaware,  Montgomery,  Phila- 

delphia, Pa.;  Burlington,  Camden,  Gloucester, 
V.  /. 

5  DETROIT  904.1 

Macomb,  Oakland,  Wayne,   Mich, 

6  BOSTON  835.7 

/  -M't,  Middlesex,  Sorjolk,  Suffolk,  l/«>*. 

7  SAN  PRAN'IISCO-OAKLAND  802.6 
Alameda,  Contra  Costa.  Solano,  San  Mateo, 
San  Francisco,   Marin.  Cat. 

8  P^TT^BURCH  633.9 

Allegheny,  Beaver,  Washington,  Westmoreland, 
Pa, 

9  ST.    LOUIS  539.6 

St,  i-  '""•''■  s    ty.  Louis.   Mo.;    Madison, 
St.    Clair,;    III. 

1,633.0    Los    Ingeles 

Philadelphia 

B2    169 

Bl     138 

B2    167 

B2    170 

B2    160 

Detroit 

Boston 
Cambridge 

B2    161 

BS    208  / 

B5    208  ■ 
San  Irani  isco         B5   212 

Pittsburgh  .  B4    180 

S'.  Louis 

Clinton 
Belleville,  III. 

10    CLEVELAND 
Cuyahoga    Lake,  Ohio 

11    WASHINGTON  448.2 

lrlin<!ton.    Fairfax,    \a.:    Montgomery,   Prince 
George    Mil. 

449.7    Clei  eland 

Washington 

12    BALTIMORE 
Baltimore.   Anne   Arundel,    Md. 

400.3    Baltimore 

13    MINNEA°OLIS-ST.    PAUL  346.4     Minveanotis 

■tnol.a.    Hennepin.    Dakota.    Ramsey,     Minn.  St.    Paul 

14    BUFFALO 

Erie,   Niagara,  N.  Y. 

328.6    Buffalo 

15  CINCINNATI  291.6 

Hamilton,    Ohio:    Campbell.    Kenton.    K\ . 

16  KANSAS  C  TY  282.9 

Clay,  .1  art. son,  .Mo.;  Johnson.  Wyandotte.  Kan*. 

17  HOUSTON 
Harris.    Tex, 

18  MILWAUKEE 

Milwaukee,    Wise. 

19  SEATTLE       
Kins.   Wash. 

270.1 

264.1 

256.7 

20  PORTLAND  249.8 

Clackamas,     Multnomah.     Washington,     Ore.; 
Clark.    Wash. 

21  SAN    DIEGO  221.6 
San   Die  so.  Cat. 

22  NEW   ORLEANS  211.3 

Jefferson,  Orleans,  St.  Bernard,  La. 

(  int  mnati 

Kansas   City 

Houston 

Milwaukee 

Seattle 

Portland 

San    Diego 

/Veil  Orleans  . 

B4  179  / P4  179  J 

Bl  23 

B2  163 

B2  168 

B2  162 

B5  207  | B5  207  | 

B4  181 

B2  164 

B4  186 

B4  183 

B4  182 

B4  185 

A2  2 

84  190 

B4  184 

2.4,5,7,9,1  1 

13 

4,5,7,9 

2  4  S  7,9, 

11,13 

3,6,10 

2,4,7 

4,7 

4,5,7 

4,5,9 

4,5,7,9 

2,11,13 

4 
5 

4 

4,7,12 

4 

2 

3 

27 

47 

20,26 

22 

29 

50 

28,32 

16,47,53 

3«  42 30 

54 

60 

31 

32,38,44 

34 

17,23 

50,62 

5,44' 

2,20,38.44 

11 

4,11  * 

0 

19,65 
20 

18 

Ml   ),  17    9,23 

17,59 
2,7 

54 

74 
25 

5,9,65 

23,39 13,29 

25 12,19,31 

4,7,20,26 

6,8,12,21 
10 

21,27,33,39 

20,26,32,61   2,4,51 

'Cities   llste.l   are   ill  iln   the   metropolitan   counties    shown    for   market   which   had   one 
or  more  the.  air  or  authorized  to  go  on  the  air  as  of  mi.l-June   U*~3-     2For  explana- tion of   FCC   priority    system    see    test      Total    no     channels   allocated    to    this    priority    n 
•on*    cas  :    will    be    assigned    to    commutu  'That    is    bt- 
ThroiiKli    8   15  53,     "As      t  These    are    in   position    to   go   on    air   within   six   months 

Is    2   through    13    i                                                13    are    UHF.     Too    ran  ;;•:'.    potential    for 
growth    of    market    by    studying  b*    granted 

annel  may  be   n-  .                        ioe  of  the   two  or  moTf  s    are* 

with  same  FCC  priority  no.     See  priority  column  at   left      tt   S- ■ 
channel,     gu    C.P.    wa-                           hit    channel    but                           -  up    by    recipient. 



us. 
RANK MARKETS NO.  OF  HOUSE- 

HOLDS (OOO'S) 

CITIES   WITH 
STATIONS 

AND    OR    CP'S' 

FCC  PRIOR- 
ITY NO.- 

TOTAL  NO. 
STATIONS 
ASSIGNED 

TO  CITY3 

CHANNELS    ON 

AIR    BEFORE 
LIFTING   OF 

FREEZE' 

CHANNELS 

ON    AIR SINCE 

LIFTING 

OF  FREEZE- 

CHANNELS FOR  WHICH 

C.P.'sHAVE BEEN 

ISSUED'! 

CHANNELS 
FOR  WHICH 

C.P.   HAS   NOT 

BEEN  ISSUED' 

23    DALLAS 
Dallas,  Tex. 

24  PROVIDENCE 

Bristol,  Kent.  Providence,  R.  I. 

25  ATLANTA 
Cobb,  DeKalb,  Fulton,  Ga. 

26  DENVER 

209.0    Dallas 

205.9 

199.9 

196.6 

Adams,    Arapahoe,   Denver,  Jefferson,   Colo. 

182.7 27  MIAMI 

Dade,  Fla. 

28  INDIANAPOLIS 
Marion.   I  ml. 

29  LOUISV  LLE 
Jefferson,  Ky.;   Floyd,  Clark,  Ind. 

30  ALBANY-SCHENECTADY-TROY 
Albany,  Schenectady,  Rensselaer,  N.  Y. 

31  NEW  HAVEN-WATERBURY 
Vew  Haven,  Conn. 

32  BIRMINGHAM 

Jefferson.   Ala. 

33  HARTFORD-NEW    BRITAIN 
Hartford,  Conn. 

34   WORCESTER 
Worcester,    Mass. 

35  COLUMBUS 
Franklin,  Ohio 

36  ROCHESTER 
Monroe,  N.   Y. 

37  BRIDGEPORT-STAMFORD    NOR- 
WALK        _ 
Fairfield,  Conn. 

38  YOUNGSTOWN 
Mahoning,  Trumbull,  Ohio;  Mercer,  Pa. 

39  TAMPA-ST.    PETERSBURG 
Hillsborough,  Pinellas,  Fla. 

40  MEMPHIS 

Shelby,  Term. 

41  DAYTON 

Green.    Montgomery,  Ohio 

42   SAN    ANTONIO 
Bexar,  Tex. 

43    NORFOLK-PORTSMOUTH 

182.3 

177.9 

164.6 

163.1 

162.9 

161.4 

160.1 

156.4 

153.6 

153.0 

152.2 

147.4 

144.3 

142.4 

137.2 

134.0 

Providence   . 

Atlanta 

Denier 

Miami       

Indianapolis 

Liuisville 

Schenectady 
Albany    

New  Haven  . 
If  aterbury  . 

Birmingham 

Hartford   
New  Britain 

Worcester  .... 

Columbus 

Rochester    . 

Norfolk,  Princess  Anne,  Va.   (See  also  130) 

Bridgeport    . 
Stamford    

Youngstown 
Warren      

St.  Petersburg 

Memphis    

Dayton    

San  Antonio  _ 

Norfolk   

43    SPRINGFIELD-HOLYOKE 
Hampden.    Hampshire.    Mass. 

134.0 

45    ALLENTOWN-BETHLEHEM-EAS- 
TON  127.7 
Lehigh,  Northampton,  Pa.;   Warren,  N.  /. 

46    AKRON 
Summit,   Ohio 

Springfield 
Holyoke   

Allentown  . 
Bethlehem  . 
Fusion      

B2  155  5 

B5  206  3 

B2  166  4 

A2  1  6 

B4  193  5 

B4  187  5 

B2  156  5 

B2  141  /  4 
B2  141  , 

B2  143  2 
B1  7  1 

B2  157  4 

B3  172  2 
B1  9  1 

Bl  110  2 

B2  165  4 

B4  191  4 

Bl  1  2 
Bl  137  1 

A2  5  3 
A2  80  1 

A2   3  3 

B4    188  5 

B2    158  3 

B5    209  5 

B4    189  5 
(includes 

#  130) 
A2   4  /  2 
A2   4  J 

Bl    6 
Bl    80 

A2    129 

47  FORT   WORTH 
Tarrant.    Tex. 

48  TOLEDO 
Lucas,    Ohio 

49  FALL   RIVER-NEW   BEDFORD 
Bristol,    Mass. 

50  OMAHA 

Douglas,   Sarpy,    Veb.;    Pottawattamie,   la 

51    OKLAHOMA  CITY 
Oklahoma,  Okla. 

4,8 

10 

2,5,8 

4 

6 

5,11 
4 

6 

6,13 

3,6,10 

6 

4 

2,13 

4,5 

4 

127.0 Akron 

Rl 

109 2 

122.8 
Fort    Worth B5 205 3 5 

122.7 Toledo B4 192 2 

13 

116.4 Fall  River 
\  etc  Bedford 

Bl 
Bl 

3 
5 

2 
2 

114.3 Omaha B5 210 5 3,6 

111.8 Oklahoma    City 

B4 

194 4 4 

23,29 16 

2,9  20,26 

26,67 

21,41 

41 
53 

42,48 

30 

46 
28 

19,25 

73 12 

36 

4,7 

7,10,27,33 

8,13 

51 

23,35* 

59 

0 

3,18 
0 
14,20 

11 

68 

34 

7,22,28 

9 

— - — 

40 

(10),  27          15 

43 

49 
27 

0 
0 

27,73 21 

67 

0 
0 

38 — 

8,13 
— - 13 

3,42,48 

.... 22 0 

— 

35 12,41 

10,27* 

61 

65 

.... 
0 
0 

51 
57 

39,67 0 
0 

49 

61 

20 10 



U  8 
ANK MARKETS 

no  or  HOUSF 

HOLDS  (OOO'D 

(  I  I  II  S    WITH 

MA  IIIINS 

ANO    OH    CPSl 
FCC  PRIOR. I  TV    NO 

TOTAl    NO 
MA  I  KINS 
ASMI.NI   II 

I  .1    I    III 

(MANS 

AIR     HI  FORI 

III!     ■ 
run 

r    .<  *  •. 

■,     AIH 

I  H 

I    I   /I 
I    .1*  •. 

■  »  .  I 

Ith 

52  PHOENIX 

Maricopa,   irix. 

53  WILKES-BARRE-HAZELTON 
Luxerne,  Pa. 

54  SYRACUSE 

Onondaga,    V,    i  . 

55  SAN    BERNARDINO 

San  Bernardino,  (  <>l . 

56  SAN    JOSE 

Stuttu   (  hint.    I  id . 

56   WHEELING-STEUBENVILLE 

Brooke,    Hancock,    Marshall,    Ohio, 
Belmont,  Jefferson,  Ohio 

58  SACRAMENTO 

5     ramento,  (  ol. 

59  RICHMOND 

Chesterfield,  Henrico,  I  a. 

60  knoxv;lle 
tnderson,  Blount,  Knox,  Tmn. 

61  JACKSONVILLE 

Duiitl.  hln. 

62  NASHVILLE 

Davidson,   Trnn. 

63  FRESNO 

Fresno,  Col 

64  GRAND   RAPIDS 

Kent,   Mich. 

65  TACOMA 

Pierce,   IT  ash. 

66  WICHITA 

Sedgu  ich,  Kans. 

67  HARRISBURG 
Cumberland,  Dauphin.  Pa. 

68  CHARLESTON 

Fayette,  Kanau  ha,  W .  I  a. 

69  CANTON 

-   trk,  Ohio 

70  UTICA-ROME 
Herkimer,  Oneida,   V  Y. 

71  TULSA 

Tulsa,   Okla. 

72  SALT  LAKE  CITY 

Salt  Lake,  I'tah 

73  FLINT 
Genessee,  Mich. 

74  POUGHKEEPSIE-NEWBURGH- 
BEACON 

Dutchess,  Orange,   V.  Y. 

75  WILMINGTON 

Veie  Castle,  Del;  Salem,  V.  /. 

76  PEORIA 

Peoria,  Tazewell.  III. 

77  DULUTH-SUPERIOR 

St.  Louis.  Minn.:  Douglas.  W 

78  JOHNSTOWN 

(  ambria,  Somerset,  Pa. 

79  BAKERSFIELD 
kern.    Cal. 

80  BROWNSVILLE-HARLiNGEN- 
McALLEN 

Carmen,  Hidalgo.  Tex. 

110  6    Phoenix B4 
200 

3 Mesa 
B3 

178 

1 

106.1     Wilkes-Bant 
A2 46 

2 
II  '!.■  Illill A2 

129 
1 

104.1    Syracuse 

101.4    v  ■    /;,  rnadino       A2   64 

99.8    Son  Jose  B3    174 

99.8    Wheeling  A2   31 V  .     Va. : 

97.2  Sacramento  A2   11 

97.0  Richmond  B4   195 

95.2  Knoxville  A2   21 

94.7  /.;.  /.  torn  illr 

94.0  SashviUe 

92.7  Fn 

91.9  Grand  Rapids 

88.6  Tnroma 

88.5  Wichita 

88.1  Harrisburg 

86.1  Charleston 

86.0    Canl 
^fastillon 

85.3    /  '//--a  B2    144 

B4 

196 

B4 

198 

A2 

35 

B2 

142 

B3 

173 

A2 6 

Bl 

8 

A2 48 

Bl 

2 

Bl 

27 

85.1 
Tulsa B4 

197 

84.2 Salt  Lake  City B5 
21  1 

83  7 Flint A2 

A2 

7 

83.1 

Poughkeepi 
105 

81.4 Wilmington 

B2 

146 

79  9 Peoria A2 

A2 24 

78.9 Duluth         

10 

77.1 Johnstown 

B2 
151 

75.8 
Bakersfield 

A2 
132 

75.6 Harlingen      
Mr  Allen   

A2 A2 
A2 

36 36 

36 

5.8 

13 

4,5 

12 

12 

28 

24 

11 

55 

43 

38 

10 

34 

63 18 

7,51 

26 

47 

«  MICH 

C  f     H* 

3 
0 

0 
0 

0 

30 

11,48.60 

9 

3.10,40,46 

12,29 

6.10 

12.30.36 

8.30,36 
12.53 

23 

13 

62 

16 

3.10 

71 

27 49 8 

23 

29 
0 

19 

23 

2.17 
2 20,26 

16.28 

12 

21 

0 

83 
19 

3 

3,6,32 

56 0 

29 

10 

4 

20 

5.36- 



U.S. 
RANK NO.  OF  HOUSE- 

HOLDS (000's) 

CITIES  WITH 
STATIONS 

AND    OR    CP'Si 

FCC  PRIOR- 

ITY NO.* 

TOTAL  NO. 
STATIONS 
ASSIGNED 

TO  CITY3 

CHANNELS    ON 

AIR     BEFORE 
LIFTING    OF 

FREEZE* 

CHANNELS 
ON    AIR 
SINCE 

LIFTING 

OF  FREEZES 

CHANNELS 
FOR  WHICH 
C.P.'sHAVE 

BEEN 

ISSUED' 

CHANNELS 
FOR  WHICH C.P    HAS  NOT 

BEEN  ISSUED" 

81    READING   
Berks,   Pa. 

75.5 

82   SPOKANE           

Spokane,   Wash. 

74.8 

83    DES   MOINES   _   

Polk,  la. 

74.3 

84    DAVENPORT-ROCK    ISLAND 
Mai  inc.  Scott,  la.;   Rock  Island,  III. 

73.7 

85   CHATTANOOGA             
Hamilton,  Tenn.;    Walker,  Ga. 

71.7 

86   SCRANTON      
Lackawanna^  Pa, 

71.5 

87    HUNTINGTON-ASHLAND               69.8 
Cabell,  Wayne,  W.  Va.;  Boyd,  Ky.;  Lawrence, 
Ohio 

88    MOBILE     .   ..       
Mobile,  Ala. 

69.0 

89    LANCASTER      
Lancaster,  Pa. 

67.7 

90   STOCKTON           
San  Joaquin,  Cal. 

66.6 

91    TRENTON        
Mercer,   N.   J. 

65.5 

91    ERIE            65.5 
Erie,  Pa. 

93   SOUTH  BEND           
St.  Joseph,  Ind. 

64.9 

94    RIVERSIDE      
Riverside,  Cal. 

62.8 

95    YORK       
York,  Pa. 

61.7 

96    BEAUMONT-PT.   ARTHUR 
Jefferson.   Tex. 

61.5 

97    LITTLE   ROCK-NO.  LITTLE   ROCK.. 
Pulaski,  Ark. 

60.2 

98    BROCKTON           
Plymouth,  Mass. 

59.6 

99    FT.   WAYNE       
Allen,  Ind. 

59.4 

100   AUGUSTA      .     
Richmond,  Ga.;  Aiken,  S.  C. 

58.5 

101    BINGHAMTON    
Broome,  A.   Y. 

56.6 

102   CHARLOTTE    
Mecklenburg,  N.  C. 

55.9 

103    LANSING          
lnsham,    Mich. 

54.3 

104   EL  PASO           53.8 

FA  Paso,  Tex. 

105    EVANSVILLE         52.9 
Vanderburgh,  Ind. 

106    SHREVEPORT        
Caddo,  La. 

52.8 

107   GREENSBORO-HIGH  POINT 52.4 
Guilford,  N.  C. 

108    BATON    ROUGE      
E.  Baton  Rouge,  La. 

50.5 

109   CORPUS  CHRISTI 50.3 

Nueces,   Tex. 

110   ROCKFORD      _.     
50.1 

Reading      Bl    4  2 

Spokane                   A2   8  3 

Des  Moines  __    B3    171  4 

Davenport                B2    159)  4 
Rock  Island  _    B2   159  \ 

Chattanooga       A2   14  4 

Scranton                 A2   20  3 

Huntington       B4   202  2 
Ashland  _         ̂     Bl    25  1 

Mobile       A2   1 6  3 

Lancaster   B2   150  2 

Stockton        A2   53  2 

Trenton       Bl    111  1 

Erie                         B2    145  3 

South  Bend  __    A2  23  2 

Riverside      A2   87  2 

York        Bl    11  2 

Beaumont  ..      A2  9  3 

Little  Rock  ...         A2  27  4 

Brockton       Bl    113  1 

Ft.  Wayne   _    A2   1 2  2 

Augusta     A2  51  2 

Binghamton             B2    148  2 

Charlotte       B4    199  3 

Lansing       B2    147  2 
E.  Lansing       Bl    41  1 

El  Paso                  A2   15  5 

Evansville           A2    17)  3 
Henderson,  Ky..    A2    17  J 

Shreveport         A2   18  2 

Greensboro       B2   149  2 
High  Point       Bl    18  1 

Baton  Rouge  ....  .    A2    19  4 

Corpus  Christi   .    A2   25  3 

Rockiord                 A2  32  2 

12 

12 

3 

6 

33,61 

4,6 

22 

10,48 

34 

43 

17 

4,9 

28 

39 

17 
8,13,23 

36 

42* 

43,49 

3,12 16,73 
0 

59 

13 

0 

.... 5 

21 0 

36 

13 

— 

37 — 
35.66 

.... 

46 

— 
40,46 

49 0 

31 

4,6 

23 

4,11 — - 

62 

33 

69 

— 

6,12 — 

40 

36 9 

54 

60 
0 
0 

13 

20,26 

50 

7,62* 

3,12 

57 

0 

15 

40 

2,34 

.... 
6,10,22 

13 

0 

//  uinebago,  III. 



u  s 
HANK M  A  It  K  I  IN 

NO  or  HOUSE 

HOL08  (OOO't) 

(  I  I  II  s    WITH 
STATIONS 

AND    1)11     I  r   s 

rcc  PRIOR 

ITY    NCI 

TOTAL   NO 

STAT  IONS ASSII.NI  II 

Til  1   I  T  T  ■ 

f.  MANN  I  1  s    ON 

All!      I: 
LIT  TIN',    ol 

I  H  I  I  /  I 

<   H  A  N  N  1  IS 1    H  A  N  N  1  l  S 

ON    AIR 

SIN'   1 

MAVI 

111   T  INI. 
iii  i  iii  i  n 

Iks 

r.  r    H  * 

I 

111  MADISON 
Dims,  Wise, 

112  TUCSON 

I'unu,    Ariz. 

113  PORTLAND 

Cumberland,   Me 

114  MANCHESTER 

Hillsborough,  \    // 

115  GREENVILLE 

Greenville,  s    ( 

116  COLUMBUS 

Chattahoochee,  Muscogee,  Russell,  Ga. 

117  AUSTIN 
Trniis,  Tex. 

117    SAGINAW 

Saginaw,   Mich. 

117   ALBUQUERQUE 
Bernalillo   V   M. 

120    SAVANNAH 
(  hiitluim.  Co- 

lli   CHARLESTON 

Charleston,  S.  C. 

122  LORAIN 

Lorain,  Ohio 

123  JAMESTOWN 
Chautauqua,  N.  Y. 

124  HAMILTON-MIDDLETON 
Hut! <t,  Ohio 

124    YAKIMA 

)  akima.    Wash. 

126  ATLANTIC  CITY 
Allan tir  City,  iV.  /. 

127  SPRINGFIELD 

gamon,  III. 

128  EUGENE 
l.nnr.    Ore. 

129  NEW  LONDON-NORWICH 
New  London,  Conn. 

130  HAMPTON-NEWPORT    NEWS- 
WARWICK 

i  Independent  Cities  {See  also  Vo.  l>> 

131  JACKSON 
Hinds,  Miss. 

132  MACON 
Bibb,  Go. 

133  WINSTON-SALEM 
Forsythe,   V.  C. 

133    ORLANDO 

Orange,  Fla. 

135  WEST   PALM    BEACH 
Palm  Beach,  Fla. 

136  COLUMBIA 
Richland.  S.  C. 

137  ALTOONA 
Rlair.    Pa. 

138  KALAMAZOO 
Kalamazoo.  Mich. 

139  BOISE 

Ada.  ('anion.  Ida. 

49.5    Madison 

49.1     1 

49.0     I'orlland 

A2    30 

A2    91 

A2    45 

47.5    Manchester  A2  40 

47.3    Greenville  A2   68 

46.5    Columbus 

46.2       tiislin 

A2    42 

A2    13 

46.2  Saginaw  A2   33  2 

46.2  Ubuquerque  B4   201  3 

46.1  Savannah  A2  22  2 

45.9  (  harleston  A2   55  2 

45.0  Lorain  Bl    114  1 

44.2  Jamestown  A2  97  1 

43.8  Hamilton  Bl    133  1 

43.8  Yakima         A2    1 1 3  2 

43.2  Atlantii    Citj  A2   66  2 

43.1  Springfield  A2  41  2 

42.8  Eugene  A2  124  3 

42.7  New  London  A2    159  2 

Hampton  ..  B4    189  '     (Included 
42.1     Vewport  Sews        B4    189  \      in        43 

Norfolk) 

41.4    lack  son A2    29 

41.2    Macon  A2   54  1 
Warner  Robbins   A2   623 A  1 

40.9    Winston-Salem       B3    175  2 

40.9     Orlando A2   76 

40.7    IT  .  Palm  Beach      A2   98 

40.4    Columbia 

40.3    Altoona 

40.2    Kalamazoo 

40.1    Boise 
Meridian \  r-.pa 

A2    37 

B3    176 

B2    152 

A2  135 
A2  506 
A2  336 

13 

57 

46 

25 

27,33 

4,9 

53 

6,13 

9,48 23 

4 
28 

4 

H8.24 

0 

51 

13 

7 

3,11 

5 2 

31 

58 0 

65 

23,29 0 

52 

0 

20 2 

13,20 26 

26 

81 

15 

33 
0 

3,12,47 

47 

13 

0 
0 

26 

12 

6,9,18 

21 
5,12 

25 

10,67 0 

10 

19,25 

36 0 

— 
7,9 
2 
6 

0 
0 

12 



U.S. RANK NO. OF  HOUSE- 

HOLDS (OOO's) 

CITIES   WITH 
STATIONS 

AND    OR    CP'St 

FCC  PRIOR- 
ITY NO.- 

TOTAL  NO. 
STATIONS 
ASSIGNED 

TO  CITYa 

CHANNELS    ON 

AIR     BEFORE 
LIFTING    OF 

FREEZE' 

CHANNELS 

ON    AIR SINCE 
LIFTING 

OF  FREEZE'' 

CHANNELS 

FOR  WHICH 
C.P.'s  HAVE 

BEEN 

ISSUED- 

CHANNELS 
FOR  WHICH 

C.P.   HAS   NOT 

BEEN  ISSUED 

140    WACO 
I/.  Lennan    Tex, 

40.0    //  a.  o 
A2    38 

34 

11 

141  PITTSFIELD 
Berkshire,    Mass. 

142  MONTGOMERY 

Montgomery,     lla. 

143  SPARTANBURG 

Spartanburg,  S.  C, 

144  LINCOLN 
I. mi'  aster,   \  eh. 

145  MUSKEGON 

Muskegon,    Mich. 

146  ANN  ARBOR 
//  ashtenaw,   Mich. 

147  EVERETT 

Snohomish,   If  ash. 

148  ROANOKE 
Roanoke.    I  a. 

148    BATTLE  CREEK 
Calhoun,  Mich. 

ISO   JOPLIN 

Jasper,  \ewton,  Mo. 

151    GALVESTON 
Galveston,   Tex. 

151    SPRINGFIELD 
Greene,   Mo. 

153  TOPEKA 
Shawnee,  Kans. 

154  TERRE  HAUTE 
J  igo.  hid. 

155    RALEIGH 
Wake,  N.  C. 

156  SPRINGFIELD 

Clark,  Ohio 

157  ANDERSON 
Vadium,    hid. 

157    SANTA    BARBARA 
Santa  Barbara.  Cal. 

159   CEDAR  RAPIDS 

Linn,  la. 

160  LUBBOCK 
I. ii I, bock.    Tex. 

161  SIOUX  CITY 
II  oodbury,  la. 

161    PENSACOLA 
Escambia,  Fla. 

163  ASHEVILLE 
Hun,  owl,,.     V.   C. 

164  RACINE 
Ha,  me.   II  isc. 

165  DECATUR 

Macon,   III. 

165    FT.  LAUDERDALE 

Broward,   Fla. 

167  JACKSON 
Jackson,  Mich. 

168  WATERLOO   
Black  I  lank,  la. 

39.9 

I'll  Is  held 

Mo.  Adams 
A2 A2 71 240 

39.5 Montgomery 

A2 26 

39.4 Spartanburg A2 
120 

39.2 
Lincoln 

A2 28 

38.5 Muskegon 
A2 

83 

38.4 Ann   Arbor B1 
115 

38.0    Everett Bl    21 

37.8 Roanoke A2 

B2 

34 15 

3 

37.8 Battle  Creek 2 

36.6 

Joplin 

A2 
110 

2 

36.3 Galveston    .  . 

A2 

58 3 

36.3 
Springfield 

A2 

57 

3 

35.8 
Topeka 

A2 

43 

2 

35.1 
Terre  Haute 

A2 

62 

2 

34.8 Raleigh 
A2 

60 

2 

34.7 Springfield 
Bl 

79 2 

34.2 Anderson 

Bl 

16 

1 

34.2 Santa  Barbara A2 

94 

3 

34.1 Cedar  Rapids 

A2 

49 3 

34.0 Lubbock 

A2 

50 4 

33.9 
Sioux  City   

A2 

39 

3 

33.9 Pensacola A2 

96 

3 

33.8 Asheville 

A2 

72 2 

33.6 Racine 

Bl 

10 

2 

33.0 Decatur A2 

59 

2 

33.0 Ft.  Lauderdale 

Bl 

20 2 

32.9 
Jackson 

Bl 

13 

1 

31.7 If  aterloo    A2 

61 

2 

20 

74 

64 

0 

12,32 

7,17 

10,12 24 

J5 

29 

20 

0 

22,28 

10,27 7 

64 

56 

0 

.... 12,30 

11 41 35 
10 

3 

32 13,42 

10,63 28 

5 

— - 46,52 

— 

61 

3 20,26 

2 

9,20 
11,13 5 

26 

9 36 4 
15 

3,46 62 

13 

.... 

49,55 

17 

23 

23 

17 0 48 

0 

7,16 



KOPO 

COOUO&t 

You  go  nowhere  but  up  when  you  go  KOPO-TV!  In  the 

midst  of  the  rich,  ever-growing  southern  Arizona  market, 

Tucson's  first  television  station  has  developed  o  10,000  set 

audience  since  February  1st,  '53. 
Get  product  leadership  NOW!  Get  your  brand  before  the 

buyers  in  this  cxponding  market  where  new  buying  habits  arc 

easily    developed. 

YOUR   MARKET 

Includes  Puna  County.    Its  heart — Tucson — with  .1  qu 
of  1G3 — the  city  that  outstripped  all  others  in  I 

comparative    growth    and   development    (Rand-McNall 
Trend,  June,  19 

CoolidRe  in  rich  Pinal  Counl  South 
■-.  in  Santa  Cruz  County,  on  thi 

100  Strong!  **  10  Horn. 

YOUR   AUDIENCE 
KOPO-land   co\  ipulation    larger  th 

cutt;  Michigan;  or  Rockford,   Illin 
SPENDABLE 

INCOME  * 

Pima  County 
5221,776,000 

Santa  Cruz  County 11,034,000 

Coolidgc,  Pinol  County 
8,325,000 

Total  Spendable  Income  in  KOPO-land S241.135.000 

S   POTENTIAL 
Pima  Count v  Retail  Sales  (1952) S175.539.000 

Santa  Cruz  Retail  Sales 14.904,000 

Coolidgo.  Pinal  County,  Retail  Sales 

KOPO-land  Total  Retail  Sales $199,525,000 

Incomes  Per  Household  * 

Pima  County- S5.I33 

Santa  Cruz  Coun- 4.344 
Coolidgc.  Pinal  County 7.433 

•  SKDS — Consumer  Income  D 
••SRDS — Consumer    M 

OLD  PUEBLO  BROADCASTING  CO. 

KOPO^lV    Channel    13 
A    GENE    AUTRY    ENTERPRISE 

TUCSON,  ARIZONA 

Authorized  Power 

316  K.  W.  VISUM, 

156    K.    W.    AURAL 

National  Representatives  Forjoe-TV  Inc. 
29  West  57  St   New  York  19,  N.  Y. 

13  JULY   1953 
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us 
RANK NO    OF  HOUSE- 

HOLDS (000'S) 

CI  TIES   WITH 
STATIONS 

AND    OR    CP'Si 

FCC  PRIOR- 
ITY NO.- 

TOTAL  NO. 
STATIONS 
ASSIGNED 

TO  CITY- 

CHANNELS    ON 

AIR     BEFORE 
LIFTING    OF 

FREEZE' 

CHANNELS 

ON    AIR SINCE 
LIFTING 

OF  FREEZE' 

CHANNELS 

FOR  WHICH 
C.P.sHAVE 

BEEN 

ISSUED- 

CHANNELS 
FOR  WHICH 

C.P.    HAS    NOl 
BEEN  ISSUED 

169  SALEM 
Munon.   Ore. 

170  WiLLIAMSPORT 

I '.i  i  oming,  Pa. 

171  NEW  CASTLE 

Lawrem  e,  Pa. 

172  ST.    JOSEPH 
lUn  Iiiuiuii.    Mo. 

173  CHAMPAIGN-URBANA 

Champaign,  III. 

174  AMARILLO 

Potter,   Randall,    Tex. 

175   TEXARKANA 
Bonn.    7  ex..     Miller.   Ark. 

175    MUNCIE 

Delaware,  Ind. 

177  LEXINGTON 

Fay  ette,  8  | . 

178  PORT  HURON 

St.  ( Inn.  Mich. 

179  LAKE   CHARLES 

Calcasieu,  La. 

180  WICHITA    FALLS 

If  ichita,  Tex. 

181  BANGOR 
Penobscot    Me. 

181    MANSFIELD 

Richland,  Ohio 

183  PUEBLO 

Pueblo,  Colo. 

184  GREEN    BAY 
Broun.  U  isc. 

184    ELMIRA 

Chemung.    V.  Y. 

186    ELKHART 
Elkhart,  Ind. 

186   OSHKOSH 

Winnebago,  Wise. 

188    LIMA 

Allen,  Ohio 

188    BiLOXI-GULFPORT 
Harrison.  Miss. 

188    DANVILLE 

I  ermillion,  III. 

191  DURHAM 
Durham.    \.  C. 

192  COLORADO  SPRINGS 

El  Paso.  Co/o. 

193  GADSDEN 

Etowah,  Ala. 

194  CUMBERLAND 

Allegany.  Md. 

195  BAY    CITY 

Bay  (.it\.    Mich. 

196  ALEXANDRIA 

Rapides.   La. 

196    WATERTOWN 

Jefferson,    N.    )  . 

198  OGDEN 

Weber,   Utah 

199  DANVILLE 

Pittsylvania,  '  a. 

200  PORTSMOUTH 

Scioto,  Ohio 

31.6 Salem A2 

A2 

99 

92 

? 

30.8 If  illiamsporl 1 

30.4 New  Castle 
B1 14 1 

30.2 

Si.  Joseph 
A2 

44 2 

30.0 
Champaign- (  rlana 

A2 A2 65  / 

65 
4 

29.8 tmarillo 

A2 

47 

3 

29.6 Texarkana 

A2 
208 

2 

29.6 Mun<  ie       A2 

A2 

67 70 

? 

29.1 
Lexington  __   2 

28.7 Port  Huron    A2 
125 

1 

28.6 
Lakes   Charles 

A2 103 

2 

28.3 
Wichita  Falls 

A2 

56 3 

28.2 Bangor A2 
153 

2 

28.2 Mansfield     

A2 95 

1 

28.0 Pueblo      A2 63 4 

27.8 Green  Bay A2 

73 

2 

27.8 Elm  ira 

A2 

A2 
81 
126 

? 

27.7 Elkhart    . 1 

27.7 Oshkosh      A2 104 1 

27.5 
Lima             ._ A2 79 2 

27.5 Biloxi     .. 

Gulf  port      

A2 

A2 

117 
226 2 

1 

27.5 Dun  i  ille    A2 
115 

1 

27.4 Durham A2 

52 

2 

27.0 Colorado  Springs A2 90 3 

26.9 Gadsden      A2 

69 

2 

26.7 Cumberland A2 
116 

1 

26.5 Bin    City A2 

75 

2 

26.3 Alexandria   .. A2 131 2 

26.3 
Watertown      

A2 
136 

1 

26.1 Ogden      .--   
B5 

203 
2 

25.2 Ihim  Ule A2 

Bl 

130 

19 

1 

25.0 Portsmouth    1 

45 

4,10 

49 

3,6 

5 

3 

2 

24 

73 

11 

24 

36 

25 

22 

18 

48 

35 

56 
24 

46 13 

(21  su) 

62 

48 

24 

3 

0 

0 

30 

21,27,33' 
7 

24 

55 

27,64 

34 7 

0 

2 

36 

28,34 

6 

0 

52 0 

0 

13,50 

0 

0 

11 

23 15 

17 

5,83 

5 

0 

9,24 
0 

30 



TARGET:  HARRISBURG,  PA 

The   Harrisburg   Market  is  not  covered   by  any  outside 

television  station.   To  sell  Harrisburg  buy  WTPA. 

WTPA  provides  the  best  in  live,  film  and  NBC  programs  to  the  rich  Central 

Pennsylvania  Market  centered  on  Harrisburg.  16  hours  of  top-flight  programming 

a  day,  backed  by  an  intensive  promotion  campaign  insures  a  receptive  audience 

for  your  sales  message. 

Represented    by    HEADLEY-REED 

New    York,    Chicago,    Detroit,    Atlanta,    Son    Francisco,    Hollywood,    New    Orleans,    ond    Philadelphia 



U.S. 
RANK 

NO.  OF  HOUSE- 

HOLDS (OOO's) 

201 

202 

203 

203 

205 

206 

207 

208 

208 

210 

211 

212 

213 

214 

215 

216 

217 

218 

219 

220 

221 

222 

223 

224 

225 

SHEBOYGAN 

Sheboygan,   IT  isc. 

BLOOMINGTON 

McLean,   III. 

LEWISTON-AUBURN 
Androscoggin,    Me. 

HAGERSTOWN 
Washington,   Md. 

KENOSHA 

Kenosha,  IT  isc 

APPLETON 

Outagamie,   IT  isc. 

FAYETTEVILLE 

Cumberland,  N.  C. 

MONROE-W.    MONROE 
(hui'  lata.  La. 

ZANESVILLE 

1/ ush  ingum,  Ohio 

SIOUX   FALLS 
Minnehaha,  S.  D.  . 

LAFAYETTE 

Tippecanoe,  lnd. 

TYLER 
Smith,  Tex. 

BELLINGHAM 
//  hatcom,    IT  ash. 

RICHMOND 
IT  ayne,  lnd. 

AUBURN 

Cayuga,  ,V.    Y. 

LYNCHBURG 

Campbell,  Va. 

ABILENE 

Taylor,   Tex. 

LaCROSSE 

LaCrosse,  IT  isc. 

FORT  SMITH 

Sebastian,  Ark. 

DUBUQUE 
Dubuque,  la. 

RENO 

IT  ashoe,   \  ev. 

SAN  ANGELO 
Tom    Green,   Tex. 

WILMINGTON 

Veui   Hanover,  N.  C. 

FARGO 

Cass,   Y.  (  . 

LAREDO 
Webb,   Te 

CITIES    WITH 
STATIONS 

AND    OR    CPSi 
FCC  PRIOR- 

ITY NO.- 

TOTAL  NO. 
STATIONS 
ASSIGNED 

TO  CITY' 

CHANNELS   ON 
AIR     BEFORE 
LIFTING    OF 

FREEZE' 

24.7 Sheboygan 
A2 

100 
1 

23.9 Bloomington 
A2 

137 
1 

23.8 
Lewiston A2 

106 

2 
Auburn 

A2 

217 1 

23.8 
Hagerstou  n A2 121 1 

23.6 
Kenosha Bl 12 1 

23.5 Neenah A2 
139 

1 

23.0 I'm  etteville  .    . 
A2 

134 
1 

22.8 Monroe      A2 112 2 

22.8 
Zanesville A2 

107 
1 

22.4 
Sioux  Falls A2 74 3 

22.3 

Lafayette   

A2 
128 

1 

22.2 Tyler        A2 
109 

2 

21.9 
Bellingham A2 

138 
3 

21.6 
Richmond  _. Bl 

81 

1 

21.1 Auburn      Bl 

82 

1 

20.7 Lynchburg A2 85 2 

20.2 Abilene     

A2 

89 2 

20.1 
LaCrosse A2 86 2 

19.7 Fort  Smith 

A2 

84 2 

19.5 
Dubuque    A2 

82 

2 

19.1 Reno    ..    A2 
148 

2 

19.0 
San  Angelo 

A2 

77 3 

18.9 Wilmington A2 

93 

2 

16.1 Fargo    A2 
114 

3 

13.3 
Laredo    A2 

78 

2 

CHANNELS 

ON    AIR 
SINCE 

LIFTING 

OF  FREEZES 

50 

11 

13 

CHANNELS 

FOR  WHICH 
C.P.'sHAVE 

BEEN 

ISSUED^ 

15 

42 

8,43 

59 19 

12 

16 

9 

22 

8,  (3  =") 

CHANNELS 

FOR  WHICH 
C.P.   HAS   NOT 

BEEN  ISSUED' 

59 

0 

8,17 

23 

52 

61 0 

18 

0 

0 

13,38 

0 

7 

18,24 

32 

37 0 

33 

8,38 
5 

56,62 22 

17 

6,29 
13,40 

8,13 

Supplement — Citias   among    non-metropolitan    county    markets    with    TV    stations    on    air 

CITY— COUNTY 
NO.    OF 

HOUSEHOLDS 

(OOO's) 

FCC. 

PRIORITY 
NO. 

TOTAL  NO. 
STATIONS 
ASSIGNED 
TO  CITY 

CHANNELS   ON 

AIR   BEFORE 
LIFTING  OF 
FREEZE 

CHANNELS 

ON    AIR 
SINCE 

LIFTING    OF FREEZE 

DISTANCE   TO   NEAR- 
EST   METROPOLITAN 

MARKET     (miles) 

METRO 
MARKET RANK 

California  San  Luis  Obispo — San  Luis  Obispo  Co. 
Indiana  Bloomington — Monroe  Co. 
Iowa  Ames — Story  Co. 
N.  Dakota  Minot — Ward  Co. 
Oklahoma  Lawton — Comanche   Co. 
Mexico  Matamores 

19.0 
A2    377 1 14.0 
B2    153 2 

6.1 
B2    154 2 

9.9 
A2   232 2 

16.9 A2    133 2 

TOTAL   NON-METRO 
TOTAL  METRO 

GRAND   TOTAL 

10 

4 

_7
 

3 106 

109 

13 

7 

~3 

68 

71 

82 — Santa  Barbara  157 
48 — Indianapolis  28 
29—  Dps  Moines  83 

240— Fargo  224 
51— Wichita  Falls  180 
2— Brownsville  80 

180 



NEXT 
STOP... 

tkje  nuo*yn\ 
Like  a  trip  to  the  moon  .  .  .  tint's  the  zooming,  boom- 
ing DALLAS-Forf  Worth  market!  Texas'  richest  market 

is  getting  richer  for  TV  time  buyers.  Last  year  the  folks 

covered  by  the  WFAA-TV  pattern  had  their  annual  buy- 
ing income  boosted  by  13  per  cent  (which  totals  higher 

than   the   national   average).    Retail   sales   in   this    market 
flamed  up  12  per  cent!  See  any  IVtrv  man  about  a  ticket 
on  the  WFAA-TV  Special! 

WFAA-TV    9-COUNTY    MARKET 

Population    1,339,300 

Families    402,400 

Net  Effective  Buying  Income  ....      $2,261,758,000 

Retail  Sale?          1,753,293,000 

PER    FAMILY    AVERAGES 

WFAA-TV  U.  S  GAIN 

Net  Effective  Buying  Income  .  $5,620  $5,086  10.5°e 

Retail  Sales   4,357  3,584  21.5°o 

General  Merchandise     .      .      .         857  409  I  109.5°o 

Furniture,  Household,  TV    .      .         217  197  10.1°o 

Automotive  Sales       ....         808  614  -     31.4°o 

Drug  Sales           139  103  -     34.9°o 
(Salts  Management:  May    10,  1953 

Television    Homes:    277,000 — 56.5'       gain    over    12   mos. 

'Dallas    Morning    News    Research    Dept       |unc    1.    1953  > 

WFAA-TV 
CHANNEL      8       •       NBC-ABC-DUMONT 

EDWARD    PETRY    &    COMPANY,     National    Represenlativtt 

RALPH    NIMMONS,    Station    Manager  •  TELEVISION     SERVICE     OF    THE     DALLAS     MORNING     NIWS 
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WGAL-TV NBC  •  CBS  •  ABC  •  DuMont 

Lancaster,  Pa. 

In  its  fifth  year... 
serving  people 

selling  products 
An  enviable  record  of  public  service,  an  enthusiastic,  buying 

audience — that's  the  WGAL-TV  story  as  another  anniversary 

rolls  around.  In  the  years  to  come  WGAL-TV  will  continue  to  give  its 

advertisers  profit  for  their  sales  message  .  .  .  continue  to  serve  its 

ever-growing  loyal  viewing  audience  with  the  best  in  stimulating 

local-interest  and  public  service  programs,  top  shows  from  four 

networks.  The  Channel  8  large,  rich  Pennsylvania  market  area — 

including  Harrisburg.  York,  Reading,  Lebanon,  Lancaster — offers 

advertisers  a  great  profit  potential.  Increase  your  sales,  profitably, 

economically — buy  WGAL-TV,  Channel  8. 

Represented  by     MEEKER 

New  York      Chicago      Los  Angeles     San  Francisco 

WGAL 

AM  TV  FVI 
Steinmon  Station 

Cloir  McCollough,  President 

218 
SPONSOR 



evision 

EVERY  OTHER  U.S.  HOME  IS  NOW  A  TELEVISION  HOME 

Here  are  some  of  the  important  questions  you  will  find  answered  in  the  10  pages  of  this  report 

U,  What'M  the  sice  our!  scope  of  TV   io   the  U.S.?   w«f/<*  ' 

U.  If  oh*  ore  TV  ftooi<>.s  distrihuteil  geographically?       P«f/<*  - 

U.  \\  tun  ore  socio-economic  difference*  between  radio  oiid  TV  homes?                 ;>"</<'  3 

||a  II oir  does  TV  audience  composition   vary  with  the  lime  of  day?                      po</e  .» 

y.  Is  TV  affected  by  seasonal  variations  in  eietoina?   ■noc  •> 

U.  II oh*  does  TV's  "remembrance  impact"  compare  irifh  other  medio?                   /»«?/«'  • 

||a  W  hoi's  *he  cost-per-1 .000  of  spot  ond  iielicorh-  TV?   |»«f/«'  7 

l|.    Hoic  much  money  hos  recently  e/one  into  neticorlc,  spo*  TV?   P««*'    '0 

13  JULY   1953  219 



fusions  of  T\V*s  a\ 

1.  What  is  the  size  and  scope  of  TV,  market-by-market? 
SOURCE:   Edward   Petry  Co.  TV   Research   Dept.  and   NBC  TV   Research    Dept.,   I  April   1953 

MARKET TIME    ZONE NO     STATIONS NO.    FAMILIES 
NO    OF  SETS °0   PENETRATION 

17  1. 000. 

ILBUQl  ERQUE       >f   I  .  ...    19.800 
(1/  IRILLO   C 

IMES       C      I  .  .  .  .   211.700. 

ill  I  \  TA       E      3   431,600. 

ATLANTH    '  IT)       E 
1/  STIN   C 

ll  [LTIMORE   E 

B t  \  COR       E 

BINGHAMTOh        E      1   210.20©. 

BIRMINGHAM   C      2  .  .  .  .  .   265.200. 

BLOOMINGTON       (See 
BOSTON   E   2.  .  .  .  I. 121. 100. 

BROWNS)  II. I. K 

i  Matamoros,  Mex.  >       J   77 

  1  .  . 

  J  *  . 
  I  .  . 
  3  . 

  J  .  . 
  I  .  . 
  3  .  . 
  i .  . 
  j .  . 

.  2  . 
Indianapolis  ) 

9 

.  10.200. 

.    i  0,000. 

118.000. 
.130.000  . 

.  .  8.000x 

.    26.800. 
ffO.OOO. 

.    I  J. 000. 

.  95.50©. 

1.70.000. 

38.6 

6.9.9 

76.5 

8fi.  I 

13.6 

60.0 

f. 013.000       93.0 

357 

381 
1.75© 

.  126 

.  897 

.  343 

.  409 

.  203 

.  28« 

.  264 

.   917 

BUFFALO    E    

CHARLOTTE   E    

CHICAGO   C    

(  INCINNATI   E    
<  i.i:  i  /./.  /v/;   E    

COLUMBUS       E    

DALLAS-FT.   WORTH      C    

D  ll  ENPORT,  ROCK  IS   C    
DAYTON       E    

1)1:  WER       iW   

DETROIT   E    

EL  PASO   M.   

ERIE   E    

GRAND  RAPIDS  I   E    

KALAMAZOO        \   E    
GREENSBORO   E    I   291, 

HOUSTON       C    I   338, 

///  \  TINGTON   E    I   207, 

INDIANAPOLIS    )   C    J   535, 

BLOOMINGTON  \   C    I   
JACKSON   C    I   

JACKSONVILLE   E    J   121 
JOHNSTOWN     )   E    I   

ALTOONA  \   E    I*   
KALAMAZOO       (See  Grand  Rapids)   

I 
I 
I ,3. 
3, 
3, 

3 

•j 

•j 
•j 

.3 

2 
I 
I 
/ 

500. 
600. 
800 

000 100. 

,000. 

,600. 

,500. 
,000 

,800 

,900. 
,600. 

155, 
:i8ii 800. 

600 

.  .  J  1. 100* 

.  3.»3.000B .  267?9©0. 

1. 5 1 0.000. 

.  379.000. 

.  75 J. 000. 

.  261.000. 

.  272,000. 

.  203.000. 

.  224,000. 

.  119,000. 

.  «  18.000' 

.  .  22,200. 

.  105,000. 

.   214.000° 

14.3 

95.   ̂ -<z> 

69.9 

86.3 89.0 
83.7 

76.0 

66.4 

95.   -<z> 

79.8 

14.9 

09.5 

67.4 55.8 

300 

200 
300 
100 

120.000. 

221,000. 
173,000. 

400.000E 

41.2 

65.4 83.5 
74.7 

J  00 
.  14, 400x 112,000. 

2  10.000F 

92.2 

a  i\.sv/.s  c/ry   c    i 
LANCASTER   E    1 

LANSING   E    1 

L05  .  /  NGELES   P   " 
LOJ  /M  //J./v   C    2 

1/A  1//7//.S        C    1 

,l//.-f  U/   E    1 

Mil. If  11  KEE       C    1 
MIW.ST.  PAUL   C 

MOBILE   C 
\  IN///  //.LE       C 

.\A'«     HAVEN      E 
A/./f   ORLEANS   C 

162, 

211, 

218, 

.695, 
251 
272, 
202, 

411, 

460, 

700. 

900 900 

900 
400. 

500. 
200 

500. 100 

255 

512, 286 

NEW    YORK   E    7   1,239 

NORFOLK       E    I   231 

OKI.  IHOM  I  <  IT)       C    1   241, 

OM  [HA      C    2   224 
PEORIA   C    1   

/•////.  IDELPHIA       E    3   1.386 
PHOENIX   M   I   "  7 
PITTSBURGH      E    1   776 

500 
900 
500 

900 
700 400 
400 

900 400 

500 

.  288. 

.  1811. 

.  145. 
1.434. 

195. 

.    202, 
148. 

.    427, 
363. 

22, .  111. 
.  360. 

.  162. 
3. 150. 

.  167. 

.  160. 

.  180. 

.  .  26 

1.233. 
.  .  58 

.    640. 

000. 
000. 

000 
000. 

000. 

000. 
000. 
000. 

000. 

500. 
000. 

000. 

000. 

000. 
000. 

000. 
000. 

400x 

000. 

500. 000. 

62.2 

86.4 66.2 

84.6 
77.6 

74.1 

73.2 

95.  - 

78.9 

(Z) 

43.4 

70.2 

56.5 

81.4 

72.1 66.3 

80.2 

88.9 

50.0 

82.4 

tNumhcr   home   unlit 
Mtlmated   bv   NBC   TV    to   be   within    !0-millivolt   TV    contour    line.     Figure   omitted    by   NBC    TV    when   no   .lata    were    available. 

TV   BASICS     p*9*  i 



MARKET TIME    ZONE NO     STATIONS NO     FAMILIES NO    Of   SITS 

PORTL  l\l>       r    I    Ml,tM 
PROl  IDl  VCi        E            /  f  00. OOO 

RJl  HMOND       E          I  180,500 
ROAN  OKI         f:          2    

R0(  HESTER   K          I  205,000 
S  1/  r   /   tKl    (ID       II          2  17  1,704 
SAN  ANTONIO   ...  .  <  .  2  17  1,100 

S  i.\    DIEGO      l»         I  107,000 

SAN  FRANCISCO   P  .  .  .-{  866,866 
S(  Hi  Mil  ti»      E    I  532,000 
SEATTLE   P         I  IS  1,100 
SIOl  X  cm      C          I 

v>/  ///  BEND   <'        I 
SPOK  \NE       I»    2 
SPRlNGFll  LD,MAS&      E    I  .  .  .    
ST.  LOUIS      <    I  580,000 
SK/MCtfSf      E    2              2I«.  100 
/v>//  />o      E   I   :ti7.  too 

77  LS  I   C    I           182,866 
II/i    I   E    I           117. 100 

/f  ISH1NGT0H       E    I  .  .  .  100,888 

»  HKi  S  /.'  tRRl   E    I   
W  //.  UINGTOh   E    I        I  15,288 
)  01  SGSTOU  \       E    2   
OTIII  K  \l  tRKETS   
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TOTAL  NUMBER  U.  S,  TV  HOMES  1  APRIL  1953   23,256,000 
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2.  How  is  TV  distributed  in  the  U.S.  by  key  geographical  areas? 

SOURCE:  A.  C.  Nie'sen  Co.,  April   1953   (Copr.   I9;  -ner  A.  C.  Nielsen  data  ir 

NORTHEAST  EAST  CENTRAL  WEST  CENTRAL 

TV   homes 

(000) 

SOUTH 

8,280 
9,354 

pacific 

6,221 

41.1% 

9,535 5,116 3,395 

28.3% 

2,651 2,558 
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3.  How  do  TV  and  radio  families  compare  on  a  socio-economic  basis? 
SOURCE:  A.  C.  Nielsen  Co.,  April   1953 

INCOME COUNTY 

SIZE 

TERRITORY AGE   OF   OLDEST 

CHILD 

IHHMI- Middle  /  "B"  ,^^  \| 

33  -^  ■/  26  -°    22  /-'B-fi    30 40  ^^  ^*  ^^  25    _j— | 

"Br  S--bC  1 1- TV 
RADIO RADIO 

TV 

RADIO 

TV 

RADIO 

FAMILY   SIZE 

HIGHEST 

EDUCATION 

OCCUPATION 

(head  of  house) 

AGE  OF 

HOUSEWIFE 

B  i_ 
B|
  
  
 Gram

m, 

46 

41 
3-4 

57 51 

High 

School 

ha 

1 1*1  rnMl- TV 
RADIO 

TV 

RADIO 

17 18 None 

i   1" 

40 

34 

35-54 

RADIO 

TV 

RADIO 

Differences  between  TV  ansl  radio-only  homes  highlight  need  for  shrewd  air  buying 

The  chart  above  is  an  important  research  tool,  since  it  makes  a  direct 

comparison — on  several  yardsticks — of  the  TV-radio  and  radio-only 
homes  in  the  U.S.  These  two  basic  advertising  targets  are  compared 

on  the  basis  of  income  levels,  county  size  in  which  family  lives  (metro- 

politan, medium  population,  rural  areas),  geographical  location  in 

the  U.S.,  age  of  oldest  child,  family  size,  educational  level,  occupa- 
tion of  head  of  household,  and  the  age  of  housewife. 

Broadcast  clients  would  do  well  to  keep  some  of  these  basic  differ- 

ences between  radio-TV  homes  and  radio-only  homes  in  mind  when 
shopping  for  program  or  spot  buys  in  the  air  media: 

INCOME  LEVEL — Radio-only  homes  are  almost  evenly  distributed 
through  the  U.S.  income  levels,  but  8 1  %  of  the  TV  homes  are  from 

the  upper  and  middle-income  levels.  TV  is  still  not  strong  in  reaching 

low-income  family  groups,  does  better  in  reaching  families  with  larger 
purses.     Radio    has    greater    impact    on    low    income    groups. 

COUNTY     SIZE— Although    some    80%    of     U.S.    families    are     now 

within  reach  of  a  TV  station  (CBS  TV  estimate),  most  TV  families  are 

urban  (57%)  dwellers.  TV  is  not  an  air  medium  to  reach  large  num- 

bers   of   farmers,    although    many    farms    are    TV-equipped. 

FAMILY  SIZE — TV  families,  on  the  other  hand,  are  more  likely  to  be 

larger  families  than  are  those  in  radio-only  homes.  Nearly  three- 

quarters  (73%)  of  TV  homes  have  families  of  three  or  more.  In  radio- 
only  homes,  about  half  (52%)  of  the  family  units  consist  of  three  or 

more    people      TV   homes    generally   have    more    kids    under    16. 

EDUCATIONAL  LEVEL— Perhaps  because  of  the  relationship  be- 

tween educational  level  and  income,  TV  homes  have  slightly  more  col- 

lege grads  than  do  radio-only  homes  (28%  vs.  27%),  somewhat  more 

high  school  grads  also  (57%  vs.  51%).  Number  of  those  in  TV 
homes  whose  highest  educational  level  is  grammar  school  is  increasing 

however.     Picture    of    radio-TV    may    ultimately    balance. 

OCCUPATION— A  fairly  close  match,  although  TV  has  the  edge  in 
the  number  of  household  heads  who  are  white  collar  workers. 

TV    BASICS IT        U  <\   0   I    u    ■■> 
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MM  Television  riewviny  habits 

1.  How  does  TV  viewing  vary  according  to  time  of  day? 

SOURCE:  A.  C.  NioUon  C( 

Total  I  .  S.  homes  usiiii;  TV  by  hours  of  tlttu 

1953 

Homes  reached   (000) 

6A.M.       8  9         10         11  12     1P.M.      2  3  4  5  6  7  8  9         10         11  12 

2.  How  does  amount  of  time  TV  homes  spend  with  radio  and  TV  compare? 

SOURCE:  A.  C     Nielsen  Co.,    1952   and    1953    (April    1952-March    1953) 

Time  TV  homes  spend  with  TV  and  radio 

TV  HOURS 

PER   DAY, 

APR.    52 

TO  MAR.  53 

5.02 

4.32 

3.96 
3.88 

3.74 

4.31 

RADIO 

HOURS  PER 

DAY,  APR 
'52  TO 

MAR.   53 

,w  rriri  i*    «•  m ">  T«r i  ,7'  rrsi  •"  I  ""  1 ' " 

APRIL  MAY  JUNE  JULY  AUG  SEPT. 
1952 

NOTE     i  i    whole    hou 

OCT  NOV.  DEC. JAN. 1953 
FEB.  MAR 
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3.  How  does  TV  audience  composition  vary  with  the  time  of  day? 

SOURCE:  American  Research   Bureau,  June    1953 

.ltffffi<*tt<*<*  composition,  viewer  superset:  use  them  together 

MONDAY-FRIDAY MEN WOMEN KIDS    IUNDER    16)  VIEWERS-PER-SET 

6-9  AM  33%  52%  15% 

1.9 

9-N00N 
  10%  ••■ ....63%... ...27%.... 16 

K00N-3  PM   13%  ... 
....56%... ...31%... 19 

3  PM-6  PM   14%... ...36%... ...50%... 21 

6  PM-MID.  SUN.  THRU 

SAT.  (ENTIRE  WEEK) 
36%   44%   20% 2.S 

Chart  above,  prepared  especially  for  SPONSOR  by  American  Re- 

search Bureau,  is  based  on  a  socio-economic  cross-section  of  U.S. 

viewers,  not  just  a  random  sample.  It  reflects  viewing  in  urban  and 

rural  areas  in  every  U.S.  county  within  150  miles  of  a  TV  outlet,  thus 

has  great  significance  for  TV-minded   agencies  and   advertisers.    ARB's 

James  W.  Seiler,  director,  gives  this  warning  however:  "It's  impor- 
tant to  realize  that  audience  composition  must  be  used  in  conjunction 

with  viewers  per  set.  There  is  a  higher  percentage  of  women  in  the 

daytime  audience,  for  instance,  but  with  a  higher  viewers-per-set  at 

night    that    means    more    women     per- 1 ,000-viewing-homes    at    night." 

IliHIUIIIIIIIilM^ 

4.  What  is  the  seasonal  variation  in  television  viewii 

SOURCE:  A.  C.  Nielsen  Co.   (Nielsen  Television   Index    1951-1953) 

Daytime    (9  a.m.  to  6  p.m.)     Wim^m      Nighttime    (6   p.m.   to   midnight %  homes    using  TV 

60-
 

50 

40 

30 

■S;   y£ 

  *%^^ — 
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5.  How  does  the  "remembrance  impact"  of  TV  compare  with  other  ad  media? 
SOURCE:  Advertost  iU'vey  based  on   762  inti 

CATEGORY 
SAW  OR 

HEARD   AD NEWSPAPER MAGAZINE RADIO 

TV 

CIGARETTES 
80.8 'o 39.2°o ;6.9°o 

24  0 06.  1  % 

SOAP 
65.0°o ?8.6'o 18.0°o 1S.9°0 

15.3% 

AUTO 
66.5°o 28.3°o 20.2°o /0.5°o 

38.7% 

DRUG 
56.7°o 27.7ro 

10.4°o 
M.4°o 

10.3% 

AVERAGE 
67.3°o 28.5°0 16.4°a 

;5.5°o 

17.3% 

c 
^ 
> 

I 

II  here  «/ i «f  i/«»h  •*?€  *»»■ 

lu'iir    if    uilrrrllst'tr.' 

TV  viewer  panel  in  Now  York-New 

Jersey  ar»»  were  asked  last  fell 

•  or  they  had  seen  or  hoard  ad 

for  various  product  categories  the 

day  before.  Chart  at  loft,  by  Ad 

t  Research,  shows  result  of 

quijjing.  TV  was  best-remombered 

medium,  out-pulling  all  other  me- 

dia by  margins  as  high  as  two  and 

three-to-one.  This  impact  of  TV 

helps     justify     many     high     TV    costs. 

      '   TO!   ,:!  ..,,    ' 

6.  How  many  homes  are  reached  by  the  "Top  10"  TV  shows? 

SOURCE:  A.  C    Nielsen  NTI.  Aoril   1953  TV    *•»«%    "l"<U"    •* 

now  59%  «/n'«»J  o|    .12 Programs  Two  weeks  ending   25   April  Homes   Reached 

In    April.    "I    Love    Lucy      continued 
I    Love    Lucy                                                                                                                       15,751,000  to  reach  broadcastings  biggest  U.S. 

Godfrey   &    Friends    (Toni)                                                                                           12,390,000  audience    for    Philip    Mor-is.     Show  j 

Codfrey  &  Friends  (Liggett  &  Myers)                                        12,303,000  incredible  drawing  power  rum  ring* 

Colgate  Comedy  Hour                                                               
         11,808,000  sround  most  other  TV  ihow,. ''Ucy.*' _                   _            _.                                                                                                                      ,,    ,__   _-_  incidentally,    was    top    show    m    simi- 

Texaco  Star  Theatre                                                                       11,178,000  10„   .    .   . 
lar    period    ir     1952     but    has    since 

YOU    Bet   Your    Life                                                                                                             10,648,000  managed     to     increase     its     homes- 

Dragnet                                                                                                                                          10,598,000  reached   figure   by   nearly   50%.     Its 

All    Star    Revue                                                                                                                          9,960,000  st;l1    climbing.     Figure    for    26    Ap'.l 
Cj              t-\/    di       l                                                                                                        a  to/i  nnn  1952  was    10,753.000  homes  reached 
oodyear  TV  Playhouse                                                                       9,724,000 

_.  ..          _.    ■*.       .                                                                                                                       «   f-^#»  /n/%«  ,                         «s    compared    with    this    years     15,- 
Ph.lco  TV   Playhouse                                                                         9,520,000  ^  y<  s_  v;de3  homei  reached_ 

IS.  radio-TV  homes  (January  1951-April  1953)? 

h[9  a.m.  to  6  p.m.)     ■■■■■■■» (9  a.m.  to  6  p.m.)     ■»»■■■■»       Nighttime    (6  p.m.   to   midnight)     ■■■•■»               °/0  homes    using  TV 
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TV  /io'ci.v  niMlit'iicc  «.\ 

Iioiiic  hasr  iiicrrnsi's 

Like  radio.  TV  viewing  as  measured 

by  Nielsen,  takes  a  summertime  dip 

during  daytime  and  evening.  But  TV 

has  bounced  back  each  fall  to  al- 

most same  high  levels  (50'4-plus  of 

homes  using  TV)  as  previous.  Mean- 
while, number  of  video-equipped 

homes  in  the  nation  has  increased 

greatly  in  '5l-'52.  'light  percent- 

age losses  mean  little  in  view  of 

fact  that  percentage  point  now 

equals  nearly  double  numb- 

homes     today     as     it     did      in      '52. 

IUL.       AUG.       SEPT.       OCT.       NOV.       DEC. JAN.        FEB.       MAR.         APR. 1953 
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HB  in  Kansas  City 
Swings  to 

I 

Sharing  Time  with  KMBC 

on  CHANNEL  9 
VV7TTH  a  jointly-owned  transmitter  ....  using  maximum  allowable  power, 
**  316  kw  visual,  158  kw  aural  ....  with  a  thousand-foot  tower  to  transmit 

from  a  height  above  average  terrain  of  1079  feet  ....  with  the  full  schedule  of 

Columbia  Network  TV  programming  ....  plus  WHB's  and  KMBC's  outstanding 
AM  Radio  personalities,  in  bright,  new,  smartly-produced  local  TV  shows  — 

Channel  9  in  Kansas  City  is  really  something  to  see  and  hear!   It  is  a  "must 

on  every  7  elevision  advertiser's  national  spot  schedule! 

Interim  operation  beginning  in  August  is  from  a  transmitter  and  mast  atop 

Missouri's  tallest  office  building,  reaching  most  of  the  298,633  television  homes* 
in  the  Kansas  City  market — including  the  metropolitan  trading  area  of  Johnson, 
Leavenworth  and  Wyandotte  counties  in  Kansas;  and  Jackson,  Clay  and  Platte 
counties  in  Missouri. 

In  Kansas  City,  plan  to  use  Channel  9  for  your  future  TV  schedules! 
WHB-TV  NATIONALLY  REPRESENTED  BY  BLAIR-TV,  INC. 

May,    1953   Statistics  o)  the  Kansas  City  Electric  Association 

s4*tcl  a&  aicvayd 
WHB  Radio — the  AM  station  with  Kansas  City's 
tinues  to  reach  "the  most  listeners  per  dollar"  via 

's  oldest  call  letters — con- 
Radio  in  the  Kansas  City 

WHB/£  Market — through  the  1,362,929  sets*  in  the  area. 

WHB 
Kansas  City's  Mutual  Network  outlet  since  1936 — 17 
years. 

Exclusive  play-by-play  broadcasts,  at  home  and  away,  by 
Larry  Ray,  of  the  Kansas  City  Blues  baseball  games 

(New  York  Yankee's  No.    1   farm  team),  since  1950 — .irs. 

WHB  •  KANSAS  CITY'S OLDEST   CALL   LETTERS 

*k  "Night  Club  of  the  Air"  since  1951 — 3  years. 

*  Club  7  10"  (mid-afternoon  d.j.  show  featuring  the  "Top 
Twenty"  records)    since   1952 — 2  years. 

if   Sandra  Lea  (women's  program)   since  194.3 — 10  years. 
if  WHB  Newsbureau  and  Associated  Press  newscasts  since 

1936  (John  Cameron  Swayze  was  our  first  newscaster) 
— 17  years. 

•k   "WHB  Musical  Clock"  since   1931—22  years. 

it  WHB  Neighborin'  Time"  (formerly 
the  "Farmers'  Hour")  since  "'.'2 — 

31  > . 
if   Represented  nationally  for  Spot  Radio 

by  John  Blair  &  Company  sincv 
—6  years. 

FREE! 
To  advertisers  and 

agency  executives &*F 

" 

1922-1953 

10,000  WATTS  IN  KANS4 

n 
DON    DAVI 

MfSIOCNr         ^t 

JOHN   T.  SCHIL1ING 
CfNfUl    MANACt* 

MUTUAL  NETWORK  •  710  KILOCYCLES  •  5,000  WATTS  NIGHT 

DO  YOU  READ  IT 
Suing,  the  100-page 

pocket-size  magazine 
published  by  WHB 
times  a  year.  Articles  on 
marketing,  advertising 
and  research  .  .  .  ex- 

cerpts from  John  Cros- by's Radio  and  Ti 
sion  Column  .  .  .  pic- 

tures, jokes,  quizzes  and cartoons.  Sent  free  to 
time  buyers,  advertisers, 
agencies,  advertising  and 
sales  executives.  Ask  for  a 

copy   on   your   letterhead. 
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ost  of  television  udvertisin 

1.  How  does  TV's  gross  cost-per-1,000  compare  with  other  leading  media? 
SOURCE:    CBS   TV    Research    Department.      Dollar   figures   are   cosr-per- 1 ,000  gross  circulation    (homes,  cci 

TV's  eost'VS.-cireulation  drops  as  other  media  rise" 

$9.00 

$5.00 

Jan.  '50 
Jan.  '51 

Jan.  '52 Jan.  '53 

'Videos  cost-per-1,000  of  gross  circulation  is  based  on  time  AND 
talent  costs  for  a  typical  full-network  evening  half-hour  show.  Maga- 

zine   costs    are    based    on    a     black-and-white     page    in    eight    leading 

magazines  with  comparable  circulations,  but  do  NOT  include  produc- 

tion costs.  Newspaper  costs  are  similarly  based  on  a  full  black-and- 

white   page   in   leading   paper  in   each   major  TV  area   as  of   I   Jan.  '53. 

Ililllllllllllllllllllllllllllll 

2.  What  is  the  relationship  between  spot  TV  costs  and  TV  set  circulation? 

SOURCE:  The  Ka+z  Agency  June    1953 
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49.  '49  50  '50  '50  '5|  51  '51  '51  '52  '52  52  '53  '53    (Est. 

Chart  above  is  based  on  the  relationship  between  the  combined  "open 

rate"  (for  one-minute  Class-A  film  availabilities)  and  the  number  of 
operating    TV   sets   in    all    U.S.    markets.      Rates    are    figured    using    the 

highest-cost  station  in  each  market.  The  comparison  line  has  thus 

dropped  from  a  I  Sept.  1949  level  of  about  95C  to  a  present  level  of 
less    than    47. 5C.      Recent    rise    is    due    to    influx    of    new    TV    stations. 
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A  significant  new  name 
in  broadcasting 

The  name  MEREDITH  and  the  word  SERVICE  are  synonyms 
in  the  magazine  world.  Because  the  Meredith  Publishing  Company 

publishes  Better  Homes  &  Gardens  and  Successful  Farming — two 

of  the  nation's  leading  magazines,  both  built  on  the  sound  philosophy 
of  serving  the  American  family's  ambitions  for  better  homes  and  a 

better  way  of  life. 

You'll  find  Meredith  stations  following  that  50-year-old  Meredith 
tradition  of  service,  too!  A  tradition  which  extends  to  serving  Meredith 

advertisers,  genuinely  trying  to  help  them  get  maximum  value 
from  their  advertising  dollars. 

When  you  see  these  call  letters:  Tr's  "A  Meredith  Station." 

WHENTV^„,¥0W-W0¥TV 
Omalia,  .\cbr. 

KPH(L  KPHOTY ,.. hoenix,  Ariz 
WHEN-TV.   KPHO  &   KPHO-TV  represented   by  The   Katz   Agency-     •     WOW   represented  by  John   Blair  &  O 

WOW-TV     represented     bv     Blair  TV.     Inc. 
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3.  What's  the  cost-per-lT000  homes  of  network  TV  programs  by  types? 
SOURCE:  A.  C.  Nielsen  Co. 

Evening  once-a-week  halt-hour  show  comparisons  (two  weeks  ending  7  February  1953) 
HALF    HOUR     I'KOI.HAMN 

TALENT  VARIETY       ■  I    $4.84  (42.5  RATING) 

QUIZ  &  AUD.   PART. 

GENERAL    VARIETY 

SITUATION    COMEDY 

MYSTERY    DRAMA 

$7.25  (25.4  RATING) 

$7.62  (36.5  RATING) 

$7.71   (35.3  RATING) 

$8.09  (25.6  RATING) 

GENERAL    DRAMA $10.01    (26.7  RATING) 

OTHER    MUSIC $10.74  (19.9  RATING) 

INTERVIEW $12.04  (20.7  RATING) 

VARIETY    MUSIC $13.83   (22.2  RATING) 

QUARTER-HR.    SHOWS $7.48  (16.9  RATING) 

ONE-HOUR    SHOWS $9.38  (43.6  RATING) 

ll!llllllllll!!lllllll!!llllllllllllllllll(lllll!!llllllllllllllll!lllllllll!lll!lllllllliy 

4.  What's  the  prediction  for  future  network  TV  cost-per-1,000  homes  circulation? 
SOURCE:  CBS  TV  Research  Department 

CBS,  inc.  President  Frank  Stanton  recently  stated  to  the    \\  \ 

"In  the  100  largest  television  markets  in  1955 
— markets  which  will  account  tor  81%  of  the 

total  U.S.  families  and  82%  of  the  total  re- 

tail   sales   of  the    U.S. — the    higher   circulation 

cost  of  the  new  television  markets  will  be 

offset  by  the  further  circulation  expansion  in 

the  older,  low-cost  pre-freeie  68  markets." 
(Hot     Springs,     Va.     meeting      March      1953) 

1952:       Cross  circulation  cost-per-1,000  homes — $1.59 

21,000,000    TV    HOMES    IN    68    MARKETS    AT 

GROSS    COST-PER-1,000    OF    $1.59 

1955:       Cross  circulation  cost-per-1,000  homes — still  $1.59 

21,000,000    TV    HOMES    IN     68     MARKETS    AT 

GROSS    COST-PER-1,000    OF    $1.59 

5,000,000   NEW  TV    HOMES   IN 

ORIGINAL  68   @   79'/2tf 

5,000,000  TV  SETS  IN   32   POST-1952   | 

MARKETS  @  $2.38'/2 

TV    BASICS    voge  8 



According  to  FCC  curies,  WAVE-TV 
now  effectively  reaches  85.5%  more 
square  miles  than  previously  .  .  . 

54*6%  more  people  .  .  .  5/.sf'f 
.more  Effective  Buying  Income — , 
gives  you  jar  greater  coveragi  than 

any    other    TV   station   in    this    area.' 

u 

HEIGHT 
COUNTS  MOST! 

WAVE-TV's  Far  Higher  Tower 
Increases  Area   Coverage 

By   85.5%! 

SeecHy  *)&  ̂ eUevinyf " 
WAVE-TV  is  now  operating  from  a  new 
600-foot  tower,  located  on  top  a  985-foot  hill, 

giving  an  over-all  height  of  1585  feet  above 
sea  level. 

Tower  height  is  of  course  jar  more  Important 

than  any  other  factor,  in  "reaching  out"  to 
fringe  TV  areas.  Next  most  important  — 
WAVE -TV  is  now  telecasting  on  Channel  3 

(instead  of  Channel  5).  and  with  100,000  watts 
of  radiated  power,  instead  of  24,000. 

100,000  watts  at  our  new  tower 

height  and  lower  channel  is  equiva- 
lent to  600,000  watts  from  our  old 

downtown    tower,    on    Channel    5! 

Check  these  engineering  facts  against  actuaJ 

viewing  results.  Ask  your  distributors,  dealers 

or  salesmen  about  WAVE-TV  coverage,  and 

about  the  great  WAVE-TV  television  market. 

It's  actually  far  greater  than  the  Louisville 
Trading  Area  itself! 

LOUISVILLE'S 

WAVE-TV 
FIRST   IN  KENTUCKY 

Affiliated  with   NBC,  ABC,   DUMONT 

Free    &    Peters,    Inc..    Exdasrre    National    Represent.!' 

13  JULY  1953 
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5.  What  are  some  typical  talent-production  costs  for  network  TV  shows? 

SOURCE:    Network  TV  Comparagraph   which   appears  in   alternate   issues  of  SPONSOR 

UYSTERY-CRIME-DRAMA 

THE  WEB    511,000 

ROCKY  KING    $6,500 

PLAINCLOTHESMAN    $6,500 

CRIME  SYNDICATED    $16,230 

EYE  WITNESS    $9,500 

SUSPENSE    $13,500 

DANGER    $10,000 

MAN  AGAINST  CRIME  (film)   $28,000 

RACKET  SQUAD    $10,000 

T-MEN  IN  ACTION    $14,000 

DRAGNET  (film)   $21,000 

DOORWAY  TO  DANGER    $8,500 

SITl'ATiOJV  COMEDY 

I  LOVE  LUCY  (film)   $27,500 

MR,  PEEPERS   $18,000 

BURNS  &  ALLEN  (film)   $30,000 

BEULAH(film)   $17,000 

I  MARRIED  JOAN  (film)   $29,000 

MY  LITTLE  MARGIE  (film)   $27,000 

MAMA    $20,000 

MY  FRIEND  IRMA   $24,000 

OUR  MISS  BROOKS  (film)   $30,000 

THE  GOLDBERGS   $18,500 

GENERAL  DRAMA 

GOODYEAR  PLAYHOUSE)  t9R  nnn 

PHILC0  PLAYHOUSE     ) 
 *zo'uuu 

ROBERT  MONTGOMERY    $30,000 

FIRESIDE  THEATRE  (film)   $20,000 

KRAFT  THEATRE   $20,000 

FORD  THEATRE    $20,000 

TALES  OF  TOMORROW   $12,500 

SCHLITZ  PLAYHOUSE  (film)   $23,500 

YOU  ARE  THERE   $20,300 
fAlI  flKures  refer  to  weekly  costs  even  when  show  is  on  more  than  onre  a  week. 

1IPIEVCE  PARTIC.  &  PADiEL 

WHAT'S  MY  LINE?       $8,500 
WHAT'S  YOUR  BID?    $3,500 
MEET  THE  PRESS    $3,500 
WHO  SAID  THAT?    $3,000 
BUND  DATE   $11,000 
BREAK  THE  BANK   $12,500 
TWO  FOR  THE  MONEY   $10,000 
STRIKE  IT  RICH     $8,500 
CHANCE  OF  A  LIFETIME    $6,500 
QUICK  AS  A  FLASH    $8,000 
TWENTY  QUESTIONS    $7,000 

YARIETY -COMEDY 

SAT.  NIGHT  REVUE  (per  30  min.)   $11,765 
TOAST  OF  THE  TOWN   $30,000 

GODFREY'S  FRIENDS   $45,000 
JACKIE  GLEAS0N  (fotal  hour)    $65,000 

GEORGE  JESSEL'S  BANQUET  TABLE   $1 5,000 
DANNY  THOMAS  (film)  (total)   $40,000 

SERIAL  DRAMA 

LOVE  OF  LIFE    $6,000 

SEARCH  FOR  TOMORROW    $6,500 

GUIDING  LIGHT   $10,000 

HAWKINS  FALLS    $9,500 

BENNETT  STORY    $8,500 

JLVE-VILE  SHOWS 

DING  DONG  SCHOOL  (per  30  min.)         $985 

HOWDY  DOODY  (per  15  min.)     $1,550 

SPACE  PATROL    $4,500 

SKY  KING  (film)   $22,000 

WOTE:  Prices  for  many  film  shous  ('"''Fireside 
Theatre,"  "Lucy,"  ""Brooks."  etc.)  are  not 
actual  cost  of  production,  but  are  gross  client 
costs.  Difference  is  made  up  by  producer  in  re- 

run revenue.  Price  shown  here  may  be  only 

50-70%  of  real  total.     Rest  is  amortized. 

REPRES'TS  OF  TV  RASICS  ari»  available  on  request.    .Special  price  for  quantity  orders 

TV    BASICS      page  9 



Your  product  is  as  popular 

as  the  television  station  you  use! 

In  Los  Angeles  one  station  |ust  won  the 
TELEVIEWS  POPULARITY  AWARD 

for  the  SIXTH  STRAIGHT  YEAR  .  .  . 

and  its  programs  and  personalities  won  8 

popularity  awards  against  13  for  all  6  other 

network  and  independent  television  stations 

IT  SELLS  TO  BE  POPULAR 

Year  after  year 
ifs  KTLA 

<****, 

13  JULY  1953 

KTLA  Studios  •  5451  Marathon  St.,  Los  Angeles  38  •  HOIIywood  9-6363 

Eastern  Offices  •  1501  Broadway,  New  York  18  •  BRyant  9-8700 

PAUl     H.    RAYMER    COMPANY    •    NATIONAL     REPRESENTATIVE 
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1.  How  much  money  (gross)  has  been  invested  in  net  TV  f49-'53)? 
SOURCE:    Publishers    Information   Bureau 

NETWORK 1948 
1949 1 950 1951 1952 

I953 

First  5   Months 

^^      P.I.B. 

^  i.
       Report

 

$1,391,991 $6,628,662 $18,585,911 $18,353,003 $8,268,952 

$3,446,893 $13,011,831 $42,470,844 $69,058,548 $36,806,449 

$955,525 (No  report) $7,761,506 $10,140,656 $4,584,218 

% 
$6,500,104 $21,185,692 $59,171,452 $83,242,573 $37,871,123 

YEARLY  TOTALS 

WW/     $12,294,513 

WO]      $40,826,185 

Wjj    $127,989,713 

195?]     $180,794,780 

.■■,..'.     a        .,....'::  ..    Ililllilllliiliiii   liillilllllillllillllllllllllllllliiliiillilllllllllii 

2.  How  much  money  have  advertisers  spent  for  spot  TV  time  (49-53)? 

SOURCES:    Federal    Communications    Commission;    SPONSOR    estimates 

125 

100 

75 

50 

25 

<^-V     ̂  
1949—57,775,013 

1950— $25,034,000  1951— $59,733,000  1952— $96, 750,000"  1953— $125,000,000" 

Dollar   figures   show   national    spot    revenues   of  stations   AFTER  trade   discounts  of   fre-  "SPONSOK  estimate  based  on  preliminary  data  of  FCC  for  19H2  released 
queues   and  dollar  volume;    BEFORE  commissions  to  reps,  agencies,    brokers  bSPONSOB   estimate  based   on   television    industry   and   rep   forecasts. 

125 

100 

75 

50 

25 

sprinc    1953. 
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Here's  how 

the  coverage  areas  of 

Atlanta  TV  stations 

compare 

+  In  population     +  In  Effective  Buying  Income 

Based  on  the  first  Nielsen  Coverage  Service  Report 

Advertisers  on  WSB-TV  gel  a  crack  at 

l'l'' ,  more  people  than  can  be  reached  on  Atlanta's 

second  station.  You  cover  !:;■,   more  with  WSB-TV 
than  with  the  third  station  The  ten  extra, 

or  "bonus",  counties  WSB-TV  delivers  have  an 

Effective  Buying  Income  comparable  to 

thai  of  cities  like  Providence,  Rhode  Island, 

and  Des  Moines,  Iowa.  Ask  a  Petry  man 

tn  tell  you  more  aboul  this  first  Nielsen 

Coverage  report— it's  dynamite. 

WSB-TV 
2,129,000  people 
$2,198,377,000 

Station  A 

1,741,500  people 

$1,826,733,000 

Station  B 
1 ,489,200  people 

$1,646,705,000 

Affiliated  with  The  Atlanta  Journal  and  The  Atlanta  Constitution 

W$ l-tv 
.  atts  nn 

lou  channel  2  from 

a  1062ft    ton  ■  I 

13  JULY   1953 
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$1    million  for  SPONSOR? 

V 1 1    account   executive   told    us   the 

other  day  that  his  agency  won  a  mil- 
lion-dollar account  he*  ause  of  one  issue 

of  SPONSOR. 
This  seventh  annual  Fall  Facts  issue 

is  designed  to  help  you  get  a  million 

dollars'  worth  of  hetter  air  advertising 
this  fall  and  winter. 

If  it  doesn't,  then  the  whole  SPONSOR 
editorial  staff  has  been  wasting  its  time 

for  the  past  month  or  two.  For  here's 
what  this  issue  does  for  you: 

1.  Gives  you  a  quick,  yet  thorough 

summary  of  trends  from  the  six  sec- 

tions into  which  this  year's  Fall  Facts 
issue  is  divided.  I  See  "What  are  the 

hot  radio  and  TV  trends  this  fall?"' 
page  31.) 

2.  Analyzes  the  fall  netuork  radio 

outlook.  You'll  learn  the  latest  on  net- 
work audiences,  out-of-home  listening, 

multi-set  listening,  "tandem"  plans, 

merchandising,  and  flexibility  in  "Net- 
work radio  report"  starting  page  67. 

3.  Tells   you   all   about   spot    radio 

from  avails!  ilities,  rate  outlook,  Negro 

radio.  FM,  Storecasting,  Transit  Ra- 
dio, transcriptions,  and  library  services 

to  foreign-language  broadcasting.  See 

"Spot  radio  report"'  starting  page  101. 
4.  Illustrates  the  latest  in  radio  re- 

search in  "Radio  Basics  starting  page 
L57. 

.").  Gives  \  ou  a  detailed  network  Tl 
report  starting  page  173.  This  covers 
one-station  markets,  network  lineups, 

UHF,  costs,  programs,  and  audiences, 
merchandising,  color,  and  what  unions 
are  doing. 

6.  Tells  \ou  where  you'll  find  spot 
Tl  openings  and  covers  new  TV  sta- 

tions, spot  TV  rates,  commercial  costs, 

and  10-second  I.D.'s  in  "Spot  TV  re- 
port" starting  page  191. 

7.  Charts  the  newesl  Tl  research 

data  as  to  TV's  size,  growth,  costs,  and 

many  other  factors  in  "TV  Basics,'' 
starting  page  219. 

8.  Lists  8  pages  of  data  on  TV  sta- 
tions in  225  metropolitan  county  mar- 

kets, prepared  for  SPONSOR  by  Sulli- 
\an.  Stauffer.  Colwell  &  Bayles.  Tables 

give  the  number  of  households,  total 
channels  before  and  after  the  freeze, 

number  of  CP's  issued,  and  other  vital 
information.    Starts  page  203. 
One  unstated  conclusion  emerges 

from  this  tremendous  collection  of  im- 

portant data  on  the  air  media  that 
should  be  evident  to  every  sponsor  and 

agency  man  long  before  he's  fini?hed 
reading  this  year's  Fall  Facts  issue. And  that  is: 

There  will  be  more  activity  in  radio 
and  TV  this  fall  than  in  all  the  other 

media  put  together. 
The  reason  is  obvious. 

So  use  the  Fall  Facts  issue  in  plan- 

ning   vour    fall    and    winter    air   cam- 

paign.-.   It  was  researched  and  written 
to  save  you   money. 

*        *        * 

Sequel  to  LIFE 
The  rac)  debate  between  two  top 

agenc)  men  in  this  issue  will  bring  you 

up  to  date  on  Life's  provocatiye  \ 
Stud)   of  Four  Media'"  I  see  page  36). 

We've  been  criticized  by  some  peo- 
ple on  two  points  for  our  Life  stor\ 

in  the  29  June  issue: 

1.  We  didn't  ask  any  advertisers 
for  their  opinion  but  instead  yvent  to 
24  researchers,  10  of  whom  were  air 

media  people.  Our  answer:  We  are 

polling  a  number  of  representative  ad- 
vertisers and  will  publish  the  results  as 

soon  as  possible.  We  went  to  all  the 
network  research  directors  in  New 

York  in  order  to  be  fair.  After  all,  it 
ivas  network  radio  and  T\  which  were 

pinned  to  the  wall  by  Life. 
2.  We  ve  also  been  criticized  for 

not  giving  Life  and  researcher  Alfred 
Politz  a  chance  to  make  a  rebuttal. 

Our  answer:  We  have  done  so.  Life 
Publisher  Andrew  Heiskells  statement 

appears  on  page  38.  There  may  be  a 
point-by-point  rebuttal  later  when  Life 
Research  Director  Ed  Miller  gets  over 

his  illness  which  hospitalized  him.  Re- 
searcher Politz  does  not  want  to  make 

a  statement  now. 
We  have  two  comments  to  make  on 

the  study's  repercussions  to  date:  (1) 
Whv  are  the  air  media  always  expected 

to  sit  back  and  take  these  beatings 

without  a  protest?  i2i  The  Life  study 
should  be  validated  by  some  media 
evaluation  board.  If  it  is.  SPONSOR 

wants  to  go  on  record  in  advance  with 
a  cautionary  note:  Don  t  load  the 

board  with  print  media  men! 

Applause 

"It's  time  for  everybody" 

When  a  network  spends  a  goodly- 
number  of  thousands  of  dollars  on  a 

film  that  promotes  the  medium  first 

and  the  network  second,  that's  news. 
CBS  Radio  has  done  this.  The  film: 

"It's  Time  for  Everybody,"  a  16-min- 
ute  color  job  that  came  out  of  the 

Sales  Promotion  and  Advertising  Dept. 

headed  by  George  Bristol  with  Louis 
Dorfsman  as  art  director. 

Here    are    some    of    the    interesting 

facts  sponsors  are  culling  from  the  film 
now  being  shown  in  various  parts  of 
the  country : 

•  The  U.S.  has  become  a  virtual 

one-class  —  a  middle-class  —  country. 

Everybody  buys.  And  "everybody" 
consists  of  some  159  million  people 
with  $300.2  billion  income. 

•  Radio  reaches  these  people  in  105 

million  places  I  actually  it's  110  mil- 
lion, figures  just  out  show).  Some  of 

these   places  include  the  folloyving: 

ill    20  million  bedrooms. 

(2)    14  million  kitchens. 
I  3  l  25  million  cars. 

(4)   10  million  public  places. 
I  5  I  31  2  million  dining  rooms. 

(6)   27  million  living  rooms. 

•  Yet  only  161->r;  of  all  ad  money 
spent  on  the  four  major  media  goes 
for  radio. 

Rightlv.  the  film  concludes:  "Radio 
takes  vour  advertising  to  everyone — 
to  all  your  potential  customers  .  .  . 

It's  time  for  everybody!" 
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The  parade  of  KMBC-KFRM 
personalities  moving  into  the 

top  ten  most  popular  daytime 
shows  in  Kansas  City  gets  longer 

with  each  new  Pulse  Survey. 

The  first  Kansas  City  Pulse, 

(November-December   1  952)  re- 
vealed that  KMBC  News  Director 

John  Farmer,  Farm  Director 
Phil  Evans  and  the  Dinner  Bell 

Roundup  Gang  rated  in  the 
"top  ten."    January-February 
Pulse  added  Marketcaster   Bob 

Riley,  and  according  to  the 

March-April  Pulse,  KMBC's  Sigma 
Delta  Chi  award-winning 
newsman,  Bill  Griffith,  joined 

the  parade. 

But,  there's  another  parade  to 

The    KMBC-KFRM  Team.     It's   the 
parade  of  wise  advertisers  who 
know  the  complete  story  of 

KMBC-KFRM  superiority  in  the 
vast  Kansas  City  Primary  Trade 

Area.    Write,  wire  or  phone  your 
nearest  Free  &  Peters  colonel  or 

The  KMBC-KFRM  Team,  Kansas 

City,  today.    Join  the  parade 
of  advertisers  who  are  selling 

their  products  to  the  people  who 
hear  about  them  on  the  radio 

station  they  listen  to  most      .  . 

CBS  RADIO  FOR  THE  HEART  OF  AMERICA 



IN  OUT-OF-HOME  AUDIENCE!  | 

24.4% 

13.7% 

Latest  Pulse  survey  shows  WWDC  by  far  the  leading  Washington  Station  in 

out-of-home  audience.  WWDC  had  24.4%  of  this  big  audience — 6  A.M.  to 

12  midnight  for  the  entire  week.  The  second  place  station  had  only  13.7%. 

This  survey  was  made  during  the  month  of  February,  1953,  when  there 

were  no  baseball  or  other  continuous  special  broadcasts  on  the  air.  It  covered 

the  people  who  listen  to  radio  in  their  automobiles,  offices,  business 

establishments,  and  recreation  spots. 

And  this  audience  is  BIG!  Latest  U.  S.  Government  figures  show 

that  there  are  244,067  automobiles  in  the  Washington 

area  equipped  with  radios. 

And  this  audience  is  a  FREE  BONUS  for  advertisers! 

Get  this  big  PLUS  from  WWDC  in  the 

always-rich  Washington  market! 

14.7% 

WWDC 

4.0% 

1.7% 
1.4% 

■9% 

K 
MISC. 

IN  WASHINGTON,  D.C.,  IT'S 

REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  COMPANY 
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magazine  lot  RatliJand  TV  advertisers 

DON'T  STOP 
SHORT 

OF  YOUR 

GOAL 

s>e      10-50     I  2479 
WM     S     HEDGE S 
NBC 

33  ROCKEFELLER  P  L  A  Z  A 
N[«  YORK  2  0  N  Y 

K    1  f 

GET  OVER  THE  TOP  IN   ERIE/  PA., 
the    profitable    sales    aad    test    market 

0 
W&*- 

by  using WICUtv 
CHANNEL    12 

JP 
In   Retoil   Solei    per    fom>ly    Ene   is 

29rh  in  the  notion 

EDWARD    LAMS    ENTERPRISES 

ERIE.    PA  —  WICU-TV 

HeodltOeed  Co 

ERIE.   PA— WIKK    AM 
H-l  Co 

ERIE.   PA. -THE   ERIE   DISPATCH 

Reynold*. Fif^gco/d.  I  c 

MASSIUON.    OHIO-WMAC-TV 

Now  under  Construction 

TOLEDO.   OHIO-WTOD   AM 

Heod/v  Reed  Co 

CRLANDO.    FLA  -vVHOO    AM-FM 

Avery-Knodel.     'nc 

w  m  m  es,  sir,  if  sales  start  to  lag  in  Pennsyl- 

^^vania's  Third  City,  just  try  WICU-TV 

and  watch  how  fast  you  reach  your  goal.  It's 
heen  done  time  and  time  again.  There  are  sales 

success  stories  galore.  4  Networks,  4  Years  of 

Telecasting,  and  4  great  Expansion  Programs — 

and  that  means  more  sales  4  you,  too,  on 

this  great  VHF  station. 

THE   ERIE   DISPATCH 

RADIO    STATION    WIKK 

TELEVISION   STATION   WICU-TV 

NEWSPAPEP 

^ miA^ 

27  JULY  1953 

Oc  per  copy  •  $8  per  year 

R 
RATE  CUTTING: 

HOW  PREVALEN 

page  33 

Bache  gets  more  leads 
for  every  ad  dollar 
through  radio 

page  36 

pHtJSd  inc. 

report  on  radio 
and  TV  in  Canada d 



WHB  in  Kansas  City 
Swings  to 

I 
I 

Sharing  Time  with  KMBC 

on  CHANNEL  9 
VVT1TH  a  jointly-owned  transmit)  .  using  maximum   allowable 
^*    316  kw  visual,  158  kw   atu                  with  .1  thousand- toot  !■  ismit 

from  a  height  above  averag<  <  t  .  .  .  .  with  the  lull  scl 

Columbia  Network  TV  programming  ....  plus  WHB's  and  KM  iding 
AM  Radio  personalities,  in  bright,  ni  produced  local    I  \    shows  — 

Channel  9  in  k..  'hing  to  see  anil 
on  every  Television  adt  >                iiaiion.il  hedule! 

Interim  operation  beginnin:  from  a  transmitter  and  m 

[issouri's  tallest  office  bui  I  of  the 
in  the  Kansas  City  market — including  tl  politan  trad 
Leavenworth  and  Wyandotte  counties  in  k.msas;  and   )  Platte 
counties  in  Missouri. 

In  Kansas  City,  plan  u>  use  <  hannel  >ur  future  TV  schedu 
WHB-TV  NATIONALLY  REl'  I  ED  BY  BLAIR  I  I  .  / 

* 

aivsas(  < 

eld  <Z4  cUtlACUfA, 
WHB 

if   Kansas  City's  Mutual  Network  outlet 
years. 

if  Exclusive  play-by-play  broadcasts,  at  hoi 
Larry    Ray,   of   the    Kansa 

(New  York  Yankee's  No.    1    farm   i 
4  years. 

if    "Night  Club  of  the  Air"  since  1951— 

if  "Club  7r0"  (  mid-afternoon  d.j.  show  featurn 
Twenty"  records )   since  1952 — 2  yea 

if   Sandra  Lea   (women's  program)  sin 

*    NX'HB  Newsbureau  and  Associated  Pre^ 
1936   (John  Cameron  Swayze  was  our  fii 
— 17  years. 

if   "WHB  Musical  Clock"  since   1931 — 22  years. 

if   "WHB  Neighborin     lime"  (form, 
the    "Farmers'    Hour    I    since    1922 — 
31   years. 

if  Represented  nationally  for  Spot  Radio 
by  John  Blair  &  Compam  since  1948 
—6  years. 

MUTUAL  NETWORK  •  710  KILOCTCLES  •  3,000  WATTS 

Willi  Radio — the  AM  n  with  K h  "the  n 

\\  III 

WHB   •   KANSAS  CITY'S OLDEST   CALL    LETTERS 

10,000  WATTS  IN  KANS4 
DON    DAVIS 

JOHN   T.  SCHIIUNO        _ 

rlcvi 



NBC  execs   NBC  executives  are  being  trained  to  operate  TV  cameras  and  controls 

wield  cameras   as  well  as  radio  equipment.   Three-hour  course  gives  execs  chance  to 

wield  cameras  on  closed  circuit,  is  designed  as  over-all  orientation. 
Aside  from  aiding  understanding  of  how  operation  fits  together,  move 

is  probably  emergency  measure  in  case  of  strikes,  other  work  inter- 

ruption. 

-SR- 

Rarc-curring   Bargain-basement  era  in  spot  radio  may  be  drawing  to  end.   SPONSOR 
is  on  decline   survey  of  timebuyers,  rep  firm  executives,  other  admen  left  impres- 

sion fewer  clients  were  getting,  or  seeking,  off-rate-card  deals. 
Reasons:  Rate  cards  have  been  getting  strenuous  going  over  and  what 

used  to  be  informal  has  been  put  down  in  print  ;  resistance  to  deals 
has  stiffened  at  urging  of  industry  associations,  reps,  station 

operators.   (See  story,  page  33.) 

-SR- 

Cen.  Mills   Most  in  news  this  spring  when  requests  for  special  rates  came  fastest 

rate  policy   was  General  Mills.   L.  H.  Crites,  director  of  radio-TV  for  company, 

told  SPONSOR  asking  station  to  create  special  rate  wasn't  rate  goug- 

ing.  nI  certainly  don't  approve  of  the  practice  of  offering  several 

different  prices  to  several  different  clients  or  agencies,"  he  said. 
Rebuttal  to  Crites  was  particularly  sharp  from  several  reps  who  con- 

tended General  Mills  had  dangled  more  money  than  it  actually  spent  to 
stations  as  inducement  to  lower  rates. 

-SR- 

Potentially  big  air  spenders  are  low-calorie  soft  drink  firms. 

Kirsch's  Beverages,  Brooklyn  bottler,  introduced  No-Cal  line  last 
year,  is  using  heavy  radio  and  TV  announcement  and  participation 
schedule  in  New  York,  New  Jersey,  and  Washington,  D.  C.  in  effort  to 

hit  2, 000, 000-case  mark  this  year.   Cott  Beverage  Co.  of  New  Haven  is 

devoting  40"  of  budget  to  air  media  in  New  York,  New  Jersey,  and  Con- 
necticut for  no-sugar  line.   Grey  is  Kirsch  agency;  John  Dowd,  Cott. 

-SR- 

Vitapix  still   Look  for  announcement  soon  about  acquisition  of  new  film  properties 

on  upswing   by  Vitapix  Corp.   Station-owned  syndicator  now  has  Western  movie  pack- 
age in  43  markets,  is  near  signing  for  additional  product.   With  32 

station  stockholders,  Vitapix  is  approaching  its  target  of  45  (no 
more  than  one  member  to  a  market)  ;  is  financed  at  roughly  51  million. 

Sugarless  drinks 

open  air  barrage 

SPO\SOR   in  lieu-  offices 

Remember  to  change  directories:  SPONSOR  editorial,  advertising,  and  circula- 
tion headquarters  are  now  located  at  Madison  &  49  St.  (40  E.  49  St.),  New 

York  17,  in  heart  of  advertising  district.   Rapid  expansion  of  SPONSOR  per- 
sonnel and  services  made  move  to  larger  quarters  necessary.   Phone  number  re- 

mains MUrray  Hill  8-2772.   Other  offices:  Chicago,  Los  Angeles. 

SPONSOR     Voluii      :     \  Published     biwvekb  SPONSOR    P  El        v  i       Ba 
latinn  Ofnies   10  K     19th   St..  N        i      -    IJ      %$  a  year  in  D.    5      $9  elsewhere.    Bntei  i  elan  milter  29  January  19)9  at  Baltimore.  Md.  poslorflre  un.1^      \ 
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CMAC  new  spot 

radio  sponsor 

Affiliates  urged 
NBC  split 

No  color  rev- 
olution: CE 

Study  spurs 
UHF  formulae 

For  the  first  time  General  Motors  Acceptance  Corp.,  car-financing 
subsidiary  of  automotive  firm,  is  sponsoring  spot  radio  campaign  to 

sell  pay-as-you-go  financing.   Drive  began  week  before  Memorial  Day 
weekend,  consists  of  announcements  Friday  through  Monday  morning 

over  WNEW,  New  York,  WIP,  Philadelphia.   Announcements  range  in  length 

from  2  to  5  minutes,  include  reports  on  traffic  conditions,  places 
to  go,  safety  hints.   Schedule  calls  for  about  60  per  week  on  WNEW, 

50  on  WIP  for  10-week  run.   GMAC  plans  repeat  performance  next  spring. 
-SR- 

"Maybe  now  the  affiliates  will  quit  needling  us  so  we  can  get  back  to 
work,"  is  how  one  NBC  executive  greeted  news  of  split  between  radio 
and  TV.   Affiliates  rode  network  hard,  arguing  it  took  separate  sales 

and  programing  teams  to  give  radio  fair  share  of  attention.   Reaction 

from  them  is  expected  to  be  enthusiastic  especially  since  team  of 

William  H.  Fineshriber  and  Ted  Cott  enjoys  high  repute  with  station 

operators.   Fineshriber  heads  up  radio  network  with  Cott  as  operating 
chief. 

-SR- 

General  Electric  booklet  to  its  distributors,  dealers  predicts  color 

TV  will  be  factor  in  merchandising  of  sets  by  fall  1954.   But  at  same 

time  GE  says  color  won't  bulk  big  for  some  years.   Here  are  points  GE 
made  to  allay  fears  black-and-white  sales  will  be  hurt,  same  advice 
being  applicable  to  clients  pondering  effects  of  color  TV:  (1)  Color 
TV  will  come  as  evolution,  not  revolution;  (2)  Color  will  prove  to  be 

a  supplementary  service  and  will  not  quickly  or  perhaps  ever  com- 

pletely replace  black-and-white;  (3)  Black-and-white  receiver  will 
continue  to  be  backbone  of  TV  sales  for  at  least  5  years. 

-SR- 

Now  that  American  Research  Bureau  has  released  second  study  on  UHF 

saturation,  agency  and  network  subscribers  have  been  busy  working 

out  formulae  for  projecting  growth  of  UHF  sets.   Basic  method  is  to 
analyze  stations  on  basis  of  4  factors:  (1)  amount  of  VHF  competition; 

(2)  distance  of  VHF  stations;  (3)  length  of  time  stations  have  been 
on  air;  (4)local  programing  picture. 

Veir  national  spot  ratlin  and  TV  business 

SFONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,  start,  duration 

Anahist    Co.. 
Yonkers     NY 

Arthur  Guinness  Son 

0  Co..  Lone.  Is- 
land City.   NY 

Robert  Hall  Clothes NY 

Hotpoint.   Chi 

Standard    Brands, 
NY 

Standard    Brands. 

NY Sweet  Candy  Co., 
Salt    Lake    City 

Wheatena   Corp. 
Rahw.n     N| 

Super-Anahist 

Burke's    Superior Ale 

New  salesrooms 

Appliances 

Dlue    Bonnet 
margarine 

Royal    Desserts Candy 

Wheatena   cereal 

Ted   Bates.    NY 

Compton.   NY 

Frank    B.   Sawdon. 
NY 

Maxon     NY 

Ted    Bates.    NY 

Ted    Bates     NY 

Gillham  Adv    Salt Lake  City 

Brisacher- Wheeler. 
NY 

130  radio   rrkt;    'sup- 
plementing  TV 

coverage' Northeast:  Maine.  Rhode 
Island.   Conn 

Seven    cities:    York.    Lan- 
caster.    Harrisburg.     all 

Pa.;   Kansas  City.   Mo.: 
Kansas    City.    Kan; 
Baltimore:    Brockton Mass 

Six  TV  stations:  WTM|. 
Milw:  WKY-TV.  Okla 

City;  WSPD-TV,  Tole- 
do; KSD-TV,  St  Louis: 

WBEN,  Buffalo;  WHAS- 
TV,   Louisville 

50    mkts.     mon-'Howdy 

Doodv    ' 65  mkts.      non-  "Howdy 

Doody" ' 

39    radio    stations.    Intc- 
mountain    Net:   9    Mid- 

west   &    mountain 

states 
Approx    100  mkts. 

scattered 

Radio'    1-min    daytime    anncts:    start    Sep: 
26    wks 

Radio   Cr    TV   annct    campaign:    start    Aug 

Radio  &  TV:   1-min.  20-sec.  30-sec  anncts: 
start    in    fall:    continuing   campaigns    to    pro- 

mote  new   outlets 

TV:  '2  hr  film  show,  Hollywood  Half  Hour;' start  various  dates  in  July:  run  5  alt  wks 
each   city,   thru  Sep 

Radio:    1-min    daytime    anncts:    start    Sep. 
15  wks 

Radio:    1-min    daytime    anncts;    start    Sep: 
15  wks 

Radio:    total    of   6.074   e.t.    anncts:    start    early 

Sep 

Radio:    5-.     10-,     15-min    newscasts,     mostly 
morning;   start   Sep;   26  wks 

: 

SPONSOR 



More  advertisers  than  ever 

before  are  buying  morning 

radio  time.  For  them,  we'd 
ike  to  add  a  couple  more 
"mores!' 

•San  Francisco  Pulse, 

May-June  1953 

In©  Koffee  Klub  has  tin- 
highest  average  rating  of  an\ 

San  Francisco-Oakland  independent 
in  the  Ifondaj  through  Friday, 

6:(K)  to  <):<)<>  a.  m.  period. 

George  Ruge's  "Koffee  Klub;' 6:00  to  9:00  a.m.,  Monday 

through  Friday,  has  more 

steners  than  any  morning 

program  on  any  Bay  Area 

ndependent  station.* 

George  Ruge's  "Koffee  Klub" has  more  San  Francisco  spon- 
sors than  any  San  Francisco 

station.  Sustained  sales  re- 

sponse is  the  reason. 

It  follows,  therefore,  that  in 

San  Francisco  these  "more" 
advertisers  get  more  listen- 

ers per  advertising  dollar  and 
more  sales  per  advertising 

message  on  KYA's  George 

Ruge  "Koffee  Klub:' 
If  you're  interested  please 

hurry...  the  "Koffee  Klub" is  a  very,  very  popular  place. 

tJu. 

^>r  yrasci&c:o 

27  JULY  1953 



the  magazine  Radio  and  TV advertisers  use 

ARTICLES 

is  era  of  spot  radio  rate  dettls  coming  to  an  end? 

Under-the-counter  deals  are  on  the  downgrade,  most  buyers  and  sellers  'feel. 

Realistic  rate  cards  and  recognition  of  the  evils  of  chiseling  have  helped  broad- 
casting   industry    clean    its    own    house 

Bache  gets  more  leads-perS  on  radio 
Brokerage  house  puts  hefty  share  of  ad  budget  into  radio,  finds  that  careful 

selection  of  programs  enables  it  to  get  sales  prospects  at  less  cost  than  news- 
paper  ads   which   tend   to   get   buried    among   competing    ads 

Betatre  of  these  medio  research  pitfalls! 

Part  7  of  SPONSOR'S  All-Media  Study.  It's  awful  easy  to  read  into  a  research 
study  what  you  want  to  find  there.  Ten  tips  on  what  to  consider  when  evaluating 

a   study,    gathered   from   interviews   with    158    media    experts   around    the    country 

Moving  Bay  on  Matlison  Avenue 

Keeping  a  directory  up-to-date  these  days  is  a  tough  operation.  Agencies, 
reps,  and  others  in  the  industry  have  been  bursting  their  seams,  moving  to  larger, 

more    modern    quarters.     SPONSOR    pinpoints    a    few    examples 

IV  fit/    IfiM'riooii    }1  a  chine  uses  TV 
Use  of  prestige  programing  aims  to  make  AMF  trademark  as  well  known  and 

respected  as  GE,  USS,  and  Westinghouse.  But  "Omnibus''  program  has  also  dem- 
onstrated its  ability  to  sell  consumer  items  such  as  home  woodworking  equipment 

lVftcif  \BC  brand-switching  study  reveals 

How  you  can  use  NBC  TV's  brand-switching  study.  New  NBC  study  finds  corre- 

lation between  viewing  TV  programs  and  purchase  of  sponsor's  product.  This 
article  analyzes  use  agencies,  clients  can  make  of  study.  It  also  contains  ques- 

tions from  admen   on   research   approach   with   answers  from   NBC 
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Caimdian  radio  and  TV  section 

SPONSOR'S   annual    round-up   of  data    on    air   media    and    their   uses    in    Canada.         -.   .      - 

Will  contain  market  data,  coverage  figures,  tips  on  selling,  info  on   current  users  -***"• 

\ightt ime  radio  analysis 
SPONSOR   is   gathering   research   facts   on    nighttime.    Al!   the    pros   and    cons   on 

buying   nighttime   radio   will    be   summarized   to   aid    buying   decisions. 
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KWKH  delivers  over 

hree  times  as  many  homes 

as  Shreveport's 
second  station! 

J's  easy  to  pick  the  Shreveport  radio  winner     it's 
KVkH,  by  more  than  three-to-one! 

\s,  KWKH  delivers  302.9'  '<    as  many  Average  Daily 
tsteners  as  Shreveport's  second  station — yet  costs 
cly  60.0'  i    more  money! 

"hese  audience  figures  are  from  the  new  Standard 
Nation  Audience  Report — the  more  conservative  of  the 
to  recent  audience  surveys  made  in  this  area. 

it  your  Branham  man  tell  you  all  about  KWKH's 
erwhelming  superiority,  here  in   the  important 

/r  Kansas-  Louisiana-Texas  area. 

"B"  KWKH 

AVERAGE   DAILY   LISTENERS 

KWKH 
50,000  Watts  •  CBS  Radio 

A   Shreveport  Times  Station 

Texas 

"> 

SHREVEPORT f  LOUISIANA The  Branham  C  o..  ArkaflSa* 

Keprcscntativ  i  * 
Henrv  Clav,  Gfncnl  \Uinaser 

Fred  Watkin*,  Commercial  Manager 



?**WOW! 

10,000  WATTS 

at740 K8IG 
STUDIOS  IN  AVALON 

AND  HOLLYWOOD 
GIANT 

ECONOMY 
PACKAGE  OF 

SOUTHERN 
CALIFORNIA 

RADIO 

John   Poole   Broadcasting   Co. 

KBIC     •     KBIF     •     KPIK 

6540  Sunset  Blvd.,  Hollywood  28.  Calif. 

HOIIywood    3-3205 

Nat.   Rep.   Robert  Meeker  Associates,   Inc. 

The  Blue  Ribbon  already 

—and  just  a  year  old! 
"Tke  Best  News  Reporting  of  any  non- 

network  radio  station." 

That's  the  inscription  on  the  trophy 
just  awarded  KBIC,  the  Catalina  sta- 

tion, by  The  Radio  and  Television 
News  Club  of  Southern  California. 

With  men  who  know  news  best  .  .  .  the 

writer  at  the  teletype,  the  newscaster 

at  the  mike  .  .  .  these  expertly  handled 

hourly  5  minute-news  gems  of  KBIG's 
Alan   Lisser  rank  tops! 

A  long  list  of  KBIC  news  sponsors 

verify  this  judgment  with  pen  on 
contract. 

You  can  join  them  with  your  own 

newscast  every  day  of  the  month  for 

only  $25  a  day  .  .  .  twice  daily  for  $36. 

t  harh's  C'fimpfx'ff.   Mm  Manus,  John  &  Adams. 

Detroit,    says,   "Radio    has   done   a    real   job   for 

Cadillac."    So   sold  on   the  power  of  radio  are  he 
and  his   client,   that   Charles   recently  placed 

the   {5-minute  Cadillac  Choral  Symphony  not  only 

in   7  J   CBS   network   markets,    but   arranged   tor   tran- 

scriptions of  it  in    193  spot  markets  as  well.    "The 
spot  stations  still  bring  in   the  maximum  listening 

audience,"  he  explains.    "And  the  lle.xibility  of 
a  spot  schedule  continues  to  offset  the  savings  ac- 

i/uired  on  a  network  buy  with  its  dazzling  discounts." 

>lutU'lv\nv    t/fisoii.  Herschel  /..  Deutsch  X-  <  ».. 

Veto    York,   has   become  an   ex/jert  in   \egro  radio 

through   her   work  on   the  Landers  Co.'s  Dixie  Peach 

hair  pomade  and  Palmers'  SI.  in  Sin  (ess.  a  soap  and 
ointment.    "We're  on   Negro  radio  on   a  ̂ 2-week 
basis  with  anywhere  from  fire  to  15  60-second 

announcements  a   week  for  each   of  these   clients.' 
she  sins.    Because  of  their  variety  store  distribution, 

hiatus  for  both  products  comes  between  15  Novem- 

ber and  the  end  ot  the  year:  "That's  whtn   they're 

crowded    of!    the    counters    b\    giil    items."    she   adds. 

Joy  >faIfirocit.  Warwick  &  Legler,  Los  Angeles, 

buys  announcements  to  reach  as  large  a  cross-section 
of  male  and  female  adult  audience  as  possible  for 

her  Eastside  Beer  account.   "We  place  announcements 
both  on  radio  and  Tl    except  in  Lot  Angeles  nhere 

Eastside  Beer  sponsors  two  Tl    programs     Foreign 

Intrigue  ami  City  Detective,  <>n  K  Mill."  Joy  explains. Announcements  are  tailor-made  to  local  areas,  and 

Joy  analyzes  each  market  before  deciding  upon   the 
number  ot   commercials  to  be  aired.    Among  her 

other  accounts  is  Ben  Hur  Products. 

!>«»«•  Ki>(itf<*!/.  Roy  (inrii    Advertising,  \cw  York, 

saw  radio  has  done  too  good  a  job  for  one  of  her 

accounts,   Peter   Peterson.   Long  Island   building 

contractor.     "We   ran    two   60-second   announcements 

,linl\    lor   this  firm  on   WHLI,"  she  explains,    "titer 
a    couple   ot    weeks    on    the   air.    Peterson    was   SO 

swamped  with   business,  that   we  had  to  reduce  the 

schedule  to  tkree-a-week."   Dee's  agencj  specializes  in 

advertising   with   "emotional  appeal,"  using   the  per- 

sonalized  approach    tor    Dee's    an  mints    including 
Whitehall  Kitchens,  Lynbrook  led.  Sav.  X-  Loan  Assn. 

SPONSOR 



Pid  you 

hear  POOLe  this*  rwrnmg 
That    is   a   question   you   hear   around   Greensboro    and    throughout    the    WBIG 

broadcasting    area   any   day      It's   proof   that   we   reach   listeners — they   tune  to 
hear  Bob  Poole  every  day. 

Who  can  say  why  Bob,  or  any  other  successful    radio   personality,   clicks  with   the 

public5     It's  tough  to  pick  a  man    for  a   spot    like   his   early   morning   show, 

"Poole's  Paradise  "    Comments   need  the  proper  balance  of  good  humor  and  sincerity  if 
the   audience    is   to   be    held.     Bob   has  scored  with   listeners   in  this  area.     He 

quips,    gives   the   time   and   weather    reports,   and  plays   recordings — and  some 
amazing  sound  effects  will  be  heard     Occasionally   there   will    be   an   announcement 

obout  a  missing  dog,  or  about  an  earring  Mom  lost  shopping      It's  a  terrific  day  for 
golf,    so    Pop   gets   panned    for   working.     Do  listeners   love  it5    Judging 

from   the  added   sales   for   sponsors  of   Poole  shows,  they  do. 
There  is  also  that  daily  inquiry 

// 

GEEENSBORQKC. 

In  Zi rA  Year  of  Broadcasting 
CBS     AFFILIATE       5000     WATTS 

"Did  you  hear  Poole  this  morning3" 

This  is  a   /'•    si  '/   S(     eg.    Watch    (<>,■ 
other     ads     featuring     Dob     P 

"Poole's  Paradisi  ."  Add  /'•  i  fit  Id,  Sports 
Director   ,v    V  Dick    Mi 

Farm   Director. 

Represented    nationally    by    Hollingbery 
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Want  to  see 
your  sales 

SKY  HIGH? 

oul  <>l  3  French  radio 

homes  in  Quebec. 

'2.    Hundreds  of 

i housands  of 

i. in litul  listeners  day 

and  night  as 

reported  by  B  B  \1 

.'$.  Selling  power 

second  to  none 

7.500.000  box  tops 

ast    year. 

CBS  Outlet  in  Montreal 

Key  Station  of  the 
TRANS-QUEBEC  radio  group 

MONTREAL 

730  on  the  dial  •  10  kilowatts 

Representatives 

Adam  J,  Young  Jr.    New  York,  Chicago 
Omer  Renaud  &  Co.    Toronto 

HSSff*
 

00 

00 
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MEDIA  STUDY 

That  was  quite  a  job  SPONSOR  did  on 

Life's  new  4-media  stud)  ( "'What  spon- 

sors should  know  about  Life's  nev\  1- 
media  study,"  29  June  L953,  page  27). 
I  think,  all  of  us  in  broadcasting  owe 

you  a  vote  of  thanks  for  taking  up  the 

cudgels  so  tellingly  and  so  effectively. 
It  is  this  kind  of  awareness  which  we 

need  so  much  in  these  days  of  strong 

competition. 
My  congratulations  to  Ray  Lapica 

who  did  a  thorough  and  comprehen- 
sive job.  And  by  the  way.  his  media 

evaluation   series  has  been   tops. 
William  H.  Fineshriber  Jr. 
I  .P.   &   Gen.   Mgr. 
Radio  and  TV  Networks 
NBC 

Your  media  study  is  wonderful! 

Please  put  our  name  on  the  reserva- 
tion list  to  receive  this  study  in  book 

form  when  it  is  reprinted. 

Somehow    we    have    misplaced    the 

May  4  issue  of  sponsor  which  includ- 

ed the  second  article,  '"Media  Basics  I." 
Would  you  be  good  enough  to  send  us 
this  one  issue?    1  am  enclosing  51V. 

Jo  Anne  Rebstock 
The  Armand  S.  Weill  Co. 

Buffalo 

Would  it  be  possible  to  receive  the 

survey  regarding  the  evaluation  of  ad 
media,  in  full,  now? 

J.  F.  Pleskach 
Pleskach  &  Smith   Adv. 
Omaha 

•  The  scries  i-  not  available  in  full  now.  A!« 

though  most  of  the  research  on  the  -.eric-.  is  done, 
the    articles    are    written    is-ne    !►>     is-ue. 

PUBLIC  RELATIONS 

Congratulations  on  your  recent  arti- 

cle entitled  "Is  your  PR  man  air- 
minded?"  il  June  1953.  page  38). 
\\  hile  radio  has  become  an  accepted 

"tool"  of  public  relations,  too  few 
people  in  our  particular  ty  pe  of  busi- 

ness fulh  realize  the  potential  of  the 
radio  medium. 

Personally,  though.  I  differ  from  Al- 
fred Jaffe's  excellent  commentary  that 

PR  through  radio — or  TV  for  that  mat- 
ter— means  far  more  than  a  mere  utili- 

zation of  paid  programs.  Nor  do  I 

fully  agree  with  the  concept  of  capital- 
izing on  the  sustaining  time  through 

the  pseudo  "radio  kit>-.     .  .  . 
Between  the  two  there  is  a  point 

ol  balance  quite  similar  to  the  PR 

approach  to  newspapers  and  periodi- 
cals, whereby  the  advertising,  news  and 

editorial  columns  are  used  according 

to  the  "demands  of  the  moment. 
In  radio,  there  is  a  definite  line  of 

demarcation  between  the  paid  series  of 
spots  or  shows  and  the  sustaining  news 
or  feature  programs.  yet  all  phases  of 

a  station  s  programing  must  be  recog- 

nized and  integrated  into  the  public  re- 
lations program. 

As  in  newspaper  and  periodica! 

work,  we  must  have  a  thorough  under- 
standing of  radio  or  T\  before  we  can 

take  advantage  of  the  facilities  they 

have  to  offer.  By  the  same  token,  we 

have  to  know  our  public  relations  be- 
fore we  can  apply  the  principles  of  a 

specific   project  to   the  air  media. 
It's  about  time  someone  started  com- 

menting on  public  relations  and  radio- 
TV.    Kudos  to  Mr.   Jaffe! 

Stanley  \.  Conder 
Public  &  Industrial  Relations.  Ltd. 
Toronto.  Canada 

RADIO   BASICS 

If  possible,  please  send  me  three 
more  copies  of  Radio  Basics,  which  we 

agree  is  ■"something  special." 
If  there  is  am  charge,  plea-e  send 

me  a  bill. 

Ed  La  Grave  Jr. 

Account  Executive 

Lessing  Adv.  Co..  Des  Moines 

•       The    1933    editions    of    Radio    and    TV    Ba-ic- 
now      i*. ill  .1.1.         Price    Is    25c    each. 

15%  COMMISSIONS 

I'd  like  to  add  a  few  words  to  your 

article.  "Do  agencies  earn  their  IV  < 

on  air  accounts?"'  1 29  June  1953, 

page  .S2  I . 
The  advertiser  who  says  that  all  an 

agencv  does  for  its  radio  and  television 
shows  is  w  rite  a  Few  commercials  either 

has  his  eyes  closed  to  the  facts — or  he 
needs  a  new  agency.  There  are.  obvi- 

ously, \ar\ing  degrees  ol  service  which 

an  agency  can  give  an  account,  depend- 
ing on  the  relationship  of  the  client 

(Please  turn  to  page  17  t 

SPONSOR 



AIR  TRAILS'  THREE  SUPER 
COMMUNITY  STATIONS  DELIVER 

$3  BILLION  OHIO  MARKET 
Twin  attraction  for  advertiser  in  ATN: 

advantages  of  network  cost,  flexibility  of  spot 

M  his  is  tin-  stor)  <>i  the  $3-billion  I  entral  Ohio  market  and 
and  how  the  Vir  frails  Network  can  service  it  economical!) 
for  imiional  ami  regional  advertisers. 

Tlii-  is  also  the  ston,  ol  the  Dayton,  Columbus  ami  Spring- 
field markets  individually  and  what  \\I\<-.  WCOL  and 

W  l/l.  mean  to  these  markets  in  terms  "I  programing,  prestige 
and  sen  ice  t<>  the  advertiser. 

Here  an-  some  ol  the  highlights  "I  these  interlocked  stories: 
The  area  covered  by  iIk-  lit  I  rails  trio  is  comprised  <>l 

1,840,000  people  with  one  of  the  highest  net  effective  buying 

incomes  in  tin'  country.  This  income  averages  $5,330  pei 
family.  (For  Dayton  the  average  comes  to  $6,405  //"■  sixth 
highest  for    tmerican  lilies  | 

1  lie  Air  Trails  area  combines  tremendously  productive  ami 

fast  growing  industrial  cities  with  consistently  prosperous 

agricultural  country.    These   farm   lands   in    L952  prodwi-d 
close  to  Ml>7  million  in  gross  cash  income,  a  per  acre  \itl'l 
that  ranks  pretty   much  in  a  class  In   itself. 

Each  of  the  tir  Trails  stations  is  richly  staffed  in  local 

personalities  personalities  who  rule  the  popularity  roosi  in 

their  community.  The  interlined  management  makes  the  lu^h- 
ralinc  personalities  available  to    lir  Trails  advertisers. 

The  Air  Trails  stations  are  preferred  1>\  local  men  hunts — 
a  point  quite  cogent  in  vieu  of  this:  more  than  ever  in  the 

history  of  radio  national  advertisers  are  going  to  local  re- 
tailers lor  their  opinions  on  what  media  or  broadcast  outlets 

arc  producing  the  best  results  for  them. 

Each  station  is  extra-alert  about  promoting  audiences  and 

the  advertiser's  product. 

This  presentation   was   researched  on   the  scene  and   prepared  in   its  entirety 

by  stos'Sor  Presentations,   Inc.,  for  the  Air  Trails  Network  and  its  stations. 

I* t- 1* M  otes   Sit  /#>.v 
1/f  Trails  Network 

  '""»'<"%/»;       v^"<mw^~'^"WiM%^'''>m 
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■  I 
WIZE 

SPRINGFIELD 

markets 

FHE  ATN  MARKET:  RICHER  THAN  METROPOLITAN  CLEVELAND 
I  hi-  .11  r.i  •  n\ ered  l>\  the  \ m  r rails 

Network,  as  pictured  on  the  left,  repre- 
sents a  in. ii  ki-t  m  iili  ovei  v  '■  billion  in 

net  effei  ii\ e  bu)  ing  in<  ome  .1  bu)  ing 

pqwei  w  lii'  Ii  i-  greatei  than  that  a<  • 
1  red  i  ted  \<<  Metropolitan  ( lleveland. 
I  I  he  \l'i  1 1  ipolitan  (  \e\  eland  figure  is 
J2,987,037,000. 1 

I'll i  —  ( lent  1.1I  <  Mim  in. 11  ki-t.  u  lin  Ii 

comprises  \\  ING  in  Dayton,  WCOL  in 
Columbus  and  WIZE  in  Springfield, 

Ji-ln ers  i"  the  ad\ ei tisei  these  things: 
\n  expanding  industrial  activit) 

which  has  in  recent  years  appreciablj 
increased  both  population  and  income 

in  .ill  thro    •  ii i'-. 

I  ai  ming  areas  w hich  rank  among 

the  mosl   prosperous     and  steadil)    bo 
in  the  1  ounl  ry.  I  he  \  I  \  area  in 

1952  produced  a  total  ol  1406,820,000 
in  -in--  .  ash  fai in  up  ome.  I  Sales 

Management's  "Survej  "I  Bu)  ing 

Power.") \n  i-lli-i  live  buj  ing  in<  ome  i"-i  fam- 
il\    "I    S5,3  II I     a    most    extraordinai  j 

average    in    light    oi    the    fa<  1    thai    .1 

dlj  pep  mi  ol  the  area's  population 
1,8  10,000  '  live  in  what  are  dominant- 

l\  agricultural  disl ri<  ts. 

Urn's     11  Iml     the       Hi      I  lulls 

\llll  i>r  I.  '■■  I    Hg    in     flu- 
ill  11  boi         1  WING, 

II  1  Ol     and    II  l/l     -is    a 

pat  kage   you   -  ■  dist  ounl 
on    the   three-station    pat 
Ii    Mm    buy    tiro    of    tht 

stations   the   dist  oun  I 
/  d  ad\  ertx 

1 1, ni  enient  us  well  us  <  <  onomit  al 

means   o)   doin 

three    rich,    complententi 
markets   at   a 

Basic  market  data  on  Air  Trails  Network  Area 

ObNTIES      OHIO POPULATION FAMILIES RETAIL   SALES FOOD DRUG HOME   FURN CEN     MDSE 
NET    EFFECTIVE 

BUYINC    INCOME 

■tflaize 31.600 9,600 $38,379,000 $8,688,000 $570,000 
$1  726.000 

$2,385,000 $41,333  000 

linmpnigii 37.200 8.300 26,875,000 6,080,000 
692,000 1,517,000 

1.069,000 32,187.000 

«;irk 115,600 34,700 123,885,000 32.0:9.000 23,821,000 7,244,000 
13798.000 195,595.000 

•  'II  Kill 26,400 28.900 33.497,000 7,086.000 
450,000 

1,184,000 
1,407,000 

28,116,000 

l;irk«» 42,600 13,000 50,527.000 10,030,000 82  3,  C00 
1,936. COO 

2.300.000 
52.292000 

-  -l.-i \\  arc 30,900 8.700 29,586.000 6,365.000 
414,000 1  186.000 

1,148.000 
34,273  000 

lirfield 53,000 16,000 43,974,000 1  1,603.000 1,424.000 2  444,000 3.765.000 
77.658.000 

li>rll«- 23,000 7.100 24.831,000 5.290.000 
433X00 I.050.C0C 2.772.003 26.574.000 

k-ankliii 532.800 156,400 598.260.000 132,811  000 
18,782.000 31.740.000 91.062.000 990.475000 

%-IM'IU- 64.100 18.300 53  853.000 12,473,000 1,744,000 2.279.000 
3  255.000 

96,740.000 

■eking 19.300 5.600 15.201.000 4,381,000 
363,000 

620.000 1.223.000 18  851.000 

1 IMl\ 36,100 10.900 40.040.000 
9544, 000 824.000 

1  462.000 
3.817,000 

45  396.000 

1 <-l\iim 73.000 22,600 75061.000 19.554,  COO 1.672,000 3.159,000 5.031,000 106,361  000 

lust  11 31.500 10,000 41,159  COO 9,270.000 
708,000 1.594,000 2801.000 34.939.000 

'ndisoii 

Vrccr 

22.700 6,000 30.592,000 5,579.000 611.000 1  217.000 1  018.000 
28862.000 

28,900 8,200 36,762,000 6.132,000 

442  000 1.253.000 1  344,000 39  762,000 

iami 63.600 
19  700 

66,187.000 16,876.000 1,728.000 3.031.000 5,630.000 105,449.000 

voiit$>oim»r> 
423.000 124,100 516.333  000 127,288,000 18,415,000 25  337.000 75.004.000 815  276.000 

1 nrriifl 17.600 5.100 1  1 ,838.000 2  726000 
162,000 

217000 

239,000 
18  231.000 

\ i»rr> 28,900 8,400 19.789.000 6.666.000 
391.000 704,  COO I.I  19.000 

29.937.000 

\ irkiiw  ji> 29  700 7,600 27.380.000 6.125,000 

476.000 956,000 
1.237.000 

33.388,000 
: r«»lil«» 28,300 8,300 20.760.000 4,998,000 401.000 809,000 

765.000 

36.413,000 ' 
iHb> 29.100 8.400 29.300.000 8  195.000 63  1  000 1.374,000 2  460  000 

37,03  1,000 

nion 20.900 6,200 17.047.000 3,404,000 353.000 507.000 539  000 
22.886,000 

arrea 41,000 1  1,600 34,528.000 8,680.000 
750.000 1.477,000 

1.071.000 56  410.000 

TOTAL 1,840  800 563,700 52,010,644,000 $471,853,000 S54,080,000 $96,023,000 S226,259,000 S3. 004, 535, 000 

SOURCE  -  Mjnaci-inrnt       Survey    « 
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MAP    KEY:   Daytime  coverage:   large   unshaded   area.     Nighttime  coverage:   smaller,    outlined    area MAP    KEY:   Daytime  coverage:   l»r:  i 

THREE  RICH  MARKETS-BEST  SOLD  BY  ATN  RADIO 
1.  THE  DAYTON  MARKET 

Dayton  is  the  center  of  the  fast-ex- 

panding and  thriving  Miami  Valley. 
with  <p\tr  $1.5  billion  in  net  effective 

hn\  ing  income  and  over  950.000  in 

population. 
In  terms  of  effective  buying  income 

per  family  Dayton  with  its  average  of 
$6,405  ranks  as  sixth  in  the  entire 
U.S.A. 

Dayton's  industrial  roster  includes 
over  600  manufacturing  plants  produc- 

ing a  wide  diversity  of  both  durable 
and  consumer  goods. 

Dayton's  payrolls  in  1952  were  \ncII 

over  the  $800';000;000-mark. 
Dayton's  Wright-Patterson  Field  is 

the  home  of  the  Air  Material  Command 

ami  the  hub  of  aviation  research  and 

development. 

One  of  the  most  important  manu- 
facturing  <  ities  in  the  middle  west, 

Da\ton  holds  world-wide  recognition 
as  a  production  centei  l"i  precision 
tools   and    machines.     This   large   em- 

ployment of  highly  skilled  artisans  is 

closely  related  to  the  above  high  fam- 

ily average  of  net  effective  buying  in- 
come. 

Some  of  the  country's  biggest  indus- 
trial names — National  Cash  Register 

and  five  General  Motors  plants — Frig- 
idaire.  Delco.  Aeroproducts.  Inland 

Manufacturing  and  Moraine  Products 

Divisions — are  located  in  Dayton.  The 

contribution  of  these  plants  to  the  cit\  - 
high  wage  level  is  mirrored  by  this 

fact:  Dayton's  average  weekly  wages  in 
manufacturing  in  1952  averaged  over 

$83.25,  higher  than  an\  other  Ohio 

cit)  and  considerablv  higher  than  the 
national  average. 

2.  THE  COLUMBUS  MARKET 

Columbus  is  one  of  the  fastest-grow- 
ing industrial  cities  in  America. 

The  construction  of  new  plants — 
\\  r-tinghouse.  General  Motors  and 
North  American  Aviation — will  in 
1953  alone  add  an   estimated   38,000 

persons  to  the  city's  industrial  payrolls. 
The  industrial  payroll  in  52  was  over 
$250,000,000. 

The  net  effective  buying  income  per 

Columbus  family  in  1952  was  $6,333. 

Only  eight  other  cities  in  the  I  .S.A. 
had  higher  family  Inning  incomes. 

Columbus'  wholesale  establishments 

in  1952  accounted  for  $572,084.7(10  in 

sales. 

3.  THE  SPRINGFIELD  MARKET 

Springfield  is  the  marketing  center 
of  one  of  the  richest  and  most  progres- 

sive farming  areas  in  the  countr\ . 

The  gross  cash  farm  income  for  this 

area  in  1952.  according  to  Sales  Man- 

agement's Survey  of  Buying  Power. 
was  188,996,000. 

Springfield  is  the  home  of  the  Crow- 
ell-Collier  Publishing  Company  and 

one  of  International  Harvester's  large 

plants.  Springfield's  net  effective  buy- 
ing income  per  family  in  52  wa> 

$5,637. 
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•SOURCE:   1952-53  Sales  N 
COUNTIES    INCLUDED    IN    MARKETS  Da                       I                     !)     Champalirn.    (3) 
Clark.    (4)    I  Login.    <8)    JJ                      Miami.    (10) 
Montgomery,     ill)    Treble.    (12)    Shelby.  (13)     Warren.      Columbus— (1)     Delaware,     (2) 

FalrfleM.     (3)     Faye;te.     (4)     Franklin,     (5>     Hocklnc.     (6)     Knoi.     (7)     Llcklr  .- 
row.     (10)     Perry.     (11)     rickaway.     (12).      Springfield—  (1)     Clark, 

,:      Cbai  pales,     ,3)    FayeUa,     (4)    Greene.     (5)     Madljoo. 



prog  r  aming 

AIR 
TRAILS 

NETWORK } wi 
DAY  I 

Monkey  business  in  the  morning:  a  typical  Butl  Baldwin  stunt 

Bud  Baldwin,  Dayton  s  leading  disk  jockey  and  showman,  built  a  monkey  giveaway 

into  memorable  audience  promotion  event.  In  Dayton  radio  14  years.  Baldwin 

joined  WING  in  Xov.  '52.  Evidence  he  more  than  brought  over  audience:  Jan.-Feb. 

'53   Hooper    (6:30-9  a.m.   daily)    showed   him   tops   in  five   out   of   10   periods. 

CLICK  FORMAT:  SAI' 
^nal\ze  the  program  structures  of 
\\  [NG,  WCOL  and  WIZE  and  this  be- 

comes readil)  evident:  the  program- 

ing approach  is  different  with  each 
market.  In  other  words,  each  station 

knows  what  its  community  favors  most 
in  radio  entertainment  and  shows  and 

personalities  are  fitted  in  to  that  com- 

munity pattern. 
To  cite  a  few  cases  in  point :  \\  I  NG'a Bud  Baldwin  is  considered  h\  his 

townsmen  to  he  as  characteristic  of 

Dayton  as  the  cash  register.  WCOL's 
Joe  Dobbins,  who  keeps  aceounts  with 
him  anywhere  from  eight  to  12  years, 

has  as  close  a  morning  identity  in  Co- 
lumbus as  the  milk  bottle  at  the  hack 

door.  The  Hooner  J.  Socker  character 

on  WIZE  is  perhaps  more  quoted  than 

any  local  editorial.  (Incidentally,  Con- 
Ian  for  November.  1952  showed  \\  IZF. 

No.  1  6  a.m.  to  1  p.m.  intact  Monday 
through  Friday.  I 

They  like  to  go  in  for  local  program 

pioneering  at  all  three  stations,  and 

here's  one  of  the  big  reasons:  two  mem- 
bers of  management  came  up  through 

the  program  creating  route.  Among 

general  manager  Adna  H.  Karns'  pre- 
vious assignments  was  program  direc- 

tor of  \^  ING,  while  ̂ \  IZE  manager 

Mrs.  Virginia  Bennett  used  to  be  a  pro- 

graming executive  at  W  SAI,  Cincinnati. 
WING  has  long  been  a  breeding 

ground  for  programing  ideas  and  tal- 
ent. For  instance.  Lonesome  Gal  orig- 

inated here.  WING  also  prides  itself 

on  the  diversity  of  its  personalities  and 

long-time  Daytonians.  For  instance. 

Jack  Wymer  has  been  with  WING  24 

vears:  Jack  Zeigen.  newscaster.  14 
vears.  and  Charles  Reeder.  close  to 

19  years. 
Just  to  give  you  an  idea  of  how 

WING  goes  about  diversifying  its  pro- 
graming so  that  all  levels  of  listener 

interest  are  covered,  let  s  call  the  roll 
of  its  disk  jockeys: 

Bud  Baldwin — pop  tunes  of  the  Hit 

Parade  type,  interspersed  with  a  brand 

of  monologue  that's  a  popular  source 
of  quotation  around  town.  I  The  1953 

Jan.-Feb.  Hooper  shows  him  top  at- 
traction  locally  between  6:30  and  7:45 

a.m.  I    Baldwin's  added  asset:  his  skill 
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I  TOP  TALENT 

u  iili  a  i  ommer*  ial. 

Tommy    >»///«>/»     specializes   in   liil 
,i 

Dili)  music,  ranking  among  the  coun- 

try's tops  as  a  commentator  in  thai 
field.  \l>"  one  ol  Dayton  radio  s  i  rack 

"pity  liini'ii. Dave  llbritton  leans  to  the  sweetei 

•  ide  «'l  populai  music,  with  .1  In  m  li<>U 
i>n  the  Negro  market  in  Dayton, 
Gene  Hurry  ace  authorit)  on  race 
music  among  his  turntable  brethren  in 

Ohio,  and  a  producei   "I  -.ii<-^  results, 

I  success  storu:  it's  topical 
of  these  three  stations 

ITiis  is  .1  memo  oul  ol  the  Wi  01  fill  - 

which  pretty  w «-l I  typifies  the  man]  success 
stories  thai  have  come  to  WING,  WCOl  ind 
WIZE  during  ihe  pasi  year.  11m  memo  i- 
fr  an  salesman  Don  (  .  Brandes  to  lii-  boss: 
Then  I  presented  the  renewal  foi  Central 
Ohm  federal  Savings  &  Loan  Isspciation 
in  its  executive  secretary,  Don  I..  Tobin,  he 
related  an  incident  that  had  had  a  bearing 
on  his  dri  ision  in  renew. 

"It  seems  one  afternoon   when   the  board nl   directors    a  as    to   meet.    Mr.    Tnlnri    armed 
in  advance  of  the  scheduled  time,  ami  he 
overheard  a  conversation  regarding  on:  II  ai 
ter  Furniss,  it  ho  does  the  newscasts  for 
his  bank 

tleman  had  1  omt  into  the 
haul,  and  asked  one  of  the  tellers  it  this  was 

If  alter  Furniss'  bank'  The  teller  replied, 
'No,  but  if  ult,  r  Fumiss  has  been  doing  a 
newscast   hi   us  evenings   for   years.' 

"'Well.'  the  1  alter  Mini,  'it's  alright  as this  is  the  bank  that  If  alter  Furniss  talked 
about,      ind  he  then   proceeded  to  open   a 
suable   ai  1  ount." 

In.  identally,  1  entraJ  Ohio  has  been 
\\  i  Ol   -    longesl    and    mosl    consistent    user. 

Tey're  HfZE's  tap  personalities 

tliee  liahmnii.  director  of  it  omen's 
ams,    has    i'i    her    Id    years   on 

II  l/t.    become    1  <>/    on'y    /<>/>    local 
radio     star     but     a     civit      pen 

Jnhn  McEnaney  doubles  from  pro- 
gram  manager  to  the  high  rating  a.m. 

5,    Ri-c   and   Shine,   where   he's 
better  known  as  "Hooner  k.  ̂ 

W  i\ii   stcinus   lots   ai   tceiultt    in   personalities 

Tommj    Sutton,    l>  re  mosl    hilllnll 
1951  Billboard  poll  rate, I  him    \o    9  among 

country's  most  populai  hilllnll ■.    ■  1 er.     htS     hits     in' hidi  I      II       li      I      Had     a      \ 

Hi  its     Inn   Hontman,  as  director   •  ■'   women's  ac miles,  conducts  a  variety   o)   ill\(.  program 
hei    \"     I   assignment  is   Foi    Horn  Only,  a 

highly   popular  mixture  oi  musii    and  women's  neus 

Dme    ilhr iiimi.  famous  college  and  Olympit    track 
stai    carries   a   lot   oj    tales   power    with 
mini. et,    and    •  Began    his    dl 

'49  and  quick!)    mushroomed   Irom    weekly    to   muhlh 

Jin  k  II  ymer,  hen  sinct  1929  •  dire,  tor  oj  publit 
oj  modern  musit  with  a  racey  stile  ut  comment 
audience  participation  slum  and  commercial  an- 

nouncer on  the  I  niversity  of  Dayton's  toot  ball  names 

t.rnr  lint rs    combines  an  encyclopedia*    knot 
oj    modern    musii    with    n   racey    style   oj   comment 
and   salesmanship,    lie  alternates   his   torrid   nightly 
stint    in    15-minu/e    segments    with    Dave     I 

WCOL'*  personalities  set  the  pace  lor  t'ttlunibus 

II  nltrr    I  nrnisy.     .'  ,     makes 

him    dean    oj    Colun  :■■   •-    20    '"Its 
his    sponsors    will    tell    you    he    ;• 

eat   deal   oi   influence   nith    his   local   listei 

Joe    Dobbins,    creator    oj    the    "Perky,"    "A;      and 
i'  car"  comedy   ro  \e  himself  a  ho 

hold    favorite    in    the    central    Ohio    ,  nine 
he's    also    known    Uir    his    m 

Evelyn  Briers  d  charm 
tlaih    afternoon    halt-hour    tor    women:    included   in 
her    background 

N  1  it      )  ork     and     <  lei  eland 

Mr  lei  Foland,   1'  '  "/   -  new  inquiring  reporter  and 
lernoon   shou .   hat    a   knack 

.  things  uf>  uith  showmanship.   He's  been and   spinning 



Aim  tra,ls ¥%,  If    NETWORK } I  WING DAT  TON 

4111I11 

WCOL 
%  COLUMBUS 

management    &    staff 

John   Pattison    (Pat)   Williams,   executive  vice-president  of  the  Air  Trails 
Network,    WING,    WCOL    and    WIZE;     13    years    in     radio,    with    ATN 

Adna    H.    Karns,   vice-president   and    general    manager   of   the    Air   Trail: 
Network,    WING,    WCOL    and    WIZE;     10    years    in    radio,    with    ATN 

MANAGEMENT'S  PRSME  OBJECTIVE:  SELLING  FOR  ADVERTISERS 
W^hat  WING,  WCOL  and  \\  l/l. 
are  today  is  the  fruit  of  long-range 
planning  and  imagination.  Here  is  a 

management  that  in  the  late  '40s  fore- 
saw the  need  for  revamping  its  local 

programing  structure  in  order  to  meet 

the  competition  from  a  second  air  me- 
dium. It  proceeded  methodically  to 

strengthen  its  retinue  of  local  person- 

alities and  put  greater  emphasis  on  au- 
dience promotion. 

Although  affiliated  with  ABC.  WING, 

WCOL  and  WIZE  are  community  sta- 
tions in  every  sense  of  the  word :  WING 

has  for  years  received  more  awards  for 

community  service  than  any  other  sta- 
tion in  Dayton.  \^  IZE  has  lived  up  to 

its  slogan.  "'WIZE  Promotes  Spring- 

field" by  maintaining  a  high  quota  of 
public  service  programs,  while  \\  COL 

has  truly  distinguished  itself  as  the  rep- 
resentative station  in  the  Capital  <it\ . 

To  give  \ou  an  idea  of  how  \\  IZE 

rates  in  prestige:  Springfield  wanted  to 

show  Alice  Bahman,  one  of  \^  IZE's personalities,  how  much  it  appreciated 

the  public  service  she  contributed 
through  the  vears  and  so  the  mayor 

proclaimed   an   '"Alice   Bahman   Da\  ." Service  to  the  advertiser  has  always 

been  a  cardinal  policy  with  the  man- 
agement. It  is  alert  and  thorough  with 

merchandising    help    when    requested. 

1       WINfi'      ''' '"'      Oearge     Leaning.  0      Wf)f)|   ■    [left)    ISeal   A.   Smith,   manager:    in    radio    16    years;    sales 
"     »""u'    account     exec,     whose      10  Ll    nwUl  executive    foi    WLW    and   WLW-T    between    leaving    WCOL 
years  in  radio  have  made  him  an  authority  in    1944   and   his   return    early   last   year:    doubled    W'COUs    billings   the 
on  how  to  help  the  advertiser  best  build  past  year,     (center)    Jack  Doty  has  been   with    WCOL  15  years  as  local 
sales    in     the    Dayton    market.      1  right)  sales    representative    and    more    recenth     in    charge    of    national    sales. 
Charles  Reeder,  program  director;  with  Tight)    Bill   Belaney,   program    director;    served    in    various    capacities 
lll\(,    17    years;   also  a  ranking   pianist  in    his    six    years    with    station:     has    popular     earl)     morning     newscast 

1  3,  WIZE:  "-'"- 
gimc  Ben- nett, the  manager:  was 

lour  years  account  exec- 
utive at  WING;  prioi  to 

If  I  \  G  was  assistant  pro- 
gram   mgr.    with     WSAI 

NATIONAL    SALES    REPRESENTATIVES 
NEW      YORK C  H    I   C   A   C  0 

H-R    REPRESENTATIVES,    INC. 
LOS     ANGELES SAN      FRANCISCO 
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and  the  agen<  j .  But,  w  ithoul  getting 

into  the  cliche  "t  "big  ln>^  in  a  little 

pond"  or  the  "little  frog  in  the  big 

pond,"  radio  and  television  require 
sound,  •  artful  sei  \  i<  ing  in  an)   event. 

\\  i-  Feel  thai  an  advertise]  deserves 

full  measure  "I  return  f< >i  ever)  dollar 

he  -  j  m-ih  I-.  ;iml  we've  learned  thai 
means  staying  on  t<>|>  "I  ever)  radio 

and  television  purchase,  whether  net- 

work, Bpot  program,  oi  spol  announce- 
ment. I  he  result  is  mounting  man 

hours  hi  the  cosl  "I  doing  business, 

.in  .i|>|>i^  iable  nick  in  an  already-small 
margin  <>f  |>r« >h t . 

We've  heard  ii  said  that  we  have  an 
eas)  t.i-k  when  we  buy  an  outside  n<i- 
work  television  package,  Foi  example. 

We've  learned  from  experience  thai 
-in  Ii  i-  iu>t  tlif  case.  First  of  all,  we 

general!)  select  the  program  because 

our  television  specialists  are  program- 

ing experts.  Secondly,  we've  found 
that  we  put  almost  as  many  man  hours 

in  the  program,  exclusive  ol  commer- 
cials, as  the  packagei  does. 

Responsibility  for  the  success  or 
failure  of  the  program  will  ultimatel) 

come  to  u-.  especially  the  responsibility 
for  a  failure  therefore  we  have  addi- 

tional incentive  to  give  it  the  attention 
required  to  make  it  a  success.  .  .  . 

We've  analyzed  our  telephone  and 
traveling  expenses  solely  in  connection 
with  obtaining  station  clearances  for 

our  television  programs.  I  ln-\  re  ab- 
normally high.  Abnormally  bigh? 

["hey  re  fantastic,  and  they  will  be  un- 
til the  market  situation  in  T\  is  sta- 

bilized with  the  advent  of  new  station- 

in  one-  and  two-station   markets. 

We've  had  our  choice  less  service 
and  Fewer  man  hours,  or  the  necessary 

service  and  a  "by  the  -kin  ot  our 

teeth,  we  hope  to  get  by"  attitude  on 
the  i  o-t  to  us.  We  haven't  succumbed 
to  the  temptation  to  give  less  service, 
bul  we  are  about  ready  to  succumb  to 
the  temptation  to  ask  For  a  service  fee 

on  certain  types  of  radio  and  television 
Bi  ti\  it\ . 

Secretary-Treasi  reb 
Midwest   Agency 

I  \<ime  withheld  on  request) 

\  practical  and  e<  onoi   d  method 
ot  In  inging  a    •! a--  i oota  appi oa<  Ii  to 
\eu  ̂   m k  tune  lm\  ing  i-  in'  n  ased  (  o- 

operation   between  the  la i  u-< 
and  -in. dl  agem  ies  in     ii  ies  and  tow  ns 
throughout    Vmei  i<  a.    W(   re<  entlj  had 
  i-ion  ti.  aid  the  Bu<  hen  Co.   in  a 

leli-v  ision  i  ampaign  in  Milwaukee.  \\  e 

have  also  recentl)  furnished  a  black- 
and-w  lute  and  i  oloi  newspapei  i  am- 

paign in  i  oopei  ation  w  itli  Hem  i,  Hurst 
&  \|i  I  tonald.  Se>  eral  times  we  ba>  e 

had  occasion  to  assist  Lennen  S  Newell 

m  a  |uil>li<    relations  capa<  it\ . 

I  l.i  I n-\ e  that  the  small  agen<  ies  are 
in  a  |io-itiun  [,,  proA  ide  a  real  sei \  i<  e 
to  New  ̂   oik  timebuyers  in  many  ways 

where  specific  local  information  would 
add  value  to  theii  efforts  in  sei  i<  ing 
national  accounts.  We  have  found  tri- 

form ol  cooperation  to  be  mutuall) 

benefit  ial  and  expecl  to  find  oui  efforts 

in  thi-  direction  expanded  consider- 
al>lv   during  future  years. 

II.    I   I  I  i-    >  V\  l<>\ 

The  Saxton    tgency 
Milwaukee 

CRASS-ROOTS  APPROACH 

\  suggestion  to  help  you  accom- 

plish Item  L5  in  \our  editorial.  "This 

we  fight  for"  (9  Fehruarv    L953). 

SPONSOR   REPRINTS 

I  am  an  instructor  in  I  \  produi  - 
lion  and  writing  and  considei  youi 

publication  a  "must     foi  i  lass  reading 
in    all     uiv     courses.      I     would     like    to 

secure  repi  ints  ol  any  artii  Ies  thai  are 
available,  so  I  will  not  have  to  damage 

mv  library  of  SPONSOR.  Having  seen 

and  acquired  many  reprint-  at  the 
\  \l\ll!  convention,  I  know  the  value 
ol  them  in  class  instruction. 

I  would  also  like  to  know  where  I 

may  secure  back  copies  of  sponsor, 
Januarv  12.  February  23,  March  23, 

and  \lav  I!'.,  all  1953  issues,  and  their 
cost.  .  . 

Elder  F.  I'm  iss 
tmerican  Telecasting  Corp. 

Ilolh  ii  ood 

.    .... i.. 
.1    bark 

TV  STATION   MAP 

Would  it  l>e  possible  for  you  to  -end 

me  one  copy  ol  the-  latest  l\  station 
map  which  vmi  published  along  with 

j  our  fine  magazine? 
Fr\nk  Kmi.ii  i 

Radio-!  I    Dim  tot 
Richard   t.  h  oh  v  Adv. 
Philadelphia 

•      SPONSOR'j    latest     r\     .utinn    nap    appeared 
il.      ih,       1   I      JuK       1«.-.J      j-.ur. 

►     It...  k 
t*snea.    »«h<'i» 

...  ...i.a.i 
PONSOH 

ImimI.t- 

Incl ii.lin^ 

"■Mir-,      en. l      -Ml. 

WJAR-TV 

.jfowi»vG 
*  ABOUT  ITS  NEW 

SINGING  SENSATION 

WW 

Fresh  from  New  York  and 
fabulous  success  at  the 

famed  Copacabana,  the 

Paramount,  Gogi's  La  Rue! 
A  sought-after  singer  on 

the  "Ken  Murray  Show" 
.  .  ."Kate  Smith  Show" 
"Celebrity  Time"  .  .  .  the 

"Faye  Emerson  Show"! 
NOW  STARRING  ON  THE 

Hty  INC/AW 
TAUNT*  C£1)B Monday    through    Friday 

5  to  5:15  pm 

Sponsored  Mondays  and 
Wednesdays  by  THREE 
MUSKETEERS  and  SNICKERS 

on  Tuesdays  by  SIMMONDS 
UPHOLSTERY.  A  breezy 

quarter  hour  of  tuneful 
talent,  with  established 

guest  stars  and  enthusias- 
tic would-be  celebrities! 

Available  now  over 

New  England's  Most Powerful  TV  Station 

where  you  sell  More 
People  Per  Penny 

than  in  any  other 

area  in  the  U.  S.  A. 

AT  THE  SIGN  Of  THE  ROOSTER 

PROVIDENCE 
Represented    by   WHO    TIllVISION 

27  JULY  1953 
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^.ifcyt-f
* 

C.  RICHARD  EVANS 
VICE-PRESIDENT  &  GENERAL  MANAGER  I 

KGMB-TV 

MNi'.v"^:. 

" . . .our  confidence  ' 
UHF  television,  and 

'RCA  All  The  Way,'  il 

not  misplaced. " 

NEAL  B.  WELCH 

GENERAL  MANAGER.  WSBTTV"1 

WARREN  P.  WILLIAMSON,  JR 
PRESIDENT  &  GENERAL  MANAGER. 

What  Telecasters  se 

.        j     w  \Bl-TV 

MURRAY  CARPENTER 

MANAGER.  WABI-TV 

"Our  1-KW  UHF  Trans- 
mitter has  proved  to  be 

all  that  could  be  desired 
...Since  our  first  day 

of  operation  we  have 
consistently  maintained 

1003  power  " 

PETER  B. 
KENNEY 

JULIAN  GROSS 

WJTV 
Cluuutel  ̂ 5 

"RCA  can  feel  justi- 

fiably proud  of  their 
1-KW  UHF  Transmitter, 

UHF  Pylon  Antenna,  studio,  and 

remote  equipment  installation 
.  .  Our  RCA  transmitter  is  giving 

us  a  signal  far  in  excess 
of  what  our  engineers 
originally 

calculated. " 

JOHN  ROSSITER 
GENERAL  MANAGER.  WJTV 

KFDnA    Beaumont,  Texas 
KFDX    Wichita  Falls.  Texas 

"For   20  year; 

have   operated  ou 
Radio   Stations  on   l 

policy   that   our  eqi  • ment   must   be   nothing 

less   than   the   best.   N;  • rally   we   chose   an 
RCA   10-kw  trans- mitter  and  asso 

ciated  RCA  TV 

equipment    for 

KFDX -TV." 

i 

'i 

DARROLD  A.  CANNAN 
PRESIDENT.  KFDM  KFDX-TV 



MSH 

The   RCA    12-section 

:«nna    is    performinK 
isplendid    fashion.    As 
iter   of    fact,    its 
>rmance   exceeds    the 

;e   made   by   your 

Representa- 

KARL  0.  WYLER     4^ 

PRESIDENT.   KTSM  TV         ̂ ^ 

FRED  WEBER 

PRISIOINT.   WIPO  TV 

bout  RCA  Equipment 
JLor  a  professional  opinion  on  the  finest  TV  equip- 

ment you  can  buy,  ask  the  management  man  who  operates  a 
modern  television  station. 

For  a  professional  analysis  of  your  TV  station  requirements, 

ask  the  experienced  equipment  man  who  knows  his  TV  station 

planning  .  . .  Your  RCA  Broadcast  Sales  Representative! 

RADIO  CORPORATION  of  AMERICA 
ENGINEERING   PRODUCTS  DEPARTMENT. 

D  jss. 

CAMDEN. M.J. 

"KROD-TV  is  com- 
letely  RCA  equipped. 
;ir  RCA  500 -watt  trans - 
itter  (temporarily  in- 

stiled) has  done  a  very 
;a  sfactory  job. . . Cover- 
uj  (because  of  our 
in  mountain-top 

~i  location)  has  r^ 
|  been  phenom- 

> fij  enal . "      ?  ""- 

WCE  DORRANCE  D.  RODERICK 
:^  '*«»  cm*(«»«  or  n*  Kits 

JOSEPH  HEROLD 
STATION  MANAGER.  KBTV 



THE  FACTS 
speak  for  them' 
selves  about 

"HOMETOWN, 

AMERICA" on  WFBR 
in  Baltimore! 

IN  THE  FIRST  4  WEEKS 

28,338 
Labels  Were  Bid  In  Radio 

Telephone  Auctions 

511 
Calls  Were  Made  By  Our 

Sales  Servicemen 

278 
New  Retail  Grocery  Outlets 

Were  Opened  For  Sponsors 

410 
Store  Positions  Were 

Improved  For  Sponsors 

469 
Stores  Are  Now  Cooperating 

And  Displaying  "Hometown, 
America"  Display  Material 

401 
Individual  Displays  Were 

Built  For  Sponsors 

THIS  IS  ONLY 

THE  BEGINNING! 

by 

Robert  J.  Landry 

Salesmanship   and   radio 

In  the  7  April  1().~>2  issue  of  this  journal,  affectionate  tribute  was 
paid  the  memory  of  an  admirable  opera-singer-turned-salesman. 

Otto  Freitag  was  the  gent's  name,  and  he  was  a  friend  of  \our 
correspondent.  We  recalled  seeing  him  in  a  small  distributors  shop 

in  a  provincial  Mexican  town  on  a  summer  afternoon  "down  on  his 
stomach  explaining  to  a  Mexican  business  man.  who  was  down  be- 
>ide  him.  the  wherefores  and  modus  operandi  of  a  Servel  kerosene- 

fueled  refrigerator."  We  went  on  to  comment:  "He  could  ha\e  relied 
upon  brochures  and  conversation."  But  be  was  <lov\n  on  the  floor 
making  the  demonstration  "because  he  was.  b\  instinct,  a  naturally 

creative  salesman." *  *.i  f: 

We  thought  of  Otto  Freitag  again  the  other  night  at  tin-  New  ̂   ork 
University  Summer  Workshop  when  we  heard  Robert  S.  Keller,  this 

time  a  theatre-organist-turncd-salcsman.  make  some  verv  wise  and 
amusing  comments  on  the  whole  theme  of  salesmanship.  Keller,  of 

course,  sells  small  town  radio,  and  in  the  present  television-obsessed 
period,  some  people  would  consider  that  occupation  to  be  prettj 

courageous,  if  not  downright  naive. 

"How  do  you  sell  time'.''"  Keller  put  the  question  rhetorically,  then 
answered  it:  "About  the  same  way  you  sell  anvthing.  First,  you 
locate  your  prospect;  second,  vou  focus  hi  sattention  on  or  whet  his 

appetite  for  the  commodity  you  are  selling:  and.  third.  \ou  take  his 
order.  .  .  .  There  are  as  manv  wa\s  to  make  a  sale  as  there  are  sales- 

men. There  is  high  pressure,  and  low  pressure,  being  in  the  right 

place  at  the  right  time,  being  in  the  wrong  place  at  the  right  time. 
perseverance,  diffidence,  knocking  your  competitor,  praising  your 

competitor,  pounding  pavements,  sitting  in  the  office  making  tele- 
phone calls  ad  infinitum.  There  are  no  pat  formulae,  no  magic 

words,  no  boiler  plate  that    will   guarantee   result-. 

Ibis,  we  submit,  is  good  firm  sense  and  we  found  it  arresting  when 

Keller  went  on  to  observe  to  the  universitv  students:  "Radio  has 

nothing  to  fear  but  its  own  lack  of  confidence.  The  temporal-)  scare 
was  good  for  radio:  it  took  a  closer  look  at  its  circulation,  it-  audi- 

ence, its  low  cost-per-1.000  and  discovered  how  realK  big  it  is.  \nd 

now.  finally,  radio  is  doing  a  proper  job  of  sales  promotion  to  focus 

the  attention  of  the  advertiser  on  these  facts." 

How  true,  how  true.  The  "comeback"  of  radio  is  now  a  mattei 
of  general  notice,  and  of  a  new  salesmanship  hammered  out  on  the 
anvil  of  a  bad  freight.  The  most  enthusiastic  zealots  of  the  cause  of 

television  cannot   make  the  overpowering   radio  statistics  turn   blue. 

{Please  turn   to  paste   71  I 
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To  Better  Serve  Alabama 

©te  Birmingham  Hem* 
/ 

JOINS  WITH 

Application   Vending   for   50   KW 

<inn>,    tn    A.,     t   I  C     VWf  ^* Soon  to  be  )  16  KW 
Henry  P.  Johnston,  executive  vice- 
president  of  THE  BIRMINGHAM 
NEWS  CO.,  who  has  managed  The 
NEWS'  radio  properties  for  the  past 
17  years.  He  now  is  president  and 
managing  director  of  the  three  sta- tions. 

ami  the  Columbia  Broadcasting  System 

Advertisers  will  profit,  too!  They  will  receive  the  benefit  of 

vastly  increased  promotional  facilities,  stepped-up  merchandis- 

ing and  valuable  research  activities. 

Represented  by 

CBS  Radio  and  TV 

Spot  Sales 

WHBS  and  WHBS-FM,  HunKyille,  Ala.,  under  some  management 



MEET  ROBB 

(Two  B's,  If  You  Please) 
THOMAS 

He  might  offer  you  another 

explanation,  but  to  his  spon- 
sors those  two  "B's"  mean 

Big  Business. 

Popular  music,  personality  interviews, 
frequent  news  and  sports  reports  and 
pleasant  chatter  about  Milwaukee  events 

—  that's  the  "R.T."  formula  on  Robb's 

mid-morning  "Record  Shop"  and  late- 
afternoon  "1340  Club."  Milwaukee  loves 
it.  loves  WEMP's  round-the-cloek  dise- 
jockey  personalities. 

And  so  do  these  national  ad vertisei-s: 

Oxydol,  Prell,  Swan's  Down, 
Carnation,  Omar  Baking, 
Mautz  Paint,  Robert  Hall, 
Wonder  Bread,  Standard  Oil, 
R.  G.  Dunn  Cigars,  Household 
Finance,  Campbell's  Foods and  others. 

Join  them  and  find  out  how  WEMP 
delivers  up  to  twice  the  Milwaukee 
audience  per  dollar  of  Milwaukee  net- 

work stations*.   Call  Headley-Reed ! 

*Based    on    loicti    mailable    Hooper 
Comprehensive  and  SR  &  DS  rales. 

WEMPWEMP-FM 
MILWAUKEE 

HUGH  BO  ICE,  JR.,  Gen.  Mqr. 

HEADLEY-REED.  Natl.  Rep. 

HOURS  OF  MUSIC.  NEWS,  SPORTS 

feniisf 
Tfiffon  Fox-Jftartin 

Manager,    Central     Mutual     Funds    Dept. 
Kidder,    Peabody    &    Co.,     New    York 

It  would  be  a  rare  contestant  on  a  quiz  show  who  could  tell  \ou 

that  the  president  of  the  N.  Y.  Stock  Exchange  is  G.  Keith  Funston. 

The  chances  are  far  greater  that  the  contestant  could  identify  Milton 

Fox-Martin  as  the  mutual  funds  department  manager  of  Kidder, 

Peabody  &  Co.  The  reason  is  simple:  Fox-Martin  has  been  something 
of  a  radio  personality  for  the  past  two  \ears. 

Shortly  after  he  joined  the  brokerage  house  in  1951.  Fox-Martin 

became  intrigued  with  the  idea  of  a  radio  program  which  would  ex- 
plain the  workings  of  mutual  funds  to  a  mass  audience.  Working 

with  Edwin  Rooney,  radio  and  TV  director  of  Doremus  &  Co.,  a 

format  was  developed  in  which  Fox-Martin  would  conduct  a  15- 

minute  interview  every  week  over  WOR.  New  York,  with  the  re- 

search heads  of  the  country's  leading  mutual  funds. 
The  program  proved  so  popular  that  it  was  taped  and  rebroad<  ast 

over  WBZ,  Boston,  and  WGN,  Chicago,  in  which  cities  Kidder.  Pea- 
body has  branch  offices.  In  addition  to  its  popularity,  the  program 

proved  successful  as  a  new  business  getter  through  its  booklet  offers. 

Explaining  his  personal  appearance  on  the  program.  Fox-Martin 

told  sponsor:  "One  of  the  important  things  in  getting  new  customers 
for  an  investment  business  is  building  confidence.  And  I  feel  that 

people  like  the  fact  that  they  are  getting  their  information  from 
someone  who  is  actually  in  the  investment  business  rather  than  a 

professional  actor.  It  gives  the  program  that  personalized  approach 

which  is  so  important  in  the  securities  business." 
To  improve  his  delivery  Fox-Martin  took  diction  lessons  from 

coach  Marion  Rich.  And  to  steer  clear  of  possible  trouble  he  became 
a  member  of  American  Federation  of  Radio  and  Television  Artists. 

One  other  reason  that  he  likes  radio  as  a  sales  tool  is:  "You've 

got  a  certain  amount  of  freedom  from  competition.  ̂   our  ad  isn't 
buried  in  with  manv  other  advertisers  of  the  same  category." 

This  accolade  for  radio  has  added  weight  when  vou  consider  the 

fact  that  Fox-Martin  worked  in  the  financial  advertising  department 
of  the  \eu  }  ork  Herald  Tribune  before  joining  Kidder.  Peabody. 

He  has  had  a  diversified  selling  and  advertising  career  between  the 
time  he  left  Yale  in   1935  and  his  present  assignment. 

Fox-Martin  makes  home  in  Pound  Ridge.  N.  V..  with  his  wife  and 

»i\  children.  He's  active  in  church  work  and  a  member  of  the 
school  board.  *  *  * 
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WSPP 
Slorer    Broadcasting    Company 

TOM   HAR*;- 

,     AM  TV 
TOLEDO,     OHIO 

Represented  Nationally 

by  K  A  T  Z 
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Something ^ew has  been  added 

MEET 

Connie 
limk! 

THE  NEW  HOME  SERVICE  DIRECTOR  OF 

OMAHA'S    RADIO  WOW   AND   WOW-TV 
...  A   FRESH   NEW   PERSONALITY  WHO 

CAN   SELL  FOOD  AND   HOUSEHOLD 

PRODUCTS! 

SHE  CAN  GET  MORE  SALES  FOR  YOU  .  . 

BECAUSE  .  .  .  she  has  fine  professional  training  in  home  eco- 
nomics .  .  and  every  other  facet  of  modern living. 

BECAUSE  .  .  .  her  experience  includes  applying  her  skills  to 

a  family  of  her  own  .  .  and  teaching  home 

management  to  thousands  of  women. 

BECAUSE  .  .  .  she  sells  naturally  and  instinctively  .  .  (You  ve 

got  to  see  and  hear  her  to  really  appreciate 

this*) 
(*Air-check   or   film 

available   on    request) 

•  Ask  your  John  Blair  or  Blair-TV  representa- 
tive how  Connie  Cook  can  give  your  sales  a 

lift  in  the  great  Midwest  market  served  by 

Radio  WOW  and  WOW-TV. 

♦CONNIE'S  CUPBOARD 
11:15  —  1  1:30   a.m. 

Monday    through    Friday 

Radio  WOW 

♦CONNIE'S  KITCHEN 
3:00  —  3:30  p.m. 

Monday    through   Friday 

WOW-TV 

NBC— 590  KC 

5000  watts 

Meredith   Stations 

OMAHA 
NBC — Dumont 

100,000  watts 

Radio  WOW    •    WOW  -  TV 
24 
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J\ew  and  renew 

1 on  l(«fiif<    \clti 

SPONSOR AGENCY SJA 
TIONS 

Chevrolet    and    Chevrolet Campbell   Ew.ild      Detr 
A8C 

364 D-  .ill  rs.    Dctr 

Emerson    Drug.    Bait 

Int'l   Ccllucotton.   Chi 
Xaiser-Frazcr.  Willow  Run. 

Lcnncn    &    Newell.    NY 

FC&B     Chi 
Wm     H     Weintr.mb     NY 

MBS 

CBS CBS 

S60 

202 166 

Mich 

Radio    Bible    Clast.    Crand 

Rapids     Mich 
Tom    Co,    Chi 

|ohn   M     C.i<np.   Whejton. 
Ill 

Weiss  &  Ccller.  Chi 

ABC 

ABC 

42 

313 

PROGRAM,   time,   start,   duration 

Five    mm    newscattt:    24    each    weekend    scattered 

throughout    tched  ;    27    |uni      13    wks 
Titu>   Moody     T     Th   7  45   50   pm ;    21    |uly;    52    wks 

Arthur   Godfrey.    M    c    10    10   15   .im     7    |uly;    52    wk 

Lowell   Thom.it     M   F   6  45-7   pm ;   29   June;   52   wks 

Radio   Bible  Class.   Sun  8-8  30  am;  5  Jul:  52  wkt 

Turn    to   a    Friend;    T,   Th    II   55   am   12  25    pm ;    23 

|unc:   26   wkt 

2 ». .«*»<#       A 

SPONSOR 

it  Radio   \rt 

Liggett    &    Myers.    NY 
•  Chettorticldt  i 

Liggett   &    Myers.    NY 

Chesterfields1 
Miles  Labs.   Elkhart,   Ind 

Procter  &   Camble.   NY 

Procter  &   Camble,   NY 

Procter  &   Camble.   NY 

Procter  &   Gamble,   NY 

Procter  &   Gamble.   NY 

Procter  &   Camble.   NY 

AGENCY 

Cunningham   Cr   Walsh     NY 

Cunningham   &   Walsh.   NY 

Ccoffrey  Wade.  Hywd 

Biow.   NY 

Benton  6   Bowles.   NY 

Compton,    NY 
Benton  &   Bowles.   NY 

Dancer-Fitzgerald  Sample. 

NY 
Young   tj   Rubicam.   NY 

STATIONS 

ABC  331 

MBS  560 

MBS  476 

NBC   162 

NBC  175 

NBC   170 

NBC   173 

NBC   164 

NBC   186 

PROGRAM,    time,   start,   duration 

Les    Criftith    &    the    Newt      M   F    7:25-30    pm ;    29 

|unc;   52   wks Perry  Como     M.  W.  F  7  45  8  pm ;  31   Auk;   17  wkt 

Curt    Masscy    Time;    M-F    12-12:15    pm ;    29    |unc; 

52   wks 
Welcome  Travelers;  M-F  10-10:30  am;  29  |unc;  52 

wkt 

Lite   Can    Be   Beautiful:    M-F    3  3  15   pm;    29   June. 

52   wkt Road   of   Life:    M-F    3:15-30   pm;   29   |unc;    52   wkt 

Pepper  Young's  Family:  M-F  330-45  pm;  29  June: 

52  wkt Right   to  Happiness:   M-F   3:45-4   pm;   29   |unc;   52 

Backstage  Wife.  M-F  4-115  pm :  29  June:  52  wkt 

(For  N.-u    National  Spol   Radio  and  TV   Business,  see  "Report   I  page  -' 

3 National   Broadcatt   Salr 
NAME 

Louis    Arnold 

Leslie   C.    Arrics   Jr 

|oe   H.    Bak:r 

Richard    H.    Baldwin 
Frank    Barron 

lames   W.    Beach 
Bob  Brahm 
F.    E.   Busby 
Calvin  S    Cass 

Robert  E.  Chaffee 

Douglas   R.    Clawson 
Alex    Coc 

Pat   Cooney 
Richard    L.    Ceismar 

Ansel    E.    Cridlcy 

Dick    Harris 

Bertram    |.    Hauscr 

A.    L.    Hollander    |r 

E.    P.    H.   lames 

loscph   A.    Jenkins 
Harrison  Kohl 

Jacques  Licbcnguth 
Robert   Lyons 

Clyde  F.   Mcades 

lay  Mcrklc 
Werner    Michel 

John    H.    Milburn 
Edward  A    Montanus 

FORMER    AFFILIATION 

Du    Mont.    NY.    asst    to   dir   prog  &    prodn 
Du    Mont.    NY.    asst   dir    prog   &    prodn 

KMTV.    Omaha,    prom    mgr 

Paragon    Pictures.    Evan;ton     III.    sis   stf 
WIW     Cleve.   sis  rep 

WBKB.    Chi     sis    dcDt 
!-""n   Crms.    NY.   sis  exec 

WKRC     Mobile,    gen    mgr 

Croslev    Bdcstg.    NY,    sis   dept 

Life    Mag,    sr   tlsmn 

Zion's   Securities.    Salt    Lake   City,   attt   mgr 
KITE.    San    Antonio,    comml    mgr 

Ley  6    Livingston     SF     mgr   Phoenix   branch 
Du    Mont.    NY     sis    arct    mgr 

WFCM.    Fitchburg.    Mass.    pres   &    gen    mgr 

WNAX,    Yankton     SD.    prom    mgr 

MBS.    NY.    m-r   co-oo    p'og'.iming 
Du    Monr     NY     prodn    facils   mgr 
NBC     NY.    prom    dir 

WNBK.    Cleve      mgr 
Des   Moines    Register   &    Trib.    prom    mgr 

A<-me    Manifolding     NY.    sis  stf 
WRAP.    Norfolk.    Va     asst    mgr 
WCH.   Norfolk.  Va.   icct  exec 

Du   Mont.    NY.   sr   prodn   facils   -upvr 
Du    Mont     NY.    prodr 

KTIP     Portcrville.    Cal     romml    mgr 

Bryant    Machinery   &    Eng.   Chi.   adv   mgr 

NEW  AFFILIATION 

Same     a>st   bus  mgr  prog  dept 

WTTC     W,i<h     mgr 
May    Bdcstg    Co      KMTV     also    KMA.    Shenandoah. 

Iowa  i      dir    prom    &    mdsg 

NBC    Film    Div     Chi     sis    rop 
WXEL    Cleve.   sis   iM 

Same.    ;ls    mgr 

S-mc     eastern    sis    mgr     film    synd    opcr 
WPFA-TV     Pcnsacola      Fla     gen    mgr 

Ad.^m    J     Young   |r.    NY.    radio   sis   stf 
KX'C      Iowa    City     tit    mgr 

KDYL      KD>L   TV      Silt    Lake    City      tit    dir 
S'mc      station    mgr 

KH|-TV      LA      acct    exec 

Same,    but    mgr    prog    6    prodn 

Same     alto    Salisbury    Bdcttg    Corp     Worcester     vp 

gen    m-jr 

Same      tit    scrv    mgr 

Same      vp    chg    co-op    prog'amipg 

dig    prog   opcr KVOA    Tucson,  coord   af  TV  planning  &  pub  rel 
WKIF-TV.    Pittsb     comml    mgr 
KMTV     Omaha     sis   stf 

NBC    Film    Div     NY.    sis    rep 

Same     gen    mgr 

Same,    comml    mgr 
Sarrc     prodn    facils   tc 
Same     exec    prodr    chg    prodn 

KSFO     SF     jeet 
NBC    Filn    Du     Chi.    sis    rep 

In     next     iaanei     ̂ >ir     and     Rcnrirrd    on     Tclrrision     (Network) I       MverfistJIg      igency    Personnel 

Changes;  Sponsor  Personnel  Change*}  Station  Change*  (rep*,  network  affiliation,  pmrrr  increase*) 

\umi  ■■ 

nru    category 

Arthur  U    S 
F.  I    B 

R.  I    < 
John  /..   U. 
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3. \ational  Broadcast  Sales  Executives  (continued) 
NAME 

Ellis   Moore 

John    L.    Moore 
Charles   E.   Morin 

John    Mowbray 
Paul    B.    Mowery 

Fred  Ncttere 
Carl  Nielsen 

Roger  O'Connor Alvin   C.   Pack 

Robert  D.   Peel 
Ed  Prcsncll 

Herbert   Rice 

Robert   Rodgers 

Richard    H.    Rogers 

William  T.   Roimine 

Sam    Rossant 

Murry   Salberg 

Richard  T.  Sampson 

Dick    Schutte 

John  Scidlcr 
Frank  S.  Shaw 

James  Strain 
Donald    D.   Sullivan 

Arthur  M.  Swift 

J.   W.  Timberlake  Jr 

Bill   Waish 

Ceorge  I.  Weinman  Jr 
Earl   M.  Willhite 

Ken  Willson 

Henry  T.  Wilson 
Mel    Winters 

Kelly  Wofford 

FORMER   AFFILIATION 

NY,    adv    mgr 
NBC,   NY,   press  dept 

Longincs,   Wittnauer   Watch   Co, 

KPOA,    Honolulu,   comml  mgr 

KSFO.    SF,    acct   exec 
WABC-TV,   NY,  gen   mgr 

Wall  St  Journal,   NY,   space  slsmn 

NBC,  TV  spot  sales  mgr 

Avery-Knodel,   NY,  radio   time   slsmn 
Own  ad  agency  &  recording  co,   Salt   Lake  City 
WFRX,    Frankfort,    III,    prog    dir 

H.  P.  Wasson  Co,   Indianapolis,  sis  dept 

MBS,   NY,  creative  prodr 

NBC    Spot   Sales,    NY,   acct   exec 

Rogers    Co,    NY,    film    rep    (own    firm) 
CBS.    NY,   mgr   film   library 

MCA    NY,  sis  exec 

CBS    Radio,    NY,    prom    dept 

KXO,  El  Ccntro,  Cal,  mgr 

KSFO.   SF,   acct  exec 

Du   Mont,   NY,  asst   to  prodn  facils  supvr 

NBC,   Chi,   guest   rels   stf 
World    Bdcslg,   Hywd,   sis  rep 

WNAX,   Yankton,  SD,   cmml  mgr 

WOOD,  WOOD-TV,  Grand  Rapids,  Mich 

W.  L.  Stenesgaard  &  Assoc   (point-of-purch  adv 
specialists),    staff 

Dowd   Agency,    Boston,    media   dir 

Tide   Mag,   NY,  sis  stf 

Tullis  Co,   LA,   radio  &  TV  acct  exec 

Tobacco  Net,   NC,  gen  sis  mgr 

WOR,    WOR-TV,    NY,    bus   news   ed 
WINS,    NY,    prom,    mdsg    mgr 

KEYS,    Corpus   Christi,    Tex,    mgr 

NEW  AFFILIATION 

Same,   bus  publicity  mgr 

BAB,   NY,  sis  exec 

Consol  TV   Sis.    Pacific   Coast   acct   exec 

KXA.    Seattle,    comml    mgr 

WFIL,   WFIL-TV,    Phila,    prog   &   sis   advisor 
&    TV 

Katz   Agcy,    NY,   TV   sis   stf 
KCBS.   SF,   acct  exec 

Katz  Agcy,   NY,  TV   sis  stf 
KDYL,   Salt   Lake   City,    prog   dir 

WIND,    Chi,    prodn    mgr 

KSTL,   St   Louis,   sis  rep 
Same,    vp    chg    progs 

NBC  Film  Div,  NY,  sis  rep 

Screen   Cems,    NY,   sis   serv 

WSAZ,    Huntington,   W.   Va.,  admin  asst 

ABC,    NY,   acct  exec   radio   sis 

Same,    prog    prom    mgr 
Bdcstg   Corp   of   Amer,   Cal,   gen   mgr 

KXA.   Seattle,  acct  exec 

Same,    asst    prodn    facils    mgr 
NBC    Film    Div,   Chi,   sis  rep 

NBC   Film    Div,    Hywd.   sis  rep 

Same,    also    KVTV,    Sioux    City,    dir    adv 
-Same,   gen    sis   mgr 

Jefferson    Standard    Bdcstg    <WBT,    WBTVi, 
lotte,   asst   to  gen   sis   mgr 

Weed    &   Co,    Bost,    supvr   spot   radio   sis 
Ceo.   P.   Hollingbery,  NY,  sis  stf 

KMO-TV,    Tacoma,    gen    sis   mgr 

Same,    vp,    gen    mgr 

Same,    mgr   press   info 
KWKW,    Pasadena,    prom    mgr 

KITE,    San   Antonio,   comml   mgr 

Seve  Agency  Appointments 
SPONSOR 

B-B   Pen   Co,   Hywd 

Betty    Zane   Corn    Prods,    Marion,    Ohio 

Chicago   Spring   Prods,  Chi 
Cole   of  California,   LA 

Country  Home  Bread,  Wolcott,  Conn 

Cudahy    Packing,    Omaha 

Cardcn    Guild   of   Amer,    Devon,    Pa 

Hosid   Products,  Syracuse 

Kroll    Bros,    Chi 

M  &   R   Dietetic   Labs,   Columbus,  Ohio 

Polaroid   Corp,   Cambridge,   Mass 
Serta  Assoc,  Chi 

Sun    Oil   Co,    Phila 

C.   A.   Swanson   &   Sons,   Omaha 

Whitehall    Pharm,   NY 

PRODUCT    (or   service) 
Pens 

Betty  Zane  Popcorn  and  Popcorn  Oil 

Spring    units 
Cole   swim    suits 

Country    Home    Bread,    butter    rolls, 

English   muffins 
Old   Dutch  Cleanser,  Delrich  margarine, 

meat  prods,  other  prods 
Horticultural    prods 

Clamur  Instant  Upholstery  Cr  Rug 
Cleaner 

Juvenile  furniture 

Pream,  dairy  prod   for  coffee;  Ten-B- Low    ice    cream    mix;    other    dairy 

prods 

3-D  viewing  glasses 

Perfect   Sleeper   mattress 

Blue  Sunoco  gas,   Sunoco  motor  oils, 
automotive  prods 

Oleomargarine  div 

Kriptin,  Cuards  Cold  Tablets,   Petro- 

Sytlium 

Numbers  after  names 

refer  to  New  and  Re- new category 

I  red  Nettere 

Roger  O'Connor John   Mowbray 
I).   I).  Sullivan 
Dick  Harris 

(3) 

(3) 

(3) (3) 

(3) 

I.  I'.  II.  James  (3) 
Uvin  (,.  Pack 
\turry  Salberg  (3) 
I.  L.Hollandet  .//  (3) 
Werner  Michel  (3) 

P  Q 

AGENCY 
Hilton  &  Riggio,  NY   leff  1  Ai 

Kight   Adv,   Columbus,   Ohio 
Bozell  &  Jacobs,  Chi 

Young   &    Rubicam,    LA 

Edward   Craceman   &   Assoc,  H 

ford,    Conn 

Young  &  Rubicam,  Chi  ieff  3 

Smith,  Hagel  &  Snyder,  NY 
Barlow  Adv.  Syracuse 

Bozell    &    Jacobs,    Chi 

Benton  fc   Bowles,   NY    leff  1 

Cunningham  &  Walsh,   NY 
Bozell   &   Jacobs,   Chi 

Ruthrauff  &  Ryan,   NY 

Bozell    &    Jacobs,    Omaha 

Compton,    NY 
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NNEW    HAVEN 
\\L-   Qwna/*yi&€#  .  /rs/*f<//  //</// €4; 

Wl€& Xv±  ̂ /f^w-  izrl<//vmi 

A  prosperous,  working  community 

*>.  n  buyinfi  community.     New  Haven's 

mmi  ilniii  ',',,!  manufacturing  concerns 

mak(   it  a  market  that's  healthy 
tconomically  and  wealthy  in  potential  sales 

for  you.     Includi    it  in  your 

mlr,  rtising  sch<  duh  s! 

Most  efficient  way  to  reach 

and  sell  >ln  pi  "i>li  hi  New  Woven  is 

through   WNHC — tht   "radio  center"  for 
entertainment  and  news.    Programs 

linn   a  strong  local  appeal  that  h 

dials  set  at    1340.    Let    WNHC 

stimulati  your  •  \     ■    II 

WTSttiC 
.£l:m:    i^issl   t-m 

In   drug    itorn  all   over    the    »orld 

Irsdcmu 

riertmo 

1917    II    ■ 
Miffing   (rirtn  I  ll 

rig   Into 

111  and  tun. 

mm. 

v> 

$Mlf 

NEW      HAVEN 

ally  by 

THE        KATZ       AGENCY 
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j  THE 

:  BUY  WAY 

:  TO  GREATER 

:  PITTSBURGH 

!  CHANNEL 
!  53 

j  WKJF-TV Telecasting 

Outstanding 

NBC  Programs 

Pittsburgh's  Pioneer 
UHF  TV  Station 

now  telecasting 

daily  sponsored 

programs 

taking  Pittsburgh's  ~ 

2'/4  billion  market  : 

OUT  OF  SINGLE  ~ 

STATION  CATEGORY  : 

WKJF-TV 
PITTSBURGH 

Phone,  wire  or  write, 

tor  rates  and  data  sheets 

WEED  TELEVISION    ~ 
National  Representatives        Z 

ki  i  i  i  i  i  i  i  i  i  i  1  i  i  1  i  i  t  i  i  i  i  ;  i  i  r 
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New  developments  on  SPONSOR  stories 

"Hon  Ruppert  wooed  the  women  and 

won" 

20  October  1932.  p.  .32 

Introducing;  a  new  brand,  Knicker- 
bocker. Ruppert  used  air  media  ex- 

tensively,  scored   massive  gain* 

Haying  wooed  the  women  and  won.  Ruppert  has  broadened  it- 

appeal  via  a  spot  campaign  of  programs  and  announcements.  To  kick 
off  the  promotion  of  its  dark  beer.  Ruppiner.  the  brewer]  ran  an  ex- 

tensive announcement  campaign  on  WHOM,  WWKL,  WLIB,  New 
York,  to  reach  the  Spanish,   Italian.  German,  and  Jewish  markets. 

Recently  returned  from  a  trip  through  New  England,  Riow  account 

executive  David  Halpern  told  sponsor:  "I  checked  sales  very  closer) 
and  can  safely  say  that  Knickerbocker  has  outstripped  everv  brand 

in  New  England,  local  or  national.  We're  first  in  sales  in  Massachu- 
setts, Connecticut.  New  Hampshire,  and  Vermont.  And  we're  using 

plenty  of  radio  and  TV  to  stay  No.  1."  Firm  is  airing  newscasts 
four  times  a  week  on  WNAC-TV,  Boston,  and  \\  J  \R-TY.  Providence. 

It's  also  running  announcement  campaigns  on  radio  and  TV  in  New 
Haven.  New  Britain,  Holyoke,  Schenectady,  and  Binghamton. 

To  maintain  its  rate  of  climb  in  New  York  Ruppert  has  the  follow- 

ing lineup:  Jane  Pickens,  WNBC.  Thursdav.  10:35-11:00  p.m.;  Bill 
Leonard.  WCBS.  9:00-9:05  a.m.,  Monday.  Wednesday.  Friday:  Bill 
Leonard,  WCBS-TV.  6:05-6:10  p.m.,  Monday  through  Friday:  a 

Spanish  soap  opera  on  WHOM.  9:45-10:00  p.m..  Monday  through 
Friday;  Ken  Banghart.  WNBC.  Tuesday.  Thursdav.  Saturday.  6:00- 
6:15  p.m. 

Starting  29  July  Father  Knickerbocker.  Ruppert  s  live  trade  mark, 
will  be  a  Wednesday.  Thursday,  and  Friday  feature  on  the  Steve 

Allen  Show,  WNBT.  11:20  to  midnight.  Both  agency  and  adver- 
tiser are  convinced  that  a  fresh,  live  show  in  that  time  slot  can  pull 

a  major  share  of  the  audience  awa\  from  the  usual  run  of  late  films. 

A  spot  radio  campaign  will  be  used  to  promote  the  new  program. 

One  of  the  tricks  Ruppert  uses  is  to  spot  the  major  portion  of  its 

announcements  and  programs  on  Wednesdays.  Thursdays,  and  Fri- 
days in  order  to  pound  its  messages  home  at  a  time  calculated  to 

catch  the  housewife  just  before  she  does  her  weekend  shopping.  Con- 

vinced that  the  trend  toward  bottled  beer  ilb't  bottles  to  24' , 
draught  I  means  an  increasingly  important  role  for  the  woman 

shopper.  Ruppert  works  closely  with  WNBC  to  get  the  most  out  of 

that  station's  "Chain  Lightning'"  merchandising  plan.  The  brewery's 
own  promotion   team  supplies  special  display   material   in   advance. 

The  effectiveness  of  Ruppert  "s  strategy  is  put  simply  b\  Herman 
Katz,  v.p.  in  charge  of  sales:  "Despite  our  phenomenal  sales  success 
in  1952  we  haven't  slackened  up  a  bit.  And  the  result  is  our  sales  are 

up  15-20'  <    over  last  year  and  still  rising." 

"Foreign-language  radio:  a  1953  sta- 

tus report" 
26  January    1953.  p.  38 

General  Mills  joins  national  sponsors 
of  Spanish-language  programing  in 
Southwest 

Recent  addition  to  the  impressive  roster  of  national  foreign -lan- 

guage radio  advertisers  is  General  Mills'  Cold  Medal  Flour.  To  sup- 
plement its  radio  advertising  in  the  Southwest,  this  firm  bought  a  15- 

minute  segment  of  a  homemaker  show.  Club  del  Hogar  [The  Home 

Club\.  on  KIWW  .  San  Antonio.  Tex.  This  program,  on  the  air  start- 

ins  6  July  from  10:00-10:15  a.m.  across-the-board,  is  aimed  at  the 

large  segment  of  the  1.500.000  Latin  American*  in  Texas  who" re 
concentrated  iti  the  San  Antonio  area.     Agency:  D-F-S.  •  •  * 

SPONSOR 



Time  Buyers  who  Dig  for  the  FACTS 

BUY  SAN  DIEGO 
( .  .  .  Because  it's  the  Nation's  fastest  growing  large  city) 

AND 

buy  KSON 
( . . .  San  Diego's  only  24  boar  music  and  news  station) 

Because,  regardless  of  what  survey  they  work 

with,  they  have  only  to  consult  SRDS  to  find- 

KSON  IS  THE  LOWES!  colt 
PER  THOUSAND 

PULSE 

KSON   44< 'A". 
•B". 
•C\ 

'D". 'E"  . 

S  .80 
$2.27 
Si. 68 

Si. 50 

Si. 50 
April -May  daytime  Inner  Pulse 
10  0%  yardstick  (Mon.-Fri.)  day- 

time 1  5  time  one  minute  rate 

REPRESENTED  BY 
THE  BOLLING  CO. 

NIELSEN 

KSON   06< "A"   10<: 
"B"   25< 
"C"   22<: 
"D"   21( 

"E"      1  4< 

Comparatise  cost  per  thousand 
homes  based  on  average  dmil) 
circulation  daytime  15  time  one 
minute  rate 

HOOPER 

KSON   76< 

•A" 

•B" •C" 

•D". 

•E" 

A  pri  I  -  May  da 
radio  audience 

daytime  I  5  time 

.  $1.04 

.  N6.18 

.  S  i.o  i .  S  1.63 

.  $  1.12 
v  I  i  m  c  Hooper 

ndex  (Mon  -Fri  ) one  minute  rate. 

OWNED  AND  OPERATED  BY 
FRED   and 
DOROTHY RABELL 
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lka-Seltzer+ 

mm-i-Dent+ 

nacin 
amel+ 

oca-Cola + 

unningham  &  h 

ayer  Aspirin+ 

ros.,Lever+ 

ristol-Meyers+ 

lock  Drug+ 

.B.D.&0  + 
elding,  Foote,  Co 

ecil  &  Presbrey+ 

heste?'field+ 

arter  Products* 

terling  Drug+ 

.S.C.&  B.+ 

.  C.Johnson  &  t\ 

+all  these  clients  and  all  these  agencies  (]1 
many,  many  more:  more,  in  fact,  than  i 

summer-fall  to  date)  are  now  using   
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eedham,  Louis  &  Brorby* 

aumkeag  ( bttori* 

ewell,  Lennen  &+ 

cites.  Ted  &  (V>.+ 

romo-Seltzer+ 

urnett,  Leo  Co. 

onsolidated  Cosmetics' 

.U.N.A  + 

oe,  Donahue  £r+ 
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TOWELS-SHEE 
CANNON  MILLS   COMPA 
LARGEST  MANUFACTURERS  OF OLD  TEXTILES 

•    Kannapolis 

•  Charlotte  ̂  

CHARLOTTE 

rrfOE? YCin^tb?  Ob  KOn?FHor 

cvmmom  wirra  cowbVMA 

•LOMEfZ-ZHEEi; 

as     near     Charlotte     as     Highland     Park     to     Chicago 

A  BIG  GUN  OF  AMERICAN  INDUSTRY 

Emplaced  on  the  towel  racks  of  the  nation,  the  friendly 

firing  piece  of  Cannon  Mills  symbolizes  the  national 

significance  of  the  Carolina  textile  industry.  Every  fifth 

American  textile  mill  is  located  in  the  Carolinas  and 

Charlotte  is  the  geographical  center  of  the  industry. 

It's  an  industry  that's  small-town  but  big-time  —  and 

a  major  reason  why  Charlotte  —  73rd  U.  S.  city,  ranks 

in   the  nation's  first   25   markets."" 

are 

plumb 
I in 

the    I 

middle 

of 

a 

22nd  in  populotion 
(Hearst   Advertising  Research i 

fabulous 

market 

Jefferson  Standard  Brdadeasting  Company.  Charlotte,  N.  C. 
         Represented  Nationally  by  CBS  Radio  and  Television  Spot  Sales 

J 
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Under-the-counter  stations 

arent  popular  with  most  buyers 

I.  Kaufman  aKrin> 

Stations     willing     to     haggle     over     air     prices     are     finding     cold         shrewd    agency    shops    for    a    good    buy,    timebuyers    distrust    the 

responses    these    days    from    many    buyers.      Reason:    Although    a         chiselers     since    they    may    offer    a     better    deal    to    competitors 

Is  era  of  spot  radio  rate 

"deals"  coming  to  an  end? "Yes."  say  admen — but  sonic  air  chisel in«"  has  taken  new   tonus 

by  Charles  Sinclair 

M  »>u  can  still  find  radio  stations 

willing  to  toss  rate  cards  in  a  drawer 
and  talk  business  like  horse  traders  in 
a   Persian  market. 

However,  alter  two  years  of  bargain- 

basement  selling,  the  radio  "price 
wars"  in  which  some  stations  would 
make  a  special  preferential  deal  for  <in\ 

amount  of  business,  large  or  small,  are 

l.'-i  disappearing. 

That's  the  opinion  of  a  Dumber  of 
leading  agencymen,  clients,  and  reps 

contacted  b)  SPONSOR  while  preparing 
this  latest   report  on   rate  chiseling   in 

27  JULY  1953 

broadcast  advertising.  (For  an  earlier 

report  on  the  subject,  see  "Radio's 
gasoline  war:  Nobod)  want-  it  SPON- 

SOR -'  June  1952). 

Does  this  mean  that  a  completel) 

stable  rate  situation  i-  returning  to  the 
radio  industry  ? 

Not  necessarily.  It's  true  that  the number  of  station-  who  will  cheal  di- 

rectl)  on  their  rate  card-  ha-  dropped. 
But  a  new  form  of  indirect  rate  eva- 

sion is  rapidh  becoming  common  pra<  - 
lice  in  air  advertising,  main  indu-tr\ 
members  stated  to  sponsor. 

Here-  how  one  veteran  rep.  whose 

station  li-t  includes  several  of  ihe 

country's  most  powerful  clear-channel outlet-,  puts  it : 

"Rate  chiseling  todaj  i-  taking  the 

form  of  'getting-around-the-rate-card 
rather  than  'bargain-basement'  selling. 
\  growing  Dumber  "t  advertisers  and 
ad  agencies  are  approaching   rep-  and 

status    report 
illllllllllllll 

33 



War  against  radio  rate  "deals"  is  being  fought  on  many  fronts 
Industry    groups,     buyer-seller    clinics,     and     active     groups    of    loc 

broadcasters     help     mold     industry     opinion     against     "deals."       Fr 

stations  with  spot  radio  offers  that  are 

either  so  big — or  so  unusual  in  some 

way — that  they  do  not  fit  the  standard 
provisions  of  regular  rate  cards. 

"In  such  a  case,  the  advertiser  is 
often  seeking  a  special  price  for  these 

special  campaigns.  And  radio  and  TV 
stations — even  some  of  the  best-known 

outlets — often  grant  it.  They  rational- 
ize the  process  bv  saying  to  themselves 

Tm  not  cheating  on  my  rate  card.  I'm 
creating  a  new.  additional  rate  to  fit  a 

particular,  unusual  situation'." 

s 

Not  everybody,  of  course,  views  this 

trend  among  large  advertisers — like 
General  Mills,  Whitehall  Pharmacal. 

B.C.  Remedies,  Grove  Laboratories, 

Robert  Hall  Clothes,  and  the  top  soap 

and  cigarette  air  clients — with  alarm. 
Spot  radio  billings  this  year  i  after 
trade  discounts  but  before  commis- 

sions) are  expected  to  be  around  $130,- 
000,000 — an  all-time  high.  Even  in  the 
top  TV  markets,  many  a  radio  outlet  is 
sold  out — at  card  rates. 

What,  then,  is  the  real  status  of  ra- 

iiiiiiiiiiiiiiiiiiiiiiii   iiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiii   niinmiiiiiiumniii   mi   iiwiiiiiiiii   iiiiiiiiiiiin   iiiniiuuiiiiiiiiiiiii   iiuiiiiiinniiiiiijg 

RATE  SITUATION  AT  A  GLANCE 

Status  of  '"'deals'''' :  The  straight  chisel,  within  structures  of 
normal  rale  cauls,  is  on  the  downgrade.  But  there  has  been  a 

rise  in  the  number  of  huge,  or  odd,  spot  campaigns  in  which 

advertisers  and  agencies  force  stations  to  create  "special"  rates 

Trade  action:  lis  difficult,  if  not  impossible,  to  police  the 

air  industry.  However  important  industry  groups,  like 

\   IRTB,  SRA,  and  others  are  leading  active  fight  on  "deals" 

Trade  opinion:  A  station  that  cheats  on  its  rate  card 

must     face     distrust     of     buyers,     must     sacrifice     goodwill 

Remedies:  Several  have  been  proposed  by  both  buyers  and 

sellers,  including  honest  revisions  of  rales  if  needed. 

extension   oj    card   rates   to   include   new   types   of  campaigns 

minium   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiuiiiiiiiiiiimiiiiuiiiiiiiimmiiumuuiuiimiiiiiiiiiii  <  % 

dio  land  TV  I  rate  cards  toda\  ? 

This  is  how  the  picture  shapes  up,  in 

the  opinion  of  a  number  of  top  buyers 
and  sellers  of  spot  air  advertising: 

1.  In  mature  video  markets,  nearlv 

half  of  the  radio  outlets — according  to 

one  rep's  estimate — have  made  rate 
card  adjustments  during  the  past  12 

months.  Many  have  switched  to  a  sin- 
gle-rate basis,  in  which  nighttime  rates 

have  come  down  to  the  level  of  davtime 

prices.  At  the  same  time,  many  have 
created  new  volume  discount  struc- 

tures and  "floating  schedule"  prices 
which  are  attractively  low — but  are 
now   offered  equally  to  all  advertisers. 

"In  the  big  television  markets,  radio 
rates  have  come  down  to  the  absolute 

minimum.  Clients  can  get  good  value 

for  their  spot  dollar.  Of  course,  some 

stations  will  try  to  prop  up  an  unreal- 
istic rate  card  by  making  special  deals 

here  and  there.  But  most  of  them 

realize  now  that  it's  a  matter  of  sell- 

ing at  the  same  price  to  everybody — 
or  going  out  of  business,  said  Reggie 

Schuebel,  a  veteran  radio  and  TV  buy- 

er and  a  partner  in  the  agency  consul- 
tant firm  of  W  yatt  &  Schuebel. 

2.  In  the  new  I  \  markets,  or  in  t lie 

one-station  video  areas  now  rapidh 

filling  up  with  second  and  third  out- 
lets, the  rate  situation  is  also  reason- 

ably stable.  "Radio  stations  who  are 
now  facing  new  or  increased  T\  com- 

petition due  to  post-freeze  video  ex- 

pansion are  not  in  the  same  kind  of 
panic  that  was  common  hack  in  1950, 

34 SPONSOR 



|."-ellows,    NARTB;    SRA   clinic    with    Shell    Oil:    Ben 
\VDC     who    made    one    of    "anti-deal"    resolutions 

said  tin1  Bales  manager  of  one  <>f  New 
^1'ik-  leading  radio  and  T\  station 
rep  organizations. 

"Management  at  these  radio  stations 
has  had  a  chance  i<>  see  what  happened 

during  the  'price-war'  days  of  L952. 
^  ou  II  probabl)  see  some  rate  re\  isions 
on  radio  outlets  in  new  TV  areas.  But 

it  will  be  an  orderl)  process,"  tlii-  sales 
manager  added. 

.'{.  Umost  all  of  the  TV  stations  in 
the  largest  and  most  competitive  tele- 

vision market-  are  sticking  prettv  <lo-e 
to  their  rate  cards,  liiiielun  er-  report- 

ed. However,  some  agencymen  told 

sponsor  that  the  "tie-in  purchase"  is 
being  practiced  l»\  a  few  of  the  outlets 
in  one-station  market-. 

"It  work-  like  tin-."  a  Weintrauh 

agenc)  Inner  stated.  "You  are  look- 
ing around  for  good  nighttime  avail- 

abilities.  \  I  \  station  in  a  one-station 

■  itj  will  report  that  the)  don't  have 
an)  nighttime  openings.  Then  you 
hint  that  you  might  also  he  willing  to 
bu)  some  morning  or  da)  time  I  \ 
slots.  In  a  little  while,  the  station  re- 

ports hark  that  the)  just  happen  to 
have  found  some  nighttime  availabili- 

ties whidi  the)  will  sell  you  if  you're 
willing  to  bu)  daytime  slots  as  well 
at  raid  rate,  of  course." 

I.  Client-  who  have  openl)  sought 
under-the-counter  deals  in  recent  week- 
are  finding  a  stiffening  resistance 
among  even  the  lower  echelons  of  radio 
stations  in  all  major  market-.  The  bie- 

i  Please  turn  to  page  88) 

Here's  how  top 

admen  view  radio-TV 

"deal"  situation 

Harold  E.  FeUou>$,  President  VARTB:  "  /  rn<  i  i  tain  raU  polit 
short-sighted  personnel  and  publit  relations, undei  tht  count et 
deals  .  .  .  nil  of  them  n  i  <  strong  <  i  idt  nt  i  -  oj  moral  managt 
meni  breakdown     which  in  turn  had.*-  to  ultimatt  financial 

disastt  i  for  the  station  involved." 

Timebuyer  at  P&(;  agency:  "  Then   s<  i  m&  to  bt  a  strong  trt  nd 
away  from  offering  us  straight  raU  chisels,  in  both  radio 
mi 'I  TV.  Hal  I  ft  el  that  mi  advertise*  who  has  an  extra  lat  ge 

campaign  mi  <i  shit  Km  is  not  unreasonablt  it  ht  inquirt  - 
about  a  special  volume  discount  based  on  his  campaign. 

Irving  H  augh,  CommL  Mgr.,  WSM:  "RaU  cutting  is  achit  i  <  d 
through  the  cooperation  oj  radio  operators  themselves  foi 

otherwise  if  would  not  exist.    The  curt    "ill  not  i<>>>< 

thebuyerbut  from  the  seller     tht  operator  himself." 

John  J.  (  tirier,  Adam    I  oung,  Inc.:   "(  <  ittnii   stations   I"' 

to  cut  i<iti*<  rather  limn  improvt   theii  product  and  do  a 

better  selling  job.    We  feel  strongly  thai  cutting  rates  is 

n  dangerous  >  cpedient  which  in  tht  long  run  hurts  both 
particular  station  and  the  entirt   industry.   Most  advt  i 

Users  don't  want  off  tht  card  deals." 

Radio-TV  director  of  V  V.  ml  agency:  "There's  a  trt  nd  today 

among  big  advertisers  toward  tht   ust   oj  saturation  - 
campaigns  in  radio  and  TV.   Stations  often  havt   to  en 

special  rates  to  til  tht   situation.    Thest    stations  should 
immediately  include  the&  ht    raU   cards,  and  quickly 

advise  nil  regular  ad  ht  change." 

Executive  of  the  At  i  i:  "Tht    '  modi  I  Wt'  dt  Vt  lopt  'I  >'  ith 

tht  NARTB  mah  -  clt  a\  :  ■  4.1'-  on   •< 
/,,  .  ill  tactics  •  ■  ■ 

i  prohil  "  prat  lit 
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Iliirhp  gets  more 

Ieads-per-$ 
on  radio 

Careful  program  choices 

pinpoint  investment  prospects, 

attract  customers  for  Bache  &  Co.  at 

higher  rate  than  print  media 

Nignily  chore  is  teletyping  financial  news  script  to  radio  stations  in 

Chicago,  Cleveland,  San  Antonio.  Checking  script,  above,  are  Account 

Executive    Howard    Liebl    and    Bache    Ad    Manager    Henry    Gellerman 

By  Dick  Jackson 

M  he  ad  manager  was  relaxing  at 
home  after  one  of  those  days.  He 

was  listening  to  the  7:00  p.m.  news- 
cast before  checking  his  own  program 

at  7:15.  At  about  7:03  he  heard  the 

Hash  that  the  Federal  Reserve  Board 

had  lowered  margin  requirements  for 
stock  purchases  from  75  to  50 % .  This 

announcement  was  taken  impassively 
by  the  vast  majority  of  listeners.  But 
this  particular  listener  was  Henn   Gel- 

lerman,  advertising  manager  of  Bache 

&  Co.,  one  of  the  country's  leading 
brokerage  houses. 

Hastily  scribbling  a  few  lines  of  text 
he  called  the  newsroom  of  WOR,  New 

York,  dictated  a  change  in  the  copy 

for  that  evening's  Bache  commercial, 
and  asked  to  be  phoned  back  imme- 

diately for  confirmation.  He  got  his 
confirmation  at  7:12.  At  7:15  Henr\ 

Gladstone's    transcribed    program    To- 

Brokerage  firm  uses  newscaster  in    Philadelphia   to  win   audience   susceptible   to  investment   pitch 
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day's  Business  went  on  the  air.  A  few 
minutes  later  a  live  announcer  cut  in: 

"Flash!  Word  has  just  been  received 
that  the  Federal  Reserve  Board  has  re- 

duced margin  requirements  for  stock 

purchases.  For  a  free  copy  of  the 

Bache  booklet  explaining  the  signifi- 
cance of  this  change,  write  tonight 

to  Henr\  Gladstone,  care  of  WOR.  Box 

G,  New  York." 

Needless  to  say.  Gellerman  sat  up 

most  of  the  night  writing  the  booklet. 
He  knew  that  his  desk  would  be  loaded 

with  requests  for  the  booklet  in  the 

morning.  It  was.  That's  why  Bache  \ 
Co.  is  spending  over  $80,000  of  its 

$300,000  budget  for  1953  on  radio. 
\bout  S90.000  is  used  for  newspapers 

and  magazines,  a  considerable  chunk 
for  promotion,  booklet  printing,  public 

relations,  and  production,  i  In  addi- 

tion, a  heftv  slice  of  this  year's  budget 
has  been  put  aside  for  T\  when  a  suit- 

able format  can  be  found.  I 

Bache  i.  Co.  likes  the  Henry  Glad- 

stone program  so  well  that  it  has  the 

scripl  teletvped  daily  to  WGAR,  Cleve- 
land: \\<;\.  Chicago:  and  KABC,  San 
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case    history 

Antonio,  where  l>.n  he  also  sponsors  the 

show  For  branch  offices  in  those  i  1 1 1< ■-. 
In  these  three  cities  the  set i|)i  is  read 
1»\     local    aillioiini  il  -    .llhl     le-ull-    lull  e 

been  uniformly  good  i"  date.  Bache 
re  entl)  commenced  sponsorship  "I  an 

earl)  evening  newscasl  on  WIT.  Phila- 

delphia, i  Ml  nl  Bache  radio  acth  i- 
lies  are  aired  al  a  time  w hen  it  i-  be- 

lieved ilw  whole  famil)  is  present,  and 

particularly  the  bead  i>l  the  house.  I 

lh"  firm  started  sponsoring  /  odaj  s 
Business  ovei  \\('l!  three  times  week- 

Is  in  Ma)  1952,  Btepped  up  i"  five-a- 
week  in  November. 

The  formal  for  the  program  was  de- 

veloped l>\  \\  Ol!.  presented  to  Bache's 
).  \  Mln'ii  Frank-( luenther  Law . 

Inc.,  b)  W  Oli'-  account  executive  in 
charge  ol  business  programs,  Martin 
Monroe.  \i  the  agency,  Bache  account 
<\r.  utive  Hum. ml  Liebl  and  radio  and 

T\  director  Robert  Da)  agreed  thai  it 
was  a  natural  For  Bache.  \d  manager 

Gellerman  bought  the  idea  with  little 

urging. 
Kui  ilii-  was  not  the  maiden  air  ef- 

fort for  Bache.  The  brokerage  house 
started  on  radio  with  a  13-week  sched- 

ule of  three  announcements  a  week 

over  WO\li.  New  York,  in  Januar) 
1950. 

The  pitch  was  simple:  "Willi  high 
taxes  and  an  increasing  cost  of  living 

it  i-  necessar)  that  you  gel  the  highest 
possible  income  from  your  surplus 

funds:  the  way  to  do  that  i-  to  invest 

your  surplus  mone)  in  common  stork-. 
.  .  .  To  gel  information  and  counsel  on 

how   to  invest,  go  to  Baelie  \  Co.  .  .  ." 
\  number  of  booklets  were  offered 

and  the  response  was  encouraging.   Of 

course,  the  main  purpose  of  offering 
the  booklet   was  to  get   lead-   for  Ha<  lie 
salesmen.  1!\  programing  on  a  good- 
music  station  the  firm  felt  tliat  it  w  i- 

reaching  a  higher-income,  better-edu- 
cated audience  and  thai  a  good  pro- 

portion of  sales  would  result  from  tin- 

leads  obtained.  This  proved  to  he-  true. 
Bache  graduall)  stepped  up  the  fre- 

quenc)    of  announcements  on  \\  0\R 

with  each    l'vweek   renewal,   was   Usins 
2.">  announcements  a  week  1«\  Vugusl 
\97>2.  \t  thai  time  Bache  pulled  out  of 
\\o\li  because  compan)  executives 
felt  the)  had  saturated  that  particular 
audience:  they  contemplate  going  hark 
soon,   possibl)    this   fall. 

During  the  last   six   months   of  the 

\\n\li  buy,  Bache  also  used  tin 
\\  QXR  network  ol  I  1  Btations  I  12  in 

upstate  \iu  ̂   ork.  one  in  New  Haven, 
one  in  Scranton)  which  uses  relaj s  ol 

\\  QXR's  '  I.I--H  al  mii-i    programs. 
\  niiinlif  i  of  t)  pes  ol  programs  were 

tried  during   the  past   three  years.     \ 
husband-and-wife  team  was  used  o 

New    York   station   fo]    26   week-   .m,\ 
ilieu    ,i   lot   nl    leads.    Bui   as  ..•  count 

e\d  uti\  e    I  low  .ml     I  ,ie!>l    |uil-    il  :    "\\  e 
can  gel  inquiries  From  an)  type  oi 
show   hui   in  too  mam    instances  these 

leads  turn  oul   in  be  a   w aste  ol   tiiiu 

foi    the    sales    department.     \\  e    I 

Found  thai  using  well-known  personali 

ties  often  pulls  a  l"i  "i  fan  mad  from 
loyal  listeners  who  reall) 

prospei  i-  tin   U-. 
I  -i  1. 1  several  othei  pei  Bon  ilit)  -t)  pe 

shows  in  the  Midwest  substantiated  this 

theoi  j  :  Plent)  oi  mail  hut  not  enough 

hot  pi  osp<  cts,  (( in  the  othei  hand, 
K  iddei .  Peabodj  S  <  o.,  w  hi<  h  spe<  ial 

izes  in  mutual  Fund  i  ustomers,  has  n-ed 
i  Please  turn  to  pa  ■   66 

Mil  It  (Mill 

Here's  how  Bache  attracts  new 

leads  with  selective  programing 

Business  news  written  by  recognized 
authority,  classical  music  programs, 
and  straight  newscasts  at  houi   when 
head  oj  family  is  at  home  seem  to 
attract  type  oj  audit  nee  u  huh  is 
<  asi(  s/  to  convi  ri  h  om  l<  ads  to  sales. 

t  ai  i<  ty  "/  investmt  nt  bookh  ts  an 
offered  on  radio  program  (>  vampU    at 
left).   Aftei  booklets  an  sent,  salesman 
follows  up  with  /"  i  sonal  t  all.  s,  h  ,  tii  < 
programing  insures  least   muni,,   oj 
wasted  calls  by  Bache  contact  men. 

Investment  firm  has  tried  using  popu 
hit    local  pi  i  sonalities   but   found 
tlnif  while  mail  pull  was  heavy,  much 
of  it  was  ni  mil  hi  <   oj  tun  mail  sent 
by  loyal  list*  m  t  s  who  wen   hit  n  sU  d 
in  show  but  not  investment  prospei 

D'/'  In  has  li  m  i"  d  that  by  -<  l<  <  tivt 

programing  it  gets  leads  via  radio 
at  h  55  cost  than  by  in  wspapi  r  ad- 
r,  ,  Using     Also  thai  UsU  h<  i  - 

vert  ini  nu  rs  at  i  aU  i  ompara- 
1,1,  to  best  fhtana   /><""  advertising. 

27  JULY  1953 

37 



C  nil    i/oii    /»«•/)«•  i •«■ 

•i- luil    pcoiitV   («>f f    t/nu? 

"No,"  says  researcher  Alfred  Politz. 
Example:  Foi  almost  a  decade,  the 

question  "What  brand  of  refrigerator 
will  von  bin  next?"  produced  more 
tulcs  for  General  Electric  than  for 
Frigidaire,  although  Frigidaire  went 
on  selling  more.  There  is  often  dis- 

crepancy be/ween  actions  and  words. 

Beware  of  these  mer 
Part  7  of  SPONSOR'*  All-Media   Study  quot r 

media  research  and  points  out  traps  to  avoid. 

I>\    Rtiy   Lapira 

"Trouble  with  admen  in  dealing  with  re- 
search is  they  know  so  little  about  Chi 

Square  tests,  logarithmic  or  semi-logarithmic 
graphs,  lines  of  regression,  and  Pareto 

curves."  Agency  researcher 

.■Research  trouble  is  common  to  all 
media. 

Indicative  of  the  confusion  that  ex- 

is^  are  the  following  three  sets  of 

figures  on  magazine  circulation  pub- 
lished  during  the  past  12  months. 

Look's  figures  are  from  the  "Nation- 
al Study  of  Magazine  Audiences  1952" 

conducted  by  Crossley,  Inc.;  Life's  fig- 
ures are  from  "A  Study  of  Four  Me- 

dia" just  completed  by  Alfred  Politz 

Research,  Inc.;  and  This  Week's,  pub- 
Hished  a  few  days  after  Life's  in  June, 
.are  projections  of  Starch  estimates  of 

readers  per  100  copies  and  are  primary 

readers    only    (family    members    who 

read  the  copy  brought  into  the  home  I . 
Here  is  what  these  figures  show: 

MAGAZINE  AUDIENCES  or  WHO'S  FIRST?* 

Look  Life  This 
Magazine                              Study  Study  Week§ 

Life                                         30.9  26.4  12.7 

This  Week*                           **  23.0  25.4 
Look                                        20.6  18.0  8.0 

Satevepost                             19.6  14.0  9.0 

Collier's                                14.8     7.1 
Ladies  Home  Jrnl.            10.9  11.5  7.2 

Good   Housekeeping          10.6     5.8 

McCall's                                 10.6     7.0 
Woman's  Hm.  Compan.     9.5     7.4 

'A  newspaper  supplement,  of  course,  f Female  audience 
only.  iFigures  in  millions.  ''Indicates  not  counted. 
§  Project  ion. 

Point:  Discrepancies  in  the  above 

figures  can  be  explained  partly  by  the 
fact  that  different  research  techniques 

v\ere  used.  But  the  question  the  adver- 

tiser asks  is:  "How  can  I  choose  quick- 
ly between  such  contradictory  sets  of 

figures  without  first  learning  how  to 
use  a  slide  rule  or  knowing  just  what 

a  Pareto  curve  is?" 
The  answer:  Many  times  he  can't. 

ffoit*  one  agency  tests  media:  An 

example  of  the  opposite  kind  of  re- 
search that  is  of  more  use  to  him  is 

the  weekly  media  sales  check  being 

done  by  a  $5  million  New  York  agen- 

cj  for  a  fairly  expensive  automobile 

product. The  agency  doesn't  care  to  prove 
one  medium  superior  over  another — 
for  this  product.  It  wants  to  know 

which  one  is  superior — a  considerable 
difference,  \mfll  a»ree. 

Ill   iillllllllllllllllllllllllllllll   Illlllll   Illllllllllllll!ll!l!lli:illll!lllli!lllllllllll   Illllllll   Illilllllllllli 

21  years  of  radio  research  has 

failed  to  solve  the  basic  problem 

Each  of  these  studies  uncovered  fact 

that  people  who  listen  to  radio  buy  more 

of  radio-advertised  goods  than  those  who 

don't  listen.  Each  concludes  that  this  is 

due  to  listening.   But  independent  re- 

searchers interviewed  by  SPONSOR  say 

this  is  not  proved,  that  it's  just  as 
possible  some  buy  first  and  then  listen. 
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<ft_^         Professor    Elder's   study   for  CBS    (published    1932    unc 
lljjl        "Does  Radio  Sell  Goods?")    matched  radio  vs.  non-racl concluded  former  bought  more  radio-advertised  goods 

TABLE   I:  TOOTHPASTES 

Consumer  Use  in  Radio  Homes  vs.  Non-Radio  Hem 
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! search  pitfalls! 
i'ihIciii    rt»st»ar«*lit»ra  «»■•   various  phases  «>l 

■  iiioH's  agencymen  ;imi  air  experts 

How  to  choose  u  stunt 
Man  a    Pa  G 

president  hou  the)  bought  radio  si 
II.    aid      "  •  have  them  recorded 

brought  to  Cincinnati.    It  •■  play   them La  the  exei  uli 

like  a  show,  we  buy    it       Buy    what 

-ill-  the  soup  in  toap.   That  isn't  hard in  inn/  out.    U  In   does  everybody 

in  make  the   job   to  complicate 

II    Horgan    <■'••     "   '  "    Vtorgmn    ll..~.l 

I 

So  ii  traces  each  sales  dollar  t<>  the 

newspaper,  radio,  or  l\  station  which 
..inicd  the  sales  message.  It  then  elim- 

inates the  weak  medium  and  concen- 

trates on  the  strong.  In  some  80  mar- 
kets ovei  .in  L8-month  period,  here  fs 

whal  thi-  agenc)  has  found: 
I .  It-  clienl  make-  $9  on  each  I  \ 

dollar  spent     on  an  average. 

>I'.W  STIOY:  One  of  the  most  recent 
research  efforts  (NBCs  study  o)  TVs  effect 

on  sales  i  lines)  is  described  in  separate 

article  on  page  II.  This  SBC  study  in  which 

same  group  o)  people  is  interviewed  twice 

insidered  by  many  admen  to  be  impor- 
tant step  forward  in  determining  media  sales 

effectiveness.  It  was  completed  too  late  lot 

analysis  as  pun  of  this  article  which  does 
touch   ni'on   eariiei    network    media   studies. 

2.  lie  makes  $7  in  sales  foi  each 
radio  dollar  spent. 

3.  Hi*  makes  v(i  foi  ea<  h  newspapei 
dollar  spent. 

vdding  radio  to  newspaper  advertis- 
ing strengthened  tin-  returns  from  the 

newspapers.  Vdding  l\  strengthened 
both  radio  and  newspapers.  In  a  three- 
medium  market  (newspapers,  radio, 
and  I  \  I  tin-  agen<  \  found  thai  ap- 
proximatel)  859!  of  the  customers  were 
I   ighl  in  1>\   advertising,  as  follows: 

One-third  l>\  newspapers,  one-third 
1>\  radio,  one-third  1>\  I  \  ...  w  itli 
verj  little  overlap.  >  The  othei  I  V  I 
were  passersb) . ' 

The  method  and  results  ol  tlii-  agen- 
cj  -  media  checking  are  90  fascinating 
thai  this  Ul-Media  Stud)  will  devote  a 
future  article  to  it. 

Illlllllllll! 

Vetteorfc  H'stn:  Bui  the  prinl  media 

aren  t  alone  in  "\<-i -rea<  bing  in  theii 

resean  b.  I  he  ail  media  have  -| >«-nt 
hundreds  <>l  thousands  "I  dollars  ovei 

the  w-.ii-  to  "|>r<>\ •■  that  listening  •■! 
m at'  bing  in.  reases  sales. 

[Tiej  t<-ll  the  stor]  in  research  i  in  lea 
..I  a  network  resean  bei  m Ii"  proudly 
presented  the  results  "I  a  i  ostlj  projei  t 

MAT  ISSl'F:     These  agency  and  air  me- 
dia experts   give   you  their   views  on   media 

research  and  pitfalls:   William   If  iillwe    l/< . 
Cann-Erickson;  hi    I  ergil  D.  Reed,  J.  Vol 

ter   Thompson;  G.    Mmuell  I  /< .  / 
Eckhardt;  Stanley  Canter,  VcCann-Erickson; 
Frank   White,   Mlf  .   Dr.  Herta  Eerzog    \h 
Cann-Erickson;     Hub    Kintner,      IBl 

Edeah,  l>u    Want .-    Maurice  fl.   Mitchell,  En 
cyclopaedia  Britannica  Films;   Ra\    Morgan, 
Raymond  R.    Morgan   Co.,  and  othi 

Elmo  Roper's  survey  for  CBS  called  "A  Study  of  Consumer  Re- 

sponse to  40  CBS  Sponsored  Programs''  used  interview  technique, 

decided  "more  you  listen,  more  you  buy,"  which  experts  now  deny 

1952 "NBC  Study  of  Radio's  Effective  Sales  Power,"  its  third  Hofstra- 
type  survey,  matched  radio  vs.  TV  city,  but  basic  finding 

that    listening    boosts    purchases    went    unproved,    experts    declare 

SUMMARY  OF  CASE  HISTORIES 

BUYING  OF  LISTENER  vs  NON-LISTENER 

  |   *W*W  NM-UtaMH 

+  61% 

20% 30% -111% 

-64% 
+  24% 

.1     ll     I 
Dr.  Lyons     ScMrrz  Beer        Turns  Dial  Scop      Alka-Seltier     Pet  Milk 

3  4  TIMES  A  MONTR  LISTENERS 
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10  MEDIA  RESEARCH  TRAPS  FOR  THE  UNWARY 

(bused  on   SPONSOR   Interviews  with    I.»8   media   experts) 

1.  Belie)   that   a  general  index    foi   the  comparative 
rallies  nt  various  media  can  be  established.    (Type  of 

product   or   message    may   make   same   medium    100', 
successful  o)  completely   mirthless.) 

2.  Belief  that  you  ran  compare  costs  of  media  with- 
out  first  freeing  the  figures  of  cumulation  or  making 
sine  tins    hate  equal  cumulation. 

3.  Belief  that  people  tell  the  truth,  even  to  such  sim- 

ple questions  as,  "Which  program  do  you  listen  to  or 
watch?"  or  "II  hich  magazine  do  you  read?"  (Tendency 
is  to  pick  the  program,  magazine,  or  newspaper  that 
people  think  has  the  most  prestige.) 

4.  Belief  that  research,  no  matter  how  scientific,  can 

ever  take  place  of  sponsor's  judgment.  {It  can  only 
reduce   the   adman's  guess  margin.) 

5.  Belief  that  any  one  medium  has  only  one  audience 

— each  reachable  by  the  advertiser.  (Politz  lists  at 
least  four  audiences.  For  radio  they  would  be,  in 
diminishing  numerical  order:  (1  I  Those  listening  any 
day  to  any  program  during  a  month  or  a  year;  (2) 
those  who  listen  to  any  program  on  a  specific  day;  (3) 
those  who  listen  to  a  specific  program  on  a  specific 

day;  (4)  those  who  hear  a  specific  commercial  mes- 
sage.   The  variety  makes   media  tests  hard.) 

(i.  Belief  that  a  good  unbiased  random  sample  can  be 
chosen  haphazardly  uith  the  interviewer  allowed  to 

pick  those  he  will  interview. 

7 .  Belief  that  the  number  of  returns  in  a  mail  media 
sin  iey  is  more  important  than  the  percentage  of  re- 

turns, or  the  assumption  that  those  who  don't  answer 
fed  the  same  as  those  who  do. 

it.  Belli f  that  rating  seniles  have  no  limitations. 

i  {dually  Audimeters  don't  count  noses,  just  homes 
listening  or  viewing;  diary  and  re, „ll  techniques  in- 
flate  audience  figures:  telephone  coincidental  can  miss 
up  to  49%  of  listeners,  gives  you  popularity  of  pro- 

gram,   not    numbers    in    audience.) 

U.  Belief  that  people  tune  to  hear  or  see  your  com- 
mercial instead  of  the  program  or  that  they  hear  or  see 

your  commercial  even  uhen  they're  in  the  same  room. 
[Independent  research  organization  has  preliminary 

figures  showing  one-third  of  audience  pays  enough  at- 
tention to  one  commercial  in  a  half-hour  program  at 

night  to  be  able  to  recall  sales  point  within  hour: 
two-thirds  see  one  of  three  commeri  Hals,  i 

1 0.  Confusing  correlation  with  causation.  I  You  as- 
sume the  customer  bought  your  product  because  he 

saw  or  heard  your  ad,  yet  he  may  have  noticed  your 
'id  because  he  bought  your  product,  i 

Ulllll   [I!ll!i;illl[l!lllll!llllll!!ll!lllllllllll!lllli llllllllllllllll   

to  P&G  to  show  how  much  more  of  its 

product  radio  homes  hought  than  non- 
radio  homes. 

P&G  was  quite  impressed — until  it 
discovered  that  the  product  was  not 

among  those  being  advertised  on  radio. 

Sequel:  P&G  still  keeps  the  study 

around  (after  13  years  I  to  remind  it- 
self of  the  cardinal  rule  in  media  re- 

search: Discount  99%  of  any  media 

test  done  by  a  single  medium  to  prove 

its  own  superiority,  for  it  will  prove 
what  it  set  out  to  prove,  and  let  the 
advertiser  dig  out  the  actual  facts  and 

figures  himself. 
No  one  has  yet  been  found  !»\ 

SPONSOR  in  this  study  who  will  deny 

that  enormous  quantities  of  goods  can 

be  sold  via  radio  and  television. 

The  difficulty  is  to  find  a  method 

of  proving  it — especially  on  a  network 
basis. 

The  four  principal  methods  used  to 
date  and  their  chief  weaknesses  are: 

1.  Matching  radio  owners  vs.  non- 
owners.  Used  by  Elder  in  his  19.32 

study  for  CBS  "Does  Radio  Sell 
Goods?"  Weakness:  Can't  be  used 
now  because  only  T ,  of  population 

doesn't  have  radio. 

2.  Matching  test  areas  vs.  control 
areas.  Advertisers  use  this  technique 

quite  frequently  in  media  tests.  Weak- 
ness: Difficultv  in  finding  two  cities  or 

areas  similar  enough:  usually  you  need 

more  than  two  i  this  raises  expense  i . 

3.  Matching  listeners  vs.  non-listen- 
ers.  Roper,  Hooper,  and  The  Pulse 
have  used  this  technique.  CBS  for  one 

has  discarded  it.  Weakness:  \ou  can't 
prove  listeners  vary  from  non-listeners 
in  their  buying  habits  because  of  their listening. 

4.  Using  a  panel.  \  ou  mea>ure  sales 
among  the  same  people  before  and 
after  the  campaign.  This  technique  is 

popular  with  advertisers  and  agencies. 

\\  eakness  of  fixed  panel :  Tends  to  be- 

come "conditioned  "  or  selective  and 
thus  atypical. 

The  subject  of  how  to  run  a  success- 
ful media  sales  test  and  avoid  the  usual 

pitfalls  is  so  vast  that  it  will  be  men- 
[Please  turn  to  page  82  i 
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CUNNINGHAM   &  WALSH   LEARNED   SECRET  OF  EFFICIENT   MOVING:  BREAK  LOADS  INTO  DEPARTMENT  SIZE.  MOVE  INDIVIDUALLY 

Moving  Day  on  Madison  Ave. 
A  rundown  on  tho  f|iiarttkrs-shil'tiii$>  activity  «ilon<>   ,i«l\  oil  isiu-  «IU»v 

%p  ne  oi  the  more  familiar  sights 
along  Madison  Vvenue  and  it-  em  irons 
these  weekends  is  a  Bee!  of  moving 
vans.  With  new  buildings  popping  up 
in  midtown  Manhattan  it  seems  that 

the  first  names  that  appear  on  lobb) 
directories  are  those  of  advertising 
agencies,  station  reps,  and  radio  and 
tclr\  ision  broadcasters. 

1  he  reason  is  simple:  business  is 
booming  and  the  old  quarters  just 

aren't  adequate.  Because  sponsor 
finds  itself  in  pr«  isel)  that  position, 
we  decided  to  check  around  town,  find 
out  how  others  had  handled  the  situa- 

tion. Uso  t"  tr\  to  find  a  Formula  to 

make  mir  move  as  smooth  as  the  w <-l I- 
oiled    operation    carried    •  >  1 1 1    b)    Cun- 

Jiam  &   Walsh,    In",   last   summer. 
S    ne  of  the  elements  oi   that    move 

.in-  pii  tured  on  tin-  |..i_ 
SPONSOR    found    that    mot  ing    ofl       - 

•  an    be   well    nigh    a-   <  omplicated    as 
moving  a  factor]   in  operation.    I  nless 
tin-  sw  it'  I:  i-  well  planned  it  i  an 
thorough!)  disrupting  experience  with 

/'  •  •/<'■  liirn  to  /  "-■    92 

Cunningham  &  Walsh  packed  library  and  files  efficiently,  had  minimum 
of  work  sorting   at  new   offices.     Reliable   moving   men   eliminate   head- 

aches.    Jack   Cunningham    does   his   own    packing,    is   soon    in    new   quar- 
ters. Conference  table  shipped  in  four  pieces  was  assembled  on  arrival 



"flmnihlic"  fnrmat  cnlrl  AMF  nn  TV1  American    Machine   &    Foundry   liked   quality   program    content  ranging    from    spirited    ballet   to    blue- 
UllllllUllO      lUlllldl  oUlU  Mlflr   UN    IV  i  mood   ballad.     AMF  demonstrates  its  varied   products  through  educational  five-minute  documentaries 

Why  American  Machine  uses  TV 
1  'hough  company  .soils  few  of  50  products  direct  to  consumers,  it  will  spend 

over  $1  million  on  TV  this  season  mainlv  to  huild  trademark 

/->.  new  (wist  was  added  to  commer- 
cial TV  in  December  1952  when  Amer- 

ican Machine  \  Foundry  Co..  manu- 
facturer of  a  long  line  of  industrial 

equipment,  including  pretzel-twisting 
machines,  made  its  T\  debut  on  CBS 

I  \  's  Omni  hits. 

AMF's    sponsorship     of     the     Ford 

AMF  uses  TV  to  aid 

brand  identification 

Industrial  manufacture)  bought 
Omnibus  to:  ill  popularize 
trademark;  (2)  stimulate  inte- 

gration of  parent  firm,  subsidi- 
aries; 'it  emphasize  its  role  in 

the  national  defensi  i  [)  promote 
better    intra-industry    relations 

Foundation  program  raised  a  question 
of  wide  interest  to  advertisers  of  heavy 

industrial  products:  Can  a  network 

TV  prestige  show7  make  the  name  of  a 
heavy  machinery  company  which  sells 
few  products  to  consumers  a  familiar 
one  in  households  throughout  the 
countr\  ? 

AMF  wanted  to  become  better  known 

because  it  felt  this  would  give  the  firm 

several  advantages:  i  1  I  The  compan) 

has  been  growing  rapidly  and  in  the 

last  few  years  has  acquired  a  number 
of  subsidiaries.  The  parent  company 

wanted  l<>  stimulate  integration  of  the 
subsidiaries  under  the  \MF  banner 

through  advertising.  (2)  To  further 

entrench  itself  as  a  major  manufac- 

turer ot  defense  equipment,  W1F  want- 

ed to  impress  on  the  public  the  impor- 
tance of  industr)  and  the  armed  forces 

working    together.     (3)     WIF    felt   it 

could  sell  more  industrial  machinery 

as  well  as  consumer  items  by  promot- 

ing better  dealer,  distributor,  and 

manufacturer  relations.  That  even  it- 

industrial  products  would  benefit  from 
the  magic  of  a  trademark  everyone 

knows  has  long  been  demonstrated  in 

the  industrial  operations  of  such  giants 

Ad   Mgr.  Vic  Ancona  says  merchandising   pays 
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a*  \\  estinghouse  and  I !  I 

Making  the  consume]  ^MF-con- 
kious  I-  an  advertising  policy  which 

was  originated  in  1951  when  Wll  be- 
Kan  i"  stress  the  subsidiaries  who  pro- 

duce  consume]  goods.  Mm-  was  im 
minor  j < >1  >.  Victoi  Vncona,  Wll  ad- 

vertising manager,  was  faced  with  the 

problem  <>f  interesting  the  public  aol 

onl)  in  the  Roadmastei  Bicycles,  Jun- 
ior Velocipedes,  and  DeWall  Powei 

Saws  which  Wll  in.inui.Miuii'-.  but 

also  in  products  as  indirectly  related  to 
evei  \  da}  consumer  use  as  toba<  co 

stemmers,  tobacco  leaf  separators,  au- 

tomatic pretzel  twisters,  radar  anten- 
nae, dough  mixers,  and  baking  ovens, 

among  some  50  othei  items  which  ii 
raanufat  tures  today . 

\\  hen  Morehead  Patterson,  Wll  's 
chairman  of  the  board  ami  president, 
first  saw  Omnibus  in  November  1952, 

In-  decided  thai  this  prestige  program 
would  be  a  perfect  vehicle  for  Wll  - 
institutional  and  consumer  advertising. 

Three  major  factors  stand  oul  as 

proof  of  Wll  -  success  with  television 
last  season:  <  1  I  hundreds  of  unsolicit- 

ed complimentary  letters  from  viewers 

iiiiii 

case     history 

and  dealers,  as  well  as  an  unexpectedly 

large  number  ol  responses  to  a  write-in 
booklet  offer;  (2i  satisfied  company 

management  as  home  out  1>\  Wll  - 
being  the  first  sponsor  to  sign  on  for 

the  1953  Omnibus  -eric-  despite  a 

sKKl.tlltO  price  hike:  i  '.\  i  initiation  of 
an  additional  TV  program  on  three 

Midwestern  stations  for  Wll'"-  Pin- 
spotter,  starting  27  June  1953. 

Wll-  -  first  concrete  proof  of  the 
pull  of  Omnibus  came  following  the 

firm's  write-in  offer  for  the  DeWall 
Power    Shop    booklet. 

On  22  March,  following  a  five-min- 
ute documentary  devoted  to  various 

art?  and  crafts,  including  woodwork- 

ing. VMF's  two-minute  commercial  for 
the  DeWalt  Power  Shop  ended  with 
this  booklet  offer.  The  same  commer- 

cial was  repeated  the  following  week. 

Viewers  were  asked  to  -end  in  2"iC  in 
coin  with  their  request  for  the  DeWalt 

booklet  explaining  various  uses  and 
techniques  of  this  $229  machine.  This 

same  booklet  was  offered  in  full-page 

two-color  ads  in  four  consumer  mag- 
azines in  April  I  including  Better  Homes 

&  Gardens.  American  Home,  Popular 

s'    l  n,  e,  and  Poputai    \le<  Ilium  v  '  .  la*  h 
advertisement  carried  a  detachable 

•  oupon  al  the  bottom  to  make  the 
write-in  easiei  lor  the  reader.  By  30 
\pnl  the  Omnibus  booklet  offei  bad 

pulled  6,276  requests  while  the  maga- 

zines had  brought  in   l.~>iil . I  hi-  I  )r\\  .Hi  '  ommert  ial  was  typi<  al 

ol  Wll  i  ommen  ials  '  produt  ed  by 

Wll  -  agent  j  I  let.  hei  D.  Richards  I 
in  it-  educational  approach: 

innouncei  \  "Here  -  the  home  powei 
tool  that  make-  prei  i-ion  woodworking 

easy  even  foi   beg  inners !    \\  ith  it   \  ou 
i  an  make  things  OUl  of  wood      01   make 

repairs  to  youi  home  at  a  fraction  of 

the  regulai  cost!  It's  the  ingenious 
DeWalt  Power  Shop,  manufactured  by 
Wll  American  Machine  &  Foundry 

Co." 

(During  this  part  of  the  announce- 
ment,   viewers    -aw    the    DeWalt    Powei 

Shop  demonstrated.  I  hen  the  booklet 

appeared  on  screen,  i 
Announcer'.  "This  ex<  iting,  new.  28- 

page  booklet.  )  ours  for  the  Making, 

has  ju-t  been  prepared  1>\  Wll  De- 
Walt,  in  cooperation  with  the  editor- 

of  American  Home  Magazine.  Here's 
Mrs.  Dorothy  Trumm,  arts  and  crafts 
editor  of  American  Home,  to  tell  you 
more  about   it ! 

Mrs.  Trumm:  "You'll  get  so  much 
valuable  information  from  this  color- 

fully illustrated  booklet.  It  show-  In 
authentic  early  \meri<  an  furniture  de- 

sign-, and  10  juvenile  furniture  designs 

which  you  can  make  in  your  own  home 
al  tremendous  savings  of  more  than 

80%-.  \nd  there  are  pages  on  profes- 
sional woodworking  language  .  .  . 

facts  you  should  know  when  buying 

wood  .  .  .  practical  tips  on  wood  fin- 
ishing .  .  .  and  a  wealth  of  ideas  for 

your  home.  To  get  vour  booklet,  just 

send  'IryC  to  DeWalt.  Lancaster,  Penn- 

sylvania.   Write  today!" 
Innouncer:  "'Please  don't  forget  to 

include  your  own  name  and  address 

along  with  your  quarter  when  writing 
for  your  booklet  I  hat  address  again: 
DeWalt.  Lancaster,  Pennsylvania. 

"See  the  WIF  DeW  alt  Power  Shop 

at  your  dealer's.  You'll  be  amazed  at 
how  you  can  convert,  in  seconds,  from 
a  saw  to  a  drill  ...  to  a  dado  head 

...  to  a  shaper.  See  tor  yourself  how 
the  AMP  DeWalt  Power  Shop  does 
even  thing  .  .  .  easier,  faster,  safer,  and 
bettei ! 

""  I  he  DeWalt  Power  Shop,  manufac- 
tured by  \merican  Machine  &  Foundry 

Co..  is  another  example  of  how     Wll 

i  Please  turn  to  page  72  i 

m   bowling  ■rafnw  is  f»nii( 

(iroitiiff  firm's  pin  v/iof  f  <«r\ 

Encouraged  by  "Omnibus"  success.  AMF  is 

now  testing  second  TV  show  in  Midwuit.  "Bowl 

inrj  \\  Fun"  is  audience-participation  show  tele- 

cast remote  from  Detroit  bowling  alley,  util- 

izes AMF'i  Automatic  Pinspotters  (see  below). 

Program  is  designed  to  ;timulate  interest  in 

the  sport,  has  no  regular  commercials.  Con- 
testants are  selected  from  the  audience,  are 

given  specific  bowling  problems  to  solve,  get 

cash,   other    priies.      Show   may  continue    in   fall 

27  JULY  1953 
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AMONG    WOMEN     WHO     BEGAN    VIEWING     SHOW    SPONSORED    BY   CLEANSER    IN    FEB.    1952   23%   WERE   CUSTOMERS    BY    MAY 

How  TV  stops  brand-switching 
There's   incessant  stream  of  customers  switching  away  from  and  to  most 

brands,  NBC  TV  study  finds,  but  TV  holds  old,  attracts  new  purchasers 

M  he  pictograph  above  spells  out 
mathematically  what  most  admen  know 

instinctively:  that  exposure  to  a  spon- 

sor's television  program  makes  con- 
-uniers  buy  his  product. 

The  graph  is  part  of  NBC's  new 
study  of  brand-switching  called  "Why- 
Sales  Come  in  Curves,"  which  agenc) 
executives  and  clients  in  New  York, 

Chicago,  Detroit,  and  Cleveland  have 

seen  unveiled  in  meetings  this  month. 
Admen  in  San  Francisco  see  it  28 

lul\  :  it  will  be  shown  in  Los  Angeles 

30  July,  in  other  cities  later  on. 

'  \\  h\  Sales  Come  in  Curves""  is  the 
tillli  in  a  series  of  NBC  research  re- 

|jort>  on  sales  effectiveness  which  began 
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in  1950  with  publication  of  the  first 

Hofstra  study.  Reaction  of  most  ad- 
men interviewed  in  New  York  was 

that  this  was  the  most  persuasive  of 
the  series.  Reason:  For  the  first  time 

researchers  went  to  the  same  group 

of  people  twice — once  in  February 
1952.  then  three  months  later  in  May 
— in  order  to  find  out  how  TV  affected 

buying  patterns.  This  was  one  of  the 

few  times  a  study  conducted  by  an  ad- 

vertising medium  used  this  "two-wave" 
or  "panel""  technique. 

\\  luit  NBC  was  able  to  spell  out  in 

numbers  as  a  result  of  the  study  was 

no  surprise.     It   found: 
1.     When    customers    beuin    viewing 

TV.  they  begin  buying  the  products 

they  see  advertised. 
2.  If  they  stop  viewing,  the)  tend  to 

stop  buying. 

sponsor  can  report  that  most  admen 
contacted  in  New  \  ork  accepted  these 
conclusions  as  a  valid  contribution  to 

understanding  of  the  medium.  But 

many  of  them — especially  agency  re- 
search directors — had  questions  to  ask 

about  the  technique  used  in  producing 

the  results.  On  the  page  at  right  you'll 
find  some  of  these  questions  listed  to- 

gether with  answers  from  Hugh  M. 
Kcville.  NBC  planning  director,  and 
Dr.  Thomas  Coffin.  NBC  manager  of 

I  Please  turn  to  jxige  (>(>  i 

SPONSOR 



QUESTIONS  ADMEN  ARE 

ASKING  ABOUT  NBC  STUDY ANSWERS  PREPARED   FOR  SPONSOR  BY  NBC's  HUGH 
BEVILLE  AND  DR.  THOMAS  COFFIN  WHO  DIRECTED  STUDY 

Ever)  brand  in  youi  study  is  advertised  in 

man)  media.  Isn't  it  probable  that  all 
media  influenced  tjm'sc  who  bought  the 
merchandise,  mul.iiiM  it  impossible  to  i\<> 
late  the  prnportionMnt  suits  due  to  II 

alone?    Or,  puttingttanothet  way,  hou  do 

am  know  it   tins    Tl     which  ninth-   tin-   lieu 

t-is    Inn    mint-  ^otitis   than    the   non  viewers? 

<  ei lainl)  ill  mi  -Ii  i  influi  n<  ed  those  who 

bought  ili'  merchandise.  That's  wh)  we 
studied  non-viewers  as  well  .1-  viewers    Oui 

basi   npai  ison  1-  the  change  in    1 

person's  buying  in  three  months.  The  non- 

viewers'  buying  changes  indicate  the  effects 
"I  thi  -•  other  media  1  as  well  .1-  seasonal 

changes,   merchandising    efforts,    price   cuts 

.mil  -in  li  othei  1 .11 1  .t  1  >  I  •  -  - 1    \  iewi 

can  onlj  be  interpreted  in  the  lighl  •>(  what 

happened  in  the  sami    period  i"  non  uieu 
11  s.  .1  ,  ontrol  group  h ho  wen    expo 

these  "ili' 1   influences  but   nol  i"  ihi    pro 

gram       Hius,  ever)    lime   we  show   .1  tnn<l 
l"i    viewers    we    also    show    the    trend    f"i 

non-i  iewei s,  to  1   '*b  iselini 

(  nn  Mm  drau  tin 

pud)  that  in  enlt 
Sponsor  is  liable  to 
the  tail?     That  is, 1 

nclusion    from    tins 
T\     advertising   n 

grabbing  11  bear  l>\ 
<•  t>m  c  lets  go,  It  ill 

he  Inst-  customers  rapidly,  thus  making  it 
impossible  fur  him  to  drop  n  show? 

No,  entering  l'\  isn'l  grabbing  .1  beat  b) 
the  tail.     Il  you  drop  sponsorship,  you  lose 

customers     but   il   nes   you   I"-'-  are  the 
extra  customers  added  b)  TV,  These  are 

present  h  hen  you  are  on  T\ .  and  nei  es 

-.11  il)  ili  ill  awa)  and  ai  e  lost  to  you  w  hen 

\..ii  ili"|i  ..il  I  \  as  1-  "iil>  i"  I..  •  \|.. .  ii  .I 

So  .ili' 1  dropping  l\  you  art  nol  "worst 

"if"  than  where  you'd  I"  it  you'd  stayed  on, 

\111l  if  you  don'l  go  "ii  ii  ill,  ili'  11  the  beat 

ma)   grab  you  \>\   the  neck. 

II  a  know  that  mum  brands  <>i  a  given 

product  category  nun  be  in  television,  lint 

thr\  nil  cant  go  iii>TrMinlr.s  unless  the  mar- 

ket is  expanded  considerably.  So  what  has 

this  stiitU  t>t  tflrrfkmn's  effect  nn  brand 
switching  really  proved  lor  the  individual 

client  who  is  contemplating  expenditure  of 

tome  t>i  his  budget  for  a  television  program? 

["here's  more  lo  advertising  than  increas- 
ing your  sales.  \  ver)  important  job,  also, 

i-  maintaining  your  sales.  Where  man) 

competitors  are  in  T\  this  1-  probabl)  the 
most  important  job.  You  have  to  defend 

yourself  againsl  the  inroads  "l  this  com- 

petitive T\  advertising,  which  would  other- 

wise cut  a  l>iy  slice  oul  "l  youi  pie.     Youi 

l\   advertising  prevents  1 1  •  i  —  and  helps  you 

hold  your  own.    This,  »•    submit,  1-  a  defi 

nitel)    positive  contribution.     If  on  top  oi 

ilii-  you  can  devise  ways  "f  using  T\   mon 

'Hi  ctivel)  and  more  effii  ientl)  ili  in  avi  1 

you  1  .in  forge  ahead  and  expand  fur  salt  - 
those  "h"  use  the  medium   besl   will  ex 

pand  the  most. 

fsn't  it  possible  that  those  who  use  a  alien 
product  are  more  inclined  to  watch  a  pro- 

gram which  is  sjioMiireil  In  that  brand 

'or  the  ver)  reasffl  that  the)  use  the 

product?  In  other*l9rtls.  what  you  inter- 
pret as  the  effect  oi  television  viewing  ipur- 

thase)  mm  actually  be  the  cause  oj  it? 

(Note:  This  was  one  0)  most  frequent!) 
encountered  questions  pat  l>\  researchers.) 

We  made  .1  spei  ial  check  t"  investigate  1  Ii i — 

point.  The  answer  was  "nn."  in  tlii-  Btudy. 
We  fmmil  thai  the  users  (those  »li"  bought 

the  brand  in  Februar)  1  iliil  not  claim  i" 

watch  more  than  tin-  non-buyers  either  in 

"beginning  to  \ir»*'  "r  in  "continuing  t" 
view";  we  checked  both.  I  would  attribute 
tlii-  in  the  fact  thai  we  dealt  with  every- 

day,   frequent-purchase    categories,    where 

the  buyer  ha-  little  ego-involvement  01 

personal  attai  hmenl  tp  his  branti.  If  ».- 
studied,  -.i\.  automobiles  I  would  expect 

i"  find  a  buyer-viewer  feedback  (that's  .%l>\ 

\sf  did  nol  stud)  cars  this  wa) '  1 .  Se<  ond- 

ly,  I'll  expect  it  if  we  hail  Btudied  <  ommer- 
'inls  instead  "f  programs;  recall  "f  thr 

advertising,  I'm  sure,  1-  affected  b)  product 
n-<-:    % i>-\s iu^   i-  much   less  likel)   i"  be. 

)  DU  ask  people  whether  the)  use  a  t  ertain 

group  oj  products.  Hon  can  you  be  sure 

ihe\.  are  capable  of  giving  you  turret  i  an- 

swers 1/^  to  brand  agues'  Isn't  it  possible 
that  the\  ma)  lortte^w/ie  names  of  certain 

Wands  thc\  at  luallWMne  bought  anil  sub- 
stitute other  names  which  while  more  fa- 

miliar  to  them  are  not  the  products  the\ 
actual!)  hare  purchased  ami  have  i"  their 

pantries  at   home.-' 

I  hi-  i-  a  question  we  were  aware  of  some 

years  ago  when  we  started  1 1 1  i  —  research. 

In  each  stud)  we've  incorporated  1  succes 
sion  "f  methodological  tests  to  che<  k   and 
nn|ii"\   ir  procedures. 

One  "f  the  first  was  checking  questionnaire 

replies  againsl  pantry-check  results;  .1  high 
degree  "f  correspondence  was  found.  In 
subsequent  studies  we  tested  such  problems 

as  the  difference   between   open  end   ques- 

tions vs.  the  ii-'-  "f  lists,  the  effect  of 

■  hanging  the  order  "f  questions,  etc.  \l"-t 
nf  these  checks  have  indicated  that  our 

methods  were  substantial!)  accurate;  full 

details  have  been  presented  in  mir  \arimi- 

research  reports.  However,  if  an)  inac- 
curacies  -till  remain,  I  think  theii  effect 

1-  minimized  in  this  stud)  1>\  the  fart  that 

"in  comparisons  an-  based  on  the  same 

[uestions  in  Ma)  .1-  were  used  in  Ki-liruarv. 

)  011    use   a    roster    recall   method    in    asking 

what  programs  respiimlents  view.     Can  you 
he    sure    the)     aile   lw    corral    answer    or 

can  it  be  that  the)  wmic  certain  programs 

which  the)  feel  estatnTsh  their  own  prestige 

or  status  in  the  eyes  of  the  interviewer? 

\-  we  indicated  in  question  5,  thi  same  ques- 

tions were  used  each  month,  -•>  an)  in- 
Rational)  or  deflationar)  tendenc)  would 

In-  .1  constant.  However,  it's  worth  exami- 
ning the  consequences  of  .m\  inflationary 

tendenc)  which  might  be  present  If  mir 

method  inflated  tin-  number  "f  viewers,  the 

onsequence  in  this  stud)  i-  iliat  w«  i" 

understating  the  impact  oi  [*V.  fffte  ii"t 
iiMii-  i"  report  the  nz<  "f  the  Aidience 

I. ni  it-  lumne.  If  some  of  them  didn't 

act u all)  view,  [ben  iheii  buying  ̂ a-n't  af- 
fected  In  tin  program,  so  we're  watering 
down   the   impart   by    including   them. 

Wiik  can  uc  tell  tha^he  market  son  those 

to  stud)  is  typical  org  he  rest  ni  the  coun- 
try? Maybe  the  reoMion  in  major  metro- 

politan areas  would  Wr  different  lor  people 

there  nun  differ  in  response  to  TV. 

We  'l"ii  1  claim  our  market  1-  "typical" 
probabl)  no  single  market  1-.  Itni  we  should 
certainl)  think  the  same  kind  "f  thing 

would  be  happening  in  all  T\  markets. 

Differing  in  degree,  perhaps  (maybe  more, 

maybe  less)  but  not  in  kind.    Our  findings, 

I   would   believe,  an    tapping   fundamental 

principles  as  t"  how   advertising     and   es- 

pecial!)  T\    advertising     wrk-.      \-    - 

I  would  expect   these  principles  t"  "perate 

wherever  such  ail  advertising  is  operating. 

27  JULY  1953 
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Most  of  the  Top  TV  shows 

are  on  NBC 

Out  of  the  top  ten  shows— those  with  the  largest  audiences  — 

six  are  on  NBC-TV. 

Of  the  top  twenty,  twelvt  are  on  NBC-TV. 

Even  more  important,  76 "o  of  NBC's  shows  are  in  the  top  half 

of  all  network  commercial  TV  programs.  Only  54  %  of  the  No.  2 

network's  attractions  are  in  this  select  group. 

Obviously,  then,  your  program  will  have  definitely  the 

best  opportunity  for  the  largest  audience  on  NBC.  Another 

reason  why  NBC  is  America's  No.  1   Network. 

Next  week  .  .  .  further  proof. 

NBC's  Audience  Advantage  is  to  Your  Advantage  .  .  .  Use  It. 
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NEW  AND  UPCOMING  TV  STATIONS 
iiiiiiiiii  iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii  '  iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniii 

I.    J%ew  construction  permits* 

CITY    4    STATE 

LEWISTON,  ME. 

NORFOLK,   VA. 

POLAND,    ME. 

WINSTON-SALEM,  N.  C. 

CALL  CHANNEL  DATE  OF 
LETTERS  NO.  GRANT 

WLAM-TV 17 
8  July 

WLOW-TV 27 

8  July 8! 

8  July 

WSJS-TV 

12 8  July 

ON-AIR TARGET 

POWER 

(KW)" 

STATIONS VISUAL 
AURAL ON  AIR 

Jan.   '54 

15.8 

8.51 

0 

Jan.  '54 

89.1 
51.3 1 

105 

52.5 0 

316 
158 

0 

SETS  IN 

MARKET* 1 000 1 LICENSEE   4    MANAGER 

KJCA         Lewiston-Auburn    Bdcstg 
Corp.     (WLAMl 

Fra-k   S.    Hoy 

KJCA         Commonwealth      Bdcstg. 
Corp.    (WLOW) 

Bob    Wasdon 

NFA        Mt.    Washington   TV 

NFA        Triangle   Bdcstg.    (WSJS) 

RADIO 

REP' 

Everett-  Ml 

K  inneyrl 

Forjoer 

Htadley- 

Reed 

ff.     \vu    stations   on   air 

CITY   &   STATE 
CALL  CHANNEL 
LETTERS  NO. 

POWER   (KW)' ON-AIR DATE 
NET 

AFFILIATION 

STNS. 

ON  AIP SETS  IN MARKETt 
(0001 

LICENSEE   6.    MANAGER 

BOISE,  IDAHO 

HARRISBURG,   PA. 

MADISON,   WIS. 

NAMPA,  IDAHO 

OSHKOSH,   WIS. 

RALEIGH.  N.  C. 

ST.   LOUIS,   MO. 

SAN  ANGELO,  TEX. 

KIDO-TV 

12  July 

WTPA 71 
6  July 

WKOW-TV 27 
8  July 

KFXD-TV 6 29  June 

WOSH-TV 

48 1    July 

WNAO-TV 

28 12  July 

WTVI 
54 

17   July 

KTXL-TV 8 

7   July 

51 
17.5 

85 19.72 

13.1 

17.5 

207 

26 

9.3 

42.5 

9.86 

7 

8.75 

CBS,  NBC, 

DuM NBC 

CBS 

ABC 

CBS 

103.5     DuM 

27.5         15.5       CBS,  DuM, 
NBC 

NFA 

35  UHF 

NFA 

NFA 
NFA 

20  UHF 

125  UHF 

NFA 

KIDO. 
Walter 

Inc. 

E.    WagstafT 

Harrisburg    Bdcstrs. 
David    Bennett 

Hiadley- Reed 

Mcnona    Bdcstg.    Co. 
Michael    Henry 

Hiadley. 
Reed 

Frank   E.    Hurt   &   Son 

Edward    Hurt 

H  nil  I n g bf ry 

Oshkosh    Bdcstg. 

William    F.    Johns   Jr. 

Hiadley. 
Reed      1 

Sir    Walter    TV    &    Bdcstg. 

Co. 

Cl-.arles    Stone 

Avery-     1 

Knodel 

Signal    Hill    Telecasting Corp. 

Bernard   T.    Wilson 

Weed  TV 

Wtstn    TV    Co. 
Arm  sttad    D.    Rust 

Taylor      1 

IN.     XtUlenda  to  previous  C.P.  listinas These  changes  and  additions  may  be  tilled  in  on  original  chart  oj  post-ireeze 

C.P.'s    appearing    in    SPONSOR'S    9    February    issue    and    in    issues    thereafter. 

Bakersfield,   Cal.,   KERO-TV,   ch.    10,  target  26   Sep. 

'53;  to  be  NBC  affil.;  est.  sets  in   market,  28,346 
(RTMA-Nielsen) 

Cheyenne,   Wyo.,    KFBC-TV,    ch.   5,    target   25    Dec. 

'53;   gen.   mgr.,  William   C.  Grove 

Colorado    Springs,    Colo.,    KRDO-TV,    ch.     13,    new 

target    I    Sep.  '53 

El    Paso    Tex.,   KROD-TV,    ch.   4    (on    air),    new    nat'l 
rep,    Branham     (formerly    Taylor) 

Eugene.    Ore.,    ch.    13,    target   Oct.    '53;    gen.    mgr. 
S.  W.  McCready;  nat'l  rep,  Hollingbery 

Fairbanks,  Alaska,  ch.  2,  target  I  Dec.  '53 
Fairmont,  W.  Va.,  WJPB-TV,  ch.  35,  target  31    Dec. 

'53;   gen.   mgr.,    R.   M.   Drummond;   nat'l   rep,   Gill- 
Perna;   to   be   ABC,   NBC,   DuMont   affil.;   est.  sets 
in    market,    2,500 

Harrisonburg,  Va  ,  WSVA-TV,   ch.  3,   'arget    I    Sep. 

'53;    gen.    mgr.,    Robert    B.    Harrington    nat'l    rep, 
Devney;   est.  sets  in    market    (RTMA),   24,668 

Houston,    Tex.,    KXYZ-TV,    ch.    29,    gen.    mgr.,    Fred 
Nahas;    to    be    ABC    affil.;    est.    sets    in     market, 

265,000  VHF 

Idaho    Falls,    Idaho,    ch.    R,    new    call    assigned    KIFT 

(formerly   KlFI-TV) 
Kansas   City,    Mo.,    KMBC-TV,    and    WHB-TV     both 

ch.  9,  new  target   I    Aug.  '53    (shared-time  grant) 
Louisville,    Ky.,   WKLO-TV,   ch.  21,   new  target  early 

Aug.  '53;   gen.  mgr.,  Joe   Eaton;  to  be   ABC  affil. 
Macon,   Ga.,   WETV,   ch.  47,   gen.   mgr.,   Dixon   Harp 

Meridian,    Idaho,   ch.   2,   call   assigned    KTCO 

Midland,   Tex.,    ch.  2.    call   assigned    KMID-TV 

New     Haven,    Conn.,    WELI-TV,     ch.    59;     taiget    8 

mos.    to    I    year:    mgr.,    Rudy    Frank;    est.    sets  i- market,     125,000 

Pensacola,    Fla.,    ch.    15,   call   assigned   WPFA-TV 
Pine    Bluff-Little    Rock,   Ark.,   ch.   7,    new   call   KATV 

target  Oct.  '53;  to  be  CBS,  ABC  affil. 
Richmond,    Ky.,    ch.   60,    call    assigned    WBGT 

San    Francisco,   Cal.,  KBAY-TV,  ch.  20,  target  No. 

'53 

Springfield,   

III.,  
WICS,  

ch.  
20,   

new  
target   

15  
Sep 

'53;    gen.    mgr.,    Milton    D.    Friedland;    nat'l   rep 
Adam  Young 

Stockton,   Cal.,    KTVU,   ch.   36,    new   target,   30  Oct 

'53;    gen.   mgr.,    Knox    LaRue 

Tulsa,    Okla.,    KCEB,    ch.    23,    test    target    Oct.  '53 nat'l    rep     Boiling 

Worcester,    Mass.,   ch.    14,   target    15   Dec.   '53;  ger 

mgr.,    Ansel    E.   Gridley;    nat'l    rep,    Raymer 

BOX        SCORE 

Total  I  .S.  stations  on  air,  incl.  Honolulu    (16  Vo.  oj  post-freeze  <l'\  granted  'excluding  18  Percent   oj    ill   I  .S.   home-,  with    Tl     sets    il 

July  '53)  196  educational  grants;  16  July '53)                 388  May  '53)  .~*2.  I%5 

Vo.  o)  m,!, Las  covered  133  Percent  o)  all  homes  in  Tl  coverage  areas  (1 

So.  of  grantees  on  air  88  So.  of  Tl    homes  in  U.S.        23,930,000§  Ma)   '53)  76.6%  J 

B                 C.P                     tl              i                i  hid             red   betwi 
Julj    and    16  July  or  oi  hat   period.     Statioi 

Power  of  C.P  that 
in   iii     ippll    i  [nformatloi                 number  of  si 

in  \  r.i     k.    i  i                 i          f  ostlmati 

and  niusl  Data              'BC  Kescarel    and   Plannln        Si  I 
is  hi   I   April   1933.    Where  1'ITF  Is  nol  e  VH1       In  b 

TV   homes  figure  Is  as     i    i    M  .i  \       Pi  '' 
      sidered   anpii  xinuite       •  !;■    ■  .  . 

granted    a    I    i'     nisi     represeuts    thi     m  ~  pressliim    it    i ■      ■  i  i  Sl'ONSOIt     li-'. 
stations    in    thi*   column      when    a    r«  ■  n    given    the    n 

.It.  .i<l\     i  until  lll'.'.l    III'  I'.'H     TV     -l.i:  i.-t:-         \  I    \       V 

ssl  inie    '  ii    iiuinht'i     -i     -•:■■'     r,      !  I' 
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Look  at  cars.    Like  Chevrolet,  whose  local  dealers  have 

used  Channel  2  continuously  for  over  five  years.) 

Only  on  TV,  of  all  media,  can  you  seat  your  prospect 

up  front  ...demonstrate  performance  with  an  actual  ride 

...focus  his  full  attention  on  individual  features 

of  engineering,  style,  and  economy. 

And  only  on  WCBS-TV  will  you  find  the  best  average 

rating,  day  and  night  all  week  long,  in  the  nation's  biggest 
television  market  .  .  .  the  most  quarter-hour  wins 

. . .  the  biggest  unduplicated  audience. 

Your  product  looks  good— your  business  is  good — 

when  you  are  on  the  station  most  New  Yorkers  watch 

most  of  the  time... 

WCBS-TV    New   York.  CBS  ■<  CBS   ."■ 



V The  hottest  station 
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*  GINGER 
ROGERS 

SHOW. ..THE 

tat&fi 

pOlVEU 

PRICE... IN  HISTORY! 

12  one-minute  spots  plus  3  chain  breaks  every  hour  .  .  . 

75  per  week!  National  advertisers  .  .  .  regional  adver- 

tisers .  .  .  local  advertisers  ...  all  rarin'  to  participate. 

We  know  because  we've  SOLD  them! 

Schedule  it  daily  5  hours  a  week  or  as  4  separate  quarter- 

hours  a  day!  Whether  you  sell  spots,  participations,  quar- 

ter-hour  sponsors,   half-hour  or   full-hour   sponsorship   .    .   . 

"The  Hour  of  Stars"  will  bring  your  station  plenty  of 

extra    profits! 

Never  before  such  an  opportunity  to  offer  the  glamour 

of  big-name  stars  .  .  .  the  response  of  a  big  listening 

audience  .  .  .  the  prestige  of  a  big-time  show!  Tony  Mar- 

tin, Ginger  Rogers,  Dick  Powell  and  Peggy  Lee  make  a 

dazzling  combination  that  will  have  the  whole  town  lis- 

tening, applauding  and  buying! 



at  ever  hit  radio! 5  FULL  HOURS 
EVERY  WEEK/ 
Full   of  one -minute  spots    and 

chain -breaks  that  mean  dollars 

pouring  in  for  stations! 

0 
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this  is  where 

it  PAYS  to  be  in  the  middle... 

Providing  it's  the  middle  of  this  important  mid-South  region 

—  an  advertiser's  paradise  of  progressive  communities,  all 

served  by  the  broad  circle  of  WFMY-TV's  coverage.  Packed 

into  this  zone  of  sales  opportunity  is  a  greater  amount  of 

buying  power  than  you'll  find  in  such  media  "musts''  as 

Baltimore,  Pittsburgh,  San  Francisco,  or  New  Orleans. 

Strategically  located  in  the  middle  of  almost  a  billion  and  a 

half  dollars  —  money  waiting  to  be  spent  on  what  you  have  to 

sell  —  is  WFMY-TV.  Many  of  America's  most  successful  adver- 

tisers have  discovered  how  well  WFMY-TV  reaches  and  per- 

suades the  customers  of  this  growing  area.  Why  not  share 

their  good  fortune  with  them? 

wfmy-tv 
Basic  CBS  Affiliate  -  Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons.  Inc. 

New  York— Chicago  — San  Francisco 
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6y  Z?o6  Foreman 

jr%.imm»  the  biggest  of  our  dilem- 
ma- in  a  dilemma-wracked  medi- 

um is  the  endless  search  for  new 

TV  commercial  announcers.  In  the 

earliest  days  of  the  medium  most 

of  us  attempted  to  make  a  simple 

transition  from  radio  by  using  our 

ladio  announcers  to  sell  our  prod- 
uct visually.  In  some  instances  this 

proved  to  he  wisdom  itself  for,  by 

dint  of  hidden  talent,  previous  ex- 
perience, or  sheer  luck  some  radio 

announcers  turned  out  to  be  fine 

salesmen-on-camera.  From  this 

group  (radio  announcers)  came 
the  Dick  Starks,  and  the  Nelson 

Cases,  and  the  Allyn  Edwards. 

However,  more  often  than  not, 

we  found  we  had  tremendous  trou- 

ble ahead  when  we  blithely  expect- 

ed a  script-reading  radio  man,  first 

—to  learn  a  script  by  heart,  second 
—to  become  mobile  before  a  cam- 

era, third — to  have  sufficient  con- 
fidence and  poise  to  be  visually 

convincing  to  the  viewers. 

There  was  the  gent  who  got 

every  line  right  except  the  theme 

at  the  sign-off  in  which  he  accused 

his  bulb  sponsor  of  providing  "less 
and  less  light  for  more  and  more 

money"  and  then,  realizing  he  had 
made  a  Grade  A  boo-boo,  the  poor 

chap  nervously  allowed,  "I  think 
it's  the  other  way  around." 

There  was  the  skilled  radio  an- 

nouncer, with  years  of  well-deliv- 
ered messages  under  his  belt,  who 

also  had,  unfortunately,  too  much 
stomach  under  the  same  belt,  since 

his  sponsor  was  selling  a  product 
intended  to  take  weight  off. 

There  were  the  dozens  of  com- 

petent, intelligent  men  and  women 
who  had  to  overcome  understand- 

able camera-shyness,  who  had  to 
learn  to  walk  (most  difficult  of  all 

video-instructions!),  to  point,  to 
open  tin  cans,  to  hold  up  packages 
— all  without  that  tell-tale  shake  of 

Skilled    radio    announcers    won't    go    over    on    TV    if   they    lack    poise,    don't    know    how    to    walk. 
Allyn     Edwards      (below)      is     among     radio     vets     who     made     good      on     TV,      Foreman     says 

the  hands  or  knees  which  was  so 

much  with  u<  in  the  beginning  and 

was  so  annoying  that  it  took  the 

viewer's  mind  completely  off  the 
message  being  delivered. 

Gradually,  because  we  can't  af- ford to  nor  do  we  dare  to  take 

chances,  a  few  announcers  stood 

out  and  became  in  such  great  de- 

mand they  appeared  on  shows  and 
spots  with  bewildering  profusion. 

\\  c  then  realized  something  else — 
that  a  man  or  woman  could  physi- 

cally handle  far  fewer  TV  job- 
than  in  radio.  So  the  search  again 
v\a>  underway  full  speed. 

Actors  and  actresses  were  audi- 

tioned by  the  score.  Agencies  even 

compared  notes.  Local  announcers 
moved  into  the  big  city  for  their 

auditions  and  gradually  some  new 

faces  did  creep  in  here  and  there. 
Some  have  lasted. 

At  this  point  everybody  was  out 
to  find  another  Betty  Furness  or  a 

Rex  Marshall  or  a  type  "just  like" 
Dr.  Roy  K.  Marshall.  Once  again, 
we  were  hewing  to  the  line,  trving 
to  find  some  carbon  copies  (after, 
of  course,  attempting  to  sign  up 

the  originals  and  being  turned 
down  for  one  reason  or  another. ) 

And,  today,  the  search  is  still 

going  on.  As  far  as  I  can  see  with 

myopic  orbs,  this  will  be  a  never- 
ending  quest.  A  quite  necessary 
one,  however,  and  well  worth  the 
effort  since  the  burden  of  the  effec- 

tively delivered  commercial  is 

-<|uarely  on  the  shoulders  of  the 
advertising  agencies.  It  is  their  job 

to  find  the  fresh  faces  and  newT  per- 
sonalities who  can  move  product- 

by  making  people  move. 
Unfortunately,  there  is  no  for- 

mula for  assuring  anvone  that  the 

right  choice  has  been  made  before 
the  leap  has  been  taken.    In  fact, 

•  Do  you  always  agree  with  Bob  • 
.  Foreman  when  he  lauds  or  . 

,         l.i  in  1 1. 1 -i-    a    commercial?     Bob 
and  the  editors  of  SPONSOR 
would   be   happy   to   receive 
and   print  comments  from 

•  i         •  ■  ....  • readers  in  rebuttal;  in  ire;  in 

qualified    agreement.     Address 
•  Bob  Foreman,  c  o  SPONSOR. 
•  40   East   49   St. 
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Does  M- 

"It's  awful  early  at  5:45  A.M. 

How  do  we  know  anyone's  listening? asked  the  man  from  Kent  Feeds.   We 

couldn't  do  a  phone  survey  at  that  hour. 
"Give  away  something,"  someone 

suggested.  "Chicks,"  said  someone   else. 
WMT  carried  one  "free  chicks" 

announcement  one  morning.   Kent 

dealers   thought  they'd   had    it.    Chap   in 
Chelsea,  la.,  opened  at  8;  found 
200  customers  waiting. 

Same    thing    at    other    stores    mentioned. 
Folks  are  listening.  Kent  concluded. 

"Good  story,"  said  a  time  buyer. 

"How  much   feed   did   they  sell?" 

tell  G- 

Kent  has 

been   on   daily    since    March    20,    1951. 

Their   agency  says   they'll   triple  WMTs 
budget  whenever  we  can  provide 
suitable  (and  early!)  program  time. 
We're  working  on   it. 

Moral:    The   early   chick   doesn't    need   norms. 

WMT     CEDAR   RAPIDS 

600  KC     5000  Watts 

ivepresentcd  nationally  by  the  KATZ  Agency. 

£0 



more  families 

in  Washington 

^1  listen  to  WRC 
than  to  any  | 

other  radio 

station  in  the 

area.' 

fl^a. 

it  takes  perhaps  13  week?  on  the 
air  to  know.  Auditions  give  only 

partial  answers  because  an  actor 

in  a  studio-audition  may  freeze  up 
on  the  live  show  or  before  the  roll- 

ing motion  picture  camera.  Film 

may  do  his  lor  her)  looks  unex- 
pected harm,  noticeable  only  after 

this  film  comes  out  of  the  lab.  Hut 

there  is  one  guidepost  we  can  take 
direction  from  as  we  try  to  sell  a 

new  personage  to  an  advertiser — 
familiarity  is  a  good  50%  of  the 
battle.  The  more  people  who  see 

whatever  spokesman  we  choose, 
the  more  welcome  he  or  she  will 

be  in  their  homes.  Familiarity, 
rather  than  breeding  contempt, 
breathes  life  into  the  salesman  as 

well  as  into  the  message  he  or  she 
delivers  for  the  sponsor. 

commercial  reviews 

TELEVISION 

SPONSOR:  Pacific  Coast  Borax  Co. 
agency:  McCann-Erickson,   N.   Y. 
PRODUCER:  Fire  Star  Productions 
PROGRAM:  One-minute   announcement 

As  I  screened  this  announcement,  I  was 

about  to  deliver  a  tirade  on  misuse  of 

humor,  the  insincerity  of  it,  and  how  inef- 

fective I'd  wager  such  an  approach  is 

when  trying  to  make  the  point  that  Borax 

kills  garbage  can  odors. 

However,  the  animated  lead-in,  in  which 

the  garbage  can  talks  in  snooty  terms  im- 
mediately dissolved  to  Rosemary  DeCamp 

giving  a  straightforward  presentation  on 

the  subject.  Miss  DeCamp  laughed  off 

the  animated  opening  and  in  a  very  di- 

rect as  well  as  attractive  manner  presented 

the   subject. 

Another  point  well  made,  I  believe,  was 

the  way  the  audio  pointed  to  the  video — 

zooming  up  from  the  package  such  phrases 

as  "kills  garbage  odors"  and  "chases  flies." 
Rather  than  reading  what  the  words  said. 

Miss  DeCamp's  audio  pointed  to  the  visual 
which  made  it  much  more  emphatic.  Far 

too  often,  audio  merely  repeats  video  rath- 
er than  emphasizing   it. 

This  commercial  is.  I  believe,  an  excel- 

lent example  of  animation  well  combined 

with  live  action  providing  the  best  that 

each    technique    can   offer.  *  *  * 
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BETTER  Television  for  Wisconsin 
Fim  to  provide  television  foi  Milwaukei  and  W   nsin,  Hit  Milwaukee  foumal 

h..s  constant!)  improved  its  facilities  and  kepi  pace  **>U  new  developments  in  the  field 

Here  is  the  latest  itep  in  providing  improved  television  servii  i     It  is  thi  milestone 

al    i  bannel  i  Da> ,"  obs<  rvi  .1  Saturday,  Jul>  1 1  — 

NO 
■  ■ 

urn  Your 
If Eye  to  Channel 

Enjoj  better  retep   i  this  new  spot  on  youi  television  dial!  The  shift  of 

VVTMJ   rVtochannel  I  is  one  of  II  changes  in  existing  television  station  channels 

approved  In  ilu-  Federal  Communications  Commission  to 

better  nation-wide  mimic  l>\  reducing  interference 

MORE  Power. . .  100,000  Watts 
The  radiated  power  "l  WTMJ-TV  on  channel  I  is  increased  to  100,000 

watts,  which  is  the  maximum  power  authorized  by  the 

Federal  Communications  1  ommission  t"i  stations  on  thi^t  bannel. 

NEW  Tower ...  1,035  Feet 
Hi.  combination  of  more  power  and  greater  tower  hnuhi  will  rtearhj 

double  WTMJ-  tVs  basic  service  area  from  a  radius  of  45  to  50  miles  to 

approximatel)  90  miles    Improved  reception  is  also  expected  in  areas 

"shaded"  bj  ground  hollows,  buildings  or  oihi-r  obstructions. 

! 

*r 

National  Representatives:   HARRINGTON,  RIGHTER  AND  PARSONS,  INC. 
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FLOUR USED  CARS 

si'oNSOK:  Cni.no  S     Markel  VGENCY:  Direct 

(  MM  II  i  W  HISTORY:  This  super  market,  one  of 

the  largest  Latin-American  grocery  outlets  in  San  Antonio, 

was  Ifiii  ily  stocked  mi  a  well-known  brand  oj  flour.  It  de- 
cided to  hold  a  one-week  sale,  bought  announcements  on 

KIWW  to  tell  people  about  it.  No  other  medium  was 

used.  Mr.  Centeno  states:  "My  sales  of  this  brand  of 
flour  increased  from  an  average  of  6,500  lbs.  per  week 

to  19,000  lbs.  during  this  sale  week.'"  The  sponsor's  total 
investment  in   the  35-announcement  campaign,  $80. 

klttW.  Mn    \ntoniu PROGRAM:  Announcements 

-  '     ■ 

results 

DEPARTMENT  STORE 

SPONSOR:  Rhodes  Dept.  Store AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  For  the  purpose  of  attract- 

ing women  into  their  appliance  department  for  a  "live" 
show,  this  de\mrtment  store  advertised  first  in  a  local 

newspaper,  then  on  KMO.  The  54-inch  newspaper  ad, 

which  cost  about  $135,  drew  five  people  on  the  show's 
first  day.  The  announcements  on  KMO,  which  cost  the 
sponsor  a  total  of  $50  brought  in  120  persons  to  the  show 

the  second  day.  The  newspaper  ad  cost  $27  per  patron; 

the  announcements  cost  421/o0  per  patron.  Also  signifi- 
cant: 80%  of  the  air  pitches  were  aired  between  6:00 

p.m.  and  midnight  in  this,  a  TV  area. 

KMO.  Tacoma PROGRAM:  Announcement! 

SOAP-FILLED  PADS 

'■■■"■ 
M 

>l'O\S0R:  American  Steel  AGENCY:  Needham  &  Grohmann 
Wool  Mfg.  Co. 

CAPSULE  CASE  HISTORY:  To  help  sell  its  Soap-Filled 

Pads,  this  sponsor  bought  two  one-minute  participations 
a  week,  Tuesday  and  Thursday,  on  The  McCanns  At 

Home  (9:30-10:00  a.m.).  After  three  months,  sales  of 
the  item  in  the  New  York  area  had  increased  10.4%. 

According  to  R.  O.  Dahling,  sales  manager  of  the  com- 

pany, the  campaign  on  the  McCanns''  shoiv  was  largely 
responsible  for  obtaining  expanded  distribution  in  the 

New  York  area,  which  included  selling  the  product  to 
more  than  300  Associated  Food  Stores  in  Brooklyn  and 

Queens.    The  sponsor  pins  s2<"»0  (/   week. 
\\<)K.  New  York PROGR  \M:  The  McCanns  At  Home 

SPONSOR:  Harding  M   r-  AGENCY:  Dir 
CAPSU.K  CASE  HISTORY:  Harding   Motors,   Mete 

auto  dealers  for  ChUliwack,  British  Columbia,  wanted 

known  that  they  were  opening  up  a  new  used  car  I, 

They  planned  the  opening  for  a  Saturday.  For  use  on  t 

'Thursday  and  Friday  immediately  preceding  that  Sati 
day.  they  purchased  a  total  of  four  announcements  , 
CHWK,  used  no  other  advertising.  On  opening  do 

they  sold  nine  used  cars,  grossed  $13,000  in  busint 
from  an  advertising  investment  of  $40. 

CHWK.  Chilliwack,  B.  C.  PROGRAM:  Announcemei 

PREFAB  HOMES 

SPO!W)K:  Gunnw.n  Homes,  I  .  S. 
Steel  subsidiary 

AGENCY  :   \dv.  \- 
Louisville,  K 

CAPSULE  CASE  HISTORY:  JJ .  S.  Steel,  on  two  brot 

casts  of  Theatre  Guild  on  the  Air,  offered  literature  on  i 
Gunnison  Homes.  These  are  prefabricated  houses  whit 

sell  from  $6,500  to  $12,000  {excluding  the  lot).  T> 

offer  explicitly  stated  that  "a  salesman  will  call"  on  tht 
people  writing  in — a  move  calculated  to  eliminate  tl 
idly  curious.  Result:  7.500  letters  came  in  from  prospec 

who  were,  in  effect,  asking  to  talk  to  a  salesman.  The; 
a  sales  potential  of  from  $49  million  to  $90  million  fro 
an  investment  of  $79,000  for  time  and  talent. 

NBC  Radio PROGRAM:  Theatre  Guild  on  the  A 

BRIDGE  TABLES 

SPONSOR:  Mc  &  Mc  Ltd. 
AGENCY:  Dir- 

CAPSULE  CASE  HISTORY  :  In  one  furniture  sale,  M 

&  Mc  Ltd.,  a  branch  of  a  British  Columbia  hardware  or, 

furniture  chain,  had  a  special  on  bridge  tables.    It  u- 
four  issues  of  one  local  paper  and  two  of  another  to  plv 

the  sale,  but  was  not  satisfied  with  the  results.    It  tht 

switched   to   CKOV   uith    an    order  for   four   30- 
announcements   {at  a  cost  of  about  $5  each  I .  After  li 

third  pitch  had  been  aired  on  a  Monday — usually  a  slo 

shopping  day — the  store's  furniture  department  fram 
called  CKOV  to  cancel  the  last  plug.    Reason:  It  u 

swamped  with  orders  for  the  tables. 

CKOV.  Kelowna.  B.  C. PROGRAM:  Announcemer, 

SILVERWARE 

SPONSOR:   International  Silver  Co., 

Holmes  &  Edward-  Di\. 
AGENCY:  Cunningha 

&  Wal- 

(  UPSULE  CASE  HISTORY:  To  promote  the  offer  oj 

special  spoon,  the  Holmes  &  Edwards  division  of  Ink 
national  Silver  particijtated  in  the  Housewives  Protects 

League  I  daily  1:30-2:00  p.m.  and  10:30-11:00  p.m.  i  I 
KNX.  Four  of  the  largest  department  and  jewelry  stort 

in  L.  A.  were  lined  up  to  install  windou  and  "in-stort 
displays  of  the  item.  After  the  first  iveek  of  the  offe 

one  of  the  stores  reported:  "We  had  ordered  an  adequai 
supply  for  many  weeks,  but  were  completely  sold  out  l> 
Wednesday.  Largest  volume  of  flat  silverplate  we  hat 

sold  in  a  number  of  years."   Cost  per  week:  $357.50. 

k\\.     In-      \ll-rl,- PROGRAM:  Housewives  Pn 

tective  Leagu 



To  sell  the 

NEW 

PITTSBURGH 
MARKET... 

IIAV        „. 
■  m^^f   ̂   f  w'^  **  *    offers  you 

tv»»w""  MMr  JM«"«i  kimmh....  n»'- 
How  do  you  sell  in  the  New  Pittsburgh/  By  cashing  in  on  Pittsburgh's  most 
successful  new  merchandising  plan,  sponsored  by  K.QV — now  (IBS  Radio  in 
Pittsburgh — and  the   130  A  &  P  stores  throughout  the  Pittsburgh  market! 
From  K.QV  you  get  top  spots  and  programs,  adjacent  to  high-rating  CBS 

network  shows.  And  from  A  &  P  you  get  the  unprecedented  opportunity  to 
merchandise  and  display  your  product  in  130  A&P  markets  in  the  K.QY  area. 
This  amazingly  successful  tie-in  has  already  brought  eye-popping  sales 

results  for  many  national  advertisers.  General  Mills,  for  example,  upped  pur- 

chases of  Wheaties  8  13%  in  the  Pittsburgh  area.  Canada  Dry  reported,  "almost 
doubled  normal  weekly  case  sales." 

This  promotion  works.  Why  not  put  it  to  work  for  ̂ uu?  Call  or  wire — tight 
now — for  full  particulars! 

ICQ  ltEfci 
National  Representatives:  WEED  &   CO.  New  York  •  Boston  •  Chicago  •  Detroit  •  San  Francisco  •  Los  Angeles 
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a  forum  on  questions  of  current  Interest 

to  air  advertisers  and  their  agencies 

The  BBC  offered  free  Coronation  films  und  tapes  to 

Ameriean  broadeasters  provideti  no  singing 

commewials  were  used.    Bo  you  think  jingles  are  irritating 

Mr.  Davis 

THE  PICKED  PANEL  ANSWERS 

Although  I  do 
not  believe  all 

jingles  should  be 
classified  under 

the  one  '"irritat- 
ing and  undigni- 

fied" heading,  I 
am  in  complete 
accord  with  the 

BBC  stand;  for 
the  Coronation  is 

not  only  of  his- 
torical significance,  but  also  it  is  basi- 

cally a  religious  service,  rooted  in  the 

spirits,  hearts,  and  national  sentiments 

of  the  British  people.  It  should  com- 

mand respect  and  dignity  and  every- 
thing associated  with  the  Coronation 

should  be  in  good  taste. 

If  all  jingles  fulfilled  the  good  taste 

requirement,  the  BBC  proviso  certainly 
would  be  a  critical  slap  at  American 

culture  and  advertising.  Unfortunately, 

however,  far  too  many  jingles  are  irri- 
tating and  undignified,  sounding  as  if 

they  were  written  by  the  boss'  seven- 
year-old  daughter  or  the  office  boy. 

For  some  illogical  reason,  advertis- 
ers too  frequently  make  the  mistake 

of  thinking  that  all  jingles  and  musical 

commercials  receive  equal  audience  ac- 
ceptance and  create  the  same  impact, 

regardless  of  whether  or  not  they're 
written  by  a  professional  or  an  ama- 

teur composer. 
As  a  result,  the  American  air  seems 

flooded  to  the  average  European — par- 
ticularly the  Englishman  accustomed  to 

government  controlled  broadcasting — 
with  irritating  and  undignified  jingles. 
Inasmuch  as  the  BBC  can  in  no  \\a\ 

approve,  edit,  or  control  am  jingles 
that  might  be  used.  I  approve  its  stand 

to  eliminate  cheap  or  undignified  ma- 
il rial  !>\   banning  the  use  "I  all  musi- 

cal commercials  with  the  Coronation 

films,  even  though  the  American  broad- 

casting  companies  do  have  many  ex- 
cellent musical  spots  that  could  have 

been  used  in  connection  with  the  films, 

without  offending  any  listener — British 
or  American — or  indicating  bad  taste 
in  any  way. 

Phil  Davis 
President 

Phil  Davis  Musical  Enterprises,  Inc. 
New  York 

Yes,  I  think  the 

BBC  is  entireh 

correct.  I  think 

"jingles"  are  ir- 
ritating ...  I 

think  they  are  un- 
dignified ...  I 

think  most  of 

them  are  down- 
right stupid. 

This  past  March 
I  was  invited  to 

speak  at  the  Association  of  National 
Advertisers  spring  meeting,  down  at 

Hot  Springs,  Virginia.  The  title  that 
was  assigned  to  me  on  this  occasion 

was  "Successful  Selling  with  Radio  and 

Television  Jingles." 
I  prefaced  my  remarks  at  that  time 

l>\  saying  .  .  .  "The  first  rule  a  suc- 
cessful jingle  ought  to  follow  is  that  it 

ought  never  to  sound  like  a  jingle  .  .  . 
it  ought  not  to  look  like  a  jingle  .  .  . 

act  like  a  jingle  .  .  .  or  smell  like 

a  jingle." 

I  went  on  to  say  that  that  all  of  this 

is  pretty  plain,  ordinary  common  sense. 
because  aside  from  hucksterish  rub- 

bish, ever)  darn  fool  and  his  brother 

knows  that  people  hate  "jingles."  I reminded  the  members  of  the  AN  \ 

gathered  there  that  the\  didn't  like them  in  their  own  homes,  their  maids 

Nelson 

didn't  like  them,  the  people  in  their 
offices  didn't  like  them  .  .  .  and  I  ad- 

mitted I  hated  them.  Nobody  has  a 

right  to  be  an  s.o.b.  in  Mrs.  Jones' 
living  room.  Nobod)  ever  sold  nobody 

nothin'  nohow  by  getting  'em  mad. 
We  are.  as  you  know,  the  largest 

producers  of  musical  announcements 

for  radio  and/or  television  in  the  his- 
tory of  the  business.  Our  work  is 

heard  on  more  stations  more  often  than 

that  of  anyone  else.  Our  clients  are  the 

very  largest,  the  most  respected  names 
in  American  business  and  industry  to- 

day. There's  hardly  a  station  in  the 

country  that  doesn't  carry  our  work. 
And  yet.  this  business  has  been  built 

with  no  salesmen  .  .  .  very  little  solici- 
tation b\   us. 

We.  just  as  \ou.  know  that  the  pub- 
lic loves  music  ...  all  forms  of  music. 

That's  why  they  spend  millions  upon 
millions  of  dollars  a  year  to  buv  songs 

on  Victor,  Columbia.  Decca.  Mercury, 
and  similar  labels.  So  what  we  produce 

for  our  clients  is  simpK  the  hit  parade 

of  music  ...  no  shouting,  no  scream- 

ing, no  phony  baloney  repetitious,  irri- 
tating malarky.  We  just  give  our  cli- 

ents songs  .  .  .  songs  of  all  t\pes.  all 

styles,  all  tempos  .  .  .  songs  fullv  as 

good  as  anything  \ou  will  hear  on  the 

hit  parade  of  popular  music. 

We  spend  virtually  all  of  our  time 
in  creating  and  producing  our  work  .  .  . 

mt\  little  tr\  ing  to  dispose  of  it.  Nor- 
mally we  have  onl\  to  audition  for  the 

president  or  the  chairman  of  the 
hoard  of  a  major  corporation  and  he 

almost  invariabl)  asks  these  two  ques- 

tions: i  1  I  How  long  has  this  been  go- 

ing on?  (2)  Win  haven't  we  heard about   it? 

In  my  opinion,  the  BBC  i»  entireh 

correct  .  .  .  "jingles"  are  irritating  .  .  . 
"jingle-  arc  undignified.  Moreover. 

we  don  t  think  "jingles"  sell  too  well. 
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Mr.  Sdnde 

Mans  oi  the  mosl  importanl  names 
in  business  and  industi  j   todaj   i  ould 

tell    you   thai    :■   I    music   and    good 
songs  d"  sell  .  ■  ,  sell  like  <  ra/\ .  I  hal  - 
h hat  keeps  us  in  business. 

(.1  0RC1     l>".    Nl  i  SON 
President 
Selson  Ideas,  Inc. 
Schenectady,   V.   ) . 

I'm  inclined  to 
think  the  BB( 

bas  s  false  pi<  - 
hue  ol  the  \imci 

ican  broadcast  ad- 

mi  tising  -  c  e  n  <■ 
ami  i-  discrimi- 

nating unfairl)  : 
thai  is,  making 
decisions  w  ithoul 
full \  understand- 
i  ii  g  advertising 

Americana  the  jingle.  I  think  mosl 
people  End  jingles  no  more  irritating 
than  other  forms  of  advertising.  v". 
win  discrimination? 

From  the  British  point  of  view,  a 

jingle  might  conceivably  be  undigni- 
fied. But  from  the  American  viewpoint 

— no.  In  fact,  the  jingle  fit-  right  into 
our  mode  ol  life,  a  certain  gaiety,  a 
competitive  message,  a  sale  without 
drive. 

We,  who  are  specialists  in  the  field 
of  creating  jingles,  or  as  we  call  them. 
Song-Ads,  offer  these  basic  facts:  Jin- 

gles appeal  to  the  consumer  in  an 
entirel)  different  waj  than  other  forms 
of  advertising.  Jingles  appeal  to  the 
subconscious  mind  rather  than  the  con- 

scious mind,  as  in  other  media. 

To  receive  the  advertising  message 

from  a  newspaper,  magazine  or  bill- 
board ad,  the  consumer  must  con- 

scioush  absorb  the  contents.  It  is 

therefore  ea-\  to  turn  the  page  and 
pass  it  1>\.  Hut  in  receiving  the  prod- 

uct message  from  a  jingle  the  con- 
sumer does  not  ha\e  to  concentrate 

in  fact  he  doe-  not  have  to  consciousl) 
do  anything.  In  most  cases  he  is  not 
aware  of  even  hearing  the  message — 
hut  the  natural  euphon\  of  rh\  me  and 

rhythm,  plus  repetition  -oaks  in  he 
hums  the  tune,  associates  it  with  the 

product,  and  eventual!)  even  begins  to 
learn  the  word-.  Then  Mr.  Consumer 

has  your  message  solidly,  constantly, 
and  pleasantly. 

Hon  Swm 
President 

Song-ads    Co. 
Holh  wood 

**w  towers 
over  a 
rich  market 

There's  more  sell  on 
5000  Watts 

Day  and  Night 

ABC  Affiliate 

Richmond.  Va. 

Edward  Petry  &  Co..  Inc.,  National  Representatives 
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EVEN  IN  VIENNA 
THEY   WATCH 

WHEN 

Not  for  dancing,  but  for 

year  'round  enjoyment 
people  in  Vienna  watch 
WHEN  and  then  shop  the 

Syracuse  Market. 

Vienna,  N.  Y.,  reacts  to  tele- 

vision as  enthusiastically  as 
the  other  communities  in  the 

rich  26-county  market  covered 
exclusively  by  WHEN.  This 
enthusiasm  is  reflected  in  the 

increased  sales  volume  of 

WHEN  advertisers.  Over  IV* 

million  people  with  a  high, 

stable  buying  income  are  your 

prospects.  It's  the  heart  of  the 
Empire  State.  You  get  maxi- 

mum effectiveness  from  your 

advertising  dollar  and  GET 
COMPLETE  COVERAGE  OF 

THIS  IMPORTANT  MARKET 

WITH  ONE  MEDIUM-WHEN. 

SEE   YOUR   NEAREST 
KATZ  AGENCY 

agency  profile 
Erie  Eisner 

Radio    and   TV   director 

Maury,    Lee   &   Marshall,    New   York 

When  Eric  Eisner  left  Europe  in  January  1939,  his  credentials 

stated  that  he  was  leaving  to  cover  the  New  York  World's  Fair  for 
the  largest  newspaper  in  Prague.  He  had  a  much  better  reason: 
Paul  Goebbels,  German  propaganda  minister,  had  put  a  price  of 

25.000  Reichmarks  on  his  head  for  his  anti-Nazi  programs  on  the 

Prague  radio  station.  He  left  Prague  with  a  plane  ticket  to  Rotter- 
dam. Holland,  and  $1.50  in  his  pockets. 

By  way  of  contrast,  he  will  plav  a  major  role  this  year  in  the 

spending  of  about  $1,325,000  in  radio  and  TV  for  Amana  Refrigera- 
tion. Inc.  His  start  in  the  advertising  field  was  modest.  He  joined 

Weiss  &  Geller,  Inc.  in  Chicago  in  1940  as  an  idea  man.  script  writer 

for   radio    musical   programs,    and    fashion    shows. 

Three  days  after  Pearl  Harbor  he  joined  the  army.  After  CIC 

training,  military  authorities  decided  against  sending  him  to  Europe 

because  of  possible  reprisals  against  his  family  there. 

Separated  from  the  service  in  1946,  he  freelanced  as  a  radio-TV 
writer  and  producer  for  five  vears  producing  a  number  of  pilot 

films  before  joining  Maury,  Lee  &  Marshall  in  1951.  Agencies  were 

then  eager  to  get  motion  picture  men  for  use  in  J\    production. 

Eric  explains  his  rise  in  the  movie  business  simpl)  :  "In  Europe 
vou  start  by  carrying  sandwiches  for  the  crew.  Soon  you  work 

up  to  carrying  a  camera  tripod;  then  vou  become  assistant  director, 

script  writer,  director,  and,  finally .  a  producer."  He  worked  on  36 feature-length  pictures  as  either  writer  or  director.  Then  in  1935  he 

went  to  work  for  Bata  Shoe  Co.  (which  was  then  producing  2<°>4.000 
pairs  of  shoes  per  da\  i   to  turn  out  documentaries. 

His  views  on  toda\"<  television  production  can  be  boiled  down 
thuslj  :  "ill  There  are  too  many  copycats  in  this  business;  they  all 

want  to  make  like  'Lucv .'  (2)  Main  tr\  to  supplant  the  lack  of  an 
idea  with  a  big  production.  I  3  I  Few  people  know  how  to  use  a  TV 
camera  to  its  best  advantages,  i  4  i  TV  films  can  be  produced  equally 

well  in  New  York  without  the  high  Hollywood  overhead." 
Eric"s  wife,  \rlene.  the  mother  of  his  four-year-old  son.  is 

going  to  college  at  night,  expects  to  get  her  M.l).  degree  in  about 
three  years.  Eric  and  his  wife  debate  regularl)  over  the  subject  of 

how  oid  their  son  Peter  should  be  before  he  is  told  that  hi*  father  was 

(he  writer  of  Wcih   Lamarr's  famous  movie  Ecstasy.  •  •  • 
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Greatest  Weather  Invention  Since  the  Barometer! 

THE  WEATHER   GIRL-on   WPTZ 
A    nighttime    5-minute    strip    now    available., 

the    right    show,    the    right    time,    the    right    price! 

If  toi  *ki  interested  in  a  high-quality  show 
at  a  low-budget  price,  meet  Miss  Lynn 

Dollar,  television's  talented  weathercaster- 
model-actress.  Her  nightly  WEATHER 
GIRL  programs  are  enjoyed  Monda\ 

through  Friday  at  7:25  on  WPTZ  by  thou- 
sands and  thousands  in  the  vast  Philadelphia 

television  market. 

True,  the  curves  on  the  weather  map  aren't 
the  only  ones  that  keep  'em  watching.  L\nn 
appears  nightly  in  the  latest  fashion  appro- 

priate to  the  day  and  season.  She  reports 

the  weather  and  forecasts  the  morrow's  tem- 
perature in  peddle-pushers,  evening  gowns 

or  bathing  suits,  liberally  lacing  the  show 
with  informal  fashion  news,  breezy  chatter 
and  winning  ways. 

THE  WEATHER  GIRL  is  part  of  \\  PTZ's 
nightly  news,  sports  and  weather  strip,  which 

immediately  follows  the  sensationally  popu- 
lar FRONTIER  PLAYHOUSE  program.  It 

precedes  NBC's  strong  7:30  line-up — Eddie 
Fisher,  Eddy  Arnold,  and  Dinah  Shore. 

It's  hard  to  believe,  but  you  can  sponsor 
THE  WEATHER  GIRL  every  night.  Mon- 

day through  Friday,  for  only  $1537.00,  full) 
commissionable  (only  a  few  dollars  mure 

than  you'd  pay  lor  a  strip  of  20-second  an- 
nouncements in  the  same  time  period).  THE 

WEATHER  GIRL  also  may  be  sponsored 

on  a  once,  twice  or  thrice-weekly  basis. 

For  full  details  on  this  great  television  avail- 

ability, give  us  a  call  here  at  WPTZ.  or  see 
your  nearest  NBC  Spot  Sales  representative. 

It's  a  bargain  buy  your  clients  will  want  to 
hear  about. 

WPTZ 
PHILADELPHIA 
CHANNEL NBC-TV   AFFILIATE 
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WTOI'-TY  tot  slum-  scores  hiyh  rating  niter  one  week  on  ttir 

That  there  is  a  big  need  for  enter- 

tainment of  pre-school  toddlers  has 
been  indicated  b)  the  success  of  NBC 

rV's  Dins,  Dong  School.  Recently,  a 
show  of  this  type  on  WTOP-TV,  after 
onl)  <>ne  week  on  the  air,  zoomed  to 

the  position  of  second-most-viewed 
weekday  program  in  Washington,  D.  C. 
(Arthur  Godfrey  was  first).  And  this 

completely  sans  publicity  or  advertis- 

ing build-up. 
Billy  Johnson,  a  27-year-old  young 

man.  sings,  tells  stories,  and  shows  film 

of  bab\  sitter  for  harassed  mothers. 

keeping  tots  quietl)   at  the  TV  set  for 
anhoure\er\  morning.  He  emphasizes 
the  wonders  ol  nature  and  wildlife, 

gives  advice  on  -alet\  and  good  living. 
converses  with  two  puppet  companions. 

plays  his  guitar  sings,  and  shows  car- 

toons ("Felix  the  Cat"'  and  Walt  Dis- 
ne\  -  "'  Mice"  serie-  i . 

One  mother  wrote:  "If  more  sta- 
tions would  realize  that  the  way  to  a 

mother's  or  father's  heart  is  through 
their    children.    the\     certainlv     would 

pla\ing,  story-telling  d.j.  on  WHK  who 
has  been  selling  for  two  sponsors — 
Pavelka  Meats  and  Cannon  Tailors — 

for  over  10  years.  When  these  two 

sponsors  launched  Dick  in  a  new  show 
a  while  back  I  daily  1:15  to  2:00  p.m.  | 

they  wanted  something  to  keep  the 

program  from  being  "just  another  d.j. 
shot."  Station  planners  looking  for  an 

idea  hit  on  a  "Plant  of  the  Week" 

promotion. The  plan  v*a-  for  Dick  to  give  his 

audience  a  complete  five-day  aural  tour 
of  each  plant,  including  live  interviews 

with  worker-,  management,  welfare  of- 
ficers: chats  about  job  opportunities, 

working  hours,  insurance  and  retire- 
ment funds;  new  developments  and 

future  plans  of  the  plant.  It  would  be 
necessary  for  industry  to  go  to  the 

trouble  of  preparing  a  great  deal  of 
written  material  and  provide  men  for 

live  interviews  at  the  height  of  the 

work  da\ . 

\nv  uncertainty  about  how  indus- 
trial firms  would  take  to  th;s  idea  was 

soon  dissolved.  The  Fisher  Body  Plant 
headed  a  long  list  of  glad  acceptances; 

since  then  such  companies  as  Cleve- 
land Pneumatic  Tool.  Glidden  Paint. 

Chevrolet.  Enamel  Products,  White 

Sewing  Machine  and  Apex  Electric 
have  taken  part  in  the  program. 

According  to  the  station,  the  pro- 

gram's Pulse  is  fine — evidence  of  ac- 
ceptance by  a  public  previously  apa- 

thetic to  the  idea  of  learning  about  in- 
dustry— and  the  sponsors  are  happy 

with  increasing  business.  •  •  • 

Some   2,500   young   fans   flocked    to   see    Billy   at   a    recent    gathering;    he   spoke    to    each    child        Brief  It/ 

cartoons  to  youngsters  on  his  morning 
Cartoon  Club  program  ( Monday 

through  Saturday,  9  to  10  a.m.).  He 

launched  his  program  on  23  March. 

Just  four  days  later,  the  American  Re- 
search Bureau  started  its  monthly  TV 

rating  check.  ARB  officials  were 
amazed  at  the  8.9  rating  high  I  average. 

6.9)  pulled  by  a  show  they'd  never heard  of  before  and  which  had  not 

even  been  on  the  air  a  week. 

When  TelePulse  completed  its  mea- 
suring survey  the  week  of  6  April,  it 

found  that  the  Cartoon  Club  had  an 

11.2  rating.  This  made  the  show  No. 

5  in  the  top  10  multi-weekly  programs 

in  Washington.  It  garnered  more  audi- 
ence than  such  network  shows  as  Cam- 

el Vew  s  Caravan.  Kate  Smith.  Time  for 

Beany,  and  U.S.A.  Canteen. 

Like  Ding  Dong's  Dr.  Frances  Hor- 
wich,  r>ill\  Johnson  functions  as  a  sorl 

be  the  wiser.  Mothers  buy  the  product 

that  sponsors  a  show  to  interest  their 
children — all  advertisers  should  realize 

that.  Don't  ever  replace  Billy  Johnson. 

I  think  he  is  wonderful." 
Due  to  the  success  of  the  morning 

stanza.  Billy  also  keeps  the  tots  ab- 
sorbed dailv  from  5:30  to  5:55  p.m. 

on  the  WTOP-TV  screen.  *  *  * 

TlffK  d.j.  slum-  promotes 
Cleveland  industry 

Big  industry  plays  an  important  part 
in  the  business  life  of  Cleveland.  To 

make  people  aware  of  the  city's  indus- 
trial picture  and  bring  it  alive  for  them, 

radio  station  WHK.  Cleveland,  has  a 

program  which  honors  a  different  in- 
dustrial plant  each  week.  This  pro- 

gram, oddly  enough,  is  a  d.j.  show. 
Dick  0  Heren   is  a  singing,  ukelele- 

When  home-wrecking  wind  storms 

swept  Wichita.  Kan.,  last  month,  a 
lumber  company  reported  that  among 
hundreds  of  frantic  calls  from  persons 

seeking  information  on  household  re- 
pairs and  FHA  loan  procedure,  one 

came  from  a  man  who  said:  "Last 
spring  I  done  bought  a  car:  and  I  been 
so  worried  over  making  payments  on 

the  car  that  my  house  insurance  done 

relapsed.  But  I  know  my  credit  is 

good  .  .  .  and  that  I  can  get  one  of 

them  KFH  loans."  Radio  station  KFH 
states  that  it  is  happy  to  be  thought 

of  in  time  of  trouble  though  it  is  not 

in  competition  with  the  FHA  home  loan 

program. 

*        «        * 

The  state  of  Maine  has  a  new  re- 

gional network  covering  7V,  of  it- 

radio  homes.  Called  the  "Lobster  Net- 
work" it  embraces  WPOR.   Portland: 
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\\i:oi  .  Lewiston;  \\  I  \l  .  Augusta; 
WRKD,  Rockland;  \\  I  \  I  .  Waterville; 
and  upcoming  WKI  M.  Rumford.  \l 
tei  the  baseball  season,  several  lull  net- 
work  features  will  I"-  established  t"  at 
commodate  participating  and  single 
sponsorships.  The  network  covers 

"back  yard"   Maine  as   well  as  more 
heavil)  populated  ma joi  markets. •       •       • 

\\  hen  Herb  Shriner  \  isited  bis  home 

town,  Fort  Wayne,  I  ml.,  recently,  some 
15,000  Hoosiers  lined  the  streets  to 
rive  liim  a  vociferous  welcome.    \\  itli 

Old   Gold   gets  spotliqht  on  air  talent's  travels 

Herb,  the  star  of  P.  Lorillard's  Two 
l<>r  the  Money  show  on  NBC  l\ 

(switching  i<>  CBS  T\  as  of  L5  \u- 
gust),  was  the  Old  Gold  Dancing  Pack 
iii rl  t<>  remind  the  folk*  of  bis  air  spon- 

sor. Station  WOWO.  where  lie  started 

about  20  years  ago,  honored  him  with 
a  special  broadcast  When  lie  arrived 
1>\  plane,  he  was  greeted  b)  old  friends 
i  photo.  1.  to  r.  I  Crawford  Parker.  In- 

diana Secretary  of  State:  Carl  Vanda- 
urift.  WOWO  station  manager;  Cliff 
Milnor.  Fort  Wayne  Journal  Gazette 
columnist;  Paul  Mills,  WOWO  sales 

manager;  Boh  Shreve,  Galbreadth  Pro- 
ductions: Shriner;  Norm  Widenhofer, 

WGL  pro-ram  manager;  Shirk) 

Wayne,  WOWO.  Herb's  wife,  Pixie,  is 
at  right  with  back  to  camera. 

•       •       • 

To  help  dispel  the  "mystery"  about 
agenc]  organization,  procedure  and 
philosophy,  Henry  J.  Kaufman  &  Asso- 

ciates, Washington,  I).  ("..  has  pre- 
pared a  booklet  which  trie*  to  clear  up 

an\  questions  a  serious  agency-prospect 

might  have  on  bis  mind.  Titled  '"Mow 
to  get  the  most  out  of  your  advertising 
dollar,  the  brochure  develops  eight 
principles  it  deems  important  to  at- 

taining this  end.  Thej  include:  keep- 
ing  your  advertising  tuned  to  changing 
minds  and  markets:  validating  your 
sales  judgment  with  current  research; 
analyzing  areas  with  greatest  potential. 
Booklet  also  stresses  benefits  of  com- 

plete, up-to-date  agencj  service.    **  + 

t  <t  i  ft  i . 

WTHf 
Personality 

Hoy    Sh  it  dt 
MOBILGAS   SPORTSCASTER     6:15    P.M. 

"FIFTH    AT    SARATOGA"         4:30    P.M. 

Ko\  Shudt  didn't  know  whether  to  saj  "yes"  or  "no"  when  asked 
several  years  ago  to  call  the  trotting  races  at  Saratoga.  The  track 

for  CBS.  He-  the  star  performer  at  Hollywood  Park  on  the  coast 
tator  and  pla\-h\-pla\  star  on  WTRY,  Ko\  had  never  described  the 
trotters  before. 

Fortunately,  he  finall)  said,  "Yes."  He  used  hi-  fine,  clear  voice 
and  crisp  Btyle  to  develop  the  most  distinctive  and  successful  te.li 

pique  in  the  business.  Now  he's  the  country's  highest  paid  trotting 
race  caller;  a  sportscastei  with  a  national  reputation  foi  being  tops 
in  his  specialty.  He  has  broadcast  the  Hambletonian  coast-to-coast 

for  CBS.  He's  the  star  performei  at  Hollywood  Park  on  the  coast 
He  opened  the  fabulou-  Ponce  de  Leon  Racewaj  at  Jacksonville  this 

season.  He  helps  pack  'em  in  at  Rosecroft  in  Baltimore. 
Naturally,    his   success   abroad    has    made   him   a   hero   at    home    in 

the  Albany,  Troy,  Schenectad)  market  His  large  WTRY  audience  is 

nothing  short  of  enthusiastic.  He's  a  great  boostei  for  bis  home  town 
area  and  will  work  and  live  no  place  else  on  a  permanent  basis — no 
matter  how  attractive  the  mam   offers  are. 

Bo\  s  6:15  p.m.  sport  -how  ever)  day,  Mon.  thru  Kri..  has  the 

biggest  audience  of  sport-  fan-  in   the  area  and  certain!)    one  of  the 

most  vigorous  and  articulate  in  the  country.  He's  the  Mobilgas 
Sportscaster  foi  Socony-Vacuum  <m  the  6:15  -how  and  during  the 

racing  season  he's  on  the  air  ever)  afternoon  with  the  "Fifth  at 

Sai  itoga"  for  Owen  Cartwright  one  of  the  top  Ford  dealer-  in  the i  ountr) . 

I!..\  Shudt's  top-notch  performance  is  ver)  much  in  keeping  with 
the  qualit)  programming  W  \\V\  maintain-  .  .  .  the  kind  local  radio 

people  like  to  call  ""network  quality".  \nd  when  you're  with  I  BS 
""network  quality"  mean-  aiming  higher  all  the  time. 

WTRY 

Albany -Troy -Schenectady 

CBS — 5000W— 980  KC 

Represented   by  Headley-Reed  Co 
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BACHE  ON  RADIO 

i  Continued  from  page  37  i 

\\()K  personalities  with  greal  success. 
This  nun  Ik-  due  l<>  the  fact  that  mu- 

tual funds  appeal  to  a  larger  audience 

spreading  down  to  t he  lower-income 
brackets.) 

Said  Radio  ami  I  \  Director  Boh  l)a\ 

to  SPONSOR:  "For  a  firm  offering  gen- 
eral investment  counsel  you  need  a 

partirulai  t\  i>e  of  audience.  \ol  ucci-s- 
sarilv  people  with  investment  experi- 
ence  but  people  who  have  surplus  funds 
and  are  therefore  interested  in  in- 

creasing  their  yield." 
That's  why  the  Henry  Gladstone 

package  was  so  attractive  to  agenc) 

and  advertiser.  Today's  Business  is 
like  a  five-minute  radio  version  of  the 

Wall  Street  Journal.  The  program 

gives  a  rundown  of  closing  Wall  Street 

prices,  analyzes  significant  trends. 
brieflv  reports  news  from  Washington 
which  might  have  a  bearing  on  stocks. 

and  interprets  worldwide  events  in  the 

light  of  their  possible  effect  on  busi- 
ness trends. 

Gladstone  prepares  his  script  be- 
tween the  time  the  New  York  Stock 

Exchange  closes  (3:00  p.m.)  and  4:15 
p.m.    A   messenger   leaves   the   station 

with  the  script  at  1:30,  arriving  at  the 
\llicrt  Frank-Guenther  Law  offices  be- 

fore  5:00  p.m.  A  teletype  conference 

linkup  of  New  York,  Cleveland.  Chica- 

go, and  San  Antonio  is  arranged  in  ad- 
vance, and  copy  is  transmitted  as  soon 

as  the  lines  are  cleared. 

This  technique  of  working  close  to 
airtime  has  its  headaches  but  the  ad- 

vantages  outweigh  the  disadvantages. 

I  They've  had  some  close  shaves  when 

teletype  circuits  couldn't  be  cleared  un- 
til the  last  minute.  I  Ad  Manager  Gel- 

lerman  told  SPONSOR:  "Timeliness  is  a 
very  important  element  to  us.  As  with 
the  case  of  the  Federal  Reserve  an- 

nouncement, we  can  take  advantage  ol 

news  breaks  and  get  the  maximum  ben- 
efit out  of  them.  And  by  using  radio 

we  get  not  only  the  selling  power  of 

the  human  voice  but.  in  Henry  Glad- 

stone, we  have  a  man  with  a  reputa- 
tion for  integrity  which  is  very  impor- 

tant to  a  brokerage  house.  The  mu- 
tual respect  Bache  and  Gladstone  have 

for  each  other  is  manifested  in  the 

cooperation  which  results.  No  'prima 
donna"  antics;  Gladstone  works  closely 
with  us  and  we  get  maximum  results 

from  his  program."' A  comparison  of  results  between  the 

Gladstone  program  and  The  New  }  ork 

LOOK  NO  FENCE! 
AROUND  KOA'S  WESTERN  MARKET 

NIELSEN  REPORTS  GUARANTEE  57% 

OF  ALL  RADIO  HOMES  IN  303 

COUNTIES  IN  12  STATES  LISTEN 

REGULARLY  TO   KOA. A 
BUT  .  .  ."you  can't  fence  KOA  in!"  These 

figures  do  not  include  KOA's  .  .  . 

CAlT  AtllONA  ■       hiw         I  fix 

I  mixico 
=QS*     BONUS **•  CAR    RADIO    BONUS 

If  you  believe 

more  people  should  be  buying 

what  you're  selling  .  .  . 

KOA    IS    YOUR    ANSWER. 

COVERAGE 
/ 

KOA  is  the  best  Outdoor  Advertising  Medium  in  the 

West!  With  appeal  that's  alive  wherever  you  drive! 

•  GEOGRAPHICAL    BONUS~"\     \ 
<"■*  KOA  is  a  favorite  with  radio  families  in  hundreds  of 

additional  counties  in  34  states  not  included  in 
Nielsen  Coverage.  ^^/ 

•  SUMMER    BONUS 

More  than  12.5  million  tourists  spend  on  average  of 

8.8  days,  over  $600  million  in  the  Mountain  States. 

ooe 50,000        Watts 

850      Kilocycles 
Covers   The   West       S&lC/ 

NATIONAL  SALES  REPRESENTATIVE:  EDWARD  PETRY  &  COMPANY,  NEW  YORK, 

CHICAGO,    DETROIT,    SAN    FRANCISCO,    LOS   ANGELES,    ST.    LOUIS,    DALLAS. 

Times  financial  section  shows  that 

Gladstone  pulls  leads  at  an  average  of 
SI. 50  each.  The  Times  costs  Bache 

$2.00  per  lead.  Newspapers  get  a  lot 

ol  play  from  brokerage  houses  because 

the)  publish  extensive  stock  exchange 

listings  daily.  And  it's  logical  to  as- 
sume that  a  person  who  reads  the  finan- 

cial pages  of  a  newspaper  is  a  potential 
customer  for  an  investment  firm. 

That's  win  Gladstone's  program  as 
well  gets  such  a  high  number  of  leads 
and  why  such  a  high  proportion  of 
leads  are  converted  into  sales.  As  many 

as  1,781  leads  per  week  have  resulted 

from  Today's  Business.  Cost  of  the 
program:  $120  a  night  for  time 
I  \\  OR  l  :  $60  for  Gladstone:  about  $12 
a  night  for  teletype  charges. 

The  commercials  on  the  program  are 

rotated  regularly:  the  agency  writes 
two  new  ones  each  week.  Commercials 

for  mutual  fund  investing  are  seldom 

used  by  Bache  because  so  many  re- 
strictions must  be  incorporated  in  the 

text  that  it's  practically  impossible  to 
get  a  compelling  script. 

Among  the  items  offered  as  give- 
aways in  Bache  commercials  have  been 

lists  of  stocks  paying  up  to  9%  divi- 
dends, booklets  of  questions  people  ask 

about  stocks,  lists  of  lower-priced 
stocks,  and  booklets  about  various  in- 

dustries. Typical  of  the  latter  type  of 
booklet  is  one  described  in  a  commer- 

cial last  month.  Here's  how  part  of 
it  ran: 

"A  Avord  from  Bache  &  Company,  a 

leading  investment  firm  since  1879  .  .  . 

One  phase  of  American  enterprise 

which  appears  today  to  be  on  the 
threshold  of  a  tremendous  future  is 

the  helicopter  industry.  The  wide- 
spread use  of  helicopters  in  Korea  has 

greatlv  stimulated  demand  for  this  type 

of  aircraft  and  present  indications  are 
that  this  jrrowth  trend  will  continue. 

|  In  a  new  special  study,  the  Research 

j  Department  of  Bache  &  Company  has 
considered  the  helicopter  industry  as  a 
whole  .  .  .  and  has  also  reported  on  six 

individual  companies  .  .  .  from  the  old- 
est and  largest  to  some  of  the  newest. 

.  .  .  For  a  free  copy  of  this  special 

Bache  &  Company  report,  write  to- 
night  to  me.  Henry  Gladstone,  care  of 

WOK.  Box  G,   New   York.  .  .  .'" 
Requests  for  these  booklets  are  for- 

warded to  Bache  and.  a  few  days  after 

the  mailing,  a  salesman  makes  a  per- 
sonal call  on  the  prospect.  Conversion 

rates  are  prett\  hush-hush,  but  it  is 
known  that  the  cost-per-lead  is  lower 
than   am    other  medium  used  and  the 
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gives  you  the  lowest  cost 

per  thousand  radio  homes 

in  Los  Angeles    •       NETWORK  OR   LOCAL 

THE    MUSIC   STATION    FOR    SOUTHERN    CALIFORNIA  PRUDENTIAL    SQUARE LOS    ANGELES 

Represented     Nationally    by    THE     BOLLING     COMPANY 
-^  latest  PULSE 
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conversion-to-sale  rate  of  WOK  lead-  i> 

comparable  to  the  financial  section  of 
The  New  York  Times. 

So  the  trick  then  is  to  get  a  more  or 

less  pre-conditioned  audience.  \-  How- 

aid  Liebl  told  SPONSOR:  ''Today's  Busi- 
ness has  delivered  a  selective  audience 

but  a  responsive  one,  and  the  mail 
count  has  been  consistent!)  high.  We 

feel  that  it  fulfills  a  real  need  in  in- 

forming the  public  of  the  progress  "I 
finance  and  business.  Many  listeners 

of  Today's  Business  are  buying  securi- 
ties for  the  first  time — through  Bache 

&  Compam ." 
Other  security  dealers  have  not  been 

caught  napping  (see  "Stocks  on  the 
air."  sponsor.  28  July  10521.  The) 
realize  that  through  an  educational 

campaign  they  can  get  at  a  large  num- 
ber of  people  who  formerly  looked  at 

the  stock  market  with  suspicion  or  dis- 
trust. A  Brookings  Institution  stud\ 

showed  that  at  the  end  of  1951  there 

were  6.490.000  shareholders  in  the 

U.S.  of  which  1,220,000  individual 

shareholders  were  members  of  family 
groups  with  annual  incomes  of  less 
than  $4,000.    So  the  potential  is  huge. 

Among  other  brokers  using  radio 

have  been  Ira  Haupt  &  Co.  (through 
Albert    Frank-Guenther    Law),    which 

has  used  WHLI,  Hempstead,  L.  I.,  lor 
over  a  year  to  air  a  public  service  type 
of  show    called   News  and   liens. 

Kidder.  Peabody  &  Co.  (agency  is 
Doremus  &  Co.  I  has  used  a  number  of 

programs  on  WOR  (Your  Money  at 
Work,  Barbara  Welles)  and  is  current- 

ly using  a  five-minute  taped  program 
on  Saturday  mornings  called  The  Key 

I  to  prudent  investing  I.  Kidder.  Pea- 

body  specializes  in  mutual  funds  invest- 
ing and  plans  to  use  The  Key  on  \\  HI. I 

and  probably  in  all  cities  in  which  the 
firm  has  branch  offices.  And  since  the 

program  deals  exclusively  with  mutual 
funds,  it  is  planned  to  sell  open-end 
versions  of  the  show  to  other  mutual 

fund   dealers  throughout  the  eountr\. 

Doremus  &  Co.'s  radio  and  TV  direc- 

tor, Ed  Rooney,  trekked  up  to  Roches- 
ter recently  to  handle  a  radio  and  TV 

campaign  for  Calvin  Bullock,  a  mutual 

funds  dealer.  Campaign  will  concen- 
trate on  Canadian  Funds  (a  mutual 

fund  I  and  is  scheduled  to  use  20  an- 

nouncements a  week  on  WHEC,  I.D.'s 
on  WHAM-TV.  and  newspapers.  Slides 

will  be  supplied  to  local  dealers  so 

they  can  tie  in  with  the  Canadian 

Funds'  three-week  promotion. 
There  is  a  definite  undercurrent  of 

change  in  the  air.    The  fact  that  00', 

It's  So  Easy  to  Listen 
to  WBNS 

Central  Ohioans  set 

their  dials  at  WBNS 
and  relax.  More  Central 

Ohio  people  listen  to 
WBNS  than  any  other 

station.  Popular  staff 
personalities,  plus  top 

CBS  programs  add  up 

to  the  20  top-rated  pro- 
grams and  hour  after 

hour  of  listening  pleas- 
ure. Sponsors  profit 

more  when  they  reach 

this  big  audience  of 

steady  listeners. 

CBS  for  CENTRAL  OHIO 
ASK 
JOHN  BLAIR 

radio 
COLUMBUS,     OHIO 

of  Kidder.  Peabod\'s  sales  of  mutual 
funds  come  from  women  has  not  gone 
unnoticed.  Use  of  the  Barbara  Welles 

Show,  a  da\time  women's  program, 
pulled  about  100  inquiries  per  com- 

mercial   announcement. 

Its  a  well-known  fact  that  women 
own  more  than  half  the  common  stock 

in  the  country.  How  much  influence 
the)  wield  over  this  stock  is  subject  to 

debate;  many  people  feel  that  control 
of  this  stock  is  exercised  by  male  coun- 
>elors.  lawyers,  and  brokers.  But  it  is 
true  that  more  and  more  wives  are 

participating  in  family  investment  de- cisions today. 

The  more  progressive  brokers  I  nota- 
bly Merrill  Lynch.  Pierce,  Fenner  & 

Beanel  have  conducted  investment  clin- 

ics for  women  that  have  drawn  packed 
houses.  A  fashion  show  worked  out  by 

Bache  &  Co.  in  conjunction  with  Saks 
Fifth  Avenue  attracted  such  a  crowd 

(despite  a  downpour  I  that  it  had  to 
be    repeated    twice.     Manv    brokerage 

"Through  the  years,  radio  has  pro- 
duced more  statistics,  and  a  greater 

variety  of  ihem,  than  any  other  ad\er- 
tising  medium — perhaps  as  much  as  all 
other  media  put  together.  Unfortunate- 

ly, the  great  mass  of  radio's  research has  been  distinguished  only  for  its 
quanti'v.  The  true  function  of  media 
research  is  to  make  the  medium  easy 
to  understand,  and  to  provide  clues  to 

its  most  effective  use.  Radio's  research 
has  failed  utterly  to  achieve  either  of 

these  objectives." 
VICTOR  A.  SHOLIS 

Vice  President,  dir.  radio-TV 
WHAS.  Louisville.  Ky. 

houses  have  added  a  female  sales  force 

to  overcome  the  false  impressions  of 

potential  customers  who  harbor  the  no- 
tion that  customers'  rooms  in  a  bro- 
ker's office  are  closelv  akin  to  saloons 

circa  1900. 

But  two  trends  definitely  can  be 

looked  for:  ill  greater  use  of  women's shows:  (2  l  more  TV  when  a  suitable 
format  is  found. 

One  reason  Bache  has  held  back  on 

TV  is  that  people's  response  to  invest- 
ment advertising  is  closely  tied  up  with 

market  conditions.  People  new  to  the 
market  seem  interested  only  when  the 

market  is  rising,  which  is  not  the  case 

at  the  present  time.  So  when  the  stock 

market  gets  "hot"  again,  watch  for  a 
host  of  video  tubes  to  be  carrying  mes- 

sages urging  investors  to  take  their 
money  out  of  cold  storage  and  put  it 
into  common  stocks  and  mutual  funds. 

•  *  • 
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NBC  STUDY 

(  ontinued  f)  mn  page  I  I  < 

research,  undei  whose  direction  the 

-iikI\    was  conducted. 

I  he  market  used  in  NBC's  stud)  was 
the  Quad-Cit)  area:  Davenport,  Iowa; 
Moline,  Ro<  k  Island,  and  I  asl  Mo- 

line,  III.  "We  selected  this  area  for 
stud)  bo  ause  we  wanted  a  i\  pical, 

medium-sized  market,  preferablj  in  the 

Middle  West,"  the  NBC  stud)    states. 
I  he  first  wave  of  inten  iew  ing  took 

place  in  February  1952  among  the 
same  respondents  interviewed  in  the 

market  foi  NB<  's  stud)  of  radio  Bales 
effectiveness     (which    was    released    in 

I. ill  1952).  The  second  wave  of  inter- 

views with  the  same  people  took  place 
13  weeks  later  in   Max . 

I  ime  elapsing  between  conclusion  of 
interviews  last  Bpring  ami  release  of 
the  stud)  this  month  was  necessan  foi 

tabulation  which  gives  you  some  idea 

of  the  complexity  of  the  statistical  prob- 
lem in  this  kind  of  stud) . 

Cost  ol  last  fall's  radio  effectiveness 
*tiid\  and  the  present  brand-switching 
report  was  1150,000,  shared  about 
equally  between  them.  For  all  five  of 

it>  sales  effectiveness  Btudies  (includ- 

ing Hofs'.ra  studies  I  and  2.  a  summer- 
time T\  study,  the  radio  study,  and  the 

brand-switching  stud)  I  NBC  has  -pent 
about  1500,000. 

John  K.  Herbert.  \I>C  vice  presi- 
dent in  charge  of  l\  networks,  told 

sponsor:  'W  e  feel  it's  the  responsibili- 
t\    of  leader-hip  to  throw    light  on  how 
well    television    as   a    medium    works. 

Dial's   what    lies   behind   our   polic)    of 
making  these  facts  available  to  adver- 

tisers, agencies,  and  the  industry." 
Sampling  and  field  work  for  the 

brand-switching  stud)  were  done  b) 
the  research  firm  of  W.  R.  Simmon-  & 

Vssociates.  The)  used  a  strict  proba- 
bility sample,  conducted  interviews  in 

over  300  different  sampling  area-  oi 
clusters.  Ibis  was  to  a— ure  coverage  of 
ever)  type  of  neighborhood.  Altogether, 
't.lv.W  homo  were  interviewed  in  Feb- 

ruary and  reinterviewed  in  May.  I  Ac- 
tually, Simmons  interviewed  about 

5,000  home-  in  February,  then  succeed- 

ed in  reinterviewing  <)]',    of  them  or 
1,881.  I  hi-  is  considered  an  outstand- 

ing!) high  percentage  l>\  researchmen 
and  as  mam  as  eight  call-backs  were 
necessan   to  achieve  it.  i 

Says  NBC  of  the  interviewing:  "The 
fact  that  dose  to  5,000  families  were 
interviewed  out  of  a  total  of  some 
70,000  in  the  area  means  that  almost 
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W-i  SUITS 

Now  III  REALLY 
knock 

em  dead!" In  Kentucky  radio  you  can  overdo  a  good  thing.   You  can    cut 

the  cloth"  so  big  that  your  waste  and  overlapping  get  absurd  — 

because  wore  than  half  of  Kentucky's  sales  are  made  in  the 
25-county  Louisville  Trading  Area,  alone! 

Here  in  this  one  concentrated  area  occur  553r'(  of  Kent  ink)  'j  total  retail 

safes,  59.8c'c  of  its  drug  sales  and  51.3'  ,  of  its  food  salts. ' 

5000-watt  WAVE  is  powered,  priced  and  programmed  for  the 

Louisville  Trading  Area  alone;  and  WAVE  delivers  it  intact,  with 

no  waste  circulation.  To  cover  the  rest  of  Kentucky,  you  need 

many  of  the  State's  other  50  stations. 

Enough  said!   Ask  your  Free  cV  Peters  Colonel  for  WAVE 

availabilities,  soon. 

^r 

WAVE 
LOUISVILLE 

Free  &  Peters.  Inc.,   Exclusive  National  Represent  atiies 

5000  WATTS 

NBC   AFFILIATE        • 

69 



KMA'S 

TOPS  66  STATIONS 
on  Premium  Offer 

KM  \  once  more  was  in  FIRST 

PLACE  in  the  result  sheet  dis- 

tributed by  Tidy  House  products 
on  their  recent  premium  offer  of  a 

Plastic  Storage  Bag  for  50c  and  a 
Shina  Dish  boxtop. 
The  offer  was  run  over  66  radio 

stations  between  April  6  through 

May  2,  a  period  of  only  26  days 
and  only  21  broadcasts.  KMA 

pulled  in  6072  premium  orders  to 

end  up  champ  again,  and  at  a 

cost-per-order  of  only  2c. 

If  it's  results  you  are  looking  for, 
place  your  message  on  KMA  .  .  . 

the  station  with  the  loyal,  respon- 
sive audience. 

KMA 
SHENANDOAH,    IOWA 

Represented  by 
EDWARD  PETRI  &  CO..  11SC. 

1950  Censu
s 

Under  Management  of 

MAY  BROADCASTING  CO. 
Shenandoah, Iowa 

(  ne  out  of  ever)  14  homes  was  sam- 

pled. This  represents  a  verj  compre- 
hensive and  accurate  cross-section 

which  lends  a  high  degree  of  statistical 

reliability  to  the  findings." 
Interviewers  sought  information  on 

product  use  as  well  as  viewing  of  spe- 
cific sponsored  TV  programs.  (The 

market  has  two  TV  stations  which  car- 

r\  programs  of  all  four  networks.) 
There  were  42  brands  advertised  on 

TV,  44  non-TV  brands  studied.  The 
45  TV  programs  studied  included  high 

and  low-cost  shows  on  all  four  net- 
works and  local  programs  as  well. 

I  here  were  18  product  categories  in- 
cluding beer,  cigarettes,  cleansers,  soap, 

dentifrices.  Adult  men  and  women 
heads  of  households  were  interviewed. 

Basic  discovery  of  the  study  about 

buying  patterns  is  that  brand  switch- 
ing is  incessant  with  a  constant  stream 

of  customers  turning  to  and  away  from 

any  given  product.  Here's  the  wa\ NBC  describes  it: 

"As  one  might  expect,  the  over-all 
customer  level  for  most  brands  did  not 

appear  to  fluctuate  greatly  between 
February  and  May.  .  .  .  But  if  we  look 

at  the  actual  composition  of  the  cus- 
tomer group,  we  find  that  the  customer 

flow  for  the  average  of  all  86  brands 

(TV  and  non-TV),  was  practically  a 

torrent.  Here's  the  arithmetic  of  the 

switching,  taking  the  number  of  Feb- 
ruary customers  as  100. 

Fcbruarj    customers  ...   —  _.      100 
February    customers  not   buying  in   May   (lost)     49 

February  customers  Mill  buying  in  Mav  (loyal)     51 
May  customers  who  did  not  buy  in  Feb.   (new)     49 

Customers   in   May    (loyal   plus   new)     100 

"Within  the  span  of  three  months, 
the  average  brand  lost  almost  half  its 
customers.  What  maintained  the  brand 

was  the  fact  that  49  people  who  had  not 

been  buying  in  February  had  flowed 
into  the  customer  stream  and  were  bu\  - 

ing  it  in  May.  .  .  ." The  moral  of  the  NBC  study  is  that 

television  can  be  a  primary  force  in 

shaping  the  direction  of  this  brand switching. 

To  make  the  study's  conclusions  eas- 
ier to  grasp.  NBC  selected  one  of  the 

brands  under  study  as  a  "theme 

brand."  Figures  for  this  brand  are 
representative  of  results  in  the  entire 
study.  Here  are  some  of  the  highlights 
about  this  brand,  which  is  described  as 

a  cleanser  advertised  on  a  Sunda)  eve- 

ning high-cost  variel)   show. 
J.  Of  those  women  interviewed  who 

switched  to  this  brand  between  Feb- 

ruary   and    May,   72',    bad   seen    it   ad- 

vertised  on   television  programs. 

2.  Picking  the  data  up  at  the  other 
end  of  the  stick,  of  those  who  began 

viewing  the  program  on  which  this  is 
advertised.  21.5$  began  buying  the 

product.  Of  those  who  did  not  view 
the  program.  15.39?  began  buying, 
ibis  15.395  is  what  NBC  terms  the 

normal  "new  customer  expectancy." 
The  difference  between  15.3$  and 

21.5'  i  is  the  percentage  of  new  cus- 
tomers attributable  to  television 

(40$  i. 
."$.  NBC  next  describes  the  opposite 

situation  —  what  happens  when  the 

viewer  stops  timing  the  show.  Among 
those  in  the  three-month  period  who 

stopped  viewing  the  Sunday  show, 
2(1.2'  I  stopped  buying.  During  the 

same  period  14.1  S  of  the  non-viewers 
stopped  buying  the  brand.  Comparison 
of  these  two  percentages  shows  that 

there  were  43' ^  more  lost  customers 

among  the  ex-viewers  than  among 

those  who  hadn't  been  viewers  at  all. 

\\  arns  the  stud\  :  "So  if  exposure 

ceases,  television  'takes  back'  the  buy- 
ers it  had  previously  poured  into  the 

brand's  customer  stream." 
4.  NBC's  final  statistical  analysis 

concerns  those  who  continue  viewing 

the  program.  It  found  the  'continue 
viewing'  group  contained  39.1$  who 
also  continued  to  buy  the  cleanser.  But 

non-viewers  contained  only  23.7' <  who 
continued  bu\  ing.  That  is,  there  w  ere 

65'  I  more  loval  customers  among  the 
'continue  viewing'  group. 

The  four  statistical  situations  de- 
scribed above  are  expressed  this  way 

b)   NBC: 
•  \\.  ben  thev  switch,  the\  switch 

to  brands  they've  seen  advertised  on TV. 

•  If  thev  begin  viewing,  they  begin buying. 

•  If  thev  stop  viewing,  they  stop buying. 

•  If  thev  continue  viewing,  they 
continue  bu\  ing. 

The  preliminary  report  of  the  study 
includes  figures  for  many  brands  in 
addition  to  the  cleanser.  But  in  each 

case  results  \  ield  the  same  conclusions 

— whether  the  program  involved  is 

high  or  low  cost,  whether  the  brand  is 

well  established  or  struggling.  A  com- 
plete report  on  the  stud\  including 

(harts  will  be  made  available  to  the  in- 

dustry within  a  few  weeks.  The  prelim- 

inary report  is  available  now. 
The  advertisers  whose  brands  were 

studied  h\  NBC  will  be  given  reports 

privately  oxer  the  next  few  weeks  as  to 
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how  their  <>u n  |>i odu<  i-  fared. 
sponsor  asked  .1  numbci  "I  agency 

media  and  research  men  how  the) 
would  use  the  new  NBC  -tu<l\.  Here 
are  Borne  of  the  answers : 

1 .  "This  presentation  w  ill  bei  ome 
pari  of  the  ammunition  to  be  used  the 

iic\i  time  we  have  .1  new  client  we're 
ii  \  ing  in  sell  on  11-inu  tele\  ision  foi 

the  first  time." 
2.  "'< )ui  .i-i-n.  \  one  nl  the  i"i> 

three]  won't  need  tlii-  in  dealing  with 
1. in  group  ni   rV-w  ise  (  lients.    Bui  the 

ic)  u illi  clients  \\ ho  are  using  I  V 

in  .1  small  waj  the  'magazine-inser- 
tion' t\  pe  nl  1  lienl  w  ill  be  able  I" 

-li< >w  tin-in  the  ail\  antages  ol  im  reas- 
ing   tlicii    schedules. 

>.  "  [Tie  next  time  one  oi  oui  1  lients 
complains  aboul  the  liiuli  cosl  ol  tele- 

vision, we'll  luiil  thi~  stud)  1 1 — < - 1 »i I  in 
marshalling  evidence  on  wh)  he  can'l 
afford  in  get  oui  ol   television. 

I  mil  Coffin,  M>( '.  managei  of  re- 
search and  the  man  <lin-  tlv  in  charge 

of  NBC's  series  oi  sales  effectivenes.i 
studies,  had  these  comments  on  the 
purpose  of  the  stud)  : 

"'The  stud)  demonstrates  with  Facts 
and  figures  what  people  have  known 
intuitivel)  bul  which  sometimes  the) 
lose  faith  in  or  gel  cold  feel  about. 

We've  proved  something  thai  advertis- 
ing men  seldom  have  an  opportunit) 

to  demonstrate  in  the  course  of  then 

day-to-da)  work.  It  gives  us  all  a  re- 
affirmation ol  confidence." 

Collin  was  chairman  of  the  depai  1- 
ment  of  psychology  at  Hofstra  Col- 

lege, Long  Island,  before  he  came  to 

NBC  in  l().i().  He  says  this  about  criti- 
cism ot  the  research  technique  used  in 

NBC  media  effectiveness  studies  or  an) 
media  effectiveness  te>t» : 

1  am  deepl)  interested  in  pure  the- 
oi\  and  have  ti ied  to  put  it  into  use,. 

We've  tested  bias.  We've  put  aside 
mone)  for  methodological  tests  alone 

ever)    step  of  the  way.    Hut   you  can 
argue    method-     forever.      In    the    long 

run  Mm  must  do  something  that's  fea- 
sible. Research,  to  be  useful,  must 

move  forward  with  the  besl  tools  that 
an    available,  while  striving  always  to 

improve    them." 

On  page  15  \  ou'll  find  Hugh  Bet  ille's 
and  lom  Coffin's  replies  to  questions  on 
methods  used  in  the  latest  study,  in- 

cluding rebuttal  from  them  of  the  con- 
tention that  it  ma)  not  have  been  T\ 

alone  which  influenced  purchase.  For 
a  complete  analvsis  of  media  research 

methods,  see  part  7  of  SPONSOR'S  Mi- 
Media  Stu.lv  on  page  38.  *  *  * 
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/figm*,      19  chapters  by  19  specialists 
on  everything  you  need  to  know  about 

Teh/ism 
ADVERTISING^ 
PRODUCTION 
HANDBOOK 

Br   IRVING    SETT  EL.   NORMAN   QLENN   AND   ASSOCIATES 

With  on  introduction  by  Strnard  C.  Duffy,  pr.ild.nl  ol  8604O 

Outstanding  authorities  give  you  their 

years  of  "know-how"  in  this  thorough 
and  up-to-date  new  guide  to  the  adver- 
tising  and  production  phases 
of  television. 

4SO  pages  jam-packed  with  vital  facts 

Here  are  just  a  few  of  the  essential  things 
you  will  find  in  this  book:  how  to  choose 
the  right  TV  station  for  your  product;  how 
a  TV  show  should  be  written;  successful 
mail-order  advertising  on  TV;  getting 
publicity  for  TV  stations  and  shows;  how 
to  use  premiums  effectively  on  television; 
etc.  69  illustrations,  charts  and  graphs 

make  every  point  lucid  and  easy-to-grasp 
at  once.  There  are,  in  addition,  helpful 
appendices  which  give  you  a  complete 
dictionary  of  TV  terms,  the  Television 
Code,  an  explanation  of  how  television 
works,  and  many  practical  visual  aids  you 
may  use  in  your  work. 

Contributor*  ara  acknowledged  laadara 
in  thair  Held* 

20  experts  write  on  the  phases  of  television 
for  which  they  are  noted;  Robert  J.  Wade 

discusses  "Staging";  Milo  Frank  —  "Cast- 
ing"; Ann  Howard  Bailey  —  "Dramatic 

Writing",  Bill  Todman  —  "Selling  a  TV 

Package  ;  Walter  A.  Lowen— "Personnel"; 
Allen  H.  Kalmus  —  "Publicity";  Stockton 
Helffrich— "Censorship";  and  many  others. 

Here  is  .1  "how-to"  book  that  will  be  read 
and  re-read,  that  will  be  kept  at  hand  as 
a  necessary  reference  book  for  all  who 
work  in  TV  or  related  fields.  $6.00 

fh.  outhort 

IRVING  SETTEL  I.  S.lr.  Promotion  Coa- 
•  ull.nl.  Domont  Trlr.i.lnn  >rt»ork  Film 

Syndic. lion  ;  AH.rrli.injE  M.na*rr  of  Con- 

cord*. Inr.  ;  and  In.lrurlor  In  Radio  and 
TV     at    Parr    Collritr. 

NORMAN    GLENN    t.  Editor  and   Publl.hrr  of 
the    maaaainc    SPONSOR. 

MAIL   THIS   COUPON   TODAY   ______  _ 
THOMAS    Y.  CROWELL    COMPANY.  Dect-S   7 

I  (2  Fourth  Avenue,  New  York  16,  N.  V. 

Please  send  me     copies  of  TELEVISION 

ADVERTISING    AND    PRODUCTION    HAND- 
BOOK. I  enclose  check  or  money  order. 

Name      

Address  . 

City   

.Zone .State 
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Measure 

Watchmanship 

Too 

* 

v..t  horologiinl ;  we  mean  the  kind 
of  attention  accorded  TV  in  a  new 
market,  the  kind  KVTV  merits  from 

its  viewers  in  :t'2  Iowa,  S.  Dak.  and 
Nebraska  counties.  For  buymanShip, 
see   Kutz. 

KUW- 
Sioux  City,  Iowa 

CBS,  NBC,  ABC  &  DuMont 

THE  TELEVISION 

PICTURE  IS  CLEAR 

IN  BALTIMORE 

"More  advertisers  spend 

more  dollars  on  WBAL- 

TV  than  any  other  Balti- 

more station."  You  ought 

to  iind  out  why! 

WBAL-TV 
NBC   IN   MARYLAND 

Nationally    Represented   by 

EDWARD  PETRY  &  CO. 

AMERICAN  MACHINE 

I  Continued  from  page  13  I 

products  are  better  .  .  .  bj  design!" 
To  test  the  reaction  of  both  its  em- 

ployees and  of  its  subsidiaries  to  the 

Omnibus  program,  AMF's  public  rela- 
tions department  sent  out  a  postcard 

questionnaire  to  some  7. (><><)  AMF  em- 
ployees. The  questions  were  keyed  to 

getting  employee  reaction  to  Omnibus 
and  brought  the  following  result:  Over 

two-thirds  of  the  respondents  indicated 
that  thev  thought  the  program  to  be 

either  "excellent"  or  "good." 
Growth  of  AMF's  over-all  advertis- 

ing budget  since  1951  is  another  indi- 
cation of  the  firm's  determination  to 

make  its  trademark  more  widely 

known.  In  1951  AMF's  over-all  adver- 
tising budget  (including  that  of  its 

subsidiaries)  was  $900,000;  by  1952, 

this  figure  had  grown  to  $1.4  million; 

and  in  1953,  the  over-all  budget  rose 
to    82   million. 

Each  AMF  product  line  has  its  own 

advertising  program,  the  appropriation 

being  determined  by  the  board  of  di- 
rectors of  the  particular  AMF  subsid- 

iarv.  division,  or  product  group  gen- 

eral manager.  In  a  number  of  in- 
stances the  parent  company  has  helped 

subsidiaries  by  underwriting  a  strong 

advertising  campaign  in  various  con- 
sumer and  industrial  media.  For  ex- 
ample, in  1953  the  parent  company  set 

aside  the  sum  of  $435,000  divided  as 
follows: 

For  Roadmaster  Bicycles,  $134,000; 

DeWalt  Power  Shop,  $160,000;  Junior 

Vehicles.  $66,000;  Pinspotter,  $75,000. 
This  is  over  and  above  their  regular 

advertising  budget  and  the  consider- 
able number  of  Omnibus  commercials 

allotted  to  AMF  consumer  products. 

AMF's  projected  26  weeks  on  the 
program  will  cost  a  total  of  $900,000 
for  time  and  talent,  or  $17,500  for 

production  and  talent  costs  per  show, 

compared  with  last  year's  $500,000  to- 
tal (813.000  for  production  and  talent 

costs  per  show).  In  addition  AMF 

will  spend  over  $100,000  on  film  com- 
mercials, which  will  bring  its  TV  ex- 

penditure this  coming  year  to  over 

$1,000,000.  AMF  and  the  other  three 

sponsors  will  each  get  four  five-minute 
documentaries  plus  20  two-minute  com- 

mercials on  the  show. 

AMF  carried  out  a  heav\  merchan- 

dising effort  to  insure  its  half-million 
dollar  investment  in  Omnibus.  Ever) 

week,  during  the  run  of  the  program. 

WIF  placed  full-column  ads  in  Time, 

Newsweek,  and  U.S.  News  and  World 

Report  plugging  that  week's  Omnibus program.  It  was  the  only  Omnibus 
sponsor  to  carry  out  this  heavy  pro- 

motion of  the  features  of  the  program 

on  a  national  basis.  This  magazine  ad- 

wrtising  keyed  to  AMF's  sponsorship 
of  the  program  cost  the  firm  803.000. 

All  of  AMF's  trade  press  advertising 

during  this  period  mentioned  the  Om- 
nibus show.  Furthermore,  the  subsid- 
iaries did  their  own  merchandising  of 

the  particular  Omnibus  program  on 
which  they  were  to  be  mentioned.  This 

subsidiary  -merchandising  effort  ranged 
from  telegrams  to  individual  dealers 

inviting  them  to  tune  in  on  a  particular 

Sunday,  to  special  mailings  to  jobbers, 
dealers,  di-tributors,  and  manufacturer 

representatives  telling  them  about  Om- 
nibus in  general. 

Special  stickers  mentioning  Omni- 
bus as  well  as  an  Omnibus  postage  me- 

ter indicia  have  become  part  of  AMF's 
daily  promotion  of  its  TV  program. 

Further  plans  for  promoting  AMF's 1953-1954  season  on  Omnibus  have  not 

yet  been  formulated:  however,  says 

Victor  Ancona.  AMF's  advertising 
manager:  "It's  safe  to  say  that  we  will 
again  promote  Omnibus  through  strong 

merchandising  of  our  own.  first  of  all. 
because  it  paid  off  last  year,  secondly, 

because  it  doesn't  make  sense  to  keep 
quiet  about  sponsoring  a  $3.5  million 

prestige  TV  show." 
The  4:30  to  6:00  p.m.  Sunday  show 

i  new  time:  5:00  to  6:30  p.m.  I  started 

as  an  experiment  conducted  by  the 
Ford  Foundation  TV  -Radio  Workshop 

in  developing  better  television  pro- 

graming and  entertainment.  Its  for- 
mat, during  each  90-minute  run.  re- 

mained completely  flexible,  devoting  to 

each  presentation  the  playing  time  that 

it  seemed  to  require.  Its  presentations 

ranged  from  five-minute  science  docu- 
mentaries to  full-length  90-minute  op- 

era performances,  such  as  Die  Heder- 
maus.  La  Boherne,  also  special  ballet 

or  symphony  performances  inter- spersed with  dramas  by  top  play- 

wrights. 
The  commercials  as  well  as  the  five- 

minute  documentaries  apportioned  to 

each  sponsor  were  kept  on  a  level  with 

WANT  A  DIFFERENT  TV  SHOW? 
Popular,  well  rated,  entertaining? 

The  Sportsman's  Club 52  great   15  minute  hunting,  fishing  and  out- 
door panel  shows.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbes  Street  Phone:  Express  1-1355 

Pittsburgh  19,  Pa. 
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the  cultural  programing  "I  Omnibus. 
I  [ard-sell  lei  hnique  w  .t~  i  onspii  uous 
l>\  ii-  absen<  e  from  \  Ml-  -  commei  • 
cials.  As  Ini  id.-  five-minute  do<  u 
mentaries,  these  were  supervised  b) 

the  Ford  I'  oundation,  « hi<  li  woi  ked 
with  the  particulai  sponsoi  whose  turn 
ii  w.i-  id  li.iv e  .1  five-minute  documen- 

tor) "M  selecting  and  presenting  the 

subjecl  mattei .  I  In-  Ford  I  oundation 
then  fai  med  tin-  do<  umentai  ies  out  i" 

1 1 • .  I.  pendent  prodiu  ers  specificall) . 
I  i  ansfilm,  \\  ilding.  and  l'i  m<  eton 
Film  Center. 

During  the  1953-1954  season,  \MI  , 
in  cooperation  with  it-  agency,  Fletch- 

er D.  Richards  '  I  om  i  oung  Jr.  i- 
\  I  |,  will  present  outlines  foi  it-  fouj 
documentaries  to  tin-  Ford  Foundation, 
wlfirli.  in  turn,  has  sel  up  it~  own  film 
unit  to  <aii\    out   the  production. 

AMF's  tentative  schedule  foi  these 
documentaries  indicates  tin-  type  "I 
educational  effort  about  American  in- 

dustries thai  these  five-minute  films 
represent:  Bowling,  as  a  famibj  Bport, 
will  he  tlit-  fir-t  one  to  Ik'  featured 

indirect])  plugging  AMF's  Pinspotters 
Division.  Next  will  Ik-  a  film  mi  home 
maintenance,  with  stress  on  woodwork- 

ing, t<>  show  the  various  applications 
and  uses  lor  AMF's  Dt-W  alt  Power 
Shop.  Third,  probabl)  at  the  end  of 
January,  there  will  he  a  feature  about 
the  tobacco  industry,  or  some  phase  of 
it.  to  tie  in  with  the  tobacco  processing 

equipment  which  \MF  produces.  Last- 
Is.  at  the  end  id  February,  a  five-min- 

ute documentary  will  -how  aspects  of 
the  baking  industry,  to  acquaint  the 

public  w  it  li    VMF's  bakery  machinery. 
During  the  1952-1953  season,  VMF 

shared  sponsorship  with:  Willys-Over- 
land i  Fw  ell  &  Thurber)  which  bought 

the  show  sighl  unseen  for  it-  full  _'f" 
week  run  to  further  the  prestige  appeal 

<d  its  low-priced  <  ars:  Remington  Hand 
i  Lee  ford  Advertising  Agency)  which 
bought  in  for  23  week-  because  it  con- 

sidered Omnibus  a  read) -made  -how 
with  a  good  following  before  which  the 
firm  eould  demonstrate  its  electric 

shaver;  Scott  Paper  Co.  ij.  Walter 
rhompson)  for  20  week-:  (Jre\  hound 
Corp.  i  Beaumont  iv  Hohman  i  for  18 
weeks. 

First  of  the  fi\e  1953  sponsors  to 
sign  on   for  the  second  \ear  of  Omni- 

bus. WW  was  followed  1>\  Scott  Paper 

Co.  'see  "Win  Scott  Paper  Co.  spends 
million    for    three    T\     programs,' 

sponsor,  1  June  1953,  page  30)  and 
the  Greyhound  Corp.,  which  i-  renew- 

ing  its    first    plunge   into    network   T\ 

w  ii h  an    iJ. Iii ional   budget   appropi  ia 

tion  tin-  \ <-.u . 
Although  Howard  V  Reid,  AMI 

General  Products  Group  advertising 
ami  sales  promotion  manager,  referred 
in  Omnibus  .i-  \\.w  ing  produi  ed  an 

"amazingl)  high  conversion  to  sales  "I 
tin-  iii|iiii  ies  "M  the  I  >'W  all  booklet," 
It  i-  difficult  I"  i  mi  dow  n  the  su<  <  ess 

ol  the  program  in  tei m-  "I  \\l I  ovei • 
all  Bales  figures  foi  two  reasons :  i  I  i 
the  first  six  months  of  1953  have  not 

\ei  been  I  ibul  ited ;  (2)  a  lai ge  propoi • 

tion  ol  Wll'  -air-  in.  reases  an-  dm-  t.. 
govei  nmenl  i  onl  ra<  Is.  I  he  rapid  ex- 

pansion ol  \ \ll  can  be  seen  I rom  the 
jump  in  sales  from  $52,807,000  in  1951 

to  1100  .'.  I »   i   19  >2     However,  in 

'    billings  undei  the  u'"\«-tin'  • 
militai  \      proi  uremenl     program     in- 
i  reased   more  than   two  and   one-hall 

times,   inting    i"i     51 '  •     <d    total 
tales.    I  hi  thei  more,  dui  ing   the   - 
\.-.ii .  the  sales  "I  newlj  a<  quired  • 

p. inn-  ,i   inted  for  II ' .  ..I  total  Bah  - 
Wll  .  toda) .  has  16  plant-  and  is  i 
tinuing  it-  proi  ess  ol  diversified  ex- 

pansion in  t\  pe  ol  products  produced 
Vlanufai  turei  ol  el»  tronii  aw>\  me- 

.  ii.iin.  al  equipment  aim  e  1900,  AMI 
i-  the  world-  I. ii  .i-i  manufa<  turei  ..i 

tobai  co  mai  hinei  j .  -p«-  ializing  in  bak- 
ing equipment,  bu<  Ii  as  ovens,  mixi 

i  Please  turn  /"  i>nw  '*'■- 

3rd  of  a  series 

,^L    f: 
•    •    I 

parct  otf  i£e  fcictune 
'  IN  MIAMI  S  TV  MARKET 

Now  26th  among  the  nation's 
metropolitan   retail   areas. 

THE  SOUTHS  FASTEST-GROWING 
MARKET  INCLUDES  825,000  PER- 

MANENT YEAR  ROUND  RESI- 
DENTS SPENDING  $47,600,000.  in 

Drug  Sales* 
FOR  THE  ENTIRE  AMAZING  SOUTH  FLORIDA  TV  SALES 
STORY    CALL    YOUR    FREE    l    PETERS    COLONEL    TODAY 

FIRST    RESEARCH    CORP     of    Flondo 

•        •        I 
Now  Under  Construction  —  1000  FT 
ANTENNA—  100.000  WATTS 

27  JULY  1953 
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"9 

Our  staff  has  gone  all  out  to  cook  up  the 

best  advertising  buy  in  the  Denver  market  — 

KLZ-TV!  Look  at  the  ingredients  they've  used, 

and  you'll  see  why  KLZ-TV  will  dominate  tele- 
vision entertainment  in  the  Denver  area...wi 

be  the  preferred  station  of  this  important  urban 

and  rural  TV  audience.  With  32  years  season- 

ing in  showmanship  radio,  KLZ-TV  will  go  on 

the  air  with  a  top-performance  operation, 

staffed  with  a  highly-trained  crew.  For  best 

coverage  of  the  rich  Denver  market,  put  KLZ-TV 

on  your  schedule. 

aladdin    radio    and    television,    inc.    .    See    Your   KATZ   Man 
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1953 TV  COMPARAGRAPH  OF  NETWORK  PR 

MON  DAY TUESDAY 

hur  Godfrey* 
iw  Crop.  Mxn; 
'1  Cellucotton 
IB         alt  das 

wns-Corning, 
R 
tr-Kist  Tuna, 
D  alt    das 

iann-Erickson 

Isbury     Mills: 
lour,    mixes 

m-th 
Burnett 

No    network 
program  ing 

all    wk 

I    Buy    That 
m-f        L 

rike   It    Rich 
Igate:  tthpst; 
,  super  suds, 
lmolive.    fab, 

ajax 
rr  l 

m.w.f 
y  $8000 

Ide  &  Groom 
i  Mis:  bisqkt 
rr  m.w,f  L 
i.  KR  $15,000 
ove of  Life 
a Home   Pr 
V m-f      L 
w $6000 

rch  for  Tom'w 
P&G:  joyt 
T m-f       I, * $6500 

Ding  Dong 

School 
Cli  m-f  L 
(sponsored     tu, 

th,  f) 

Glamour  Girl 
Hy         m-f         L 

No    network 
programing 

m-f 

Arthur     Godfrey* Snow  Crop.   Mxn: 
Int'I     Cellucotton 
FC&B   alt  das 
Owens-Corning, 
FSR 
Star-Kist  Tuna. 

R&D   alt  das 
General    Mtrs: 
Frigidaire   Div 

tu.th FC&B 

Pillsbury     Mills 
flours,  mixes m-th 

Leo    Burnett 

No    network 
programing 

all    uk 

Ding    Dong 

School 
Minnesota 

ining    &    Mfg: scotch  tape 

Ch        tu  onl        I, 
BBDO    Uhr  $985 

Glamour    Girl 

Hy         m-f         L 

No    network 
programing 

m-f 

Hawkins    Falls 
ICh         m-f        Ll 

The  Bennetts 
Ch         m-f         L 

No    network 
programing 

m-f 

I'll    Buy   That 

jNY         m-f         L 

Strike    It    Rich 

m-f 

sus  tu.th 
NY  L 

Hawkins  Falls 

Ch         m-f         L 

No    network 
programing 

m-f 

No    network 

Idinq     Light 
3:  Ivory,  duzt 
rr     m-f     l 
ipt       $10,000 

io   network 
irograming 

m-f 

arry  Moore 
m-f        L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

No    network 
programing 

m-f 

!4ht  $2038 

Double  or 
Nothing 

mpbell    Soup 
rr  L 

m-w-f 

rd 
eelock $8000 
t     Linkletter 
>ver:  surf 
ly  m,w,f  L 
T  (see  bel) 
sbury  Mills: 
lour,  mixes 
fy  ex-th  L 

',lir      $4000 

Big    Payoff 
olgate:    fah. 
orophyll    tth- 
;,  cashmr  bqt 
IT     m.w.f     L 
(sus    tu.th) 

y        $12,000 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Paul    Dixon 
Show 

m-f  3-4 
(Participating 
segs  available: 
see  cost  below) 

Vitamin  Corp: 
Action    In  rybutol,   juvenal 
ie  Afternoon       lOCinc  L 
estern   drama        m    3:13-55    seg 
la       m-f       L 

15min:    $1350 
'-Mr:   $3200    KFCC 

mmer    School 
L 

lOmin : 
$376.76 

Break  the  Bank co-op 

m-f  3-3:30 
NY  I. 

(lmin    anncts. 
]/4hrs  available) 

Welcome   Trav'lrs Kkm   Prods: 
kitchenware 

filCh    alt  m    49L 
DFS        (see  be!) 

P&G:    prellt 
61Ch  51L 

m-f    3:45  4 
Biow    "4hr   $1200 

No    network 
programing 

m-f 

On   Your  Account 
<Y         m-f         Ll 

sus    m.    th 

No    network 
Programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 
Ladies    Choice 

Hy         m-f         L 

No   network 
Programing 

m-f 

No    network 
programing 

m-f 

Atom    Squad 
Phila       m-f       L 

Gabby  Hayes 
Quaker  Oats 

32NY      m.f     30L 
Per  prog : 

S&M   $3500 
Howdy    Doody 

Standard  Brands: 
royal    puddings, 

gelatli 53NY  48L. 

m.th    5:46-« 
Bate*  Vthr  $1590 

No    network 
programing 

m-f 

Love  of  Life 
Amer  Home  Pr 
ra-f   (see  mon) Biow 

Search for  Tom w P&G:  joyt 

[m-f 

see   mon 
Biow 

No    network 
programing 

all   wk 

Guiding   Light 
P&O :  ivory,  duzt 
;  m-f   (see  mon) 
Compton 

No    network 
programing 

m-f 

Garry  Moore 
Pillsbury  Mills: 
hallard  biscuits 
4XNY  I, 

tu   1:45-2  seg     ' 
O-M     %hr    $2038 

Freedom   Rings 

Westinghouse: 
appliances,    TV, 
radio  sets,   tur- 

bojet   plane    mtrs 
35NY      tu.th      L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

FSR 

$6000 Art  Linkletter 
-Kellogg:  all  pr 
■2SHy  1. 
B-B         tu  2:30-45 
Pillsbury    Mills 
exeth  2:45-3 

LB      >4hr     $4000 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

Big    Payoff 

m-f 

NY    sus  tu.th 

Action    In 

the    Afternoon 

m-f 
Phila  L 

(see   mon) 

Paul    Dixon 

Show m-f  3-4 
ilOCinc  L 

(Participating 

segments    avail- able) 

For  10m  in: 
$376.76 

Break  the  Bank 

co-op 

NY  m-f  3-3:30  L (lmin  anncts. 
'Ahrs  available) 

No    network 
programing 

m-f 

Welcome  Trav'lrs P&G:    prell. 
ivory    snowt 

m-th    3:15-4    seg 
(see  mon) 

DFS 

No    network 
programing 

m-f 

On  Your  Account 
P&G:  tide 

&2NY  L 
tu.w.f 

Benton  &    Bowles 

Ladies   Choice 

Hy         m-f         L 

WEDN  ESDAY 

No    network 

programing 

m-f 

Arthur  Godfrey* Snow  Crop.  Mxn: lnt'1  Cellucotton 

FC&B  alt  das Owens-Corning, FSR 

Star-Kist  Tuna, 

R&D   alt  das Lever   Bros: 

pepsodent 

Ding    Dong School 

Ch  m-f  L 
(sponsored    tu, 

th.f) 

No    network programing 
all  wk 

Pillsbury     Mills 
flour,,    mixes 

m-th 

Leo  Burnett 

Glamour    Girl 
Hy  m-f         L 

programing 

I'll    Buy   That 

NY         m-f         L 

No    network 
programing 

m-f 
Strike    It    Rich 

Colgate 
m.w.f 

(see  mon) Esty 

■  I 

Bride  &   Groom 
General   Mills 

m.w.f    (see  moKi 
DFS.    K-R   

No   network 
programing 

m-f 

Love  of  Life 
Amer    Home    Pr 
m-f    (see  mon) Blow           I 

Search  for  Tom'w 

P&G:    joyt 

m-f    (see   mon) 

Blow   

Guiding    Light 
P&G:  ivory,  duzt m-f    (see   mon) 

Cnmptrin 

No    network 

programing 

all   wk 

No    network 
programing 

m-f 

No    network 
programing 

m-f 
Garry   Moore Purex    Corp: 

bleaches,    clnrs 
54NY  1, 
w    1:30-45   pm 

No    network programing 

m-f 

Hawkins    Falls 

Ch         m-f  L 

The    Bennetts 

Ch         m-f         L 

No    network 
programing 

m-f 

No    network programing 

m-f 

FC&B 

$2038 

No    network 
programing 

m-f 

Double  or  Noth'g Campbell    Soup 
m.w.f    (see   mon) 

Ward    Wheelock 
Art    Linkletter 
Lever:    surf 

m.w.th     2:30-45 

Ayer   

Pillsbury    Mills 

exc  th   2:45-3 (see  mon) Leo  Burnett 

No    network 
programing 

m-f 

No    network programing 

m-f 

Big   Payoff Colgate 

m.w.f 
(see   mon) 

Esty Paul    Dixon 
m-f  3-4 

(Participating 

segments  avail- 

able) 

lOCinc  L 

No    network 

programing 

m-f 

Action    in 
the   Afternoon 

Phila       m-f       L 
(see   mon) 

No    network programing 
m-f 

Atom  Squad 
Phila       m-f       L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Gabby   Hayes 
NY         m-f         L SUB  tU 

Howdy  Doody 

Kellogg   Co: rice    krisplest 
48NY  44L 
LB  (see  bel) 

tu.th  5:80-45 Colgate:  tthpst 
51VY  6:46-6  48L 
Bate*  tthr  $1550 

10-min  seg: 

$376.76  DFS 

Break  the  Bank 

co-op 

m-f    3-3:30 

NY  L (1-min    anncts. 

Vi   hrs   available) 

Welcome  Trav'lrs 

P&G:   prell. 

ivory    snowt 

m-f  3:45-4 
(see  mon) 

No    network programing 

m-f 

On   Your  Account P&G:  tide 
tu.   w.    f 

(see  tu) 

Benton  &    Bowles 

Ladles   Choice 

Hy         m-f         Lr 

Atom   Squad 
Phila       m-f       I« 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Gabby  Hayes 
NY     co-op  w     I* 

Hswdy    Doody 

Continental   Pkg: 

wonder  brt-a«l, 
hostess  cak.  s 
35NY  291, 

No    n( 

progr; 

No    n< 

progri 

No    m 

progr; 

No    n 

progr 

No   r 

progi 

#s         i 



htizm  to  Fi/ui. . . 

KTYLTV 

. .  .in 

Population 

Growth 

b 
Ankim! 

KM-IVuFw. 

IIBC  and  DuMont 

f filiate  for 

hoenix  and 

entral  Arizona 

. .  IN  ANTENNA  HEIGHT:  KTYL-TV's  towering  mountain-top  antenna  is  four 
times  higher  than  any  other  Arizona  station  ! 

. .  IN  COVERAGE  AREA:  KTYLTV  blankets  a  fat  63.2%  of  the  state's  population 
. . .  including  all  of  Metropolitan  Phoenix  and  Central  Arizona! 

. .  IN  RECEPTION:  KTYL-TV's  clearer,  brighter,  sharper  picture  is  received  in 
areas  where  other  stations  don't  even  register  a  signal ! 

. .  IN  PROGRAMMING:  KTYL-TV  programming  is  a  blend  of  the  best  in 

network,  live  and  film  programs . . .  and  the  fan  mail  is  terrific  ' 
. .  IN  MERCHANDISING:  KTYL-TV  Merchandising  Department  suggests 

contact  your  Avery-Knodel  man  for  proof  of  its  performance 
for  national  advertisers. 

.  .  IN  FACILITIES:  KTYL-TV  Studios  are  considered  the  most  advanced 
Television  Center  in  the  Southwest ! 

••  your  Avery-Knodel  man  ...  or  Phone  or  Wire  Collect  to  KTYL-TV,  2730  N.   Central  Avenue,  (AMhent  6-4485)  Phoenix,   Arizona 



CLEVELAND'S 

STATION 

5,000  WATTS— 850  K.C. 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H-R  REPRESENTATIVES 

NO  DOUBLE 
SPOTS  .  .  . 
We  Sell  One  Thing 
at  a  Time! 

NO  SECRET 
RATES  .  .  . 
the  other  guy  never 

buys  it  for  less 

San   Antonio's Leading 

Independent 

Not'l.    Rep.    John    E.    Pearson    Co. 

AMERICAN  MACHINE 

(Continued  from  page  7.S  I 

high-speed     breadw  rappers,     roll     ma- 
i  bines,  and  automatic  pretzel-forming 
machines  among   other  capital  goods. 

Most  outstanding  outgrowth  of 

VMF's  participation  in  Omnibus  is  a 
new  TV  program  which  the  firm  has 
built  around  its  Automatic  Pinspotters. 

This  Saturday  7:30  to  8:00  p.m.  show. 
Bowling  Is  Fun.  is  being  tested  during 

bowling's  off-season  from  27  June 
through  19  September  in  three  Mid- 

western markets:  the  show  is  done  re- 

mote from  a  Detroit  howling  establish- 
ment and  is  carried  simultaneousK  bj 

WBKB.  Chicago.  WXEL.  Cleveland, 

and  WXYZ-TV,  Detroit. 

The  AMF  parent  company  has  al- 
lotted $75,000  to  this  program.  \- 

Frank  P.  Dow  ne\ .  v. p.  and  general 

manager  of  AMF's  Pinspotters  Divi- 
sion, says:  "The  main  reason  for  AMF 

sponsoring  the  show  is  to  promote  the 
game  of  bowling  during  the  sport  s 

normally  slow  months — the  summer 
period — and  stimulate  interest  in  their 

becoming  keglers  among  those  who've 
never  tried  it  before."'  *  *  * 

MEDIA  STUDY 

f  Continued  from  page  40  I 

tioned  only  briefly  in  this  article  and 
will  be  treated  at  length  later  in  the 
series. 

How  have  the  networks  fared  in  their 

efforts  to  prove  air  advertising  sells? 
Answer:  Not  so  well,  according  to 

the  numerous  experts  SPONSOR  inter- 
viewed. I  One  cynical  advertiser  put  it 

this  way:  "It's  hard  enough  to  find  out 
whether  anv  advertising  sells,  so  when 

you  try  to  pinpoint  it  to  a  single  me- 

dium, you're  only  compounding  a  fel- 
ony and  making  vour  research  job 

doubly   impossible."  i Example  1:  Back  in  1931  CBS  com- 
missioned Professor  Robert  F.  Elder, 

then  of  Massachusetts  Institute  of  Tech- 

nology, to  measure  sales  results  of  ra- 
dio. He  sent  out  100.000  question- 

naires by  mail  asking  people  whether 
thev  listened  to  radio  and  to  note  what 

products  thev  bought.  He  tabulated  the 
14.061  usable  returns  and  concluded  in 

his  report  "Does  Radio  Sell  Goods? 
I  published  1932  I  that  the  answer  was 

"yes" — 29.3',  more  in  radio  homes 
than  in  non-radio  homes. 

Example  2:  In  1040  CBS  spent  a 
small     fortune     ha\  ins     Elmo     Roper 

"Count  the  Customers."  Roper  inter- 
viewed 10.000  people  from  coast  to 

coast  to  find  out  whether  people  who 

listen  to  CBS  programs  bu\  more  of 

the  goods  the  shows  advertised  than 

those  who  don't  listen.  (IBS'  conclu- 
sion then:  "In  ever)  single  case — with- 

out exception — the  number  of  product- 
users  was  higher  among  listeners  than 

among  non-listeners  to  each  CBS  pro- 
gram .  .  .  higher,  on  the  average.  It v 

53%." 

Example  3:  In  1950  NBC  sponsored 
its  first  Hofstra  T\  stud\  :  3.270  people 

in  93  communities  in  New  York  City 

and  Long  Island  were  interviewed:  the\ 

were  matched  according  to  six  varia- 
bles: 15  T\  -advertised  and  13  non- 

advertised  brands  were  similarly 

matched.  NBC's  conclusion :  TV  set- 

owners  bought  30.1 'r  more  of  the 
average  TV-advertised  brand  in  the 

preceding  month  than  non-T\  set  own- ers bought. 

Example  4:  NBC's  second  Hofstra 
study  in  1951  interviewed  5.067  adult 

family  heads  1 1.419  of  them  in  non- 
TV  homes  I  in  the  New  York  market. 

Eight  variables  were  matched:  11  TV 

programs  were  measured  and  187  TV 

brands  checked.   Conclusion:  "Average 

10  NEW  TV 
NETWORK  SHOWS 
are  now  adding  the 

Nation's  66th  Market! 

ALL  FOUR  NETWORKS 
PLUS 

Topflight    Syndicated    Features 
PLUS 

Live    LOCAL    Programs 

ADD    UP    TO 

"The  Real  Thing" 
in  television  ,  ,  , 

SAGINAW-BAY  CITY 
MICHIGAN 

WKNX-TV Represented    t.v    GILL-PERNA.    INC. 
New    York    —    Chicago 
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We'll  be  in  the  new  offices  about  July  31.    Hopi  you'll  drop  in 

and  see  how  you  like  thou.    The  address  is    49th  &  MADISON 

40  E.  49th,  New  York  17.     The  phom    remains    Murray  Hill  S-2772. 

Other  offices  are  in  Chicago  and  Los  Angeles. 
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BMI 
Br  on  el  c  ci  *  ting 
Prog  rum    .4  ids 

.     .     from     performance 

rights  in  an  extensive  and 
constantly  growing  catalog 
of    music    to    a    variety    of 

helpful    and    practical    pro- 
gramming services. 

PERFORMINDEX:    Conveni- 
ent,  time-saving   catalog 

of  most-performed  BMI- 
licensed  Bong  titles  .  .  • 
includes    record    listings. 

MEET  THE  ARTIST:  Refer- 
encc  volume  of  vital  sta- 

tistics on   144  of  the  na- 
tion's popular  recording 

artists. 

CATEGORICAL      INDEX: 

Helps  you   select   appro- 
priate  music   for  count- 

less   script    situations. 
These  are  but  a  feus  of 

many  specific  program  aids 
in  daily  use  by  BMI-licensed broadcasters. 

BROADCAST  MUSIC,  INC. 
580  FIFTH  AVE.,  NEW  YORK  19 

NEW    YORK    •    CHICAGO    •    HOLLYWOOD 
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Our  833'  antenna  has 

to  bend  to  fit  this  space 

— but  it  unbends  to  de- 
liver our  100.000  watts 

FRP  to  a  potential 
audience  of  398.700  in 

30  Texas,  Oklahoma, 

and  New  Mexico  coun- 
ties. Availabilities  are 

a\  ailable. 

^ain  for  all  packaged  products  adver- 
tised Dii  television      in  television  homes 

is  2(..;;' ,  ." Example  5:  NBC's  third  Hofstra- 

type  stud)  entitled  "NBC  Stud)  of  Ra- 
dio- Effective  Sales  Power"  in  1952 

tabulated  «':.027  interviews  5,349  of 
them  in  Davenport,  Iowa,  which  had 
radio  and  TV.  and  2.67J!  in  Fort 

Wayne,  Ind.,  which  had  radio  only. 
Fifteen  variables  were  matched,  a  math- 

ematical feat  previously  unduplicated 

in  advertising  research,  which  required 
an  IBM  No.  10]  Electronic  Statistical 

Machine  to  complete.  NBC's  conclu- 
sion: For  each  of  these  examples  i  li-l- 

ed  I  — daytime  or  evening  —  the  pro- 
main  has  shown  a  positive  sales  effect, 

ranging  from  20' v  to  over  100'/  in 
buying  differences  between  listeners 
and    matched    non-listener-. 

The  verdict  of  the  experts  inter- 

viewed by  sponsor:  All  the  above  stud- 
ies proved  there  were  differences  in 

Inning  habits  between  listeners  or 

viewers  and  non-listeners  or  non-view- 
ers. But  they  did  not  and  could  not 

prove  that  these  differences  were  due 
to  exposure  to  advertising.  Reason: 
If  thousands  of  variables  influence 

sales,  how  can  \  ou  match  onl)  15  (in 

itself  a  mathematical  miracle,  b)  the 

way  l  and  say  these  were  the  important 

ones?    The  experts  answer:  You  can't. 
One  network  research  director  put 

it  this  wav  :  "All  of  these  studies  were 

useful.  The)  uncovered  a  lot  of  valu- 
able information  on  radio  or  TV.  Each 

also  represented  a  big  advance  in  tech- 

nique over  the  preceding  one.  But  un- 
til we  find  a  more  scientific  way  of 

measuring  sales  effectiveness,  we  aren  t 

going  to  run  such  tests." (After  this  article  was  completed 
NBC  released  its  new  TV  study  of 

brand-switching  entitled  "  \\  In  Sales 
Come  in  Curves."'  A  total  of  9.762  in- 

terviews were  made  in  Davenport. 
Iowa,  and  Moline.  Rock  Island,  and 

Fast  Moline.  111.  The  same  person  was 

interviewed  twice  three  months  apart 

to  determine  his  buy  ing-habit  and  TV- 

v  iew  ing  habit  changes — in  itself  an  im- 

provement over  the  previous  Hofstia- 
type  studies.  For  a  complete  report  on 
this  new  studv.  see  separate  article, 

page  44. 1 Among  the  158  media  experts  inter- 
viewed in  eight  months  bv  SPONSOR  for 

its  media  evaluation  series  were  two 

groups  eminentl)  suited  for  discussing 
media  research  trap-:  agenc)  research- 

ers and  independent  researchers.  One 

of  them  said:  "We  know   all  about  the 

traps;  we  ve  been  in  so  man)  of  them!" Their  remarks  will  be  summarized  in 

this  article. 

lo  help  vou.  the  advertiser,  keep  out 

ol  traps,  the  Advertising  Research 
Foundation  has  just  come  out  with  its 

eight-poinl  "Criteria  for  Marketing  and 

Advertising  Research."  It  was  pre- 
pared b)  the  AAA  Committee  on  Re- 

search  composed  of  Edward  Battej 

(Compton),  Peter  Langhoff  (Y&R), 
David  F.  Robinson  l  Price.  Robinson  \ 

frank  i.  reviewed  and  revised  by  the 

ARF  Technical  Committee,  and  offi- 

ciallv  approved  bv  the  ARF  Board  of 
Directors. 

It  applies  primarily  to  quantitative 
consumer  studies  based  on  samples  ot 

prescribed  populations,  but  the  eight 

points  can  guide  vou  in  media  research 

as  well.  The  eight  points  are:  i  1  i  I  n- 
der  what  conditions  was  the  studv 

made'.''  i2i  Has  the  questionnaire  been 

well  designed?  l3l  Has  the  interview- 
ing been  adequately  and  reliably  done? 

i  4 1  Has  the  best  sampling  plan  been 
followed?  (5)  Has  the  sampling  plan 

been  fullv  executed?  (6)  Is  the  sam- 

ple large  enough?  (7)  Was  there  sys- 
tematic control  of  editing,  coding,  and 

tabulating?  (8)  Is  the  interpretation 
forthright  and  logical?  (For  complete 

text,  see  part  2  of  this  article  next 
issue,  i 

Incidental!)  the  Advertising  Re- 
search Foundation  has  -pent  approxi- 

matel)  $1,750,000  in  supervising  over 
190  studies  since  1936  in  an  effort  to 

improve  advertising,  according  to  Man- 
aging Director  A.  W.  Lehman.  The 

ARF  now  has  these  five  important  proj- 

ects under  way.  among  others:  (1)  \ 
:-tud\  <>f  printed  advertising  rating 

methods:  (2i  radio  and  TV  rating 

methods:  (3)  an  analvsis  of  reader- 
ship data  already  collected  through  the 

ARF  continuing  studies;  i  4  i  develop- 
ment of  economic  and  marketing  data: 

(5)    an  analvsis  of  motivation  studies. 
What  do  the  researchers  watch  for  in 

media  research  and  what  is  their  ad- 
vice on  avoiding  pitfalls? 

Tips  from  i  ml*' pontic  it  t  research' 
ers:  For  a  detailed,  scientific  explana- 

tion, vou  should  go  to  am  of  the  nu- 
merous books  and  pamphlets  listed  in 

the  Advertising  Research  Foundation's 
new  28-page  A  Short  Annotated  Bib- 

liography  of  Marketing  and  Advertis- ing Research.  This  material  is  grouped 
under  nine  classifications:  Sampling, 

Questionnaire.  Construction.  interview- 
ing.   Editinu.   Codinjj   and    Tabulating. 
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I'ii  pai .ii ion  "I  Repoi i.  i  ienei .il  and 
Bibliographies.  I  he  firsl  six  i  <  ■  n  1 1  >  c  isc 
a  nil  e  summary  i'l  the  majoi  pitfalls 
in  advertising  reeean  h. 

i  u  the  2ii  books  I i~i •-•  I  in  the  general 
category  sponsor  found  these  most 

helpful:  Dr.  Lyndon  0.  Brown's  Mar- 
keting and  Distribution  Research  (he's 

dire*  toi  "I  media,  marketing,  and  re- 

search .ii  Dancer-Fitzgerald-Sample); 
Advertising  Psychology  mill  Research 

by  I  'i .  Dai  rell  B.  Lucas,  i  hairman  "I 
the  marketing  department,  V  i  .1  ..  and 

technical  director  ol  1 1 1 « -  Advertising 
Research  Foundation,  and  Steuarl  II. 

Hi  in.  v.p.  and  research  director,  Need- 
ham,   Louis  &   Brorby,  I  hicago. 

Bui  the  aim  of  this  article  is  to  give 

\on  a  few  pointers  from  each  "I  the 

experts  interviewed  I  *  - 1  them  extracl 
from  their  lifetime  "I  experience  t In- 
one  or  two  factors  which  9eem  mosl 

important  i<>  them  in  research  and  me- 
dia e\  aluation. 

Politz:  First  i-  Mlri-il  Polite,  presidi  nl 
iii  his  national  research  organization, 

Mfred  Polite  Research,  Inc.  The  great- 

est portion  of  lii-  activity  is  market 
and  advertising  research  for  a  clientele 

<>f  top  advertisers  and  their  agencies. 
His  research  work  for  media  includes 

new-paper-  and  transportation  adver- 

tising. I'olit/  was  the  first  man  to  mea- 
sure audiences  to  radio  commercials; 

he  is  the  central  figure  in  Life's  contro- 

versial "  \  Stud]  "I  lour  Media." 
which  lie  -pent  30  month-  making. 
\nd  his  motivation  stud)  for  seven 

radio  stations  represented  1>\  the  Hen- 
ry I.  Christal  organization,  will  soon 

be  published.  So  he's  an  expert  in  ill 
media,  especially    print   and  air. 

I'olit/  told  SPONSOR  there  were  three 
chief  dangers  in  media  research: 

a.  I  he  use  ol  in\  alid  method-. 

b.  The  use  of  scientific  lingo  t"  con- 
vey the  impression  of  validity. 

c.  Employing  a  "scientific"  method 
lor  a  part  ol  the  -linK  and  using  it  as 
glorification  of  the  conclusions  which 

cannot  l>e  supported  1>\   the  pari-. 

Hen-  are  some  I'olit/  example-  ol 
invalid  research: 

1.  ■  on  survey  preferences  for  three 
product-;  and  find  these  results: 

Product    \  i-  preferred  by    101  !  . 

Product  l>  i-  preferred  1>\   2l\' < . 
Product  C  is  preferred  1>\   32'  i  . 
^  on  conclude  \  i<  preferred  h\  more 

people  than  B  and  C.  This  can  be  false, 

as  follows:  If  A  i-  a  portrait  and  !»  and 

(.  are  landscapes,  then  more  people 
may    prefer   landscapes   than    portraits. 

Km    the   naivi 

inn-    do    you 

I. Old-'  ape      ln\  il 

quest  ion,    "Which    pic- 
ike    best  '      t"i'  '•-    the 

tn   -phi    then    voti  - 

between  B  and  <  ,  V'  tually  the  same 
.  an  hold  ii ue  it  all  three  prodw  ts  are 

members  ol  the  same  class;  the  in- 
ii  nsity  ..I  feeling  i  an  \  ai  )  Buffi<  ientl) 
in  lead  iii  the  same  misleading  result. 

2.     ̂   mi    '  i  in  I  n-   riation    with 
i  ausation. 

in  the  ad  seers,  -'ii',   bought. 
"(  H  the  non-seers,  ■"-'  -   bought. 

"  I  IhicI    seeing   the  ad   increased 

pun  basing  l>\   1 1'  •  . I  In-.    -a\  -    I'nlil/.    i-    u  iniiu    lie  au-e 

ii  -  a  i.ii  relation  and  nol  a  i  ausal  rela 

linn.  It's  w rong  !•••'  ause  those  h ho 
read  the  ad  might  be  those  m  ho  I 

loin  e  money .  are  more  alerl  "i  are 
different  kind-  ..l  people  entirely .  I  hey 

mighl  also  have  seen  the  ad  I"  •  ause 

they  had  pn-\  iously  bought  the  prod- 
uct. 'I  he  same  reasonin  •  ipplies  i" 

■  ommen  i  lis. 

( Hliei  examples  "I  -\   is  resean  h 
a-  •  ii--, |  by    Polite: 

\\.  i  mi  believe  thai  one  medium  is 

superioi  generally  undei  mosl  circum- 
-lam  e-  i"  anothei .  Politz  -  answei : 

"I  \  ei  \    medium  exists   I  &  au-e   ii    f  n  I  - 

t)  A    N     D 

AKIMA 
The  famous  Rose  Festival  tells  the  world 

about  the  "City  of  Roses."  But  it  doesn't 
take  a  festival  to  sell  the  seasoned  time 

buyer  on  Portland,  Oregon.  To  him  it's 
an  important  Western  market  and  one 

of  the  nation's  top  sixty  metropolitan 
areas. 

Choice  secondary  markets,  like  Yakima. 

Washington,  are  less  familiar. 

Every  year,  more  national  advertisers 
select  this  200  million  dollar  Yakima 

package  as  a  first  choice  secondary  mar- 
ket. They  recognize  it  as  the  key  city  of 

the  Northwest's  power  industry  and  one 
of  the  nation's  wealthiest  agricultural 
regions.  Thev  know  it  as  a  productive 
radio  buv  that  delivers  impressive  results. 

YAKIMA,    WASHINGTON 

■    C     •    A    B     C 

THE     BRANHAM     COMPANY KYAK  - GEORGE     W.     CLARK 

K II IMI  A 
WEED     AND     COMPAQ' 
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Represented  by  Avery-Knodel,  Inc. 

Represented   by: 

NATIONAL   TIME    SALES 

fills  a  need;  each  supplements  the  oth- 
er. It  it  were  objectivel)  true  that  me- 

dium A  is  better  than  medium  B.  then 

\  would  destro)  B.  Everybod)  agrees 

that  everybod)  violates  this  rule  in  dis- 
cussing media.  Thus  it  heroine-  ob- 

vious that  we  can  measure  the  -uit- 

abilitj  of  \  over  B  under  certain  cir- 
cumstances and  \  might  win,  but  B 

might  win  over  \  under  a  different  sel 
of  circumstances. 

Says  Politz:  "Media  can  be  com- 
pared on  the  factors  thev  have  in  com- 
mon. One  should  not.  ot  course,  treat 

these  factors  as  representing  the  whole, 
if  thev  ((institute  onlj  a  part  of  the 

causes  that  contribute  to  the  medium's effectiveness. 

"Media  thus  can  stav  in  business 

only  because  in  general  no  one  is  superi- 
or to  any  other.  But  in  certain  circum- 

stances one  can  be  superior:  for  ex- 

ample, color  and  selectabilitv  in  maga- 
zines, motion  and  therefore  unique 

demonstrabilit)  of  products  on  TV.  in 
such  circumstances  it  should  he  worth- 

while for  the  medium  to  concede  an- 

other's superiority.  For  if  the  adver- tiser is  misled  and  tries  the  medium 

under  circumstances  in  which  he  can- 
not succeed  and  he  fails,  then  all  ad 

media  lose  out.  Conversely,  if  we  keep 

an  advertiser  alive,  all  media  benefit."' 
4.  You  believe  that  the  medium  alone 

influences  the  sale  of  a  product  and 

therefore  the  medium's  effectiveness 
can  easily  be  measured.  Politz  savs 
this  is  false  for  this  reason:  The  me- 

diums obligation  is  to  reach  people, 

but  it  can  t  take  on  the  obligation  of 

assuring  that  the  message  will  be  heard, 
seen,  or  read.  That  depends  on  two 
factors  with  which  the  medium  has 

nothing  to  do:  lai  tvpe  of  product.  If 
men  want  to  hear  about  a  new  car  and 

not  about  a  new  table  napkin  and  there- 

fore pay  more  attention  to  the  commer- 
cial for  the  car  than  for  the  table  nap- 

kin, that  can't  be  held  against  the  me- 
dium (in  this  case,  radio),  (b)  Effect 

of  copy .  This  depends  on  the  advertis- 
er, not  on  the  medium.  For  example. 

about  the  onl)  way  a  medium  can  influ- 

ence copy  is  h\  censoring  it  if  it's  un- 
ethical. Copj  influences  belief  or  con- 

viction, and  neither  belongs  to  the  me- 
dium but  to  the  viewer,  reader,  or 

listener.  So  the  medium  contributes 

only  a  part  of  the  factors  that  lead  a 
consumer  to  make  a  purchase:  It  gets 

you  an  audience,  but  it  has  nothing  to 
do  with  the  product  or  copy.  Can  we 

then  compare  media  b\  purchase.'  "\\  e 
definite!)    can   if  we  keep  in  mind   the 

fact  that  we  must  relate  the  medium  to 

one  specific  product  with  a  specific 

copy,"  says  Politz.  (These  two  diffi- 
culties have  prevented  any  successful 

tests  of  sales  effectiveness  of  networks 

vs.  magazines  or  stations  v«.  newspa- 
pers to  date,  except  in  the  latter  case 

v  hen  single  products  are  involved.  For 

example,  the  240-some  ABBI  tests 
SPONSOR.  I 

5.  ̂   ou  can  determine  wh\  people 

hu\  things.  Politz's  answer:  "Multiple 
causation  usuall)  does  not  make  it  pos- 

sible to  discover  more  than  one  part  of 
the  motivation  and.  all  the  more,  onl) 

a  part  of  the  causes.  To  stud)  the  role 

of  advertising  from  the  impression-  lelt 
b\  it  in  the  consumers  conscious  or 

unconscious  mind  is  useful  but  incom- 

plete. Except  for  certain  types  of  mail 
order  business,  the  greatest  portion  of 

the  advertising  effect  depends  on  a  sort 
of  chain  reaction.  Person  A  receives 

the  advertising  message  and  buys  the 

refrigerator.  Person  B  sees  the  re- 

frigerator in  A's  home  and  hears  com- 
plimentary remarks  about  it  and  there- 

fore buvs  the  refrigerator.  W  ilhout 

the  advertising  neither  A  nor  B  would 
have  bought.  And.  vet.  there  need  not 

be  an\  conscious  or  unconscious  im- 

pression of  advertising  in  the  mind  of 

B.  The  advertising  mechanism  resem- 
bles bowling.  All  10  pins  are  knocked 

down  but  the  ball  actually  hits  only 
four.  If  one  interviews  the  other  six 

pins  thev  will  answer  truthfully  that 
the\  have  been  knocked  down  bv  ad- 

jacent pins  and  not  bv  the  ball.  And 
\et  the  ball  has  to  be  credited  with  the 

effect   of  a   10-strike." What's  the  chief  scientific  rule  to 

keep  in  mind  then  in  testing  media  via 
sales?  Politz  says  you  must  measure 
sales  before  the  campaign  as  well  as 

after.  As  in  science,  you  must  deter- 
mine sales  carefully  beforehand,  intro- 

duce  vour  variable — advertising — mea- 
sure then  again. 

And  Politz  adds  this  last  cautionar) 

note:  Don't  survey  those  customers 
who  have  dropped  your  brand  or  prod- 

uct and  then  conclude  from  the  results 

that  if  vou  redesign  vour  product  to 
overcome  their  dissatisfaction,  vou  will 
increase  vour  sales.  Ever)  propert)  of 

a  product  attracts  some  people  and 
repels  some  others.  Any  propertv  that 

does  not  renel  some  people  usuallv  is  a 

propertv  that  also  does  not  attract  an). 
The  problem  is  to  get  that  propertv 
which  attracts  more  than  it  repels. 

Therefore,  one  cannot  design  a  product 
bv    research   that    is  confined   either   to 
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the  ones  h>-t  01  i<>  i li>-  preai  nl  i  ustom- 
ei b.   < 'in-  can  design  a  producl  onl)  il 

tin-  resean  h  includes  .ill  three  groups 
those  who  used  in  use  ii.  those  who  il" 

use  ii.  .Hid  those  who  do  not  yel  use  it. 

Coutmntt  sponsor  has  alread)  called 
attention  to  the  facl  thai  Frank  l>.  I  ou 

i. mi.  president  "I  I'  i<  i  Findei -  Asso- 
ciates, New  York,  listed  150  variables 

thai  affet  i  -.ill-  ,i-  far  back  a-  I'1 '>_'. 

(See  hi-  "Suggestions  foi  Conducting 
.i  1 1  i.il  Sales  real  "I  Advertising 

i  "|>\ ,"  reporl  submitted  to  Amei  ican 
Marketing  Society,  New  York  section, 

( )<  tobei  1932,  page  I.  il  \  ou  can  End 

ii.  sponsor  couldn't.  I  Some  "i  tin 
variables,  which  make  media  testing 
prett)  much  a  matter  of  i  han<  e  rather 
ih. in  ,i  science:  differences  in  weather, 
newspaper  circulation,  activities  of 

competitors  in  local  market-,  dealer  ac- 

tivity, composition  of  the  population  of 

different  eities,  and  variations  in  buy- 

ing power.  You'll  undoubtedl)  be  sur- 
prised to  learn  that  left  handedness  i  an 

also  influence  -ale-.  Toda)  experts 
•  there  are  thousands  of  \ai iables, 

not  just   150. 

■famviltej  Richard  Manville  heads  his 
own    national    research    organization. 
Here  is  his  list  of  pitfall.-  to  beware  of 

in  evaluating  media  and  using  media 
research: 

1.  Determine  cost-per-1,000  custom- 
ers, not  reader-,  listeners,  or  viewers. 

2.  Don't  believe  that  all  ad  rating- 

are  comparable  even  if  the\*re  done  b) 
the  same  method.  Readership  and  or 

ratings  varj  considerably  l>\  producl 
more  so  than  b)  magazines  or  pro- 
grams. 

3.  Don  t  accept  glib  generalizations. 

Make  the  researcher  define  ever]  word. 
4.  find  your  customer,  then  learn  , 

from  him  what  medium  he  sees,  reads, 

or  listen-  to.  Don't  go  to  a  medium 
to  find  out  whom  it  reaches.  Mam  of 

them  like  to  pretend  the)  are  •"all 

things    to   all    people.'" 
5.  Beware  of  the  biased  point  of 

\  ieu. 

6.  Beware  of  a  predisposition  to  de- 
•  ide  on   how   a   job  i-  to  be  done. 

..  Spend  adequate  mone\  for  the 

job  and  give  your  firm  enough  time  to 
do  it  right. 

In  brief.  Manville  says  that  in  usin<_' 
research  advertiser-  should  beware  of 

i  1  i  an  inadequate  job.  i2i  an  inaccur- 
ate job.  (3)  a  biased  job.  and  |  fi  too 

hurried  a  job. 

Manville   made   this  chanre:    "Mam 

exei  uii\ es    in    Bgem  ies    are   afraid    "i 
outside   media   e\ alual ion   tests      I  hej 

I    want    to   'rock    the   boat     on    a    li-t 

thej  ve  alwa)  -  had  O.K.'d.    Vdverti 
in  man)  was -  i-  -till  in  the  dai k  b 
Il    a    man    showed    up    on    an    island    ol 

savages   with   an   anti-biotic   thai   kill- 
all   germs,    he  d    he    pill    to   death    b)    the 
medicine  man  foi  upsetting  the  Btatus 

quo.  So  do  il,,  advertising  1 1  atei  nit) 
tieat  anyone  who  challenges  theii  pel 

theories.  Ih-  listed  them  a-  follow-: 

I .  Ratings  are  a  \ alid  test  ol  -ale-. 
la  i :  "I  here  i-  no  necessai  \  coi  rela- 

tion between  i al ings  and  -ale-,  eithei  in 

pi  inted  ad-  oi   in  <  omnien  iaU  on  the 

,ii 

-.  It  i-  important  to  know  the  du 

pli<  ation  ol  i  in  ula  ion  ol  mag  uines 

and  stations  in  Belling  a  specifi*  mar- 

ket. (Fact:  "Two  programs  oi  two 
izinea  •  an  have  a  duplii  ation  ol 

\  percent  <im<>nu  the  numerical  audi- 

ence; however,  when  you  arid./'-  du- 
pli*  ation  itinou^  tin-  prospet  i  • 
given  produ<  t.  it  varies  widely  from 

the  so-called  numerical  duplication,  de- 

pending  entirel)  on  the  producl  and 
\  ai  \  in-  1 1  oin  one  prodm  t  to  anothei . 

Duplication  among  prospects  even  va- 

WDAYZ^y 
(FARGO,  N.  D.)     '*/ 

IS  ONE  OF  THE  NATION'S 

MOST  POPULAR  STATIONS! 

Last  year,  WDAY  was  swamped  with  145,659  letters  and 

postcards  from  its  listeners!  This  is  the  equivalent  of  a 

letter  or  card  from  over  70%  of  the  211.550  families  who 

listen  regularly  to  WDAY — an  average  of  slightly  over 

399    letters    per    day,   including    Sundays   and    holidays! 

NBC   •  5000  WATTS   •  970  KILOCYCLES 

FREE  &  PETERS.  INC.,  Exclusive  National  Representatives 
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CBS 

IN  THE  LAND 

GREEN  BAY 

5,000  WATTS 

is  tor  the    rw 

"Careful  Buyer" 
The  buyer  who  must  make  every  ad- 

vertising dollar  do  double  duty — the 
local  advertiser  who  knows  the  Port- 

land market  best — they  are  the  steady 
customers  of  KWJJ.  They  have  found 

that  this  powerful  independent  brings 

more  sales  per  dollar  spent  because 

KWJJ  brings  local  people  the  kind  of 

local   programming  they  want  to  hear. 

One    spot    schedule    will      .*"+ 

KWJJ  • 
Studio  and   Offices 

1011    S.W.    6th    Ave.,    Portland    4,    Oregon 
WEED   &.   COMPANY 

in-  for  two  magazines  or  two  pro- 

grams, between  'hea\  y'  vs.  'light'  users! Example:  Duplication  between  two 
magazines  or  two  programs  might  be 

20'  i.  Vmong  the  users  of  margarine 
who  read  both  magazines  <>r  watched 

<>i  heard  both  programs,  it  might  l>«-  as 

high  as  7(i'  i  or  as  low  as  7%.  Yet  for 
an  automobile,  the  reverse  ma)  be  the 

case.    ' 

3.  Measuring  costs-per-1,000  is  val- 
id when  based  on  circulation  and  rates 

instead  of  on  customers  readied.  It 

tells  you  nothing  of  cost-per-Sl.OOO  po- 
ll ntial  goods  sold. 

4.  It  isn't  terriblj  important  to  de- 

termine who  your  customers  are.  "Our 
customers  are  everybody."  (Fact: 
"This  is  an  illusion:  no  product  has 
]()()'  f    acceptance.") 

How  do  you  find  who  your  customers 
are?  Go  out  and  make  a  survey.  Then 
find  out  how  best  to  reach  them.  That 

helps  deride  what  medium  or  combina- 

tion of  media  \oull  use:  then  you'll 
know  duplication  among  your  pros- 

pects, how  to  increase  or  decrease  your 
duplication.  I  Comments  of  additional 
researchers  to  be  continued  in  next 

issue.)  *  *  * 

RATE-CUTTING 
I  Continued  from  page  35  I 

gest  stations,  particularly  those  who 
have  made  an  overhaul  in  their  rates, 

are  not  afraid  these  days  to  tell  a  cli- 
ent or  agency  to  go  to  blazes  if  it  wants 

a  deal  which  would  make  the  rate  card 
blush. 

There  are  of  course  exceptions  to 

this — even  among  the  largest  stations 
in  the  top  markets.  If  an  advertiser 

dangles  a  big  enough  budget,  he  can 
sometimes  get  a  flat  rate  all  the  way 

from  10  to  40' }  off  the  card  rate  for  a 

sizable  package  of  announcements. 

"Generally  speaking.  Id  say  that 
standardized  volume  discounts  have 

largely  replaced  the  "special  rate"  deals 
common  last  year.  We  checked  almost 
all  of  the  reps  and  larger  stations  in 
recent  weeks  and  found  that  you  could 

gel  a  good  price  for  an  extra-large 
schedule.  Howe\er.  am  advertiser 

could  have  gotten  the  same  price."  a 
.1.  Walter  Thompson  buyer  stated. 

W  hats  caused  this  partial  about- 
face  in  rate  deals? 

For  one  thing,  industry  opinion  has 
made  main  a  station  manager  think 
twice  before  offerinu  a  cut-rate  deal  to 

an  agency  or  client.  "Because  of  all 
the  publicity  that  has  been  afforded  to 
this  topic  in  the  trade  press,  in  agency- 

rep  clinics,  in  4-A  meetings  and  the 
like  a  station  is  taking  a  big  chance 

today  if  it  makes  private  deals  on 
rates,  the  sales  manager  of  a  large 

New  York  rep  firm  told  SPONSOR. 

Meanwhile  industry  groups  like  the 
National  Association  of  Radio  and 
Television  Broadcasters  have  been 

waging  an  active  war  against  rate 
chiseling  within   their  own  ranks. 

Sample  barrage  from  Harold  E. 
Fellows,  president.  .NARTB: 

"There  is  some  rate-cutting  going  on 

in  broadcasting  today,  and  it  is  de- 

plorable— not  for  the  punishment  it 
ma)  visit  upon  those  who  practice  it 
I  for  they  desene  the  punishment  t  but 
for  the  unfair  position  in  which  it 

places  the  industry  as  a  whole. 

"Anyone  who  consistently  cuts  rates 
should  cut  his  own  salary,  for  he  is  not 

worth  what  he  is  being  paid  to  sell  his 

product.  Or  he  should  quit  the  broad- 
casting business  and  become  an  auc- 

tioneer. 

"If  it  is  your  honest  conviction  that 
vour  rates  are  not  justified  in  the  light 

of  j  our  service,  get  out  from  under  the 

table  and  change  them — for  everyone 
to  see.  No  off-the-card  deal  is  ever  off- 
the-record.  The  word  can  soon  get 

around  that  you  are  running  a  bargain 

counter  instead  of  a  broadcasting  sta- 

tion." i  From  a  speech  before  the 
Ltah  Broadcasters  Association  in  Salt 

Lake  City.  30  June  1953.) 

Officially,  the  industry  groups  asso- 
ciated with  radio  and  T\  can  not 

take  am  drastic  action  against  the  few 

stations  who  still  maintain  a  name- 
vour-own-price  policy. 

The  NARTB  and  the  Station  Repre- 

sentatives Association,  who  do  not  ap- 

prove in  am  way  of  special  rate  deals, 

can't  force  the  issue  because  of  anti- 
trust angles. 

On  the  buyer's  side  of  the  fence,  the 
American  Association  of  Advertising 

Agencies  group  feels  that  it  is  caught 
between  media  and  buyer  in  dealing 

with  questions  of  rate  chiseling.  And 

the  Association  of  National  Advertis- 

ers indicated  to  sponsor  that  it  didn't 
like  to  interfere  in  media  problems, 

feeling  that  efforts  to  end  rate  deals 

would  have  to  come  from  broadcast- 
ers themselves,  not  clients. 

However,  all  of  these  industry  as- 
sociations— and  many  local  and  re- 

gional    broadcasters    groups — are    on 
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record,  one  way  oi  another,  .1-  •  >  1  ■  1  >> >~- 
in^  t In-  practice  "f  rate  1  hiseling.  Sim  e 
they  are  influential  in  forming  indue- 
try  opinion  they  are  thus  doing  a  lol 
in  .  in  1. 11I  |u  ic  c  » .11  selling  in  radio 
and  TV. 

\-  a  result,  most  stations  today  are 

-tii  kin^  to  ili«'  clauses  in  the  generally- 
,K  cepted  \  \K  I  B  I  \  -  model  spot  con- 

tract, originally  drawn  up  in  1946. 
These  model  contract  clauses  state: 

"1  a  1 .  It  is  agreed  thai  the  time  rate 
named  in  this  contract  is  1  he  lowest 

rate  made  b)  the  station  for  like  broad- 
1  tats  and  that  it  at  any  tim<'  during 
the  life  of  this  contract  the  station 

make-  .1  lowei  rate  foi  like  broadcasts, 
tin-  1  ontracl  shall  be  completed  at 
>u<li  lower  rate  from  that  date. 

"1 1>  1 .  \ll  time  rates  shall  be  pub- 
lished l>\  the  station.  There  -hall  l>e 

no  secret  rates,  rebates  "i  agreements 
affecting  rates.  Ml  rates  shall  be  fur- 

nished advertiser  if  requested  in  writ- 
ing  so  to  tin. 

\  111  >  1 1 1 »- 1  unofficial  restraint  which 

keeps  stations  in  line  when  it  comes  t'> 
rate  chiseling  is  time  buying  opinion. 
\  cross-section  "I  well-known  time- 
buyers  told  sponsor,  without  exception, 

that  they  didn't  like  to  do  business with  stations  that  arc  known  t'>  cheat 
on  their  rates. 

""II  I  catch  a  station  "tit  of  bounds 
from  the  rate  provisions  of  it-  -|><it 
contracts,  I  would  think  twice  before 

ever  buying  that  station  again,"  a 
Ruthrauff  &  Ryan  buyer  said.  "If  a 
station  offers  me  a  fancy  deal  under 

the  counter,  how  do  I  know  they  won't 
make  a  better  deal  at  an  agency  that's 
buying  an  even  larger  schedule  than 

the  one  I'm  planning  on  buying?" 
Individually,  or  unofficially,  some 

station  executives  are  taking  serious 
steps  toward  rebuilding  prestige  for 
station  rate  cards  prestige  which  has 
occasionally  become  a  little  tarnished 
in  the  past  couple  of  seasons, 

I  odd  Stor/.  general  manager  of  in- 
dependent station  KOWH,  Omaha,  re- 

cently    initiated     a     movement     among 
broadcasters  to  have  a  "No-Trick-Deal 
Hate  (lard  policy.  \-  Storz  sees  it. 
broadcasters  would  -iun  a  pledge  not 
to  make  preferential  rate  deals  and 
would  then  be  allowed  to  place  a  seal 
on  their  rate  cards  something  like 
the  \  \RTB  code  seal  Bhown  by  l\ 
station-. 

Advertisers  and  agencies  would  then 
know,  if  they  saw  the  seal  on  a  rate 

<aid.  that  the  station   won't   sell   on   an 

under-the-countei  basis.     It  the  station  ing    up    with    similai    proposals.      In 

steps  "in  "I  line,  the  privilege  "I  dis-  Washington,  I*.  '  .,  the  Mai    land  I' 
playing  the  seal  would  I"-  yanked.     \t  tricl    "I    •  olumbia    Radio  l\     Broad 

last  report,  Storz's  plan  was  gaining  .<  casters   Vsso  iation  unanimously  adopt- 
lot  "I  momentum  among  broadcasters  ed   1  resolution  on   19  lune  toward  the 

in    .in    ml   .d    sort    "l     way,      Hie  maintenan  ••   ■  •!    fail    and   equal    rates 
\ARTB,  "I  which  Storz  1-   >  member,  which  stated  in  part: 

-  a  n't  hark  Store's  plan  openly     but  did  "Be  it  resolved  that  [the  group 
indicate  to  sponsor  through  an  official  gests   t"  each   membei    station   that   it 

spokesman   that   the  plan  "is  a   -   I  realistically    examine   its   rate  card  to 
idea.'"    Certainly,  the  NARTB  isn't  dis-  determine    whethei    changes    "i    revi- 
couraging  the  idea  ol  a  "quality     1  ite  sions  upward  <u  downward  are  in  "i 
1  ard  group.  der,  and. 

Locally,  othei  broadcasters  are  com-  "Having    determined    that    it-    rate 

SELL  MORE  IN  THE 

SOUTH'S  No.  1  State! 

■X-  Winston-Salem 

is  the  home  ol 

R.  J.  Reynolds 
Tobacco  Co. 
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WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 
sales 

TORONTO 

50,000  WATTS,  IOIO  K.C. 

CFRB  covers  over  1/5  the  homes  in 
Canada,  covers  the  market  area  that 
accounts  for  40%  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  Stales:  Adam  J.  Young  Jr.,  Incorporated 

Canada:  All-Canada   Radio  Facilities,  Limited 

Same  old  story 
in  Rochester  .  .  . 

WHEC  WAY 

OUT  AHEAD! 
Consistent  audience  rating 
leader  since  1943. 

WHEC 
ROCHESTER,    N.Y./// 

3,000  WATTS      \ 

Rtprt$*ntativt  ...  L 
EVERETT-McKINNlY,   Inc.,  N.w  Tart.  Chicog 

LEE  F.  O'CONNELl  CO  .  Lo.  An9.l...  Son  Francisco 

card  is  correct,  each  station  maintain 

that  card  and  avoid  practices  which 
tend  to  discriminate  between  adver- 

tisers and  agencies." 
In  discussing  this  resolution  of  the 

broadcasters  in  the  nation's  capital 
city,  Ben  Strouse,  vice  president  of 
WW  DC.  stated  to  sponsor: 

"Once  the  station  has  a  reputation 
for  rate  cutting,  there  is  no  bottom. 

\<>  buyer  can  be  sure  that  he  is  get- 
ting the  right  price  and  therefore  he 

tries  to  chisel  even  more.  The  station 

that  cuts  rates  is  slowly  but  surely  dig- 

ging a  grave  for  itself. 

"Price  cutting  is  stupid."  Strouse 
added,  "but  there  will  be  price  cutters 
around  as  long  as  there  is  intensive 

competition  and  there  will  be  chiseling 
buyers  around  as  long  as  there  are 

price  cutters.  It's  easy  to  be  ethical 
when  your  ledger  shows  black  ink.  but 

it's  darn  difficult  when  you  are  in  the 
red.  Perhaps  the  best  job  that  the 

good  station  can  do  is  to  convince  buy- 
ers that  it  never  pays  to  buv  price 

alone." 

Equally  forceful  in  putting  across 

the  point  that  spot  prices  are  an  im- 
portant— but  not  the  only — point  to 

consider  in  buying  air  time  was  Harry 

Novik,  manager  of  New  York's  WLIB, 
a  station  which  has  built  a  large  and 

loyal  following  among  New  York's 
racial  and  language  minorities.  Said 
Novik: 

"WLIB  has  been  offering  something 
unusual  in  its  program  service  for  the 

past  couple  of  years,  and  we're  proud 
to  say  the  station  has  been  highly  suc- 

cessful at  it.  Our  rate  card  was  estab- 

lished after  long  and  careful  study  of 

our  operating  costs,  overhead,  person- 
nel, and  the  like  and  is  designed  to 

bring  in  a  reasonable  profit.  We  can 
no  more  cut  our  established  rate  card 

and  hope  to  survive  than  you  could  cut 
your  normal  rate  of  breathing  by  10 

or  15rv   and  remain  in  good  health." Even  though  stations  are  presenting 

a  much  more  united  front  today  on  the 

subject  of  rate  deals,  this  doesn't  mean 
thai  la  I  advertisers  have  stopped  seek- 

ing special  rate  arrangements,  and  i  hi 
that  stations  have  stopped  offering 

them  to  sponsors. 

Consider  the  experience  of  station 
W  AIR.  Winston-Salem.  Jack  Weldon, 
station   manager,  told  SPONSOR: 

""  \  chain  store  that  had  purchased 
time  elsewhere  off-the-rate-card  recent- 

l\  wanted  to  spend  rough!)  Sl22.~>  a 
month   with  us.     They  stipulated  what 

the)  expected  for  this  amount — one 
quarter  hour  and  five  one-minute  an- 

nouncements per  day,  six  days  a  week. 

According  to  our  rate  card,  this  would 
have  come  to  $330  per  month  on  a 
maximum  discount  basis. 

"We  worked  with  the  people  for 

three  days  trying  to  convince  them 
that  we  could  cover  tbem  adequately 

at  $225  but  could  not  and  would  not 
deliver  what  the\  requested.  We  did 

not  get  the  business  and  between  you 
and  me  it  was  hard  to  look  8225  a 

month  in  the  face  and  not  accept  it. 

But  I  have  to  shave  daily  and  I 

wouldn't  be  able  to  look  myself  in  the 
fare  if  I  had  accepted. 

"I  would  rather  have  my  pride  than 
a  series  of  spot  announcements  40  or 

r>Oc/c  below  the  rate  card  price." 

There's  another  side  to  this  coin, 
however. 

The  chief  timebuyer  of  one  of  the 

largest  ad  agencies  in  the  countrv 
spelled  out  some  of  the  details.  Asking 

that  he  not  be  quoted  by  name,  he 
stated : 

"Even  week  I  find  stations  and  reps 
submitting  availabilities  to  us  to  which 

the)  ve  attached  a  tag  reading  'Special 

Package  Price  For  .  .  .'  W  hen  I  break 
down  this  special  flat  rate,  it  usually 

comes  to  something  less  than  the  regu- 
lar rate  card  price.  Or  else  thev  are 

throwing  in  a  lot  of  extra  merchandis- 
ing or  free  talent  in  order  to  snag  one 

or  more  of  our  clients  for  prestige 

purposes. "Some  stations  and  reps  make  no 

bones  about  the  fact  that  they'll  bar- 
gain. We  sometimes  get  a  listing  of 

special  packages  of  announcements — 
both  in  radio  and  TV — with  a  foot- 

note attached  which  reads  'If  none  of 
these  packages  fits  in  with  your  cur- 

rent plans,  call  us  and  we'll  tailor 
something  to  \our  particular  require- 

ments.' 

"Main  times  I've  found  that  when- 

ever we  have  a  spot  campaign  break- 

ing in  which  the  number  of  announce- 
ments per  station  will  exceed  20  a 

week,  a  number  of  stations — including 

ke\  network  outlet-  in  big  markets 
will  tailor  a  deal  in  order  to  land  the 

account.  Usually,  the\  submit  avail- 
abilities at  card  rate.  But  if  we  query 

them  later  direct!)  the\  will  stall 
around  and  finalh  make  a  second  oiler 

that  s  lower  than  the  first — and  often 

lower  than  their  published  rates. 

"Such  stations.  I'm  happ)  to  sa\.  are 
in  the  minority.    Even  though  we  like 
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iii  gel  a  good  Inn  i"i  the  i  lienl  - 

money,  practices  like  this  make  lib- 

tough  fin  inc.  \\  i-  have  a  couple  "I 
clients  in  the  shop  who  are  aware  thai 
some  stal  ions  will  cul  i  ates.  I  hus, 

thej  feel  thai  nil  stations  i  an  I"-  bai 
gained  w ith  it  you  trj  hard  enough, 

["his  i\  pe  i'l  client  think-  \  mi  re  nol 
mi  the  ball  il  you  i  an  i  come  up  w  iili 

.1  bargain  basemen!  deal  .mil  will  till 

ii-  'you  <  .m  do  bettei  than  this  , 
\-  a  result  i'l  this  situation  where 

some  clients  continue  t>>  pressure  Bta 
tions  for  <iit  rates  ami  some  Btations 

continue  to  offer  them  Freel)  in  adver- 
h-ii-  there  i-  a  i  misiderable  amount 

ul  Dame-calling  these  days  between 
lm\ ei  ami  seller. 

For  iii-iam  e,  mil'  i'l  the  clients  mosl 

often  cited  bj  Btation  executives  a-  an 

outstanding  example  nf  a  bargain  hun- 
ter was  General  Mill-,  gianl  of  the 

i  ereal  ami  Bour  business. 

But  in  a  conversation  with  a  -i'<>\- 
soh  editor,  I..  H.  Crites,  directoi  ol 

radio  and  TV  media  for  General  Mill-. 
stated : 

"We  arc  currently  running  radio 
spot  campaigns  for  our  products  which 
are  more  than  double  the  size  ol  t h>- 

>l»« >t  campaigns  we've  used  in  previous 
years.  However,  we  ilon  t  considei 
that  we  are  bargain  hunters. 

"\\  e  queried  all  ol  the  station  reps 
and  most  of  the  leading  I  .  S.  stations 

this  spring.  We  stated  clearl)  thai  we 
wanted  something  unusual  a  floating 

announcement  si  hedule  of  some  ()<io 
to  1.000  announeeinenls  per  market 

during   a   three-to-four   month   summer 
period.    In  some  cases,  we  wanted  only 

half  that  amount  if  the  market  was  re- 

ceiving  adequate  coverage  from  othei 
media.    We  al-o  Stated  that  we  planned 
to  extend  these  schedules  for  the  bal- 

ance of  the  \ear  in  several  cases. 

"In  all.  we  not  flat-rate  offers  from 
some  800  radio  stations  in  300  mar- 

ket-. We  analyzed  these  without  re- 
gard t<>  Standard  Hate  &  Data  prices — 

against  yardsticks  of  coverage,  audi- 

ence, station's  ability  to  move  consum- 
ei  goods,  and  the  like. 

"In  mam  cases,  stations  had  to 
create  a  new  rate  lor  us.  since  the) 
had  never  handled  floating  schedules 

a-  large  as  ours.  This  was  entirely  up 
to  the  station.  In  no  ease  did  we 

make  a  eounter-ofTer  to  a-k  for  rate 

reductions.  We  did  our  choosing  be- 
tween the  prices  offered   US. 

"I  don't  think  \  ou  can  call  this  rate 

gouging.     I  certainh    don't   approve  ol 

the  pi  .ii  in  e  ol  offei  ing  several  diffei 

cul  prices  i"  several  different  clients 

oi  a  gem  ies.  lint  it  seems  i"  me  that 
il  a  station  sees  that  its  rate  i  ard  is 

im  Inn  ri  realistic  in  tei  tns  "I  todaj  - 

advertising  value-,  thai  Btation  should 
icv  i-e  its  card  i ates  and  publish  a  new 

one." 

~. mi<-  ul  the  top  Btation  reps,  how 

e\ ii.   are   nol    in<  lined   to   agree    with 
i  i  ite-    thai    the    <  reneral    Mills    deal 
M  .i-n  I   rale  gouging. 

"\\  e  don't  have  an)  <  reneral  Mill- 
business  running  on  an)  "I  our  Bta- 

tions at  a  '-p'  ■  ml  i  ate  .  the  ow  ner  of 
a  leading  rep  organization  Btated  i" 
sponsor.  "We  told  General  Mills  that 

the)  '  ould  luiv  all  the  time  the)  want- 
ed at  the  maximum  di-i  mini  mi  the 

rate  <  ards  .mil  that  we  would  not 

make  .uiv    "deal-.      Im   glad    we  didn't. 
I  le  ,ii  mil  latei  that  in  one  mid-\\  est- 

ern  market  General  Mill-  approached 
two  leading  stations  and  asked  foi  a 

rate-per-announcemenl  based  on  the 
assumption  that  the)  would  spend  nil 

"I  their  budget  b>r  thai  market  on  one 
nf  the  stations. 

"\\  hen  General  Mills  gol  the  station 
bids,  the)  proceeded  to  .-plii  the  busi- 

ness in   hall   between  the  two  Stations 

.mil  paid  i"i   it    ii  the  low  »p»  ial  i  ite 
w  Im  b  ea<  h  -t.it ion  had  offei ed 

I  In-    radio    managei    "i    a    Madi 
\veiiue  rep  him  pointed  out  anothei 
in   I'  "i  the  <  lenei  al  M  ill-  conl  ra<  i.  and 

others  like  it ; 

"General  Mills  told  ua  that  th.-v  fell 

the)   were  enl itled  t"   i  spe<  ial  rate  be- 

•  aii-e  the)    planned    In   In-  mi    1 1 1.    .in    in 
an  unusual  way.  I  he)  were  goin 
have  ,i  week  ol  intensive  announce 

nieiii-.  then  a  week  off,  then  a  week  ol 
announi  ements  and  bo  forth.  I  think 

this  i-  unfair,  and  amount-  to  a  rate 
i  hisel  because  the  stal  ion  has  the  prob 
lem  ul  selling  all  those  time  slots  on 

the  intervening  week,  meanwhile  hav- 

ing Bold  a  l"t  "I  time  at  a  •  ul  pi 

I  nough  big  conl  racts  ol  that  t\  pe  can 
ruin  a  Btation. 

"1  don  i  think  advertisers  are  en- 
titled tn  -pei  ial  pi  ices  be*  ause  ol  some 

odd  quirk  in  their  <  ampaign,  oi  be- 

cause the)  want  tn  be  On  the  air  on 
alternate  I  in  •-■  lav  -.  nr  because  it's  tlnn 

'off  season."  Uso,  I  don't  think  a  few 
advertisers  should  feel  the)  are  en- 

titled i<>  a  'wholesale  rate'  becau-e  tbev 
have  an  occasional  big  saturation  cam- 

paign when  dn/ens  nf  stead)  advertis- 

ers buv   al  the  "retail  rate'." 

1000   WATTS 

Charleston's  most  far  reaching  station 
"SUMMER  SLUMP? 

at   the   kennel! 

Not    here 

"Oh,  it's  been  awfully  hot  through  the 

southeast — we'll  grant  you  that.  Folks 
get  worn  out;  tempers  get   frayed   .  .   . 

"That  is,  unless  you're  one  of  those 
lucky  timebuyers  who  are  ensconced 
comfortably  on  WPAL  for  the  summer. 

"Sales  of  WPAL  clients'  products  are 

staying  right  up  there,  and — nould  you 
believe  it? — VC'PAL  sales  are  increasing 
right   along,   beat  or  no   heat! 

"Fetter  come  on  down  to  the  kennel — 

where    it's    shady,    and    profitable!" 

Forjoe  and  Company 

S.  E,  Dora-Clayton  Agency 

w-PAL 
of    CHARLESTON 
SOUTH      CAROLINA 

All   this   and    Hoopers   too! 

■r 
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\\  hat  <loc-  the  future  hold  in  the 

wax  i>l  radio  and  TV  rate  "deals"?  Is 
there  likeK  to  he  more — or  less — rate 

chiseling,  special  arrangements  for  off- 

beal  spot  campaigns,  preferential  dis- 
counts, and  similar  quasi-legitimate 

tactics? 

From  the  admen  queried  l»x  sponsor 

on  the  rate  topic,  this  was  the  consen- 
sus : 
1.  The  number  of  straight  chisels 

that  i>.  one  that  is  an  under-the-counter 
reduction  in  an  established  rate  card 

for  an  ordinary  air  campaign — is  on 
the  downgrade  now.  and  will  continue 
to  lessen. 

2.  However,  the  number  of  satura- 
tion drives  in  which  advertisers  feel 

the)  are  entitled  to  some  kind  of  car- 
load price  is  likelv  to  increase.  And, 

unless  stations  hold  the  line  on  rates — 
backed  In  industry  and  industry  group 

support — there  will  he  a  rise  in  the 
number  of  detours  around  rate  cards. 

3.  To  forestall  this  situation,  there's 
likelx  to  he  a  lot  of  soul-searching 
among  stations  as  regards  radio  rate 
cards.  Main  stations  will  update  their 

rates,  or  spell  out  just  how  far  they 

will  go  in  giving  special  volume  dis- 
counts lot  extra-large  campaigns.  Manx 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

/srY/if/io/ia 

WMBG 

WCOD 

WTVR 

-AM 

-FM 

-TV 

First  Stations  of  Virginia 

WTVR        Blair    TV    Inc. 

WMBG       The    Boiling    Co. 

more  will  make  a  point  of  going  on 

record  to  the  effect  that  thej  will  not 

under  an)  condition  make  a  rate  deal. 

4.  There's  some  likelihood  ol  strong 
industry  action  on  the  part  of  radio 
and  T\  associations  and  groups 

against  industrx  members  who  make 

a  practice  of  (healing  on  their  rate 

card.-. 
One  rep  summed  it  up  thuslx  : 

"There  will  always  be  some  rate 
chiseling  as  long  as  human  beings  are 
in  the  radio  business.  But.  with  the 

cooperation  of  agencies  and  advertis- 

ers, I'm  sure  the  radio  industrx  ax  ill 
be  able  to  police  itself  against  actions 

which  \x  ill  ultimately  do  harm  to  both 

buxer  and   seller.  *   *  * 

MOVING  DAY 

I  Continued  from  page  41  i 

work  bogging  down  for  days  and  \ital 

papers  and  data  disappearing  into  thin air. 

Some  agencies,  reps,  and  broadcast- 
ers have  gotten  around  the  lock-stock- 

and-barrel  txpe  move  by  splitting  them- 
selves amoeba-stxle  with  various  de- 

partments in  different  buildings.  Co- 
lumbia Broadcasting  Svstem.  for  in- 
stance, finds  itself  with  21  different 

addresses  in  New  York  City  to  handle 

its  radio,  TV,  and  film  operations. 

Firms  that  are  fortunate  enough  to 

get  additional  space  in  their  present 

buildings  sometimes  find  that  this  ver- 

tical-type growth  has  a  tendency  to  be 
inefficient. 

One  agency  which  found  itself  in 

that  position  last  year  was  Cunning- 
ham &  Walsh.  Inc.  During  the  25 

years  that  the  firm  was  housed  at  40 

East  34  St.,  increased  billings  ( from 
$20  million  in  1944  to  $34  million  in 

1952 1  had  caused  the  agency  to  ex- 
pand over  five  floors  in  that  building. 

Skipping  around  from  one  office  to  an- 
other could  be  a  tiring  experience, 

somexx  hat  akin  to  trx  ing  to  find  a  par- 
ticular captain  in  the  Pentagon. 

The  firm  decided  to  shop  around 

for  new  quarters.  C.  Everett  Hoyt, 

v.p.  of  the  agenc) .  told  sponsor  of  the 

criteria  the  firm  set:  "We  wanted  a 
building  large  enough  to  house  our 

complete  operation  on  txxo  floors,  also 

we  wanted  to  get  sufficient  space  so  we 
could  expand  without  having  to  go 

through  the  same  process  again.  Inso- 
far as  location  was  concerned  we  had 

to  consider  the  fact  that  a  good  main 
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of  our  employees  are  commuters; 

those  using  the  long  Island  B.R.  came 
into  Perm  Station  (33  St.  &  7  Ave.  I  : 

another  group  came  into  town  dailx 
from  Westchester  using  the  Nexx  \  ork 
Central  H.K.  (Grand  Central  I.  We 

weren't  particularly  concerned  about 
the  convenience  to  clients  because 

manx  of  them  are  out  of  town  and  any 
location  in  midtown  New  \  ork  is 

cquallx  accessible  (or  inaccessible  i .  ' 
The  search  took  18  months,  finally 

narrowed  down  to  txxo  possible  new 

buildings:  380  Madison  Ave.  1 46th  I 
on  the  site  of  the  old  Ritz-Carlton 
Hotel,  and  260  Madison  1 38  St.  i . 

C&W  settled  on  the  latter  location, 

moved  in  on  28  Jul\  1952.  The  me- 
chanics of  the  move  are  discussed  later 

in  this  article. 

This  October  Lennen  &  Newell  plans 
to  take  over  the  sixth  and  seventh 

floors  of  the  new  Ritz  Building.  The 

firm  s  present  quarters  cover  about 
30.000  sq.  ft.:  the  new  area  will  gi\e 

them  54.00(1  sq.  ft.  to  move  around  in. 

But  agencies  aren  t  the  only  ones 
suffering  from  cramped  quarters. 

Storer  Broadcasting  Co.  couldn't  fit 
comfortably  into  its  offices  at  488 
Madison  so  the  firm  went  out  and 

leased  ixxith  option  to  buy  I  the  whole 
building  at  118  East  57  St.  Setting  a 
new  high  in  lush  quarters  for  the  rep 

field.  Storer  gave  the  inside  of  the 
five-story  building  a  complete  going 

over,  ended  up  with  two  floors  of  of- 
fices, and  three  floors  of  living  quar- 

ters for  visiting  brasshats  and  firemen. 

Complete  with  formal  gardens  and 
Filipino  houseboy.  the  Storer  layout  is 
a  suitable  setting  in  which  to  sign  a 

contract  of  multi-million-dollar  propor- 

tions. 
Another  tenant-to-be  of  the  Ritz 

Building  is  H-R  Representatives.  Inc.. 
and  H-R  Television.  Inc..  xvho  will 
move  into  the  structure  as  soon  as  it  is 

completed,  around  early  October.  Con- 
tracts have  been  signed  for  approxi- 

mateU  5.000  sq.  ft.  of  office  space. 

Around  the  end  of  the  year  Broad- 
cast Music.  Inc..  and  its  wholly  owned 

subsidiarx.  Associated  Music  Publish- 
ers, will  take  oxer  about  22.500  square 

feet  of  space  in  the  txx  in  air-conditioned 
office  buildings  now  going  up  at  579 
and  589  Fifth    \\enue. 

A  comparatively  simple  move  was 
carried  out  bv  the  0.  L.  Taylor  Co.  in 

June  \xhen  the  station  reps  moved 

down  the  street  from  488  to  444  Madi- 
son.    In  the  new  quarters  the  firm  has 
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2,600  -'i-  Ft.  "I  spa<  e  m  ith  an  option 
for  a  like  amount. 

Donald  <  looke,  Inc.  <  ailed  in  an  in* 

terioi  decorator  to  do  .1  complete  p>l> 
mi  ii-  new  offices  .ii  331  Madison. 

Moving  from  551   Fifth  on  3    August, 

this  station   rep  1-  jumping   I   (|11 
t<>  1,500  sq.  ft.,  will  up  the  sales  stafl 
7.V,  . 

Television     Ige,  new   trade  publica 
linn   due   in     VugUSt,   took    1,500  Bq.    ft. 

in  111  Madison.  I  hat's  the  Bame  build- 
ing to  which  Broadcasting  moved  when 

ii  decided  in  increase  it-  Bpace  from 

T2.">  i,>  2,500  sq.  ft. 
sponsor,  which  started  out  in  1947 

with  800  sq.  ft.  at  KJ  E.  52  St.,  ex- 

panded  to  2,500  sq.  ft.  at  510  Madi- 
son. In  our  new  quarters,  we  have 

1,000  sq.  ft.  in  whi<  Ii  to  turn  out  "the 
magazine  that  radio  and  TV  advertis- 

ers use"     Address:  10  I.  19  St. 
Just  as  sponsor  plans  to  do,  Cun- 

ningham \  Walsh  scheduled  ii~  move 
for  a  weekend.  Planning  months  in 

advance,  C  &  \\  called  in  Morgan  & 

Brother,  which  specializes  in  "painless 
moving  for  offices.  Carrying  the  brunt 

of  the  burden  for  I '.  &  \\  were  Ceorge 
McMoran,  companj  treasurer,  and 

\  .P.  ('..  Everett  Hoyt.  Uso  in  on  the 
planning  were  Carson  and  Lundin,  the 
architects  who  laid  out  the  new  offices. 

The  agenc)  was  broken  down  b) 

departments  and  each  unit  assigned  a 

different  color  tag  which  was  keyed  to 

correspond  with  a  layout  <d"  the  new location.  The  office  closed  down  at 

noon  Fridaj  and  the  moving  men  took 

over.  Working  on  a  tighl  time  sched- 
ule, each  department  head  and  a  few 

-latT  members  were  waiting  at  the  new 
building  when  thai  particular  depart- 

ment -  equipment  arrh  ed. 
One  hundred  fifty  van-loads  later 

the  move  was  completed.  \n  esti- 
mated 3,600  pieces  of  equipment  and 

3,592  "book  boxes"  (almost  100,000 
cubic  feet  i  were  moved  that  afternoon 

and  the  following  day.  Monda)  morn- 

ing (  \\\  -  '>2o  employees  reported  to 
the  new  offices  and  business  •  ontinued 

"as  usual." 

For  the  benefit  of  those  contemplat- 
ing Mich  a  move,  SPONSOR  asked  Ar- 

thur Morgan,  president  nf  Morgan  ̂  

Brother,  for  some  tip-  on  "painless 

moving."    Here's  what  lie  said: 
"1.  Pick  one  thoroughly  responsi- 

ble person  and  put  him  in  charge  with 
lull  authority.  How  main  lieutenants 
he  needs  depends  on  the  size  of  the  job, 
hut  there  should  he  only  one  boss. 

"2.    (   linate    •  losel)     with    you  J  library  should  I"-  pa<  ked  m  bw  Ii  •■  waj 
,ii,  lnii-i  t     Man)   timet  when  new   fui  that  when  unpai  ked  il  -  read)  to  ;o  on 

inline  i-  added  to  present  equipment  the  shelves. 

there  isn't  adequate  space  in  the  new  i     [)ea|    wirJh    a    reliable    moving 
quarters.    Winn   a  good   job   is  done  company.    It   ma)   cost   a   few   dollars 

there's  no  waste  space  .mil  items  Buch  more  but  it's  worth  il  to  knou  the  job 

,i-  filing  cabinets  fit  exactl)  the  space  will    be   done   correctly.      Vnd    you'll 
assigned  t<>  them.  save  money  on  aspirin  in  the  end. 

■  ;.    Foi    the    person    being    moved  One  furthei   tip  from  sponsor:   No 
ii    i^  more  ol   a   mental  than   physical  matter  how  fai  in  advance  you  tell  em- 

Btrain.    Careful   planning   is  necessarj      ployeesofthe   ve,  remind  them  again 

in  save  work  and  money.   Files,  foi  ex-      al  the  la~i  minute.     Then  i   ne  will 
ample  should  be  numbered  bo  as  to  be  d<>  what  Ja<  k  <  tinningham  did     show 

handled  in  propel  sequence.    \ml  youi  up  Monda)  al  the  old  office.           *  *  * 

NOSE -/EST 

All  Pittsburgh  just  has  to  listen  to  Radio  Pittsburgh — the  station 

with  a  nose  tor  news.  Sharp,  documented  news  coverage  ALL 

DAY  by  HERB  MORRISON  and  his  WJAS  news  staff,  estab- 

lishing WJAS  as  Pittsburgh's  radio  N  I  \\  S  leader. 
first  with  a  report  of  the  Steel  settlement...  \ll  LL  SEVEN 

MINI    rES  BEFORl   the  wire  services. 

FIRST — with  on-the-spot  interviews  with  the  principals  in  the 
steel  d  ispute. 

FIRST  —  with  on-the-spot  reports  of  the  Worcester.  Mass.  tor- 
nado disaster. 

No   wonder  all    Pittsburgh   naturally   turns   to   WJAS  ALL  DAY 

for  complete  news  anerage.  ^^^^^^^^^^^^^^ 

1BHT 
GREATER  PITTSBURGH 

5000  Watts  Metropolitan 
1320  KC.  r    . 

Area... 

NATIONAL  REPRESENTATIVE:  George  P.  Hollinqberv  Co. 

27  JULY  1953 
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NOW!  GOOD  TV 

MOBILE,  ALA! 

WKAB-TV CHANNEL   48 

CBS  -  DUMONT 
NETWORKS 

caprivarin' KABBY 

says: 

"20,000  television  sets  al- 

ready in  Mobile  —  and 

they're  still  coming  fast!" 

Also,  remember  .  .  . 

WKAB 
the  High-Daytime 
Hooper  Bargain! 

A.M. 

CALL 

^^T       COMPANY 

Offices     in:     New     York     •     Chicago     •     Atlanta 

Los  Angeles     •     San   Francisco 
SOUTHERN   REPS.: 

Dora-Clayton  Agency,  Atlanta 

John  K.  Herbert,   National  Broadcasting  (<>. 
v.p.,  has  been  named  to  head  the  television  network 

of  NBC   under  the  new  split-network  concept.     Her- 
bert joined  NBC  in  1950  as  manager  of  radio  sales, 

moved  up  to  v.]>.  in  charge  «/  radio  and  television 
sales  in  July    1952.     Prioi   to  joining  NBC,  he  was 

V.p.  and  genera/  advertising  manager  of  Hearst  maga- 
zines.    Recently  he  played  an   important   role   in 

renewing  Procter  <Jr  Gamble's  $6.5  million  con- 

tract for  the  continuation  of  PfG's  six-program 
daytimi    lineup  of  radio  shows. 

* 

II  iff i<i hi  H.  Fineshriber  Jr..  NBC  v.p., 

became  head  of   that   network's   radio   setup   with    the 
split.     Working  with  him  is  Ted  Cott  who  is  now 

operating  i.  p.  of  the  NBC  radio  network.     Fine- 

shriber, former  executive  v.p.  of   Mutual,  joined   Mi'. 
in    March   L953.     This  just  about  completes  the 

cycle  lor  Bill.     He  worked  in   the  publicity   de- 
partment of  CBS  alter  graduation   Irom  Princeton, 

became  manager  of  Carnegie  Hall  in   19.54.  rejoined 
CBS  in    1937   where  he  was  general  manager  in 

charge  of  programing  before  joining  Mutual. 
fif.  Sf,  3p 

liurrtf    ft  if  «l H.    president.    Ruthraufj   $    Ryan, 

recently  announced  acquisition  of  the  Sun  Oil 

Co.   account,    effective    1    September.      Addition    of 
this  |3  mil/ion  account  brings  new  business  garnered 

in  last  few  months  to  $8  million  level.     Ryan  told 

SPONSOR:   "I'd  love  to  take  the  credit  myself,   but 

actually    this  Rc\  R  resurgence  is  the  work  of 
our  N.Y.  management  group  consisting  oj  myself, 

exec  v.p.  Bob   Wilson,  and  v.p.'s   Wilson  J.    Main. 
Bourne  Ruthraufj.  Fred  Schwemmer.  and  Bill  Smith. 

We've  ~cit  no  stars:    lust  a  darn   good  team. 

•I  tiles     llcill.     president.     Specialty      Television 

Films,  Inc.,  concluded  an  agreement  with  a  group 
of  Italian  men  ie  producers  to  distribute  as  mam    as 

104  American  language  Italian  movies  to  Tl    outlets 
in  this  country.     Peal,  which  calls  for  advances  of 

approximately   $]   million,  involves  dubbing  of 
American   dialogue  ante'   prints.      Many    of  the  pic- 

tures are  of  1919-1953  vintage,  and  the  over-all  pack- 
age will  contain  a  variety   of  types  including  drama. 

comedy,  suspense,  spectacle.   Ralph  Serpre,  head  of 

Italian  Films  Export  Tl    Dept.  represented  producers. 
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Indianapolis 

VENING 

VEN 

ETTER 

It  sounds  like  a  stopper  bul  it's  true  i  vening  radio  time  is  even  better  than  early 
morning  which  no  one  needs  to  tell  you  is  an  excellent  value  from  the  standpoint 

of  listeners  per  set,  audience  turnover  and  family-type  audience. 

To  be  specific  .  .  .  take  Indianapolis,  where  a  survey*  of  the  three-hour  periods 
6:00  to  9:00  P.M.  versus  6:00  to  9:00  A.M.  Monday  through  Friday  discloses 
these  extremely  interesting  percentages! 

13f/c  higher  average  ratings  on  WIBC  in  the  evening. 
139c  more  sets  in  use  in  the  evening. 

Giving  a  still  sharper  edge  to  these  figures  is  television's  complete  penetration 
into  the  Indianapolis  area! 

This  is  no  isolated  case:  it's  repeated  in  city  after  city  coast  to  coast,  liven  in 
many  mature  television  markets,  evening  radio  offers  a  far  larger  audience  than 
early  morning,  yet  the  cost  per  thousand  comparison  is  most  attractive. 

Bargain-wise  advertisers  and  agencies  should  have  all  the  facts  with  which  we 

support  our  statement  that  nighttime  radio  is  today's  best  buy. 
Call  your  John  Blair  man  today! 

particularly  over  WIB€,  Indiana's  First  and  Only  50,000  Watt  Station 

In  Indianapolis,  Evening  is  Even  Better 

WIBC  Average  Ratings Sets  in  Use 

1  1  3  V 

100% 

6-9  A.M. 6-9  P.M. 

113% 

1  oo  -, 

JOHN 
BLAIR 
&  COMPANY 

6-9  A.M. 6-9   P.M. 

Comparison  WIRT  Average  Ratings  and  Sets  in  Us 
A.M.  vs.  6-9  P.M.  Mon.-Fri.  6-9  A.M.  equals  10 

•Source:  January  Pulse  Indianapolis 

lis  is  one  in  a  continuing  series  of  advertisements  based  on  regular  syndicated 
Jdience  measurement  reports.  To  achieve  a  uniform  basis  of  measurement,  the 
•itions  chosen  for  this  series  are  all  John  Rlair-represented  outlets  ...  all  in  major 
nrkets.  all  in  mature  television  markets. 

REPRESENTING    LEADING 
RADIO   STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DAHAS 

SAN    FRANCISCO     ■     LOS   ANGELES 



Are  rate  deals  lessening? 

"The  trouble  w  illi  doing  business  w  itli 
a  station  which  offers  you  an  off-the- 
rate-card  deal  is  that  you  never  know 

whether  other  advertisers  aren't  get- 

ting a  still-lower  rate." 
This  quote  from  a  timebuyer  was 

one  of  the  observations  gathered  by 
sponsor  in  researching  the  article  on 

rate  deals  which  appears  in  this  issue 

on  page  33.  Apparentlv  the  distaste 
with  which  this  buyer  views  rate  deals 

is  shared  widely.  For  SPONSOR  found 

that  in  general  the  tide  of  direct,  rate- 
card  cheating  deals  is  abating  in  spot 
radio  and  TV. 

But  there  are  still  many  buyers  with 

big  budgets  and  big  campaigns  shop- 

ping for  a  price  that's  not  printed  on 
the  card:  there  are  many  stations  who 

go  out  for  a  competitor's  business  with 
a  pitch  based  onlj  on  undercutting. 

More  realistic  pricing  of  time  in 

some   markets   has   helped    relieve   the 

pressure  lor  deal-.  \nd  much  of  the 

credit  for  this  belongs  to  industry  lead- 
ers in  and  out  of  the  trade  associations 

who've  stiffened  the  backbone  of  radio 
bioadcasters  or  T\  stations  in  highly 

<  ompetitive  markets. 

Sharply  worded  speeches  by  \  \R- 
I  II  s  Hal  Fellows;  meetings  between 

clients  and  reps  called  by  the  Station 

Representatives  Vssociation;  the  exam- 

ple set  by  broadcasters  who  don't  pio 
for  deals  and  say  so  publicly — all  of 
these  factors  also  have  added  up  to  a 

change  in  the  radio  atmosphere. 
This  is  good  news  for  advertisers  and 

agencies.  We'll  never  be  convinced  that 
it's  good  business  for  a  client  to 
save  dollars  here  and  there  through 

rate  deals  at  the  expense  of  media 
standards.  The  station  that  gives  time 
awav  has  to  cut  corners  somewhere. 

UHF  problem   in   Belleville 

This  happened  in  Belleville.  111., 
across  the  river  from  St.  Louis,  where 

UHF  station  WTVI  is  slated  to  go  on 
the  air  soon.  Someone  stole  into  Gene 

Hotz's  television  shop  and  left  with 
two  LHF  converters,  value  $68. 

The  St.  Louis  Post-Dispatch,  which 

owns  VHF  station  KSD-TV,  unselfishly 
published  the  story  on  page  one  of  its 
Sundav  edition. 

Dangerous    when    misused 

One  of  the  most  useful  tools  pub- 

lished by  sponsor  for  agencies  and  ad- 
v  ertisers  is  the  TV  list  of  225  metro- 

politan markets  which  appeared  in  the 
Fall  Facts  Issue  (13  Juh  I.    Within  24 

hour:-  of  the  issue's  appearance  there 
were  many  requests  for  reprints  i  now 
available  I .  Together  w  ith  Radio  Basil  - 

and  TV  Basics,  we  predict  that  this  col- 
lection of  data  will  find  its  place  among 

\ital  desk-top  tools  of  advertising  buv- 
ers  every  where. 

The  list  of  metropolitan  count)  mar- 
kit-  was  designed  to  do  one  thing: 

show  the  -tatus  of  I  \  in  metropolitan 
markets.  Advantageous  as  it  is  to  have 

these  data  grouped  in  terms  of  metro- 

politan counties,  there  "s  a  danger  in 
use  of  the  listing.  Its  not  intended  as 

an  indication  of  which  market  will  pro- 
duce the  most  sales  for  you  nor  of  the 

full  <overage  of  the  TV  market  of  a 

specific  station:  it  can  be  misleading 
il   used  that   wa\ . 

'I  he  markets  were  compiled  bv  Sul- 
livan. Stauffer.  Colwell  &  Ba\le-  in 

terms  of  Sales  Management  figures  for 

number  of  household-  in  metropolitan 

county  areas.  This  was  the  most  valu- 
able rank  order  to  take  for  this  pur- 
pose. SSC&B  felt.  But  the  fact  that  a 

market  ranks  among  the  lower  third  of 

the  list,  for  example,  in  number  of 

households  doesn't  mean  its  propor- 
tionated ranked  in  sales.  The  market 

may  not  bulk  large  in  resident  popu- 
lation but  may  be  a  huge  buying  cen- 

ter for  counties  for  many  miles  around. 

Or  it  may  have  extremely  high  income 

in  ratio  to  population.  Stations  in  small 

population  centers  are  most  likeh  to  be 
penalized  bv   this  ranking. 

The  moral  here  is  that  no  listing 

which  gives  a  ranking,  whether  it  s  a 

lop  10  ratings  list  or  a  marketing 
breakdown,  should  be  used  as  the  end- 

all  when  picking  a  T\  or  radio  station. 

Applause 
Gratitude  dept. 

Il  couldn't  happen  twice — but  it  did. 
In  Dallas  eighl  clients  of  Ted  Work- 

man Advertising,  five  from  distant  cit- 

ies, gathered  together  late  in  June  to 
throw  a  surprise  party  for  the  head  of 

the  agency.  They  produced  a  hand- 

some eight-page  brochure  commemo- 
rating the  event,  staged  a  dinner  at  the 

Lakewood  Country  Club,  presented  Ted 

Workman  with  two  gifts — a  red  \\  i« 
to  cover  his  bald  pate  and  a  Bell  and 

Howell  recording  movie  projector.  The 
brochure  said: 

"This  is  vour  day.  Ted.  For  a  job 
well  done,  for  cooperation  and  work 

beyond  the  line  of  duty,  for  long  hours 
for  which  \  ou  received  no  pay.  for 

vour  patience,  understanding,  and  sin- 
cere interest  in  our  problems,  we.  your 

clients  and  friends,  have  gathered  to- 

gether todav   to  honor  you." 
In  Providence  this  July  Albert  How- 

ard, president  of  Howard  and  Lewis. 

\ew  England's  largest  Ford  dealer, 
threw  a  steak  dinner  with  orchestra 

and  all  the  trimmin's  for  50  managers, 
salesmen,  and  announcers  representing 

four  radio  and  one  T\    station  carry- 
ing   H&L   advertising. 

No  pep  talks,  no  merchandising  ap- 
peals were  included.  Just  a  straight 

35-second  "thank  you  bv  a  new  radio 
client  who  was  completing  his  first  -i\ 
months.  Said  Frank  McCabe.  head  of 

the  advertising  agency  handling  the  ac- 

i  ount,  "If  Howard  and  Lewis  hadn  t 
accomplished  what  they  did  through 
the  use  of  a  so-called  dead  medium, 

(here  would  have  been  no  party  to- 

night. When  a  sponsor  says  "thank 
you'  tangibly,  he's  had  results!" 
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FORD  MOTOR  COMPANY DOES     A     COMPLETE     JOB... 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS... 

WMBG 

WCOD 

WTVR 

^ICHMONB^M7        1 
HAVENS  &  MARTININC.  ^j 

FIRST     STATIONS     OF     VIRGINIA 

The  Ford  Dealers  of  America  are  observing  Ford's 

50th  Anniversary  with  a  well-chosen  slogan,  "Fifty 

years  forward  on  the  American  road."    Back  of  it  is  a  study 

in  American  private  enterprise.    From  one  man's  dream 

of  a  "horseless  carriage"  has  grown  an  organization  so  far 
flung  it  has  a  Ford  Dealer  in  almost  every  hamlet  in  the  U.S. 

This  kind  of  growth  can  come  only  from  inventive 

genius,  hard  work  and  dedicated  service  all  along  the  way. 

These  same  qualities  serve  well  in  the  broadcasting  field 

too.    Through  them  have  come  the  South's  only  complete 
broadcasting  institution — WTVR,  WMBG  and  WCOD.    Pioneers 

in  AM,  FM  and  TV,  Havens  &  Martin,  Inc.  Stations  have  built 

large  and  loyal  audiences  in  the  rich  areas  around  Richmond. 

Advertisers  know  the  value  of  telling  their  story 

via  these  First  Stations  of  Virginia. 

WMBG  am  WCOD   m  WTVR 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 



-1 

White  won't  be   Don't  expect  replacement  for  Frank  White  as  NBC  president  before 

replaced  till  '54   January  1954.   Brig.  Gen.  David  Sarnoff,  board  chairman,  has  assumed 
White's  title  and  duties  in  interim.   You  can  spike  rumor  that  either 

Sarnoff  or  TV  affiliates  were  behind  White's  resignation.   White  drove 
himself  too  hard,  had  to  quit  to  avoid  complete  breakdown. 

-SR- 

Canada  radio   Like  Dominion  itself,  Canadian  radio  is  enjoying  boom.   More  U.S. 

enjoying  boom   advertisers  and  agencies  have  been  making  northward  trek,  either  by 

establishing  north-of-border  branches  or  by  putting  their  products 

on  Canadian  radio.   So  far  this  year  183  U.S.  or  U.S. -origin  sponsors 

have  bought  Canadian  radio.   (Over-all  spot  business  has  been  rim- 
ing 20%  over  1952).   For  1953  picture,  see  section  starting  page  59. 

-SR- 

O.K.  seen  for   Despite  scattered  opposition,  new  Mutual  Affiliation  Plan  expected  to 

new  Mutual  plan   be  approved  by  most  MBS  affiliates  by  new  deadline  21  August.   Date 

for  start  of  plan  remains  1  October.   Three-part  scheme  calls  for  (1) 
reduction  from  9  to  5  hours  a  day  in  station  option  time;  (2)  stations 
have  to  carry  5  hours  a  day  of  network  program  with  no  payment;  (3) 

in  exchange  they  get  14  hours  a  week  of  top  grade  programing  which 
they  can  sell.   Mutual  scoffs  at  charge  plan  may  wreck  net  radio. 

-SR- 

Radio,  TV  sets   Radio-Electronics-Television  Manufacturers  Assn.  (new  name  for  RTMA) 
way  over  1952   reports  big  increase  in  both  radio  and  TV  sets  over  last  year.   Six- 

month  figures:  7,266,542  radios,  3,834,236  TV  receivers  this  year 

against  5,456,035  radio  and  2,318,235  TV  sets  same  period  last  year. 
-SR- 

Decks  cleared   FCC  now  expected  to  approve  NTSC  color  system  sometime  before  year- 

for  color  TV   end,  which  means  color  TV  will  be  certainty  for  1954.   Not  only  have 

all  NTSC  members  approved  system  unanimously,  but  CBS  O.K.'d  standards 
as  well.   In  fact  CBS  TV  will  start  feeding  NTSC  color  to  its  net 

about  15  September  as  warmup.   Color  clinic  will  also  be  held  for 
affiliates  in  New  York  early  in  fall. 

-SR- 

lst  ARF  rating   "Rumor":  First  report  from  American  Research  Foundation  committee  on 
report  due  soon   rating  muddle  may  be  out  by  fall.   Committee  set  up  year  ago.   Initial 

report  will  probably  describe  what  should  be  "ideal  rating  service." 
Later  reports  will  analyze  each  of  exist ing  rating  services. 

SPO\SOR   in  new  offices 

Remember  to  change  directories:  SPONSOR  editorial,  advertising,  and  circula- 
tion headquarters  are  now  located  at  Madison  &  49  St.  (40  E.  49  St.),  New 

York  17,  in  heart  of  advertising  district.   Rapid  expansion  of  SPONSOR  per- 
sonnel and  services  made  move  to  larger  quarters  necessary.   Phone  number  re- 

mains MUrray  Hill  8-2772.   Other  offices:  Chicago,  Los  Angeles. 

I   1 
SPONSOR.  Volume  7.  No.    16.   10  Aucust  1013.     Published  biweekly  b*   SPONSOR  Publlcitloris.   Inc.  at  3110  Elm  At*..  Baltimore.   Md.     EieoiUre.  Editorial.   Advertising.   Circu- 

lation Offlcej  40  E    49th  St  .  New  York   17.     $8  a  year  in  T"    S      $9  elsewhere    Entered  aj  second  class  matter  29  January  1949  at  Baltimore.  Md.  poatoffice  under  Art  3  March  1879 



Id  roll  l    TO  SPO\SOICS  tor   10  Angus!    1953 

NARTB  to  release 

TV  counting  plan 

Biggest  TV  web 
asked  for  Sheen 

Nighttime    radio 

surging  back 

How    Lady    Esther 

got  into  net  TV 

Christal  study 

shows  radio  big 

NARTB's  plans  for  new  TV  circulation  measurement  will  be  revealed  to 
nets  in  New  York  within  5  weeks.   Hignly  hush-hush  measurement  tech- 

nique involves  new  concept.   Meanwhile  both  existing  private  firms 
conducting  circulation  measurements  plan  1954  studies  (Standard  Audit 

&  Measurement  Services,  Nielsen  Coverage  Service).   NARTB's  industry- 
run  measurement  won't  be  ready  to  go  in  1954,  however,  NARTB  exec 
told  SPONSOR. 

-SR- 

Largest  TV  net  yet  used  (132  stations)  has  been  ordered  by  Admiral 
Corp.  via  Erwin,  Wasey,  for  renewed  Bishop  Sheen  series.   Du  Mont 

hasn't  cleared  all  stations  yet  but  is  optimistic.   Negotiations  also 
going  on  with  Mutual  for  extensive  radio  net  to  carry  taped  version. 

-SR- 

Nighttime  radio  regaining  much  of  former  prestige  with  sponsors. 
Reason:  Latest  research  shows  both  net  and  spot  holding  their  own 

against  TV  or  are  growing  larger.   "Top  10"  nighttime  radio  shows,  for 
instance,  averaged  8.7%  more  homes  this  spring  than  last.   Other 

studies  show  TV  areas  contribute  over  half  of  nighttime  radio  audi- 
ence.  Result:  Many  blue-chip  clients  are  buying.   See  story  page  30. 

-SR- 

Here's  backstage  story  of  return  of  Lady  Esther  to  network  broadcast- 
ing, via  cosponsorship  of  NBC  TV  package  starring  Ezio  Pinza:  Philip 

Morris,  Biow  client,  had  option  on  Saturday  8:00-8:30  p.m.  slot  for 
fall.   Costs  to  Philip  Morris  of  weekly  time  slot  and  program  would 

have  been  too  much  on  top  of  other  TV  properties  ("I  Love  Lucy").   So 
Biow  found  Lady  Esther  within  agency  client  list  as  cosponsor.   Cos- 

metic firm's  salesmen  now  on  road  showing  kines  of  Pinza  show,  "I 
Bonimo,"  to  leading  accounts,  urgiig  them  to  stock  up  before  sales 
deluge .   Lady  Esther  had  dropped  network  radio  in  1946. 

-SR- 

Take  it  from  Alfred  Politz  Research:  Any  survey  showing  there's  less 
listening  to  radio  in  TV  home  can  be  misleading  if  conclusion  is  drawn 
the  drop  is  necessarily  due  to  TV   ownership.   (TV  owners  might  have 

bought  set  because  they  NEVER  listen  to  radio,  for  example.)   That's 
why  new  Christal  study  done  by  Politz  won't  reveal  any  competitive 
data — study  wasn't  designed  for  that  but  rather  to  show  effect  of 
radio  on  daily  life  of  American  people.   For  article,  see  page  36. 

]%ew   national   spot   radio  and   TV   business 

SPONSOR PRODUCT AGENCY 
STATIONS-MARKET CAMPAIGN,   start,   duration 

Procter   &   Gamble. 
Cinci 

Camay  soap Benton  &  Bowles, 
NY 

80   radio,    65    TV    mkts 
throughout    country 

Radio  &  TV:  daytime  anncts;  start  17 

Aug;    duration    not    set 
Lever    Bros,    NY Swan   soap BBDO.    NY 2   cities:    Pittsburgh,    Cinci Radio:  60  .  20-,  10-scc  daytime  anncts; 

start  27  Aug:  4  wks 
Economic    Labs, 

St    Paul 
Soil.ix    washing 

compound 

Scheideler.   Beck  & 
Werner.  NY 

5    cities    throughout    country Radio:  5-  10-.  15-min  newscasts:  start 
1    Sept;   duration   not   set 

Whitehall  Pharma- 
cal   Co.    NY 

Anacin John    F.    Murray, 

NY 

National Radio  &  TV:  60-sec  anncts:  start  mid- 

Sept;    13    wks 
Clicquot  Club  Bot- 

tling Co.  LA 
Clicquot    Club 

beverages 
Ross    Roy,    LA 

KLAC.    KH) 
Radio:  60-sec  anncts;  start  mid-Aug: 

duration    not    set 

Sonneborn     Sons, 
NY 

Amalie    Div Humbert   &    Jones, 

NY 
9    stns    in    6    New    England 

states 
Ridio:  60-sec  anncts;  start  3  Aug;  52 

wks 

SPONSOR 



Wrap  Up 

BILLION-DOLLAR   MARKET 
through 

WGVL 
Channel  23 

ABC NBC 
Greenville,  S.  C. 

DUMONT 

The  only  TV  Station  in  the  prosperous  PIEDMONT  AREA  of  South   Carolina. 

emasmfcG 
mrSM*©^ 

M  VHKKT  1)AT\ 

SO-mile  Radina  <>f  Greenville 

9-5). 

940 

1  lice  tive   Km  ing  liu  omi 
v|  1 1 1,000,000 

Rct.nl  s.ilcv 
v    707,000,000 

GREENVILLE:  Firsl  Market  in  South  Carolina 

I  he  Greenville,  s   (     Metropolitan    Vrea  i.mk>   103rd  hi  Population  ami  7'>ih  in   Manilla* 

mring  r'mpinvo  among  Vmerica's  168    Standard  Metropolitan   \n.i> 
+ 
i 
I 
i 
I 
i 

Population      I  .v   (  ensus,    1 9i 
Employment    (S.   (      Emp    Sec.   Comm.,    1951) 
Retail    Sales     Sales    Management,    it,_> 
(  overerl    U  iri  -      S    (      I  mp    Se<     (  omm.,    1 ' » "•  1 
Vinos  •.     rturks     S    <.   Highway    Dept.,    1951 
Building    Permits      Fed     Res.    Bank,    19! 
Manufacturing    Plants 
Value  ni    Manufacturer!    Products     s    (      Laboi    Depl $121,8-1 

J2.400 

Note:  Greenville  lead*  all  South  Carolina  market*  in  all  of  llie  above. 

.§.   

FOR    WGVLlTVi    AVAILABILITIES    CALL    OR    WIRE 

H-R   TELEVISION,   INC 
In  the  Southeast:  JAMES  S.  AYERS  CO.— ATLANTA.  CA. 

10  AUGUST  1953 
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ARTICLES 

Mill  1  1  nil  RADIO:  A  case  history 
Morton  Salt  Co.  reports  that  after  four  years  of  nighttime  spot  radio  it  finds 
the    medium    growing    in    effectiveness,    especially    in    mature    TV    markets 

\ H.lll  I nil    RADIO:  12  fallacies  exploder! 
SPONSOR  matches  up  popular  misconceptions  about  nighttime  radio  wifh 
latest  facts  and  figures,  shows  lack  of  sound  basis  for  generally  accepted  views 

What  do  viewers  think  of  your  TV  commercial? 
Study  by  Ohio  State  University's  Dr.  Dameron  indicates  that  viewers  react  more 
favorably  to  commercials  on   programs  which   they  like   best 

10  basic  findings  of  ttetc  Christal  radio  stutly 
New  study,  conducted  by  Politz  for  I  I  stations  repped  by  Henry  I.  Christal 

Co.,  shows  radio's  ability  to  "leak  through  the  crevices"  of  people's  daily 
schedules,  maintain  loyal  program  audiences 

Every  market  is  different 
Generalizations  about  markets  can  be  foolish,  if  not  downright  dangerous. 
Living  habits  differ  widely  in  various  locales  and   buyers  should   know  facts 

THIRD  ANNUAL  CANADIAN  RADIO  SECTION 

I  In-  Canadian  market:  more  money  to  spend 
With  defense  efforts  taking  less  than  8%  of  the  nation's  manufacturing  ability, 
and  consumer  income  up,  a   boom  period  seems  solidly  entrenched 

Canadian  radio:  Dominion's  lowest-cost  medium 
High  listenership,  less  competition  per  station,  deep  penetration,  little  compe- 

tition from  TV,  and  low  rates  are  some  reasons  why  radio  is  good  buy 

Canatlian  TV:  Three  stations  now,  more  to  come 

CBC's  aim  is  22  outlets  on  the  air  by  end  of  1954,  coverage  to  areas  in  which 
about  75%  of  the  country's  population  lives 

Air  users:  List  is  diversified,  yrowiny  rapidly 
More  than  180  U.S. -origin  sponsors  are  using  Canadian  radio,  compared  to  117 
last  year.    There  is  also  a   noticeable  trend   toward   spot 

Canadian  Basics:  The  facts  and  fiyures 
Up-to-date  data  on  set  counts,  distribution,  language  breakdowns,  listening 
and  viewing  habits,   program  type  preferences,  other  information 

28 

30 

32 

34 

36 

60 

62 

66 

USi 

70 

COM  I  N  C 

The  Xeyro  market:  1953 
SPONSOR,    originator    of    studies    of    Negro    radio,    takes    its    annual    look    at 

recent  developments,   updates  data  on   programing,  coverage,  economics  <*•*  /1UJI. 

Rlock  Druy  Co.  rediscovers  radio 
After  three  years  away  from  major  radio  expenditures,  Block  now  has  one 
network  and  two  regional  radio  shows  in  addition  to  a  net  TV  show,  is  looking 
for  more  radio  coverage  for  future 
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rhings  have  changed 

n  ARKANSAS,  too! 

ynii  still  think  of  Arkansas  in  terms  of 

otuitain  cabins  and  kerosene  lamps,  take 
tother  look!    Arkansas  has  made  almost   mi 

■liovable  progress  in  the  last  decade — 

•tail  sales,  for  example,  are  276.9ji  ahead 

tin  years  ago* ! 
• 

here's  a  bright  new  star  on  the  Arkansas  radio 

irizon.  too  -  -  it's  50,000-watt  KTHS  in  Little 

iock,  now  CBS,  and  the  only  Class  1-B  Clear 

bannel  station  in  the  State.  KTHS  gives  primary 

ivtime  coverage  of  L,002,758  people     more 

an  100.001)  of  whom  depend  on  KTHS  i>\i-\n- 

.vely  for  primary  daytime  service.    Interference 

ee  secondary  daytime  coverage  exceeds  ?>y± 

illion  people,  and  includes  practically  all 
I  Arkansas ! 

all  the  big  KTHS  facts,  now.   Write  direct 

••  ask  vour  Branham  man. 

Sales  Management  figures. 

0,000  Watts •    • CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 

Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 
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Birtipn 

PACIFIC  COAST'S 
2nd 

LARGEST  MARKET 

"OAKLAND 

SAN   FRANCISCO 

BAY  AREA" 

with  KLX 
The    Bay    Area's    Dominant    and 
Only        independent        station 

broadcasting 

5000  WATTS 

No.   1    in   News   •   Sports   •   Music 

THE    TRIBUNE    STATION 

TRIEUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  Nationally  by 

Burns-Smith  Company 
on    Pacific   Coast 

Duncan   A.   Scott  &   Company 

fiortrude  \ymun.  Pacific   \ationat  Advertising 
Agency.  Seattle,  bins  air  time  for  several  perishable 

fruit  accounts.     "In  a  good  crop  year,"  Gertrude 
exjdains,  "Washington  Stale  Fruit  Commission 
and    Washington    State    Apple    Commission    each 

use  up  to  50  radio  stations."     For  both  accounts, 
she  works  on   a  specified   budget   per  market,  and 
asks  jor  cooperation   from   stations   in    selecting  ail 

time.     "This  system  pays  off  jor  us  because  of 
last   minute  changes  in   starting  dates,   especially 
with   perishable   fruits.     Gertrude  adds. 

Hurold  S.  fttVi'i'.  Frederick-Clinton  Co.,  New 
York,  has  been  buying  time  for  the  20  Adler  Shoe 

Stores  in  the  New  York  area  for  si.x  years.    "They'te 
been   using  radio  for  15  years."  Harold  relates, 
"usually   with    the   Herbert   Adler-created  slogan. 

Wow  you  can  be  taller  than  she  is.'"     Although  this 
slogan   applies  only  to  Adler  s  Elevated  Shoes — 
10' ,    of  the  over-all  sales — it  has  been  responsible 

tor  95r/r  of  the  stores'  publicity.     Through  base- 
ball season   1953,  Adler  s  is  sponsoring  Wann-I  p 

Time,  a  half-hour  sports  show  on    Jf'MGW. 

Ruth   Babich,  Earle  Ludgin   &  Co..  Chicago, 
blankets  the  nation  with  minute  radio  announce- 

ments for  Best  Foods'  All  Purpose  Rit.  a  household 
tint  and  dye.     Rit's  radio  budget  has  remained 
constant   over   the   past    three   years.    Ruth    says, 
with   additional  allocations  provided   for   T\     as 

Rit  has  added  participations  on  'he  Garry  M  lore 

Show,  CBS  TV.  and  sjhiI   T\  .     "I'm   constantly studying  market  conditions,  both   u>r  product  sales 
and  daytime  programing  to  decide  upon  the  pro- 

portion  of  spot  radio  and  T\  ."  she  adds. 

JIm»*i/  Ou'i/er,  Kenyon  &  Eckhardt,  Sew  )  ork.  has 

paved  the  win    tor  Crown   Zippers'   15-l»eeA:  radio 
debut  this    ill  gust,   with   her  months-long  search  for 
strong  local  radio  personalities.     The  first  of  Spool 

Cotton    Co.'s   products   to   tc^t   the  air  medium. 
Crown  Zippers  will  go  into  27  markets  throughout 
the  country    with   minute  participations  on  local 

women's  hows,    "lie  bought  three  participations 

a  Week  per  market."    \lai\   says.     "And,  wherever 
possible,   lie   chosen   a  local  personality  to   tell  the 

(  ran  n   Zippei    stnr\    to   the   women   audiences." 

SPONSOR 



blue  coali 

Boosted  by  wham 
KEEPS  THE   HOME   FIRES 

BURNING   IN   ROCHESTER 

Two  popular  household  "buy  words"  in 

Rochester  are  'blue  coal.' 

H.  H.  Babock  &  Company,  one  of  blue 

coal's'  largest  and  most  successful  distrib- 

utors, has  consistently  used  radio  for  the 

past  20  years  to  maintain  'blue  coal'  as 

the  leading  home  heating  fuel. 

Radio  has  aided  this  hard-hitting  sales 

and  service  organization  not  only  to  mar- 

ket this  original  trade-marked  anthracite, 

but  to  combat  competitive  fuels. 

WHAM's  flair  for  selling  the  home 

owner  is  the  reason  why  radio  is  in  the 

'blue  coal'  budget  every  year. 

LEI WHAM SELL  FOR  YOU 

The  STROMBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 

10  AUGUST  1953 



LOADED? 

jjSEZ^El 

Hooper 

"If  you've  got  some- 
thing to  sell,  we  can 

make  a  leetle  room  for 

you  to  reach  the  tenth 

largest  agricultural 

market  in  the  U.  S   

a  market  larger  than 

10  states  combined. 
>K 

Js  a^at  ̂ ng  us  a  Jin9\c? 
Let  us  show  you  why 

we're  NUMBER  ONE 
in  Son  Diego. 

KSDO 
1130  KC      5000  WATTS    O 

Motives 

os  Angeles 

San  Fioncisco 

New  York 
Co 

by 

Robert  J.  Landry 

Advice  to  the  video'lorn 
To  those  contemplating  quitting  a  job  in  Green  Ba>  to  seek  one 

in  Manhattan  television,  a  first  word  of  advice:  Don't.  To  any- 
mature  person,  in  particular,  ready  to  chuck  a  career,  amputate  sen- 

iority, move  east,  or  north,  as  the  case  may  be,  in  the  conviction 

that  television  is  the  magic  moving  stairway  to  fame  and  fortune, 

if  only  access  can  be  gained  to  the  proveibial  ground  floor:  'Taint. 

The  "Stay  Away  from  the  Big  City!"  advice  was  valid  in  radio. 
It  is  doubly  valid  in  the  case  of  television  which  has  not  only  the 

trained  and  famous  alumni  of  radio  to  draw  upon,  but  the  numerous 

refugees  from  Hollywood  now  crowding  Manhattan.  Barbarian 
torture  awaits  the  naive  recruit  from  the  sticks  who  attempts  to 

crash  New  York  big  time  television  without  1 1  I  important  profes- 
sional credits  or  (2)  enough  pocket  and  rent  money  for  at  least  a 

full  vear  of  waiting  around. 

*        *        # 

A  panel  of  New  York  area  TV  directors  recently  were  unanimous 

in  their  counsel  to  NYU's  Summer  workshop.  Warren  Jacober  of 
NBC;  Richard  Blue  of  WOR;  Vernon  Diamond  of  CBS;  Edward 

Cooperstein  of  WATV,  Newark,  and  Alex  Courtney  of  the  Allen 

Christopher  Co.  united  in  the  declaration.  "New  York  is  glutted." 
»        #        * 

It  was  glutted  long  before  television.  A  favorite  maxim  of  the 

one-time  director  of  the  program  writing  division  at  CBS  Radio 

was  this:  "A  network  is  a  place  a  writer  arrives  at,  not  starts  from." 
Young  hopefuls  never  liked  that  pill.  They  dreamed  of  being  hand- 

somely paid,  installed  in  a  nice  corporation  cubicle,  with  secretarial 
service  and  educated  at  network  expense.  Even  in  the  soft  war  years, 

CBS  was  having  none  of  that  concept — not  at  modern  union  minima. 

Union  conditions  complicate  the  dreams  of  the  hopeful.  No  doubt 

about  it.  If  a  boss  can  enjoy  little  or  no  wage  differential  between 

an  "apprentice"  and  a  "senior,"  then  there  is  little  motive  for 
stringing  along  with  beginners.  Better  to  pay  for,  and  get,  full  ex- 

perience. And  this  is  made  the  more  obvious  in  video  just  to  the 

extent  that  television  has  greater  opportunity  for  technical  blunder- 
ing than  did  radio. 

"It's  almost  impossible  to  get  a  TV  job  in  New  York  without 

experience,"  in  the  opinion  of  Warren  Jacober.  Fortunately,  TV 
managements  in  smaller  communities  are  not  so  choosy  and  it  is 

to  them  that  the  gate-crashers  must  look.  Quoting  Ed  Cooperstein: 

"Only  in  the  small  city  television  station,  working  on  all  kinds  of 
programs,  can  the  neophyte  director  acquire  the  balanced  and  varied 

experience  which  will  help  him  move  up." 
{Please  turn  to  page  140) 
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[•]  ur  representatives  carry  more  than  brief- 

cases;  they    carry   fresh,    creative 

ideas  .  .  .  the  priceless  ingredient 

in  competitive  selling! 

This  imaginative  thinking  has  been 

the   key   to  the   growtn   of   Adam 

Young  and  its  clients. 

cuztrb 
IMC* 

22  EAST  40th   STREET  •  NEW  YORK   16,   N.   Y. 

RADIO     STATION     REPRESENTATIVES 

NEW  YORK     •      ST.   LOUIS     •      CHICAGO     •      LOS  ANGELES 
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In  your  book 

Jim  Timebuyer. . . 

it's  not  our  new  power  that  counts;  it's 
the  half  million  more  potential  viewers 

KPIX,  San  Francisco's  pioneer  television  station,  now  telecasts  with  100,000  watts  of  power, 
the  absolute  maximum  for  Channel  5.  But  the  big  thing  is  that  those  watts  reach  out  to  hundreds 

of  thousands  of  people  .  .  .  people  who  are  skyrocketing  TV  set  sales  in  one-time  fringe  or  non- 
reception  areas. 

Thus,  such  major  marketing  centers  as  Sacramento,  Modesto,  Merced,  Salinas,  Monterey,  Santa 

Cruz  and  even  more  distant  points,  as  well  as  thousands  of  square  miles  of  populous,  prosperous 

town,  village  and  rural  areas  now  fall  within  the  influence  range  of  KPIX  with  the  new  power  that 

beams  and  booms  its  CBS,  Dumont  and  top-rated  local  shows  into  every  area  of  concentrated 
population  in  North  Central  California. 

Your  Katz  man  has  details,  maps,  the  whole  story  on  this  new  bonus  coverage  from  . . . 

W\M TELEVISION  CHANNEL 
SAN  FRANCISCO,  CALIF. 

. . .  affiliated  with  CBS  and  DuMont  Television  Networks... represented  by  the  Kati  Agency 

5 
SPONSOR 

. 



New  and  renew 

1. \«*u?  on  Television  \ettvorks 

SPONSOR AGENCY STATIONS 

4monc.in   Tobacco  Co 

Best    Foods     NY 

NY 
BBDO      NY 
E.irl.     Ludgin.    NY 

ABC 

CBS TV    120 TV   55 

Brown  &  Williamson     L 

villi       Kool    Ci(tl 

Duffy   Mott    Co      NY 
General   Foods.   NY 

3UI\ 
Ted    Batos     NY 

Young   0    Rubic.im 
Young    &    Rubic.im 

NY 

NY 

CBS 

ABC 
NBC 

TV  65 

TV   27 
TV    100 

Conor.il    Foods.    Post 

Cereals    Div      NY 
Conor.il    Motors     Buick 

Motor    Div     Dctr 

Longin.s-Wittnauer 

Young   &    Rubic.im 

Kudner.    NY 

Victor    Bonn.  It 

NY 
CBS 

NBC 

CBS 

TV    34 

TV    100 

TV   51 

Pepsi-Cola    Co.    NY Biow.    NY ABC 
TV   63 

PCrC.    Cinci     'Tide1 Benton   tj    Bowles. NY 
NBC 

TV    100 

Remington    Rjnd     Inc. 
Elcctr    Shaver    Div.    NY 

Swilt    &    Co.    Ch, 

Young   Cr    Rubicam. 

|     Walter    Thompso 

NY 

n     NY 

CBS 

CBS 

TV   59 

TV   59 

Welch  s  Wine   Div    Qua 

Importers.     NY 

hty 

Monroe    Crccnthal NY Du    Mont   6 

PROGRAM,   time,  start,   duration 

Danny    Thomas     T   9  9  30   pm  .    29    Sop;    52   wk s 

Carry    Moon     Show      W     1   45-2    pm      26    Aug 

52 

wks 

My    Friend    Irma:    F    101030   pm ;    2    Oct;    52 

wks 

|«mil      M    7  30  8   pm     28   Sep;    38   wks 
Bob    Hope,    every    4th    T    8  9    pm      10    progs    to run 

botw    20    Oct     53   3    |une     54 

Rod    Brown   of   the    Rocket    Rangers;    Sat    1 1   30 

am  - 

12    noon;    12    Sep;    52   wks 

Milton    Borl.      T   8-9   pm     29  Sep.   26   prods 

Chronoscope.    M     W.    F    11-11:15    pm ;    17    Aug 

52 

wks 

Pepsi-Cola    Playhouse;    F    8  30-9    pm ;    2    Oct 

52 

wks 

A    Letter    to    Loretta .    Sun    10-10  30    pm      23 

Aug 

53    to   27    |une    '54 Pentagon    Confidential;    alt    Th    10-10:30    pm 

10 

Sop     26   progs 
Carry    Mooro    Show;    Th    1:30-45    pm    seg      3 

Sep 

52    wks 
Dotty    Mack    Show:    T    9-9:30    pm ;    7    Jul:    41 

wks 

Thr   nniiii'.-i      r    stations    l*re   .(-'■ ■ 

2. 

3 

Renewed  on  Television  \etworks 

SPONSOR AGENCY STATIONS PROGRAM,  time,  start,   duration 

Amcr   Cig   Gr   Cig.    NY SSCB,  NY 

CBS 
TV  28 

Doug  Edwards  &  News;  T  Th  7:30-45  pm  30 

|une;    52    wks 
Colgate-Palmolivc-Pcet William     Esty.     NY 

CBS 
TV  86 Strike    It    Rich:    W    9-9  30    pm      8    |ul:    52    wks 

|crscy    City.    N| 

Colgate-Palmolive- Pec  t. William    Esty.    NY CBS 
TV  65 

Strike    It    Rich;    M     W.    F    11   30-12   noon     29    |unc 

Icrscy    City.    N| 
52   wks Hotpoint.    Inc.    Chi Maxon.   NY 

ABC TV   45 
Adventures  of  Oizic  &  Harriet;  alt  F  8-8  30  pm . 

25   Sep.   40  wks 
Philip   Morns   &   Co.   Ltd Biow.    NY 

CBS 
TV  60 Pentagon  Confidential:  alt  Th  10-10:30  pm :  3 

Sep.   26   progs 

Ralston    Purina    Co. Gardner    Adv     St    Louis 

ABC TV  32 
Space    Patrol:    Sat    11-11:30    am;    11     |ul:    52    wks 

St.    Louis 

William    Wrigley    |r    Co. 
Chi 

Ruthrauff   &    Ryan 
Chi 

CBS TV    10 Cenc   Autry,    T  8-8  30   pm :    14   Jul;   52   wks 

■      Advertising  Ageneu  Personnel  Changes 

NAME FORMER    AFFILIATION NEW  AFFILIATION 

Egbert   A.    Cabbie 
Terence    Clyne 

lacquelinc    M.    Dodge 
Howard    Flynn 
Edward    Fontc 
Robert    L.    Foreman 

Todd    B     Franklin 
C.  A.    Honold 

Joseph    R.    Joyce 
Nicholas  E    Kecsely 
Edward    Laing 
Burr    E.    Lcc 

Riverside   Metal   Co.    Riverside     NJ     mkt  res  analyst 
Biow.     NY.    vp 

WDTV     Pittsb.    acct   exec 

Radio-TV  exec.   Southern  Cal 
Biow.    NY.    timebuyer 

BBDO.  NY.  vp  chg  TV 
Lcnncn   &    Newell.    NY.   vp   chg   mktg 

Ralph    H.    Jones  Co.   Cinci.   acct   exec 
Ruthrauff  &   Ryan.    NY.   exec   stf 
Lcnnen    &    Newell.    NY.    dir    radio    &    TV 

Westinghousc  Elcc  Corp.  Pittsb.  adv.  sis  prom  exec 

ABC      Chi.    prodn    Cr    prog    mgr 

Robert   E    Clarke  &  Assoc.   Miami     Fla     sr   acct  exec 
Same,  sr  vp 

Adv   Syndicate   of    Amcr     Pittsb.    acct   exec 
Walter    McCrecry      Beverly    Hills     radio-TV    dir 
Ruthrauff    &    Ryan.    NY.    timebuyer 

Same,    chmn    TV-radio    plans    bd 
Harry  B    Cohen    NY    vp  chg  mktg 
Rhoades  &  Davis.  LA.  vp.  acct  exec 
Same     vp 

Same     sr   vp 

Ketchum.    McLcod   &   Crove     Pittsb.    acct   exec 
Schocnfcld     Hubcr   &   Crcen     Ltd     Chi     acct   exec 

► 
In    next    i.«»iif>:    ><»i«-    and    Renewed    on    Radio    SetWOrlu,    \a- 

lional  Rroadrast  Sales  Executives.    V-tr     tgtMCJ      IppoJItfmentj 

\ umbers  niter  names 

refer  to  A 

i  Re- 

new  category 

(  \ru<.    \nthnn 

Teri  Segur 

Frnnk  )  uhntr Mrholns  Keest 
!  ■  rence  Clyne 

> 
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\ew  and  renew 
3. Advertising Agency  Personnel  Changes 

NAME 
FORMER   AFFILIATION NEW  AFFILIATION 

Arthur  F.   Marquette Sherman  ti   Marquette,   Chi,   pres Same,  bd  chmn 
Harry   Mendelsohn Huber  Hoge  &  Sons,   NY,  acct  exec,  radio  dir Same,  acct  mgr 

John    R.    Mooney Tatham-Laird,    Chi,    asst   media    dir Nccdham,   Louis  &   Brorby,  Chi,  asst  media 

d. 

Cyrus   Nathan Foote,   Cone  &   Belding,   NY,   exec 
Biow,    NY,   vp 

M.   V.   Odquist Kenyon   &   Eckhardt,   NY,   exec Hilton  &   Riggio,   NY,   vp 
Dan  Rubin 

Fedway  Stores,   NY,  prom-mdsg  stf Huber  Hoge  &  Sons,  NY,  asst  acct  exec 
Burt    Schultz Owens-Corning   Fiberglas,   Toledo,   asst   to  publicity 

dir 
Benton   &    Bowles,    NY,   publicity,   prom   stf 

Teri    Segur 
Masonitc  Corp,   Chi,   asst  sis  prom   mgr H.    M.    Cross,   Chi,   asst   to   pres 

John   T.    Southwell Hirsch   &   Rutledge,   St   Louis,   vp   chg   radio  &   TV Smith,    Hagcl   &   Snyder,    NY,    vp 
Robert    L.    Stevenson Adv  Syndicate  of  Amer,  Pittsb,   vp 

Same,   pres 

Jackson  Taylor Lennen  &   Newell,   NY,  acct  supvr 

Same,   vp 

Louis  E.   Tilden Sherman    Or    Marquette,    Chi,    dir    radio    &    TV    dept 

Same,   vp 

Larry    Wherry Sherman   &    Marquette,   Chi,    vp,   dir Same,    pres 
Frank   Yahner Young  &   Rubicam,    NY,   acct  exec Biow,   NY,  supvr  Joy  acct 

f  B      Sponsor  Personnel  Changes 

NAME 
FORMER    AFFILIATION NEW  AFFILIATION 

Ralph  R.  B-ubaker 
Carnation   Co,    LA,   gen   sis   mgr Same,  vp  chg  sis  &  adv 

John    T.    Cauciel Crosley  Div,  Avco  Mfg,  Cinci,  mgr  new  mkt  devel 
for   TV 

Same,   mgr,   TV   sis   section 

Henry    Dorff Cruen    Watch   Co,   Cinci,   adv,    publ    rel   dir Same,   vp   chg   adv 
Thomas    Emerson Eversharp,  Inc,  Chi,  vp  chg  sis Same,   vp,   gen   mgr 
Parker   H.    Ericksen Avco   Mfg   Corp,   Cinci,   dir   sis,   Crosley   &   Bendix 

appliances 

Same,    vp 

Willis   D.   Evans Elgin  Watch   Co,   Elgin,   III,  gen   sis  mgr Ronson    Art    Metal    Works,    Newark,    NJ,    vp 

mktg 

Stuart  K.   Hensley Toni   Co,   Chi,  sis  mgr Same,  vp  chg  sis,  adv,  brand  prom 
George  T.   Laboda Colgate-Palmolive-Peet,    NY,    hd    adv    res Same,   radio-TV   dir 
Wilmore    H.    Miller Toni   Co,   Chi,   vp  chg  adv,   brand   prom Same,  vp  chg  opers 

Henry   J.    Muesscn Piel   Bros,   Brooklyn,   NY,  vp,   gen   mgr 
Same,   pres  &  chmn  of  bd 

Victoria   Risk Universal   Adv,    Hywd,   secy First   Fed   Svgs  &   Loan   Assn,   Hywd,   dir  adv,  : 
rel 

William   Sexton 
Creat  Southern  Life  Ins,  Houston,  agency  sec'y Same,   dir  adv,   publ   rel 

Herbert    M.    Stein Ronson    Art    Metal    Works,    Newark,    NJ,    asst    gen Same,  gen   sis  mgr 

W.    J.   Tormey LA   Soap  Co,   LA,   gen   sis   mgr 
Same,  vp,  dir  sis  &  adv 

J.    R.    Wood Lever   Bros,    NY,    brand   mdsg   mgr Same,   asst   field   sis   mgr,    Lever   Div 

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

tscsi- v 

KCEB,   Tulsa,   new   nat'l   rep,   Boiling 

KGU,  Honolulu,  new  nat'l  rep,  NBC  Spot  Sales 
KHSL,    Chico,    Cal,    to    become    CBS    Radio    affil    eff    14    Aug 

(replaces  KXOC) 

KVCV,   Redding,   Cal,   to   become  CBS   Radio   affil  eff   14  Aug 

WBAL,    Baltimore,    new    nat'l    rep,    Henry    I.    Christal 
WDLP,    Panama    City,    Fla,    to    become    NBC    Radio    affil    eff 13   Aug 

WFMD,    Frederick,    Md,   new   nat'l   rep,    Robert   Meeker 

WCN,  WCN-TV,  Chi,  new  nat'l  rep,  Hollingbery 
WMAR-TV,    Baltimore,    power    increase    to    100    kw    in 

22   Jul) 

WOOD-TV,   Crand    Rapids,    power    increase   from   28.5   to  i 
kw;   also   switch   from   ch.   7   to  8;   both   changes  eff  ah 

1   Jan  '54 
WTAL,  Tallahassee,   Fla,   new  nat'l   rep,   Robert   Meeker 

WTCN,   Mpls,   new  nat'l   rep,   John   Blair 

WTRF,   Wheeling,   W   Va,   new  nat'l   rep,   Hollingbery 
WPNF,   Brevard,   N.  C,  now  NBC   Radio  affil 

Numbers  after  names 

refer  to  New  and  Re- new category 

Wilmore   Miller 
G.   T.   Laboda 
S.  K.  Hensley 
Willis  D.  Evans 
J.  R.  Wood 

(4) 

(4) 

(4) (4) 

(4) 

Henry  Dorff  (4) 
Thomas  Emerson  (  1 1  W 
Henry  Muessen  (4)  9 
H.  M.  Stein  (4) 
John  T.  Caviezel  (4) 

K» i^n 
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IOWA  PEOPLE 

BY  RADIO! 

Iowa  Radio  Users  Spend  More  Than  Twice 

As  Much  Time  With  Radio  As  With 

All  Other  Media  Combined! 

Enter  almost  any  Iowa  home  at  almost  any  time 

of  the  day,  and  you  will  find  at  least  one  radio 

set  in  action — -keeping  Mother  company  while  she 

does  her  duties  —  bringing  Dad  the  farm  markets 

and  news  —  changing  the  quiet  house  into  a  warm 

and  friendly  home.  That's  why  the  average  Iowa 
family  spends  10.53  hours  per  day  with  radio,  as 

compared  with  2.64  hours  with  television,  1.7 

hours  with  daily  newspapers,  0.79  hours  with 
weekh   newspapers. 

Iowa  people  spend  more  time  with  WHO  than 

with  any  other  Iowa  station! 

All  the  above  figures  are  from  the  1952  Iowa 

Radio-Television  Audience  Survey,  by  Dr.  Forest 

L.  Whan.  This  Survey  is  used  regularly  by  lead- 

ing agencies  and  advertisers.  It  is  worthy  of  youi 

deep  study.   Free  copy  on  request. 

WIHI© 
+/©r  Iowa  PLUS  + 

Des   Moines .   50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

FREE  &  PETERS,  INC 

National  Representatives 

10  AUGUST  1953 
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WHEN 
YOU 

CHOOSE    ,*; 

CANADA'S FIRST 
STATION 

Rdail  Sales  up  36.9* 

/M«  I  crcF  Rafe8 ;,  ; . 
up  lesjjkaiil 

0<fse</ort  /a/erf  &f  fimj**s. 

CFCF 
In  Canada ,  All-Gnw^^. 

Bernard  Dtvortzan 
Acting  Advertising   Manager 

Ronson   Art    Metal   Works,    Inc.,    Newark,   N.  J. 

The  Ronson  name  is  synonymous  with  quality  in  the  cigarette 

lighter  field  and  Bernie  Dwortzan  is  primarily  concerned  with  keep- 
ing that  idea  firmly  ensconced  in  the  public  mind. 

In  the  U.S..  a  little  more  than  half  of  the  company's  ad  budget 

is  spent  in  air  media.  A  year-'round  spot  TV  announcement  cam- 
paign in  65  markets  and  a  seasonal  barrage  of  radio  in  selected  cities 

during  gift  seasons  constitute  the  firm's  domestic  air  advertising. 
In  Canada,  the  firm  is  counting  on  a  pair  of  long-pull  radio  programs 

to  keep  the  sales  trend  pointed  in  the  right  direction — upward.  I  See 

sponsor's  special  Canadian  section  in  this  issue  starting  page  59. 1 
//  Happened  Here,  a  Ronson  program  since  January  1952,  is  car- 

ried on  33  stations  (CBC  Dominion  Network)  which  reach  the  68 

principal  trading  areas  of  the  country.  Le  Journal  de  Claude-Henri 
Grignon,  a  program  aired  continuously  (except  for  summer  hiatuses) 

since  1949.  hits  one  out  of  every  five  French-Canadian  radio  homes 
via  CKAC.  Montreal.  CHRC.  Quebec,  and  CK.RS.  Jonquiere. 

Coordinating  with  E.  J.  Watley,  former  advertising  manager  and 

now  general  manager  of  the  Canadian  subsidiary.  Bernie  Dwortzan 
is  convinced  that  the  continuation  of  these  two  programs  is  well 

worth  the  50'  i  bite  they  take  out  of  the  Ronson  Canadian  ad  budget. 

"We  work  on  the  theory  that,  being  largely  a  gift  item.  Ronson 
lighters  can.  and  should,  be  purchased  for  all  appropriate  gift 

occasions."  Dwortzan  told  SPONSOR.  ''That's  why  we  feel  that 
we  can  afford  to  hit  the  same  audience  over  and  over  with  our  aired 

sales  messages.  But  we  keep  adding  to  the  audience  because  the 

ratings  of  the  shows  keep  rising.  //  Happened  Here,  a  quarter-hour 

dramatic  program,  now  has  ratings  comparable  with  the  best  half- 

hour  dramatic  shows  in  the  same  area." 
Dwortzan.  \\  atley.  and  Grey  Advertising  i  which  handles  both  do- 

mestic and  Canadian  advertising)  work  in  a  news  peg  whenever  pos- 
sible to  get  the  maximum  value  out  of  the  show.  In  connection  with 

(lane  Week,  for  instance,  the  program  was  written  by  a  blind  man. 

performed  b\    blind   actors  from  a  Braille  script. 

Dwortzan.  a  Rutgers  graduate,  is  married  and  has  a  two  months' 

old  son.  W  hy  does  he  prefer  tennis  to  golf?  "1  go  in  for  sports 

for  relaxation."  he  says,  "and  it's  a  darn  sight  tougher  to  talk  busi- 
ness on  a  tennis  court  than  on  a  golf  course."  *  *  * 
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4&* 

40%  GREATER 
COVERAGE 

1250,000 
TV  HOMES 

We'll  be  towering  over  'er 

all,  come  Fall.  Our  new  1,057 
foot  tower  means  thousands 

more  viewers  .  .  .  more  sales 

.  .  .  lower  advertising  costs 

per  thousand  on  Michigan's foremost  station  with  the  top 

CBS  and  local  shows.  Get  in 

on    this    great    PLUS   VALUE! 

More  Than  Ever 

It's  True 

CHANNEL    2 
IS  THE  SPOT  FOR  YOU 

mz&rj 
Detroit 

Represented Nationally  by 

THE  KATZ  AGENCY 

TOP  CBS  and  DUMONT  TELEVISION   PROGRAMS 

STORER  BROADCASTING  COMPANY     •     National  Sales  Director,  TOM  HARKER,  1  18  E.  57th,  New  York  22,  ELDORADO  5-7690 
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when  mime 
TV 

IN  OMAHA 
Look  to  the 

KMTV  Leads  in 
1.  COVERAGE 

With  100,000  Watts  on  Channel 
3,  KMTV  gives  a  better  signal  in 

an  area  containing  1  x/\  million 
people  with  a  buying  income  of 
almost   2   billion. 

2.  AUDIENCE 
Not  only  does  KMTV  lead  with 
the  TOP  5  ...  it  also  carries  7 
of  the  TOP  10  weekly  shows  in 

Omaha  (Pulse — May  17-23rd). 
KMTV  has  consistently  been  the 

"audience  leader"  in  every  Pulse survey. 

3. FACILITIES 
Now  with  4,500  sq.  ft.  of  new 
studio  space,  new  control  rooms, 
and  new  television  equipment, 
KMTV  has  the  finest  facilities  in 
the  midwest. 

.  LOW  RATES  PER 
"M"  VIEWERS 
Your  TV  dollars  go  farther  with 

KMTV's  low  rate  structure  plus 
the  bonus  coverage  of  100,000 
watts. 

Kill  TV™ OMAHA    2,  NEBRASKA 
CHANNEL    3 

Represented  by 

EDWARD  PETRY&CO.,  INC. 

FALL  FACTS  ISSUE 

There  is  only  one  word  for  it:  "Ter- 

rific!" 

I  am  referring  to  sponsor's  Fall 
Facts  Issue.  It  is  not  only  recom- 

mended reading  for  anyone  in  the  ad- 
vertising business,  but  also  important 

enough  for  constant  rereading. 
Your  staff  has  done  an  outstanding 

job  and  I  can  promise  you  that  our 
copies  of  the  Fall  Facts  Issue  will  be 
well-thumbed  until  the  1954  issue  ar- 
rives. 

George  J.  Abrams 

Advertising  Director 
Block  Drug  Co. 
Jersey  City 

NETWORK  COM  PARAGRAPHS 

Let  me  throw  a  bouquet  your  way. 

I     think    your    network     Compara- 
graphs  are  really  great. 

I  use  them  continually — have  them 
on  my  bulletin  board  for  both  radio 
and  TV.  Thanks  for  this  useful  tool. 

Louis  L.  Ergmann 
Radio  &  TV  Director 

Robert  W .  Orr  &  Assoc. 
New  York 

IMPARTIAL  ON  MEDIA 

May  I  take  this  opportunity  to  say 
how  much  a  lot  of  us  here  enjoy  and 

value  your  magazine?  It  is  almost  the 

only  instance  I  know  of  where  a  spe- 
cialized trade  paper  is  broadminded 

enough — while  heavily  supporting  its 

own  industry — to  give  a  fair-minded 
bow  to  competitive  industries. 

Your  recent  round-up  of  the  pros 
and  cons  of  the  various  basic  types  of 

media  is  a  unique  contribution  to  ad- 

vertising, in  my  opinion  ("Media  Ba- 
sics." )  Your  present  series  of  pro  and 

con  debates  on  the  controversial  Life 

study  is  also  of  outstanding  interest 

("What  sponsors  should  know  about 

Life's  new  4-media  study,"  29  June 

1953,  page  27;  "Is  Life's  media  studv 
fair  to  radio  and  TV?"  13  July  1953. 
page  36).     I  have  recommended  them 

to  a  number  of  people. 

Sincerest  congratulations  on  a  lively 

and  remarkably  impartial  handling  of 

the  highly  competitive  American  media 

scene.  You  do  full  justice  to  broad- 

casting but  you  also  recognize  news- 

papers, outdoor,  and  magazines  as  fea- 
tures of  the  scenery.  This  is  remark- 

able broadmindedness. 
R.  F.  Hussey 

V.P.  &  Media  Director 

Foote,  Cone  &  Belding Chicago 

SET  MAINTENANCE 

An  interesting  situation  has  devel- 
oped here  which  might  be  of  interest 

to  you  and  to  some  of  our  fellow 
broadcasters. 

We  have  received  a  few  complaints 

of  late  from  listeners  in  our  fringe  area 

advising  they  are  not  receiving  our  sig- 
nal as  well  as  in  the  past.  Our  chief 

engineer  made  a  field  strength  test  and 
convinced  himself  that  the  difficulty 

was  not  with  our  transmitting  signal 
but  with  the  condition  of  the  actual 

sets  being  used.  Since  this  did  pose  a 

problem,  we  wondered  what  to  do 
about  it  and  therefore  called  a  meet- 

ing of  dealers  and  repairmen  in  our 
area  which  resulted  in  the  revelation  of 

the  following  interesting  facts. 

The  majority  of  sets  in  use  today  are 
the  small  inexpensive  table  models  or 

portables  which  wear  out  much  faster 

than  the  better-made  earlier  and  larger 
models.  The  dealers  admitted  they  are 

not  interested  in  accepting  repair  work 
on  these  small  models  since  the  set 

owner  is  reluctant  to  pay  a  repair  bill 

of  $10  or  SI 5  when  the  set  itself  only 

cost  roughly  twice  that  amount. 
It  is  apparent  the  small  inexpensive 

sets  in  production  today  are  fast  ap- 

proaching the  category  of  small  ap- 
pliances, such  as  electric  toasters  and 

irons  which  are  thrown  away  on  a 

junk  heap  at  the  first  sign  of  a  break- 
down and  replaced  by  a  newer  and  bet- 

ter model.  Our  chief  hope  in  combat- 
ting this  situation,  therefore,  seems  to 

be  an  aggressive  sales  effort  to  help  the 
dealers  sell  more  replacement  sets  and 
to  initiate  a  propaganda  campaign  of 
our  own  on  the  air  to  remind  those 

(Please  turn  to  page  21) 

SPONSOR  welcomes  letters  from  read- 

ers. Address  all  correspondence  to  40 

E.  49  St.,  New  York  17,  N.  Y. 
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Now^BS 
ft 

TelevisionS Film  Sales 

presents  three  of  thfl  greatest 

salesjstar^  in  show  business 

ready  to  ̂ ork  exclusively  for  you 

in  the  markets  of  your  choice . . . 

■JUUUUL 

details  and  availabili? 
on  our  stars  and  shows 

call  <'■  'k,  Chicago, 

Los  Angeles,  San  f^rai Atlanta  or  Dallas 
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Oastvufc,; 
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Ik 

Television's  Pied  Piper— with  a  successful  format  and 

.in  established  popularity  from  his  daytime  show  — in 

a  new  film  series,  Art  Linkletter  and  the  Kids.  When  Art 

meets  kids  i^the  general  idea  of  these  39  quarter-hours) 

adults  follow  him  by  the  millions.  Questions  and  antics 

that  are  unrehearsed,  uninhibited  .  .  .  and  uproarious. 

«Lt-' 



•  ttHttfltKifoeti*, 

Broadcasting's  longest -running  hit  (today  leading  all 
other  network  shows  in  its  radio  version).  During  its 

run  on  the  CBS  Television  Network,  The  Amos  V  Andy 

Show  gathered  more  than  16,000,000  viewers  a  week... 

more  than  half  the  total  viewing  audience !  Fifty -two 

half -hours,  13  of  them  never  before  shown  on  television. 

ALSO  AVAILABLE: 

The  Gene  Autry  Show 
Files  of  Jeffrey  Jones 
Hollywood  on  the  Line 
The  Range  Rider 

Strange  Adventure 
Annie  Oakley 
Holiday  in  Paris 

World's  Immortal  Operas 
Cases  of  Eddie  Drake 



49TH  b  MADISON 

[Continued  from  jni^e  Id' 

listeners  who  >till  own  the  large  expen- 
-ise  ami  hetter-made  console  model-*  to 

hase  their  radios  checked  lOl  faults 

tubes  and  to  treat  tlieir  good  Beta  U 

the)  would  their  automohile  from  a 

-en  ice  standpoint. 
It   occurs   to    me   the    ahose    mas     he 

nt  \.hi  interest  to  the  local  station  op- 
erators. 

Arthi  r  J.  Barm 
President 

11  1 1  >k.  Poughkeepsie 

SIGN   LANGUAGE 

We  came  up  ssith  a  rather  cute  one 

today,  in  which  I  thought  sou  might 
he  interested.  This  is  almost  a  ness 

tcnitois  on  TV  and.  naturalls.  sse 

can't  go  down  the  street  a  Mock  ssith- 
out  being  asked  when  sse  \sill  he  on 

the  air:  ml  sse  has   [uipped  the  stall 

ssith  the  enclosed  card  which  the)  «  airs 

in  their  coal  breast  pocket  (see  below  I. 
Il  -;i\(n  the  VOCal  (holds  and  sse  can 

gel  dossil  to  business  that  much  quicker. 

\\  II   I  l\M      B.     Ql    SKI(I\ 

General  Manager 

It  \l'\  Cedai  Rapids 

Qlad  You  Ashed! 

TARGET  DATE 

SEPTEMBER  27 

(This  Year) 

We  Think  We'll  Make  It! 

MEDIA  STUDY 

I  think  sour  marvelous  studs  "Basic 

Media  Kvaluation"  is  one  of  the  sen 
fines!  things  that  has  ever  happened  to 

us  in  radio.  Please  arrange  to  send 

this  station  four  reprints  of  this  en- 
tire series. 

Keep  up  the  good  work  for  us. 
Arch  L.  Madsen 

Manager 

KOVO 

Prove,  Utah 

Our  laboratory  would  appreciate  in- 

formation concerning  the  manner  in 

which  the  All-Media  Evaluation  Study 
series   is   available   to    us.     We    would 

particular!)  like  to  know  if  these  re- 
ports hase  been  or  are  to  he  collected 

and  released  undei  a  single  <oser  or 

if  tiles    aie  t0   he   asailahle  U   tingle   i- 

sur  reprints  of  the  articles  u  thej  ap- 
peared in  SPONSOR. 

We  ssoiild  al-o  like  to  hase  inhuma- 

tion  concerning   the  cost    of  the   entire 

series  "I  reports  and  whether  then-  i- 
a  cost  reduction  pet  cop)  if  the  mate 
i  ial  in  ordered  in  quantit) .  .  . 

John  <i.  Mi  sss 
Research   issociate 

Washington  Public  Opinion 

Librai  i 
I  niversit)  of  Washington,  Seattle 

li..     Media    Stadj    ~ill    l>-    reprinted    la    beea 
l..r.i.    In     1954,      <  ..-1    an. I    |. .,1.11.  .11,..,    .1.1..    -ill    I.. 
........ .....  .-I     lalrr    on.       Hr.t-r.atlnn.    mrr-     iffrpi  ahlr 
no*  . 

We  aie  collecting  the  series  of  arti- 
cles  sou  are  running  hut  in  some  ssas 
hase  missed  out  on  the  June  1.  L953 

article.  I'ail    I.  "How   to  choose  media" 

i  page  25 ' . 
Would  it  he  possible  for  sou  to  send 

us  this  article  or  cop)  of  m'i>\mii<  con- 
taining  it? 

R.     W  .      1  MOM  S-> I  uf,    tJi .  Directoi 

Gunther  Breu  ing  Co. 
Baltimore 

•  Pari  t  ..f  il..-  in. pun  media  ■ertei  U  -illl  avail- 
able.  I  In-  complete  fteriea  will  be  pabllahed  In 
I  ....k  form  earl)  in  1954.  Reaertellmn  are  <<  - 
reptaMe    now.    vi  rii.-    la    SPONSOR,    id    E.     l<»   St., 
N.«      fork      17. 

TV  BASICS 

I  am  sers  much  taken  ssith  the  sec- 

tion   in    sour    Fall   Facts    Issue   edition 

labeled  "T\  Basics." 
I  would  like  each  one  of  our  account 

executives  to  hase  a  reprint  of  this  sec- 

tion.   Could   sou.   therefore,   -end   me 
10  reprints,   and   if  there  is  an)    cost, 

please  hill  me  accordingly. 

Congratulation-. 
H.  Lyman  Ham 
P  resident 

flart-Conway  Co..  Inc. 
Rochester 

•  Reprint,  of  ihr  1<>33  "TV  Ra.ir."  arr  no- 
atailaMr.  I  ».*t  i-  .">l)r  each  for  KM)  resiea  or o.  #r. 

TV  MARKETS 

Your   Jul\    L3   Fall   Facts    Issue   i- 

packed  full  of  powerful  material  and 

is  a  real  sers  ice  to  both  buyers  and 
sellers  of  radio  and  television.  For  this 

reason  we  regret  that  we  must  register 

one  protest. 
i  Please  turn  to  page  1  1-  I 

WKJF-TV 
s^  luinnel 

53 

PA  PITT'S  TV  PREFERENCE 

"NOW  ON  THE  AIR" 
WITH  OUTSTANDING 

NBC    PROGRAMS 

ANDTHE  BEST  IN  LOCAL 

ENTERTAINMENT 

YES 

WKJF-TV 
Takes  Pittsburgh's 

2' 4  Billion 

MARKET 

OUT  OF  SINGLE  STATION 

Phone     Wire     or     Write 

for    Complete    Data 

•EFFECTIVE     SEPT      1 

^VEED  TELEVISION 
NATIONAL    REPRESENTATIVES 

10  AUGUST  1953 
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RCA  Deliveries! 

In  a  concerted  effort  to 

Jeet  the  demands  of  "Post-Freeze"  Tele- <ion,  RCA  is  PRODUCING  and  DE- 
WERING  TV  Station  Equipment  at  an 

precedented  schedule. 

RCA's  long-range  planning— and  abil- 
to  produce  UHF  and  VHF  transmit- 
s  and  high-power  amplifiers  —  is 

tting  TV  Stations  "on-air"  at  rates 
equalled  in  Television  history. 

These   are   some   of  the   factors   that 

combine  to  make  this  production  record 
. .  .  and  assure  YOU  earliest  transmitter 

delivery  possible. 

RCA  Engineering  and  Planning  is 

capable  of  anticipating  station  equip- 
ment requirements  years  ahead  (take 

UHF  development,  for  instance).  RCA 
Production  Engineering  plans  facilities 
and  meets  TV  Station  needs  .  .  .  WAY 
IN  ADVANCE 

RCA's  Production  "know-how"  is 

based  on  more  than  20  years  of  pioneer- 
ing in  TV  transmitter  design,  construc- 

tion, and  operation.  (RCA  engineers  de- 

signed and  produced  the  world's  first commercial  VHF  transmitter —  the 

world's  first  commercial  UHF  transmit- 
ter— and  the  world's  first  commercial 

VHF  high-power  TV  amplifier!) 

Make  sure  you  get  vour  TV  transmitter 
promptly.  Go  RCA!  Order  through  your 
RCA  Broadcast  Sales  Representative. 

RA  DiO    CORPORA  TION  of  A  ME  RICA 
ENGINEERING  PRODUCTS  DEPARTMENT CAMDEN.  N.J. 
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Subject: 

IMetv  developments  on  SPONSOR  stories 

"Is   this  TV/radio's   programing  pat- 

tern of  the  future?" 
6  October  1952,  page  29 

More  shows  use  same  format  on  radio 
and  TV   for  cheap  total  coverage 

One  of  the  most  recent  converts  to  the  practice  of  using  the  same 

program  on  both  radio  and  TV  is  the  Coca-Cola  Co.  Like  many  other 

sponsors  who've  turned  to  this  approach,  Coca-Cola  was  faced  with 
the  problem  of  satisfying  1,100  franchised  bottlers  all  over  the  coun- 

try— and  inadequate  TV  penetration  to  achieve  its  aim  with  that 
medium  alone. 

Coca-Cola,  and  the  D'Arcy  agency,  found  the  solution  through  the 
use  of  the  Eddie  Fisher  Show  on  both  radio  and  TV.  via  an  opera- 

tion similar  to  that  developed  by  the  Compton  Agency  for  P&G's 
Guiding  Light  last  summer.  The  TV  program  is  simply  taped  I  with 
minor  script  insertions  and  substitutions)  and  played  on  NBC  Radio 

and  on  MBS  on  different  nights  of  the  week.  Result:  Coca-Cola  is 

able  to  bring  the  15-minute  musical  variety  show  to  every  market 
where  the  firm  has  bottlers  via  84  NBC  TV  stations,  202  NBC  Radio 

stations,  and  256  MBS  stations,  with  the  cost  of  the  radio  version 

peeled  down  to  the  barest  minimum. 

Here's  how  the  system  worked  for  a  typical  week:  the  Friday,  24 
July,  NBC  TV  show  was  heard  over  NBC  Radio  stations  on  Friday, 

31  July;  on  Thursday,  6  August,  it  was  aired  on  MBS  stations.  In 

this  manner,  Coca-Cola  achieves  maximum  coverage  with  least  possi- 
ble audience  duplication. 

Other  sponsors  who've  taped  their  network  TV  shows  and  supple- 

ment TV  coverage  with  net  radio  include:  Colgate-Palmolive's  Strike 
It  Rich,  CBS  TV  and  NBC  Radio;  Kellogg.  Lever  Bros..  Green  Giant, 
and  Pillsbury  with  Linkletter  House  Party  on  CBS  TV  and  CBS 

Radio;  Philip  Morris'  My  Little  Margie  on  CBS  TV  and  CBS  Radio; 
Colgate-Palmolive's  Mr.  and  Mrs.  North  on  CBS  TV  and  CBS  Radio: 

Admiral  Corp.'s  Life  Is  Worth  Living  on  Du  Mont  and  MBS.  Vari- 
ations on  the  same  system,  with  film  TV  and  live  radio,  or  the 

same  series  on  radio  and  TV  with  different  scripts,  would  substan- 
tially increase  this  growing  list  to  indicate  that  SPONSOR  forecast 

another  trend  in  its  analysis  of  the  Guiding  Light  pattern  last  year. 

f 
,  "Bayuk    fights    back    v»ith    90rc     tele- 
\i-ion   budget" 
15  June  1953,  page  30 

Admiration    Cigars    takes   to   radio   to 
sell    popular-priced    line    to    younger 

I  smokers 

For  30  years  a  print-media-only  advertiser.  E.  Regensburg  &  Co. 
radically  changed  its  advertising  policy  this  summer  when  the  cigar 
manufacturer  I  through  Rose-Martin  Advertising  Agency  I  signed  a 

52-week  contract  to  sponsor  Kenneth  Banghart's  Eleventh  Hour 
News,  WNBC,  11:00-11:15  p.m.,  starting  31  August.  Admiration 

Cigars  and  Dolcin  Corp.  will  share  the  program  on  alternating,  rotat- 
ing sponsorship,  with  each  client  getting  seven  programs  in  ever\ 

two-week  cycle.  Says  I.  W.  Rose  Sr.,  president  of  Admiration's 
agencv:  "This  arrangement  makes  it  possible  for  us  to  reach  the 

maximum  audience  without  duplication." 
Kenneth  Banghart  will  deliver  the  commercials,  which  will  be  di- 

vided between  Regensburg's  established  25^-each  cigars  and  the  more 
recently  introduced  popular  priced  brands. 

Some  two  years  ago  E.  Regensburg  &  Sons,  makers  of  Admiration 

Cigars,  enlarged  their  line  of  exclusively  priced  25£  cigars,  and  at 

the  same  time  began  producing  a  popular-priced  panatella-shaped 

cigar  to  retail  at  two  for  15tf.  This  move  was  representative  of  the 

cigar  industry's  effort  to  appeal  to  younger  men.  •  *  * 

24 
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L. LUCIFER  WINK 
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ihe  contacting link 

Willi  Spilt)  I  I 

I  Iplifties  (that's,
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Though,  frankly,  hU  co
py 

exceedingly  ilopp) 
■■i-. 

kU 

~*%\ 

Nov  why  do  they  suffer  this  doddering  duffer' 
/ 

/ 

S* 

V 

7C 

~\ 

And  the  plans  he  submit*
  always  stink. 

/ 

ry    ... 
7  He  swung  a  real  nil  t >  time-buy  for  I  pliftie — 

Bought  KOWH— TOP  STATION  ALL  DAY!" AVERAGE   HOOPER 

35.7% 

//Y 

•o 

savs  T wink's  boss. 
.    Tt's  this  way  .  .  .  jX     *-.  \ 

<d) 

•r, 

-  J/\ 
i 

iftoral 
EVERY  GOOD  TIME-BUYER 

KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of 

anj  Omaha  station,  8  \.M. 
lo  6  P.M.  Monday  thru  Sat- 

urday! (Hooper.  Oct..  1951. 
thru  May,  1953.) 

•  Largest  share  of  audience. 
of  any  independent  station 
in   America!    (May,   1953.) 

/i 

\ 

\ 

^3, 

I 

O     M     A 

"America's  Most  Listened-to  Independent  Station" 

General  Manager,  Todd  Storz;  Repreienfed  Nationally  By  The    ROLLING   CO. 

Sla.  "A" 

Sto   "B' 

Sta 



40  Million  Bushels  of  Wheat 

going  to  Market  in 

Rait/ Bttnyatr 
fend/ 

Experts  estimate  that — this  fall — at  least  40  million 
bushels  of  hard  Spring  Wheat  will  bulge  the 

elevators  and  terminal  storage  facilities  of 

Paul  Bunyan  Land.  That's  millions  in  cash  and 
plenty  of  feed  for  the  poultry  and  livestock! 

Marketing  your  product  to  this  rich, 
responsive  farm  and  city  populace  is  made 

so  much  easier  and  economical  by  WCCO! 

In  the  1  09  counties  of  Paul  Bunyan  land  — 
82  hear  WCCO  radio  more  than  any 

other  station:  and  in  the  59  counties  around 

the  metropolitan  centers  WCCO-TV 
can  deliver  a  picture  message  to  52 

percent  of  the  750,000  homes. 

WCCO  is  the  one-station  buy 

in  a  land  of  giant  earnings! 

MINNEAPOLIS      •      ST.    PAUL 

WCCO 
CBS 

RADIO  — 50,000  Watts— 830  K.C. 

TELEVISION— 100,000  Watts— Ch.  4 

26 
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i!  mm 

This  spet'iul  report  is  designed 

to  help  you  evaluate  nighttime, 

includes  vuse  history.  Unpad  picture 

■ 

Case  history:  Morton  Salt 

finds  nighttime  is  best  buu 

"///  some  respects,  nighttime  radio 
is  more  effective  than  it  was  prior 

to  IV."  That's  quote  from  radio- 
II  director  of  Morton  Salt  Co. 

agency.  Company  finds  listener 
read  ion  is  increasing,  especially 
in  old  established  Tl  markets.  It 

uses  transcribed  show  in  65  mar- 

kets on  spot  basis.  Says  Morton 

Salt  Co.  agencyman-  ".  .  .  on  a 
dollar  for  dollar  basis  nighttime 
radio  is  still  a  very  effective  media 

buy."  )  ou'll  find  full  fads  on 
Morton  approach,  objectives  in 
ease    history    article   that    follows. 

Xrticlr  starts  p«r;<>  28 

Hruad  picture:  /Attest   facts 

refute  the  popular  fancies 

\lain  a<l men  are  discussing  night- 

time radio  these  days — hut  leu  do 
so  on  the  basis  oj  accurate,  up-to- 
date  information.  Result:  I  crop 

oj  fallacies  about  nighttime  radio 
has  nou   become  widely   accepted 

as  "the  real  inside  ilope"  on  this 
air  medium.  In  a  special  report. 

SPONSOR  provides  a  round-up  of 
the  latest  research  data  about  night- 

time radio's  size,  s<ope.  audiences, 
advertisers,  and  competitive  media 

position  and  uses  this  report  to 

relate  a  dozen  of  the  nmst  Lilib  and 

generalized    views    on    nighttime. 

Xrtivlt'  starts  ;)«?;«•  30 

10  AUGUST  1953 
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NIGHTTIME  RADIO  REPORT 

Impact    increasing,    company   M 

J~M  few  weeks  ago  a  letter  arrived  for 
Account  Executive  J.  F.  I  Ted)  Mc- 

Loney at  the  offices  of  CBS  Radio 

Spot  Sales  in  Chicago.  It  was  from 

Robert  R.  Long,  radio-TV  director  at 
the  Klau-Van  Pietersom-Dunlap  Asso- 

ciates agenc)  in  Milwaukee,  and  when 
Ted  McLoney  had  finished  reading  it 

he  whooped  with  joy.  Reason:  The 

letter  documented  points  ahout  night- 
time radio  McLoney.  like  other  radio 

salesmen,  was  finding  it  rough  to  make 

in  meetings  with  TV -conscious  clients. 
The  letter  referred  to  the  four-\ear 

nighttime    spot    radio    histor\    of    the 

Morton  Salt  Co.  and  this  is  how  it 
went  along: "Dear  Ted: 

"Many  times  in  the  past  we  have  dis- 
cussed the  effectiveness  of  daytime  vs. 

nighttime  radio  as  well  as  radio  vs. 
other  media.  Now  that  we  have  had 

approximately  four  years  with  radio 
on  the  Morton  Salt  account,  I  will  at- 

tempt  to   summarize   our   experiences. 

"In  some  respects,  nighttime  radio 
is  more  effective  than  it  v\as  prior  to 

TV.  You  have  watched  market-by- 
market  ratings  over  a  period  of  time 

just  as  closeh  as  I  ha\e.    In  some  mar- 

kets, TV  has  definitely  made  consider- 
ahle  inroads  on  radio  listening.  In 

these  particular  markets  rate  adjust- 
ments were  made  to  compensate  for 

this  drop.  The  point  that  you  and  I 
must  bear  in  mind  is  that  we  had  onh 

metropolitan  ratings  to  go  by.  From 

a  mail  standpoint,  rural  radio  listening 

has  been  steadily  on  the  increase.  The 
same  would  hold  true  for  metropolitan 

listening — in  spite  of  the  fact  that 
some  ratings  would  indicate  the  oppo- 

site. Morton  never  used  an  offer  on 

the  air  that  would  be  considered  par- 
ticularly  stron».    The  offers  made  \ear 

Mor*on   varies  commercials  with   regions.    Around    map   below   are:   W.  account   exec;   Gordon    Hayes,   Western    sales   mgr.,    CBS    Radio    Spot 

K.  Yates,  mgr.  agricultural  products  dept.,   Morton  Salt;  Ted   McLoney,  Sales;   Bob  Long,   radio-TV  director,   Klau-Van    Pietersom-Dunlap  Assoc. 



to  nighttime  spot  radio 
iciallv    in    €»l<l«»r    l\     markets.       It.itlio    Ims    spurred    sales    iiains 

to  yeai  were  almost  identical  in  nature. 

In  -|»it<-  of  this,  mail  responses  have 
tteadil)    increased. 

"Old  established  T\  markets  show 
the  greatesl  gain  in  increased  radio 
listener  reaction.  This  was  especiall) 

true  i»f  multiple  T\    station   markets. 

"I  think  it  could  be  safelj  stated  thai 
on  a  dollar-for-dollar  basis  nighttime 

radio  is  -till  a  **er)  effective  media 
bu\.  Considei  foi  .1  moment  the  fact 

that  we  were  on  daytime  in  certain 
markets  prior  to  this  season.  \\  hen  we 

changed  these  market-  ovei  to  Class 

"'  V  time,  ratings  as  well  as  mail  more 
than  doubled  even  though  rate-  did 
not. 

"  \-   far  a-  -ale-  elleeti\  ene—  i-  i  on- 

cerned,  your  radio  cost-per-1,000  i- 
low.    Radio   offers  an   opportunit)    to 

j)Ut  aero—  .1  -ales  message  with  all  the 

warmth  that  a  spoken  medium  has  to 

offer  at  a  cost-per-1,000  just  as  low  if 
not  lower  than  that  of  am  other  known 

medium.  It  is  up  to  the  individual 

company  and/or  agency  to  capitalize 

on  radio's  potentialities.  ̂   ou  people 
offer  the  audience  if  the  agenc)  or 
client  misses  the  boat,  it  is  their  fault 

entire!)  ." Morton  Salt  Co.  uses  a  transcribed 

half-hour  program  called  /  isitin'  Time 
on  65  stations  I  see  box  at  right  listing 

call  letters),  mainly  in  Class  "A"  time 
between  7:30  and  9:(K)  p.m.  Stations 

used  include  two  regional  networks, 
the  Columbia  Pacific  Network  and  a 

hookup  of  CBS  New  England  stations. 

Objective  of  the  once-a-week  program 
i-  to  sell  three  different  product-,  two 
of  them  farm,  one  consumer:  1  1  1  Mor- 

tons Free  Choice  Trace  Mineralized 

^alt:  l2l  Morton's  home  meat  curing 
line  (Tender-Quick,  Sugar  Cure.  Sau- 

Seasoning);  (3)  Morton's  table 
salt.  The  latter  product  i-  the  respon- 
sibilit)  of  the  Needham.  Louis  &  Bror- 
bj  agenc) .  Chicago. 

(Please  turn  to  page   116) 

case    history 

Morton    Salt    Co.  $    transcribed    variety    show,    "Visitin'    Time,  '    includes    band,    vocalists.     Audi- 
ence   which     is    seeking     entertainment     is     more     responsive     to    commercial     pitch,     firm     feels 

These  (»'.>  stations  comprise   Morion**  spot  rutllo  list 

STATE 
CITY 

STATION STATE 
CITY 

STATION 

Alabama Birmingham 
WAPI 

Nebraska Omaha 

KFAB 

Birmingham 
WAFM 

New  Hampshire Concord 

WKXL 

Arkansas Little    Rock KARK Manchester 

WFEA 

Chico 

KXOC New     Jersey 
Paterson 

WPAT 

California 

Los    Angeles Monterey 

Palm     Springs 

KNX 
KMBY 

KCMJ 

New   York Rochester Schenectady 

WHAM WGY 

Sacramento KROY North    Carolina Charlotte 

WBT 

San    Francisco 

Stockton 

KCBS 

KGDM 
North    Dakota Bismarck KFYR 

Colorado Colorado  Sprinc s    KVOR 
Ohio Cincinnati 

WLW 
Denver KLZ Oklahoma 

Oklahoma  City 

WKY 

Connecticut Hartford 

WDRC 
Medford 

KYJC 

Georgia 
Atlanta 

WSB 

Oregon 

North   Bend 

Portland 
KFIR 

KOIN 
Boise KDSH 

Klamath    Falls 

KFLW Idaho 
Twin    Falls 

KEEP 

Roseburg 

KRNR 
Pocatello KJRL Pennsylvania 

Harrisburg 

WHP 

Idaho    Falls KID 
South    Carolina Columbia 

WIS 

Illinois 
Chicago WBBM 

South  Dakota Yankton 

WNAX 

Iowa 
Des   Moines 

WHO 

Tennessee Memphis 

WMC 

Kansas Concordia 
KFRM 

Nashville 

WSM 

Kentucky 
Louisville 

WHAS Amarillo 
KGNC 

Louisiana New   Orleans 

WWL 
Teias Fort  Worth WBAP 

Maine Bangor WGUY 
San    Antonio 

WOAI 

Portland 
WGAN 

Utah 
Cedar  City 

KSUB 

Massachusetts Boston 
WEEI Salt  Lake  City 

KSL 

Michigan Flint 

WFDF Virginia 
Richmond 

WRVA 

Kalamazoo 

WKZO 

Vermont 
Burlington 

WCAX 

Minnesota Minneapolis 

wcco 
Kennewick 

KWIE 

Missouri 
Kansas  City KMBC 

Washington 

Spokane 

KXLY 

St.    Louis KMOX 
Yakima KIMA 

Montana Butte 

KBOW 

West    Virginia 

Wheeling 

WWVA 

Great    Falls 
KFBB Wisconsin Madison WKOW 
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fallacy 

fallacy 

fallacy 

fallacy 

fallacy 

fallacy 

'AS  TV  GR 
IGHTTI MlUi^EtMMI 

YS  DROPS' The  pace-setters  of  nighttime  radio,  the  "Top  10"  of  Nielsen  Radio  Index,  are  steadily 
creasing  their  audiences.  In  April  1952,  average  number  of  homes  reached  by  nightti 

"Top  10"  was  4,139,000;  in  April  1953,  it  was  4,498,000— up  8.7%. 

Not  so.  Networks  report  fall  sales  levels  ranging  from  a  break-even-with-'52  to  a  15C 
increase  in  nighttime  radio  business.  Reps  report  an  average  gain  of  some  12.5%  in  nigl 

time  spot.     Big  names,  from  Chesterfield  to  General  Foods,  are  in. 

Far  from  being  a  negligible  factor,  TV  areas  contributed  51%  of  the  listening  to  nigl 

time  network  commercial  shows  last  winter,  studies  show.  In  "Videotown,"  for  instan 

nighttime  radio  made  60%   listening  gain  between  totals  for  '51  and  '52. 

*]'4MltUli 

Some  11%  of  TV  homes  tune  to  TV  and  radio  simultaneously  at  night,  study  by  For 

Whan  in  New  England  (then  49.5%  TV-saturated)  showed  in  1952.  That's  because' 
homes  are  more  likely  to  be  multiple-set  homes,  conduct  radio  dialing  in  other  rooms. 

nwffriViiifrihi 
In  the  New  York  area,  where  millions  of  viewers  have  a  choice  of  seven  TV  channels  a 

30  radio  stations,  radio  outlets  with  big-name  shows  of  pre-TV  type  got  more  than  h 
(52.6%)   of  nighttime  radio  listening  in  TV   homes,   recent   Pulse  study   shows. 

Checkup  by  one  radio  network  shows  the  following:  Magazine  cost-per- 1,000  circulat 
has  risen  32.4%  since  1946;  newspaper  supplements,  up  22.3%.  Nighttime  radio  cos 

vs.-gross-circulation  of  all  networks  has  had  average  drop  of  3.8%  since  '46. 

NIGHTTIME  RADIO  REPORT 12  fallacies  aim 
J^l  ighttime  radio  used  to  be  the  dar- 

ling of  air  advertisers. 

Nobody  paid  much  mind  to  things 
like  details  of  cost  and  audience  size. 

When  renewal  time  came  for  a  night- 
time radio  show  with  a  $20,000-weekly 

talent  price  tag.  the  option  was  usualK 

picked  up  by  the  sponsor  with  the 
grace  of  Sir  Walter  Raleigh  handing 

a  fan  back  to  the  first  Elizabeth. 

In  the  last  couple  of  years,  however, 
the  romance  has  cooled.  The  new 

light-o'-love  for  air  advertisers  is  night- 
time TV. 

Toda\  when  admen  discuss  night- 

time radio  \  ou'll  often  hear  them  use 

the  glibl)  disparaging  generalization- 
enumerated    on    these    pages     (see    ll2 

points  listed  in  the  color  panel  above  I . 

But  up-to-date  research  data  from  a 

\arietv  of  sources  shows  these  general- 
izations in  their  true  light  as  fallacies. 

sponsor  has  collected  what  are  prob- 

ably the  "Top  Dozen"  fallacious  cliches 
about  nighttime  radio,  and  has  here 

matched  them  up  with  the  latest  facts 
and  figures  on  nighttime  radio. 
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This  belief,  popular  with  spot  radio  buyers,  is  off-set  by  a  Pulse  study  in  18  big 

radio-TV  markets  for  the  Katz  rep  firm.  There  are  more  male  listencrs-per-1 ,000 

homes  during  the  7:00  p.m.   10:00  p.m.  period  than  during  any  morning,  daytime  slot 

Same  Pulse  study  shows  that  women  listeners  are  indeed  plentiful  during  the  late 

morning  and  afternoon,  but  during  the  prime  evening  hours  about  80°o  or  more  of 
the  same   women   are  also  available.     The   figures   for   weekends   are   even    bettei. 

In  terms  of  advertiser  interest,  perhaps.  But  not  in  terms  of  fact.  Nielsen  data 

for  a  leading  radio  network  shows  that  last  season's  nighttime  levels,  October-April, 
were  152°o   higher  than  daytime  in  terms  of  homes,  229°o   higher  in  listeners. 

Not  any  longer.  A  sizable  number  of  stations  in  all  major  markets  have  changed  to 

the  "single-rate "  < day  rates  equal  to  night >  basis.  At  the  same  time,  daytime  rates 
and  program  costs  are  inching  up.    Costs  at  night  can  even  be  less  than  daytime  now. 

This  is  often  true  on  a  per-broadcast  basis.  But,  over  a  12- week  period,  radio  shows 

can  multiply  their  ratings  four  or  five  times  for  a  big  cumulative  figure,  due  to 

radio's  huge  base  and  large  turnover.     Comparable  TV  growth  is  smaller 

OF  THE  T 

Not  so.  Radio  networks  and  stations  now  offer  extensive  merchandising  and  promotion- 

al follow-throughs  on  nighttime  campaigns  that  are  virtually  ruled  out  by  high  costs  of 

operation  in  evening  TV.     Radio  impact  is  thus  boosted,  competition  made  stronger. 

fill  lime  radio Latest    research   on    nighttime*   radio 

herein  rebuts  «i  dozen  pet  «id  theories 

1.  ""  Is  II  expands,  radio  listening 

at  nielli  in  the  I  .>'.  inevitably  drops." 
New  video  outlets  are  popping  up 

like  mushrooms  all  over  tin*  I  ,S.  land- 

scape. The  toj)  nighttime  video  net- 
work shows  have  been  increasing  their 

audiences.  I  /  Lore  Lucy,  tor  instance, 

added  509?  to  the  size  of  its  homes- 
reached  figure  between   \pril  1952  and 

Vpril  1953.)  rherefore  it's  no!  hard 
tn  understand  wh)  a  large  numbei  of 

agencies  and  clients  an-  convinced 
nighttime  radio  is  in  it-  final  do  line. 

I A  's  gains,  main  admen  feel,  are 
being  made  at  nighttime  radio  -  ex- 

pense. Nut  necessarily,  research  fig- 
ures would  seem  to  show. 

Take  the  case  oi   radio's  "Top   10" 

shows  in  the  evening-once-weekl]  i 

gory.    In  the  period  20-20  April   1952, 
  rding  tn  Nielsen  Radio  Index  fig. 

the  average  number  "f  homes 

mm.  bed  bj  the  "Top  In"  was  1.1  19,000. 
\  year  later.  \[{|  figures  for  the  period 

L9-25  \pnl  L953  showed  a  "Top  L0" 
bomes-reached  average  of  1,498,000 

PL  use  turn  to  page  l1 

10  AUGUST  1953 

31 



Q What  TV  commercial 

do  you  like  best? 

A. TIDE 

"Best  liked  of  all  TV  commercials 

in  Ohio  State  study 

VIEWERS    LIKED    "INTEGRATED"    COMMERCIAL    FOR    TIDE.     ABOVE,   RESEARCHER   BETTY   KNOWLES  CONDUCTING   AN    INTERVIEW 

What  do  viewers  think  of  pur 
Vi  commercial? : they  like  your  show,  they  are more  apt  to  like  the  commercial 

by  Dr.   Kenneth  Dameron 

For  the  past  four  years  Dr.  Dameron 

has  received  a  grant-in-aid  from  Ohio 
State  University,  plus  some  additional 

support  from  stations,  to  conduct  a 

series  of  studies  of  television.  Previ- 
ous studies  include:  the  television  com- 

mercial, the  Columbus  market,  the 

various  TV  research  techniques.  hi 

charge  of  field  work  and  general  di- 
rection of  this  particular  study  was 

Thomas  A.  Torrance,  M.B.A.,  graduate 
assistant.  Dr.  Dameron  s  current  study. 

now  underway,  deals  with  use  of  tele- 
vision by  local  advertisers. 

32 

J  here  is  mounting  evidence  to  indi- 
cate strongly  that  audience-approved 

commercials  do  the  most  effective  job 

of  selling.  For  that  reason  it  is  of  vital 

importance  to  the  advertiser  to  know 

just  how  the  televiewing  audience  re- 
acts to  his  commercials  and  to  tho«e 

of  his  competitors,  as  well. 
The   advertiser   is    interested   in    the 

r  e  s  e  a  r  c 

leasons  why  television  commercials  are 

liked — and  why  they  are  disliked.  He 
wants  to  know  how  the  audience  re- 

gards television  advertising  in  general. 

He  is  interested  in  knowing  whether 

viewers  actually  watch  television  com- 
mercials or  whether  they  tend  to  turn 

their  attention  awav  when  commercials 

are  flashed  upon  the  screen.  He  may 

want  to  find  out  whether  viewers  con- 
sider  television  commercials  more  or 

less  informative  than  advertising  in 

other  media,  or  whether  certain  com- 
mercials are  irritating  to  viewers. 

SPONSOR 



Mlii/  coiiiiiicrcidls  11  it  Iflcmfj  \\  hen 

uked  i"  recall  the  television  coi   er> 

i  ia]  tli<\  hkr  best,  I  I.T(.' ,    ol  the 
who  responded  to  the  question  named 

the   I  ill''  detergent  commeri  ial  <>n  the 
Mi-il  Skelton  pi  ogram.      Inirty-tw   
').<)]',  rated  the  Muriel  cigai  — § .* ■  t 
commercial  as  "favorite.  Others  fre- 

quently named  wen-:  Philip  Morris 
cigarette,  /  l.<n<-  Lucy  program,  with 
I*)  first-place  votes;  Old  Gold  i  igarette 

led  M.nk's  Original  Imateui  ll<>iu. 
17  votes;  Pabsl  beer,  Boxing,  13  votes; 

and  Pillsbur)  cake  mix,  Irthui  God- 

frey and  His  Friends,  \'2  votes  (see 
table  I  i . 

I   Mil  I      I 

l  IVOR]  ii        COMM1  R<  l  \l  S 

(  ommeri  Ial  Numbi  i     Pcrci  ntage' 
I  i.lr   {Red  Skelton)  -  11.71 
Muriel  9.91? 
Philip    Mum. 

./  Low  f.iicj  19 
OKI  Gold     Original 

Imateui  Hout  IT 

Pabsl     B  i  '•  1.039! 
Pillsburj  '  akc  mix      Irlhur 

<.-.,//ro  a«.i  Hu  I  riends) 

•  Percentages  based  i>n  i in    123  respondents  who 
named    a    "lavorite"    commercial. 

In  analyzing  the  six  top-ranking 
commercials  as  to  physical  t \  [ >< ■  and 
form,  the  researcher  can  note  some 

interesting  comparisons: 

Physical   classifications   ol    "Favorite'     Commei 
Met  hanieal 

Commetcml  classifications      Insertion    form 
I  ide  Demonstration,       Incorporated 

narration 

Muriel  Animation'  Spot 
Philip  Morris       Demonstration,        Incorporated 

narration 
Old  Gold  Demonstration,         Integrated 

narration 
Pabst  Animation*  Direct  break 
Pillsbur\  Demonstration,        Incorporated 

narration 

• .  I'm 

The  popularity  of  the  "demonstra- 

tion and  narration"'  and  "animation" 
U  pes  of  physical  presentation  can  be 

noted.  These  two  types  are  more  fre- 
quenth  used  in  program  commercials 

than  is  an)  other  type.  \  panel  survej 

by  sponsor— reported  in  the  23  April 
l').il    issue      revealed   that    lour  of   the 

ATTITUDES  TOWARD  COMMERCIALS  IN  GENERAL  BY  INCOME 

A  II  I  I  U  III 
No     at    ntuonil.-ti    l.»    incofflr    gr.up 

A  II  l.  D  Total 

All  advertising  should  bt 
mm  til    from    telex  i  sion 

:t  i  2 
(3.90%  r 

i  ..■    o)    i  ertaii 

hi  products   should  be  removed 
inmi    television 

II 

2  I  .-».» 

(  13.25%  ) 

'The  television  industry  undet  its 
i  ode    should    i  ontrol 

more  closet}  what  is  said  and 
slum  n  over   television 

com  i  ■ 

ir,      2:1      21  93 
(23.25%) 

"The    government    should 
control  more  closely    what  ii 

siinl  and  shown  over  tele- 
1 1 Mini  i  ommert  ials 

«        U  2  / 
,5.25%  ) 

"Telet  sion   adi  ertising   1 1 
0.  K .  as  it  is    letn  >■  it  alt 

3  J       .lit      r,U       7«  E93 (  19.50%  > 

Otlin      ay 

i      id       u  »7 {B.75.%  > 

SOURCE      Ohio  £ 

. 

t < > ] >  -i\  spot  commercials  were  ani- 
mated; the  other  i\\"  were  of  the 

demonstration  and  narration  type. 

\  iewers  apparent!)  have  a  high  re- 

gard for  the  "incorporated'  form  of 
commercial  insertion;  three  of  the  lop 

five  program  commercials  are  of  this 

type. Forty-two  percent  of  those  naming 
Tide  as  their  lavorite  said  they  liked  it 

best  because  of  its  "incorporated"  form 

of  presentation:  34.295   said  it  is  "cute. 

*•    today's  top  commercials:  -p<>t   rv,"  sponsor., 23    \pnl  1951,  p 

i  lever,  entertaining  :  18. 1'  -  liked  it 
because  "I  Red  Skelton  himsell  (as  an- 

nouni  ei  I  ;  and  10.5(  -  stated  it  is 
"unique,  different."  I  Pen  entages  ma\ 

not  add  precisely  in  Inn',  foi  -"me  of 
the  respondents  mentioned  "other" reasons,  and.  some  named  more  than one  reason. I 

The  Muriel  commercial  is  liked  best, 

because  it  is  "cute,  clever,  entertain- 
ing" (81.3$  I  and  because  of  it- 

"musical  approach"  (21.995  I;  '>  V  . 
stated  it  i*  "unique,  different. 

(Please  turn  to  j>age  1 22 » 

4  m  *~  1       fm- •.2-  ■   ̂ -* 

4m   Kenneth  Dameron,  f'h.l)..  Ohio  State  I  niversity 

Dr.  Dameron  is  in  charge  of  advertising  studies  at  the  university. 

Fifteen  years  ago  he  inaugurated  a  unit  ersity  -sponsored  advertising 
conference  which  has  since  become  a  model  for  main  other  col- 

leges.    11  ell  knou  n  in  the  field  of  advertising  and  marketing  research. 

Dr.  Dameron  has  directed  the  expenditure  of  over  a  million  dollars 

for  various  studies.     He  has  served  as  president  of  the  Columbus 

[dvertising  (dub.  v. p.  of  the  Advertising  Federation  of  America, 

held  other  imjtortant  posts  in  his   field. 
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10  basic  findings  of  new  llimlal 

Mis  leven  radio  stations  repped  by  the 

Henry  I.  Christal  Co.  have  just  spent 
$50,000  to  $75,000  on  a  major  study 

to  determine  the  place  of  radio  in  the 

daily    life  of  the  American  people. 
The  11  stations  are  affiliated  with 

-i\  newspapers  and  six  TV  stations 
and  have  two  TV  applications  filed 

among  them. 

The  Alfred  Politz  Research  organi- 
zation interviewed  4,985  people  in  41 

T\  areas  last  December  and  January 

to  find  the  facts  on  radios  daily  use 
in  and  out  of  the  home. 

Basic  conclusion  drawn  by  the 
Christal  stations  from  the  Politz  re- 

port: Radio  is  "indispensable"  to  the 
American  people  and  therefore  "im- 

portant"  to   the   American   advertiser. 
Most  significant  point  uncovered  by 

the  study,  according  to  Alfred  Politz, 

was  "radios  ability  to  'leak  through 

the  crevices'  of  peoples  daily  sched- 
ules. 

This  then  was  the  objective  of  the 

study:  to  find  out  the  "who,"  "where," 
"how,"  and  "why"  of  radio  listening, 

Major  study  based  on  5,000  interviews  in  TV  areas 

reveals  radio  is  indispensable  to  U.S.  public 

as   well   as   "how    many"   listen. 
It  was  sponsored  b\  these  11  sta- 

tions: WBAL,  Baltimore;  WBEN, 

Buffalo:  WGAR.  Cleveland;  WJR,  De- 

troit; WTIC,  Hartford;  WDAF.  Kan- 
sas City;  KFI,  Los  Angeles;  WH AS. 

Louisville;  WTMJ,  Milwaukee;  WGY, 

Schenectady,   and    WTAG,   Worcester. 
Nevertheless  it  is  not  a  competitive 

study  comparing  one  station  or  one 
medium  with  another.  As  a  result  it 

establishes  a  new  precedent  in  radio 
research.  Advertisers  will  be  quick  to 

draw  these  conclusions  from  the  find- 

ings, based  for  virtually  the  first  time 
on  extensive  statistical  data : 

1.  Radio  reaches  nearh  even  body 

despite  TV.  I  Study  was  made  in  tele- 
vision areas  only.) 

2.  Radio  has  an  audience  every 

waking  hour  of  the  day. 

3.  Radio  can  and  does  follow  peo- 

ple wherever  they  go — in  and  out  of 
doors. 

4.  Radio  allows  people  to  use  it 

v\  hile  doing  something  else.  (One- 
fourth  of  the  adults  in  TV  areas  con- 

l  /lis  article  substitutes 

for  Medio.  Study  fart  8 

This   new    Christal-Politz  study  is 

the  first  major  cooperative   effort 

by  a  group  oj  stations  to  uncover 
the   facts  about   radio   listening 
jor  the  benefit  of  the  entire  in- 

dustry rather  than   to  sene  the 
individual   interests   of  a  few. 

Since    nothing   like    this   has    been 

done  before,  sponsoh  felt  it  im- 
portant enough   to  substitute  it 

for  Part  8  of  our  All-Media  Evalu- 
ation study,  the  concluding  por- 

tion of  "Beware,  of  these  media 

research    pitfalls"   scheduled  for this  issue.    The   media  series   will 
resume  in  the  24  August  1953  issue. 

sider  this  to  be  radio's  greatest  advan- 
tage  over  other   media.  I 

The  basic  findings,  on  which  the 
above  points  are  based,  are  listed  on 

the  page  at  right  and  developed  later 
in  this  article.  They  were  uncovered 

through   4.985   personal   interviews  in 

AN    AUDIENCE    IN    MOTION 

I.     Where   People    Listen — at   fiome 2.    Where  People  Listen — outside  the  home 

Other 
People 

who 
listen   on   an   average   day Ki 

chen 
Living 

Room 

Bed- 

room 

Pining 

room places 

at 

home 

In 

Other 

People 
who listen   on   an   average   day 

car. 

At 
places. while 

work cutsirie 

driving 
home 

Between  waking  &  breakfast  57%   16%  35%  1% 

During  breakfast  _  81%     6%  2%  7% 

Between  breakfast  &  lunch  41%  35%  J 7%  10% 

During  lunch  .    61%      9%  3%  8% 

Between  lunch  &  supper  32%   3.9%  15%  9% 

During  supper..  65%   11%  2%  19% 

Between  supper  tfr  going  to  bed  18%  56%  22%  5% 

■  toss   than   hall     I     m    percent. 

I.  Ill  the  fiome  the  principal  places  of  listening  are  the 
kitchen,  living  room,  bedroom,  and  dining  room.  What  is  more 
important  than  the  size  of  the  figures,  the  study  says,  is  the  vivid 
pii  lure  this  tabulation  presents  of  an  audience  in  motion,  shifting 
from  place  to  place  from  one  hour  to  the  next. 
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6% 

2% 

8% 

5% 
8% 

2% 
6% 

Between  waking  &  breakfast  2%   1%  1% 

During  breakfast       *        *        1% 

Between  breakfast  &  lunch  16%  7%  3% 

During  lunch  1%  6%  5% 

Between  lunch  &  supper     15%  7%  4% 

During  supper  ._      *        *         '  % 

Between  supper  S:  going  to  bed  3%  1%  2% 

2.  Outside  (lie  home  listening  goes  on  wherever  people  are — 

in  their  cars,  at  work,  in  someone  else's  home,  in  lunch  rooms 
and  bars,  at  the  beach,  and  in  countless  other  places.  Table  shows 
most  is  done  driving  to  and  from  work,  but  a  significant  number 
listen   while  they  are  at  work  outside  the  home. 
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10   BASIC  FINDINGS  OF  STUDY 

]__     Radio  emerges  in  this  study  as  indispensable  medium — important  to 

advertisers  because  it  is  important  to  'people. 

2.  /  irtually  all  people  use  radio  in.  77    arctiy  of  I  '.S.  /two  out  of  threi 
adults  listen  daily,  nearly  nine  out  of   I  (J  weekly). 

3.  Radio  is  universal  medium.   Its  appeal  cats  across  all  economic  and 
educational  levels. 

4.  //  operates  indoors  and  outdoors  as  constant  companion  to  people. 

5.  //  operates,  without  ever  stopping,  for  cliunri/t(r%  dynaniic  audience. 

(J.     //  commands  universal  audience — by  size,  geography,  income,  education, 
ape.  sex — which  devotes  hupc  amount  of  its  time  to  listeniir/  to  radio. 

7.  People  accept  radio.  More  than  that,  thev  insist  on  having  it. 

8.  Majority  of  people  depend  on  radio  as  source  of  contact  with  outside 

world.  In  time  of  emergency  they  turn  to  it  for  information. 

9.  People  primarily  are  favorable  toward  radio.   Thay  rely  on  it  for 

entertainment,  information — and  most  of  all,  perhaps,  they  enjoy  it. 

10.  People  like  radio  because  they  can  use  it   while  thev  are  doinv-  other  things, 

'Phis  they  consider  to  he  radios  chief  distinguishing  characteristic 
and  its  chief  distinctive  advantage  to  them. 

11  l'\  areas  of  the  I  .  S.  during  one 
Mreek  in  December  (15-20)  and  three 

weeks  in  Januarv  I  (>-2()  I .  A  proba- 
bility sample  was  used  representing 

the  61.6  million  people  aged  15  and 

over  living  in  TV  areas.  This  is  57'  < 
of  the  total  adult  population  of  the 

I  .  S.  \\  ithin  the  surve\  area  72'  <  ol 
the  people  have  T\  . 

Most  of  the  findings  confirmed  pre- 
\  ious  research.  However,  the  studv  is 

unique  from  two  standpoints:  ill  It 

i-  the  first  done  b\  a  group  <>f  stations 
for  the  benefit  of  radio  as  a  whole 

I  at  least  since  the  da\s  of  BMBl  with 

no  single  station  or  network  trying  to 

prove  itself  best:  (2)  it  is  the  first 
such  attitude-motivational  studv  done 

on  a  national  scale,  though  various 

similar  aspects  have  been  touched 

upon  in  previous  studies  b\  Dr.  Paul 
Lazarsfeld  di  Columbia  University, 
Dr.  Forest  L.  Whan  of  the  I  niversitv 

of  Wichita,  the  major  networks,  other 

stations,  ami  independent  research 

organization-. 
Discussing  his  newest  stud)  with 

SPONSOR,  Politz  said: 

'"This  stud)  is  not  a  quantitative 
one.  Radio  has  had  sufficient  quantita- 

tive research.  I  here  has  been  enough 

comparison  between  stations  and  net- 
works,  using  quantitative  studies  to 

prove  themselves  'first.  What  was 
needed  to  supplement  the  quantitative 

data  was  a  stud)  showing  radio's 
uniqueness — its  place  in  the  dailv  life 
of  the  Vmerican  people.  I  his  the  spon- 

soring stations  have  done. 

"Radio  is  not  strictly,  rigidl)  com- 
petitive with  other  activities.  It  does 

not  demand  all  or  most  oi  a  person  - 
attention.  The  individual  can  listen 

while  doing  so  man)  things  that  have 
to  be  done — eating,  working,  shopping, 
driving.  Radio  should  be  proud  ol 

this  uniqueness.  In  the  past  I  think 
it's   been    afraid    of    it.      Vs    a    result,    it 

has  not  sold  itself  as  well  as  it  might 

to  the  advertiser  as  the  powerful  me- 

dium it  i-. In  turning  over  the  Endings  to  the 

entire  industry,  the  Christal  stations 

invited  agencies,  stations,  and  resean  h- 
ers  i"  use  and  comment  on  the  study. 

In  addition  the)  expressed  the  bop< 

that  this  stud)  would  lead  to  future 
radio  research  oi  a  similar  nature  but 

mi  a  broader  *  ale,  in  greater  detail, 

and  on  a  continuing  basis.  Behind  this 

reasoning  is  the  thought  that  quanti- 
tative studies  (ratings,  total  listeners, 

and  who-  first)    used  for  competitive 

purposes  do  more  harm  than  g   1  and 
that  radio  now  has  more  to  gain 

through  qualitative  studies  such  as 
this. 

SPONSOR    interviewed    a    v  1  5    million 
adverti-er.    a    research    director    • 

leading  New    i  ork  agency,  and  a  top 

timebuyer  at  one  of  the  biggest    \e 
'  Pirn-,,-  turn  In  page   1  2.". 
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Con    Pranpicrn     I      ̂arS   0n    roa^    a*   ̂ '^    a-m-    are   v'sua'    rem'nder   that   San    Francisco  wakes  up  early.    In  inset  (I.  to  r.)   Jules  Dundes,  sis. 
mgr.,    Arthur    Hull    Hayes,    gen.    mgr.,    Evelyn    Clark,    prom.     mgr.    with    KCBS    presentation    on    early-morning    audience 

Every  market  is  different 
To  buy  time  wisely  you  have  to  know  eaeh  market.    These  pictures  are 

designed  to  remind  you  about  some  of  the  variables  to  look  for 

M  n  San  Francisco,  47%  of  the  business  offices 

open  by  8:00  a.m.;  92%  are  open  by  8:30.  Result: 

Most  of  the  population  rises  early.  There's  a  radio 
audience  available  in  force  from  6:00  a.m.  onward. 

This  fact  was  dramatized  forcibly  in  a  recent 
KCBS,  San  Francisco,  presentation  (in  which  the 
station  also  lauded  its  morning  man,  Bill  Weaver, 
as  top  audience  draw  in  the  6:00-7:00  slot).  But 
such  differentiating  characteristics  of  a  market  are 
often  little  known  to  outsiders. 

To  stress  the  value  of  studying  each  market  you 
buy,  sponsor  has  assembled  the  pictures  on  these 
pages.  They  illustrate  how  four  markets  differ. 
Additional  details  on  these  markets  start  page  118. 
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Philadelphia:  growing 

Fact  that  market  is  mature 

doesn't    mean    its    popu- 
lation   stands  still.     Because 

of  rapid   industrial   growth 
in    Delaware   Valley, 

WCAU   points  out,   adver- 

tiser gets   growing   "bonus" 
audience    within    station's 
primary    coverage    area. 

Picture    shows    Levittown, 

Pa.,    which    will    hold 

16,000    families 



n 

Miami:  bonus  outdoor  audience 

When    you    buy    a    retort    aroa. 

these    are    market    characteristics 

to    bear    in    mind:     (I)     Large     part 

of   audience,    as   in    this   WQAM 

picture,     is     outof  home,     won't 
show   up    in    usual    ratings.      (2) 

Vacationers   are    in    mood    to   spend, 

bring    extra    money    into    market. 

Winter    tourists    nr-    w,<ll    heeled 

Cedar  Rapids:  loyal  farm  listeners 
Of    all     stations,     those     catering 

to   farm    audience    are    hardest 

to   evaluate — if    you    use    New   York    City 

as    criterion.     Farm    station's    hold    on 

its   listeners   won't   even   show   up   in 

ratings    frequently.      It's    best    proved 

by   what   stations    like   WMT.    Cedar    Rapid', 

Iowa,    do    for    the    farm    community 

in    coveraae    of    farm    event. 

Detroit:  night  crew  listens  by  day 

Many    employees    here    work    nights, 

sleep    by    day    (at    left,    night    shift 

streams    out    of    Dodge    plant).     WWJ 

says    many    Detroit    swing-shift   workers 

listen    to    radio    in    late    morning 

or    afternoon    as    well    as    while    working 

,it     night.      That     means    added     audience 

both    daytime    and     after-midnight 

>.-, 

-•^  — 
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**„...«-<■  '"■""-  ag. 

by  Hob  Foreman 

f/ack  in  the  days  when  I  was 
young  and  the  brontosaurus  was 

commonly  seen  among  the  fern 
trees,  someone  wrote  a  hook  called. 

Did  I  Tell  You  About  My  Opera- 

tion? Maybe  that  wasn't  the  exact 
title  and  the  author  might  have 

been  Irvin  Cobb.  Hut  anyway  this 

book,  I  recall,  did  very  well  not 

only  because  the  writer  was  a  fun- 

ny wrriter  but  also  because  he  wras 
on  a  subject  people  like  to  have 

their  ears  bent  about — ailments, 
operations,  babies  being  born,  and 

such.  I  don't  know  why  this  is  so 
but  I  guess  the  men  in  white  could 
tell  us. 

Anyway,  I  got  to  thinking  about 
this  book  and  its  current  parallel 

with  Arthur  Godfrey's  operation. 
I  think  Arthur's  recent  hospitaliza- 

tion received  almost  as  much  space 

in  the  newspapers  (which  ordinari- 

ly don't  like  devoting  front  pages 
to  TV  stars)  as  the  Coronation. 

From  this  thought  my  mind  wan- 
dered into  the  realm  of  pure  phi- 

losophy and  at  the  risk  of  giving 

Bertrand  Russell  a  bad  time,  I'd 
like  to  record  a  few  of  these  abber- 
rations. 

If  anything  like  this  were  possi- 

ble, Arthur's  physical  troubles 
made  him  even  more  human  to  his 

audience.  They  served  to  weld 
viewer  and  star  even  more  securely 

(don't  get  me  wrong,  this  was  all 
achieved  without  any  overt  attempt 

to  play  on  people's  sympathy  ) . 
Trouble  made  their  pal  more  hu- 

man than  ever.  Folks  remembered 

every  ache  they'd  ever  had.  They 
remembered  their  own  tonsillec- 

tomies or  whatever  else  caused  a 

trip  to  the  hospital.  Here  was  real 

rapport -- real     identification     of 

Popular  star  is   one   with    whom    audience   feels   rapport,    says    Bob    Foreman.     Arthur   Godfrey's 

recent    hospitalization    made    this    performer    even    more    "human"    than    ever    to    his    audiences 

viewer  and  performer. 

Same  thing,  from  a  slightly  dif- 
ferent angle,  occurred  when  the 

Arnaz  family  was  expecting.  One 

of  the  great  charms  of  the  /  Love 
Lucy  show  is  its  realism  (despite 

a  normal  complement  of  far  fetched 
situation,  stock  characters,  and  so 

forth).  Desi  and  his  wife  them- 
selves are  natural  and  believable. 

And  they're  really  husband  and 
wife!     Believe  me,  this  helps! 

Then  along  comes  that  most 
natural  of  all  events  in  the  lives  of 

a  married  couple  (except  perhaps 

arguing).  A  blessed  event!  For- 
tunately, such  a  phenomenon  re- 

quires more  time  to  materialize 

than  the  filming  of  a  half-hour  tele- 
vision show.  So  into  the  scripts 

and  onto  the  air  went  the  "real  life 

story."  Fiction  became  fact.  Ac- 
tors became  people.  And  every- 
body felt  a  little  closer  to  Desi  and 

Lucy. 

I  think  folks  feel  somewhat  the 

same  w*ay  about  Jane  Froman. 
Though  no  reference  is  ever  made 

on  her  program  about  her  accident 
or  the  after  effects,  the  audience 

knows.  So  when  Jane  takes  the 

simplest  of  dance  steps,  the  studio 

audience  cheers  and  I'm  sure  the 
home  audience  chokes  up.  How 

can  you  help  it?  Here  is  a  lovely 

creature  who's  had  enough  trouble 

for  a  dozen  people.  Yet  it  didn't 
get  her  down.  People  can  feel 
that! 

All  of  which  leads  me  to  a  ses- 
sion I  went  through  the  other  day 

with  a  learned  doctor  who  is  put- 

ting his  stethescope  on  advertising. 
The  Doc  supposedly  knows  all 

about  stage-and-ad-personality  and 

how  people  react  to  it.  ̂ hat  he 
tells  you  is  always  kind  of  obvious 

when  you  stop  to  think  about  it — 
but  he  backs  the  obvious  up  with 

qualitative  and  quantitative  re- 
ports.   Kind  of  interesting. 

For  example,  he  maintains  peo- 
ple abhor  perfection.  Says  the 

modern  crowd  prefers  a  personal- 
ity it  can  identify  it-elf  with  rather 

than  an  authority.  He  goes  on  to 

make  quite  a  case  for  down-to- 
earth  personality-selling.  \\  hat  the 
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Quick  <?////« FOR  BUYERS  OF  TV  FILM  COMMERCIALS 
*Slightly  biased 

Q.      Who  is  qualified  fo  make  TV  film  commercials'"? 
A.      Advertising  men  who  areexpert  sin  visual  selling. 

tARR^-  ha   been  b   pei  ialisi  in  visual  selling  for 
more  than  20  years. 

Q.      Which  technique  is  best  for  my  commercials? 

A.      The  one  which  best  suits  your  product  and 

sales  story. 

*ARRb-  |,;ls  had  brilliant  BUCCeM  with  anima- 

tion, live  action  and  stop  motion  —  and 
combinatioas  of  all  three. 

Q.      What  is  the  best  way  to  work  with  the  producer? 

A.      A  good  producer  deserves  to  be  made  a  member 

of  your  feam.  Whether  he  works  from  your 

storyboard  or  his,  the  more  you  draw  on  his 

specialized  experience,  the  better  the  results. 

lARRb-'s  permanent  staff  of  script  and  story- 
board  exports  are  equipped  to  do  the 
complete  job,  or  they  will  cooperate 

with  the  agency's  departments  to  carry 
out  its  ideas. 

Q.      How  much  of  the  creative  preparation  should  the 

producer  contribute? 

A.      As  much  or  as  little  as  required. 

>ARR*±  has  produced  more  than  2500  film  com- 
mercials, of  which  65'c  were  created  by 

SARRA'S  own  staff. 

Q.      How  much  should  a  TV  commercial  cost? 

A.      There  is  no  such  thing  as  a  cheap  commercial. 

There  are  good  and  bad  commercials.  Good 

commercials  ore  inexpensive. 

•  4^4- commercials  are  inexpensive  because 
they  sell  effectively.  They  are  so  fresh 
and  interesting  they  can  be  repeated 
for  cumulative  effect  without  becoming 
tiresome. 

Q.      Should  the  producer  be  expected  to  submit  a 

script  or  storyboard  on  speculation? 

A.      No.  An  established  producer's  stock  in  trade  is 
ideas  and  he  is  worfhy  of  your  confidence. 

►  4^4  does  not  submit  material  on  specula- 
tion. SARRA  charges  for  the  creation 

of  scripts  or  storyboards  but  once 
okayed,  they  become  part  of  the  overall 
quotation.  However,  you  do  not  gamble 
time  or  money  for,  of  over  a  thousand 
storyboards  and  scripts  created  by 

SARRA,  only  7  have  not  been  pro- 
duced. 

Q.      How  important  is  the  quality  of  the  TV  film  prints? 

A.      The  print  that  goes  on  fhe  air  represents  your 

investment  of  fime,  talent,  and  money.  It  should 

be  the  finest  available  for  TV  reproduction. 

iARRA*  insures  good  reproduction.  SARRA  has 
its  own  laboratory  for  the  sole  purpose 
of  making  prints  of  its  commercials  for 
TV  presentation.  These  prints  are 
called  Video-O-riginals  and  whether 
you  order  one  or  one  hundred,  each 
one  is  custom  made. 

Q.      Are  better  commercials  made  in  the  East,  in 

Chicago,  or  on  the  West  Coast? 

A.      Geography  doesn't  matter.  Facilities  and 
equipment  are  only  as  good  as  the  men  who 
use  them. 

lARRAr  specialists  are  available  in  SARRA'S own  New  York  and  Chicago  studios 
and  in  associate  studios  in  California. 

The  script  and  your  convenience  de- termine the  location. 

4**4—- 

TT' 

SPECIALISTS   IN   VISUAL   SELLING 

New  York:  200  East  56th  Street 

Chicago:  16  East  Ontario  Street 

TELEVISION      COMMERCIALS      •      PHOTOGRAPHIC      ILLUSTRATION      •      MOTION      PICTURES      •      SOUND      SLIDE     FILMS 
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Doc  does,  without  saying  so,  is  to 
make  a  terrific  case  for  TV.  All 

his  rule-  of  personality-salesman- 

ship apply  to  television  in  spades. 
You  and  J  arc  pals  there,  Doc! 

If  we  didn't  have  to  rehearse 
copy  so  often  on  TV,  if  we  could 

select  the  right  MC's  and  announ- 
cers and  narrator-  and  make  them 

as  familiar  with  the  product  and 

product's  -.ilc-  problems  a-,  say, 

our  copy  writers  are — then  we  could 
just  let  'em  loose  on  the  air.  Our 
commercials  would  sound  a  lot 

better  that  way — work  a  lot  harder, 

too.  I  think  there's  a  non-scientific 

word  lor  this.     It's  "spontaneity." 

commercial  reviews 

;£.   ■  .;.-   :;■>:■;--.* 
TELEVISION 

SI  un sou;  Welch's   Wine 
PRODUCER:  Lawrence    White 

PROGRAM:  Dotty  Mack  Show,  Du  Mont 

This  spritely  program  provides  a  perfect 

case  in  point  that  commercials  don't  have 
to  be  involved  or  costly  to  produce  to  be 

effective.  The  lad  who  delivers  the  copy, 

Colin  Male,  at  the  opening,  middle,  and 

closing  breaks  is  at  ease  and  convincing  as 

well  as  extremely  pleasant  to  look  at.  This 

is  all  the  more  miraculous  since  he's  as 

busy  as  a  one  armed  24-sheet  poster-paster. 

Hoiding  up  the  wine  bottle,  filling  the 

glasses,  adding  the  soda  and  ice,  while  de- 
livering his  lines,  Mr.  Male  also  manages 

to  rotate  a  lazy  Susan  and  paste  down 

photographs  in  an  album.  Yet  he  doesn't 
louse  up  his  lines,  nor  get  the  label  on  the 

bottle  canted  nor  spill  the  soda.  In  New 
York  this  kind  of  effort  would  call  for 

three  extras  and  four  hours  of  rehearsal 

on  camera.  (The  Dotty  Mack  opus  is 
done  in  Cincinnati.) 

Copy-wise  these  commercials  present  the 

straightforward  appeal  that  Welch's  is  a 
family  wine;  hence  the  middle  spot  sets  up 

family  situations  in  a  nicely  realistic,  re- 
laxed way.  While  the  selling  phrases  as 

well  as  delivery  of  them  are  low-keyed, 

they  are  packed  with  sound  reason-why 

copy  and  should  register  well. 
Good  demonstration  of  tall  and  short 

drinks  is  sure  to  whet  the  appetite. 

I  dare  say  this  commercial  format  is  pro- 
duced for  a  song  (Dotty  Mack  delivering 

same  in  her  amazingly  in-sync  style  of 

mouthing  pop  records) .  However,  it  looks 

a  lot  fancier  and  comes  off  as  real  top- 

drawer  stuff.  *  *  * 
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MORE  STATIONS -With  45  strategically  located  radio 

stations  DON  LEE  offers  maximum  Pacific  Coast  pene- 

tration that  no  other  medium  can  touch. 

MORE  ECONOMY- DON  LEE  delivers  more  sales  im- 

pressions per  dollar.  Each  of  DON  LEE's  45  stations  was 

designed  to  give  its  market  the  most  complete  and  effi- 

cient coverage  at  the  lowest  possible  cost. 

MORE  FLEXIBILITY-With  DON  LEE  you  can  tailor 

your  selling  to  your  distribution.  Buy  only  as  much  cov- 

erage as  you  need  —  one  market  or  the  entire  Pacific 
Coast. 

MORE  INFLUENCE -DON  LEE  can  release  your  sales 

message  from  a  local  outlet  in  each  of  45  important 

markets  (21  of  them  where  DON  LEE  has  the  ONLY 

network  station).  These  stations  are  members  of  their 

communities,  with  strong  local  influence.  You  sell  where 

the  people  live  and  buy. 

That's  why  DON  LEE  consistently  carries  more  regional 

Pacific  Coast  business  than  any  other  radio  network. 

People   who   know   the   Pacific   Coast   best   use  .  .  . 

The  Nation's  Greatest  Regional  Network 

1313  NORTH  VINE  STREET 

HOLLYWOOD  28,  CALIFORNIA 

Represented  Nationally  by  John  Blair  &  Company 



agency  profile T.  Etttlph  Hurt 
Radio   and   TV   Director 

Spitzer  &   Mills,   Ltd.,  Toronto,  Canada 

\  dozen  clients  of  Spitzer  \  Mills.  Ltd.,  are  spending  more  than 
s  |  ,500,000  this  \ ear  to  send  their  sales  messages  into  Canadian  homes 

via  radio.  This  accounts  for  a  little  better  than  30'  I  "I  the  agency's 
billings.  Shepherding  thi^  air  operation  for  S&M  is  T.  Ralph  Hart, 
radio  and  TV  director  of  the  agency. 

Cheeking  over  the  list  of  big  air  spenders  gives  one  the  impression 
that  the  I  .S.  and  Canada  ha\e  a  lot  in  i  onnnoii.  Such  familiar  names 

as    Colgate-Palmolive    (Ltd.),    Toni,    RCA    Victor,    Quaker    Oats, 
Kleenex.  Willys  Motor-.  Hallmark  (lards,  Lehn  &  Fink.  Coleman 
Lamps  \  Stoves,  and  Bell  Telephone  Co.  are  studded  through  the 

list.  Just  about  the  only  "foreign"  names  are  J.  Arthur  Rank  film 
distributors  and  Bata  Shoe  Co. 

These  astute  advertisers  use  radio  in  Canada  for  virtually  the  same 

reasons  as  it  is  used  in  the  U.S.  Hart  told  SPONSOR:  "Radio  adver- 
tising in  Canada  cannot  be  topped  for:  ill  effective  delivers  of 

low-cost,  high-impact  sales  messages;  (2)  effective  and  economical 

coverage  of  rural  and  small  market  an     - 
No  Johnny-come-lately  to  either  Canada  or  advertising,  Ralph  was 

horn  in  Toronto  and  has  been  with  Spitzer  &  Mills  (formerly  Lord 
&  Thomas  of  Canada.  Ltd.)    for  1  1   years. 

And.  although,  according  to  Ralph.  "Canadian  TV  has  not  yet 

developed  to  the  degree  of  effectiveness  shown  1>\  radio."  several 
S&M  clients  plan  T\    participations  this  fall. 

The  biggest  single  difference  between  Canadian  and  I  .S.  radio 

advertising.  sa\s  Ralph,  "is  the  need  in  Canada  for  broadcasting 

in  two  languages  for  a  complete  national  broadcast  effort." 
To  keep  abreast  of  developments  in  his  field  Ralph  devotes  a  good 

deal  of  his  time  to  related  activities.  He's  a  member  of  the  Bureau 
of  Broadcast  Measurement  research  and  development  committee, 
and  of  the  Association  of  Canadian  Advertisers-Canadian  Association 

of  Advertising   Agencies'  committee  on  radio  and  television. 
And  despite  the  fact  that  there  are  excellent  hunting  areas  within 

weekend  distance  of  Ralphs  office,  he's  not  intrigued  by  the  idea. 
Probably  he  heard  enough  gunfire  during  the  four  years  he  spent 
overseas  with  the  Roval  Canadian  Artillery.  When  he  can  get  away 
from  his  work,  he  heads  for  the  golf  course.  \nd  Hollywood  to  the 

contrary,  there  are  more  people  in  Canada  who  holler  "Fore"  than 

who  cry  "Mush,  mush.""  *  •  • 

EVEN    LAFAYETTE 
WATCHES 

WHEN 

.•".•.•■■:'.e-.-.  ■■■  ■  '■•  rffetfg        <■:■ 

i'V' 

For  information  on  world  news 

and  products,  people  in 
LaFayette  watch  WHEN  and 
then  shop  the  Syracuse  Market. 

LaFayette,  N.  Y.,  suburb  of 

Syracuse,  is  just  one  of  more 
than  255  communities  on  the 

rich  26-county  market  cov- 
ered exclusively  by  WHEN. 

Ever  increasing  in  impor- 
tance, this  market  currently 

represents  over  2~  million 
people  ready  to  buy  your 

product.  For  testing  or  ex- 
panding sales  volume,  GET 

COMPLETE  COVERAGE  OF 

THIS  IMPORTANT  MARKET 

WITH  ONE  MEDIUM- WHEN 

SEE   YOUR   NEAREST 
KATZ  AGENCY 

10  AUGUST  1953 
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NEW  AND  UPCOMING  TV  STATIONS 
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f.    JMetv  construction  permits 

CALL           | 
LETTERS 

CHANNEL 
NO. 

DATE  OF 

GRANT ON-AIR TARGET 

POWER 

(KW)" 

STATIONS 

ON  AIR 

SETS  IN 

MARKFT: 

|            (000) 

LICENSEE   &    MANAGER 

RADI 

REP 

VISUAL 
AURAL 

ALLENTOWN,  PA. 
CHAMPAIGN,     LL. 

WFMZ-TV 

67 
21 

15  July 
22  July 

178 

16.2 
91.8 

8.71 

0 
0 

NFA 

NFA 

Perm-Allen    Bdcstg. 

Champaign- Urbana Television 

HARRISBURG,   PA. WCMB-TV 27 
22  July 

Dsc.  '53 

98.8 

49.5 2 35 

UHF 

Rcssmone    C^rp. 
Ed    Smith 

Cook  63 
JACKSON,   MISS. WSLI-TV 

12 22  July 

Dec.  '53 

214 112 1 19 
UHF 

Standard    Life    Bdcstg. 

Woedr 
KEARNEY,   NEB. 
OKLAHOMACITY, 
PORTLAND,    ORE. 

OKLA. 

WTTM-TV 

13 

9 
6 40 

41 

22  July 
22  July 
15  July 

15  July 
15  July 

56.2 
316 100 

268 

18.45 

30.2 
158 

50 

140 
9.23 

0 
1 
1 

0 
0 

218 

100 
NFA VHF 

UHF 
NFA 

NFA 

Bi    States   Co. 

Oklahoma  TV   Corp. 

Mt     Hood    Radio   & 

TV    Bdcstg.    Corp. 
Cal    Tel   Co 

People's    Bdcstg.    Corp. 
Fred    Bernstein 

For  Joel SACRAMENTO,    C/ 
TRENTON,   N.   J. 

WESLACO,    TEX. KRGV-TV 5 
15  July 

Oct.  '53 

28.8 14.5 
0 NFA KRGV    Television Barney    Ogle O.L. 

Taylor     j 

ff.     \«»ir   stations  on  air' 

CITY   &   STATE 
CALL  CHANNEL 
LETTERS  NO. 

POWER   (KW)* ON-AIR 
DATE 

NET 
AFFILIATION 

STNS. 

ON  AIR 
SETS  IN MARKETt 

(000) 
LICENSEE   &.   MANAGER 

AKRON,   OHIO 

FORT   SMITH,    ARK. 

LAS   VEGAS,  NEV. 

MADISON,    WIS. 

PUEBLO,    COLO. 

ROCHESTER,  MINN. 

SANTA  BARBARA,  CAL. 

YAKIMA,   WASH. 

WAKR-TV 

KFSA-TV 

K  LAS-TV 

WMTV 

KCSJ-TV 

K  ROC-TV 

KEY-T 

KIMA-TV 

49 

22 

8 

33 

5 10 

3 

29 

19  July 

26  July 

22  July 

19  July 

13  July 

19  July 

25  July 

19  July 

1 

22 

5 

17 

.5 

11 2.5 

9.1 

17.5         10.5 

19.95      9.975 

50  25 

100 
50 

ABC 

NBC 

Unknown 
ABC,  NBC, 

DuM NBC 

NBC,  DuM 
All  four 

CBS,  DuM 

35  UHF 
7  UHF 

6  VHF 
15  UHF 

20  VHF 

35  VHF 

60  VHF 

6  UHF 

Summit    Radio    Corp.  Weed  T" 
S.    Bernard    Berk 
Southwestern    Publ.    Co.  Pearson 

Weldon   S'amps 
Las    V"oas    Television  Weed  T' 
Alex    Struthers 

Bartell    TV    Corp.  Metker  | 
Gerard    A.    Bartell 

Star    Bdcstg.  Avery 
Douglas    D.    Kahle  Knodi 
Southern    Minn.    Bdcstg.  Meeker! Dave    Geitl  ng 

Santa    Barbara    Bdcstg.    &  HollingL TV    Corp. 
Ha-ry    C.    Butcher 

Cascade     Bdcstg.  Wee 
R.    Lee   Black 

Albuquerque,    N.    M.,    KOAT-TV,    ch.    7,    target    15 

Sep.   '53;    nat'l    rep,    Hollingbery;    pres.,    Al    Cad- 
well;    v.p.    and    mgr.,    Phil    Hoffman 

Billings    Mont.,  ch.  8,   call   assigned,   KRHT 

Bismarck,  N.D.,  ch.   12,  call  a:signed,  KBSM 

Clovis,    N.M.,    ch.    12,    call    assigned,    KNEH 

Fairbanks,  Alaska,  ch.  2,  target  Jan.  '54;  gen.  mgr., 
James  G.  Duncan 

Fort  Worth,  Tex.,  ch.  20,  call  assigned,  KTCO 

Greenville,    N.  C,   WNCT,   ch.  9,    new  target   Oct. 

'53;   to   be   CBS    primary,    DuMont   affil.;    est.  sets 
in  market,    I5.0C0   (NBC  est.) 

These  changes  and  additions  may  he   filled   in 

Iff.    Addenda  to  previous  C.P.  listings 

Johnson   City,  Tenn.,  WJHL-TV,  ch.    II,   new  target 
15   Aug.;   est.   sets    in    market,    15,000    (projected 
RTMA) 

Miami,  Okla.,  ch.  58,  call  assigned,  KMIV 

Milwaukee,    Wis.,    WOKY-TV,    ch.    19,    target,    mid- 

Sep.   '53;    nat'l   rep,    H-R   Television;    to   be   ABC, 
DuMont   affil. 

Monterey,    Cal..    KMBY-TV, 

Sep.  '53 

New  Orleans,  La.,  ch.  20,  cal 

Oklahoma    City,    Okla.,    ch. 

(formerly   KLPR-TV) 
Providence,    R.I.,   ch.    16,  call   assigned,   WNET 

ch.    8,    new    target     I 

assigned,  WTLO 
19,    new    call,     KMPT 

Roanoke,  Va.,  WROV-TV,  ch.  27,  operations  cea 

as    of     18    July    '53;    owner    Radio    Roanoke   t 
this   action    to   insure   that   its   app'ication  for 
7   in    Roanoke   would    be  accepted   by  the   FCC 

Sacramento,    Cal.,    ch.    46,    call    assigned    KBIC- 
target,   before  the  end   of  the  year 

Schenectady,  N.Y.,  ch.  35.  call  assigned,  WTRI 

Seattle,    Wash.,    KOMO-TV,   ch.   4,    target    II    C 

'53;    nat'l    rep,    Hollingbery;   v.p.,    gen.   mgr., 
W.  Warren;  to  be   NBC  affil. 

Sherman,  Tex.,  ch.  46,  call  assigned,  KSHM 

Sioux    City,    la.,    ch.    36,    new    call    KCTV    (formi 

KWTV) 

iginal  chart  of  post-freeze   C.P.'s  appearing   in    sponsor's   9   February   issue   and 
*tfes    thereafter. 

BOX  SCORE 
Total     I  ,S.      stations     on  air. 

incl.  Honolulu    (30  Juh  '53)           20'.i 
\o.  of  markets   covered  139 

So.  of  grantees  on  aii  Hti 

\o.  of  post-freeze  C.P's  grant- ed [excluding  18  educational 

grants:  30  July  '53 1 Wo.  oi  Tl  homes  in  I  S.  il 

Juh    '53) 

Percent    oi    all    L  ,S.    homes 

with  Tl  sets  (1  July  *53)  5.1.7  %• 

Percent    of   all   homes    in    Tl 

coverage  areas  (1  June  '.V5 1  7B.!i°'nl 

3»8 

24.Zl».000s 

'Both  new  C.P.'s  and  stations  going  on  the  air  Listed  here  are  those  which  occurred  between 
16  July  ami  30  July  or  on  which  Information  could  be  obtained  bi  that  period,  Stations  are 
considered  to  be  on  the  air  when  commercial  operation  starts  "Powei  of  C  P.'s  Is  thai  recorded 
hi  FCC  applications  naid  amendments  of  Individual  grantees,  t information  on  the  number  of  set* 
In  markets  where  not  designated  as  being  from  NBC  Research,  consists  oi  estimates  from  the 
stations   or    reps    and    must    be    deemed    approximate      SData    from    NBC    Research    and    Planning 

Percentages  on  homes  with  sets  and  homes  in  TV  coverage  areas  are  considerd  approximate. 
most  cases,  the  representative  of  a  radio  station  which  is  granted  a  C.P.  also  represents  the 
TV  operation.  Since  at  presstlme  it  is  generally  too  early  to  confirm  TV  representations  of  I 
grantees,  SPONSOB  lists  the  rep?  of  the  radio  stations  in  this  column  (when  a  radio  station 
been  given  the  TV  grant.)  "These  reps  have  already  confirmed  their  representation  of 
new    TV   stations      NFA;     No   figures    available   at   presstime  on  number  of  sets   in   market 
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NOW 
\ 

A 
ON  THE  AIR!- 
*    ) 

viWDAY-TV 

wdTtv  «'<«»  0UT  "" CMU  "  '"">  "  m  '"  «'»  tt||f  r, 

WDAY-TV  COVERS  THE  NATION'S  THIRD-BEST 

COUNTY  IN  RETAIL  SALES  PER  CAPITA* 

-COVERS  AMERICA'S  73rd  WHOLESALE  MARKET 
(WITHOUT  OVERLAP  FROM  ART  OTIER  TV  STATION !) 

FARGO  RANKS  HIGHER  IN  WHOLESALE  SALES 

THAN  MANY  LARGER  CITIES 

SUCH  AS  CAMDEN,  H.  J.  AND  WILKES  BARRE,  PA. 

*CASS  COUNTY,  N.  D.-  THIRD   BEST  AMON6  ALL 

U.  S.  COUNTIES  OF  OVER  50,000  POPULATION 

AFFILIATED    WITH    NBC    •    CBS    •    ABC    •    DUMONT 

FREE   &    PETERS    INC.,  Exclusive  National  Representatives 
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TV  film  shows  recently  made  available  for  syndication 
Programs  issued  since  April   7953.      Next  chart  will  appear  7  September 

l!IIIIJ!ll!!lll!lll!!!ll!lllll!ll!l!J!lll!l!llll!ll!lll!l!!lllll!^ 

ADVENTURE 

Adventures  of  Noah     Courneya     Prod.       Jerry   Courneya         12    mln.  $20-500 
Beory   Jr. 

Ivan  Sanderson  Big     Explorer  Pictures     J.    B.    Weill 
Game    Hunt 

26V2    mln. $50-750 

Rocky   Jones,   Space      UTP 
Ranger 

Roland    Reed 
Prod. 

CHILDREN'S 

Funny    Bunnies 

Jerry    Bartell's 
PlayTlme 

Jump    Jump    of 
Holiday    House 

Junior    Science 

Punch   &   Trudy 

MPTV 

Apollo 

Dynamic     Films       15    mln. 

Bartell  I  I'/j    mln. 

Mary  &   Hairy  12  mln. 
Hickox 

Olio    Video    TV        01  i.   Video   TV 
Prod.  Prod. 

Riviera   Prod.  Riviera   Prod. 

12'. ■    mln. 

12   mln. 

on    request 

to   $350 

50%   of   air 

time 

on     request 

$30-250 

COMEDY 

Amos     n'    Andy 

Life    with 
Elizabeth 

CBS  TV    Film  Jim   Fonda 
Sales $100-4.000 

Guild    Films Guild   Films 

DOCUMENTARY 

How  Does  Your 
Garden  Grow 

Victory    at   Sea 

Your    Zoo 
Reporter 

Intl.    Film 
Bureau 

Intl.    Film 
Bureau 

NBC  TV   Film  Henry     Solamon       30    mln. 
Sales 

Video  Pictures  Video   Pictures         30  mln. 

on  request 

DRAMA.    MYSTERY 

Captured NBC  TV  Film  Phillips    Lord  26'/2  min. 
Sales 

1    Led   Throe 
Lives Ziv 

Ziv 30  min. 

Inner   Sanctum NBC  TV 
Sales 

Film Galahad  Prod. 26'/2  mln 

Joe    Palooka Guild    Fi Ims Guild    Films 30  min. 

On   Stage  with 
Monty    Wooley 

Dynamic Films Dynamic  Films 15  min. 

The   Cop 

The    Continental 

Your    Ail-Star 
Theatre 

NBC  TV   Film  Mark   VII   Prod.       26' 2  min. 
Sales 

Dynamic     Films       Dynamic     Films       15    mln. 

Screen    Gems  Screen    Gems  30    min. 

on     request 

Show  name  Syndicator  Producer  Length  Price  Range*         No.  in  series  Show  name  Syndicator  Producer  Length  Price  Range* 

20 

13 

65 

13 

26t 

39 

78" 

13 

4lt 

13 

39 

NEWS 

=  Washington    Spot-       Goodman 
light 

Milton     Hammer         15    mln.  on     request 

SPORTS 

All- Ami  Hear, 
Game    of   Week 

Play  Golf  with 
the    Champions 

Shooting 

Straight 

~  Speed    Classics 

Consolidated 
TV   Sales 

Consolidated 
TV   Sales 

Princeton 

Film  Center 

Sportsvision 

Sportsvision 

Princeton 
Film  Center 

Dynamic     Films       Dynamic     Films       15    mln. 

30    mln. 

Sports    Spotlight  Tel    Ra   Prod.  Tel    Ra   Prod. 

Telesports     Digest       United     Artists        Tel    Ra   Prod. 

=  The    Big    Playback      Screen    Gems 

Wrestling    from  IWF 
Int'l  Ampitheatre 

Screen     Gems- Telenews 

I2'/j  min. 

26V2  mln. 
15    mln. 

15  mln. 

30  mln. 
I   hour 

on  request 

•n    request 

$40-400 

$45-850 

an    request 

open 

VARIETY 

Art    Llnkletter    &       CBS  TV    Film         John     Guedel  15    min. 
the    Kids  Sales 

Camera's    Eye  Teevee    Co. 

I2'/i    min. 

Cameras    &.    Models     Paul  Parry  Prod.     Paul  Parry  Prod.      l2'/2    min. 
in    Action 

Look    Magazine  UTP 

Photoqulz 

Telenews 

This   Is  the   Story       Morton    Prod.  Morton    Prod.  15    mln. 

What's  Wrong  with     Morton    Prod.  Morton    Prod.  15    min. 
This    Picture? 

WESTERN 

Buster    Crabbe 

Show 

Film     Vision Corp. 
J.     B.     Weill 26'i    mln.  $50-750 

HISTORY 

Famous    People 

Yesterday's    World 

Regent    TV 15    mln. 

Slmmel-Meservey      Slmmel-Meserviy     15    min. 
TV   Prod.  TV    Prod. 

$75-1,000 

on   request 

WOMAN'S    NEWS 

Your  Beauty  Clinic      MPTV Dynamic 15    mln. 
on    request 

"Where   price  range   is  not   given    it   has   not   yet   been    fixed;   or   syndicator   prefers  to  give  price  only  on  request.        'Available  in  early  fall.     iRun  originally  under 
another   title,   now   being   re-released.      ^Available   in    black-and-white   or   color.      SPONSOR    invites    all    TV    film    syndicators    to    send    information    on    new    films. 

46 
(See  Film  Notes  column ,  page  48.) 
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Really . . .  it's  no 
Serious  business — this  making  people  laugh. 

Uncertain,  too — until  producers  began  using  film 
to  precheck.  First,  each  show  is  carefully  rehearsed . . . 

then,  filmed  and  audience-tested  in  key  sales  areas.  Next,  re-edited. 

No  mistakes  (no  laugh  lapses)  about  it — you're  sure  of 
every  word,  every  gesture . . .  when  you  USE  EASTMAN  FILM. 

•  wnh  fo." 
Motion  Picture  Film  Department 
Eastman  Kodak  Company 

Rochester  4,  N.  Y. 

East  Coast  Division 

342  Madison  Avenue 

New  York  17,  N.Y. 

Midwest  Division 

137  North  Wabash  A 

Owcoqo  2,  Mnois 

West  Coast  Division 
6706  Santa  Monica  Mvd. 

Hoaywood  38,  California 

Agents  for  the  distribution  and  sale  of 

Eastman  Professional  Motion  Picture  Rn 

W.  J.  Gorman,  Inc., 

Fort  Loo,  N.  J.,  Chicago,  III., 

Hoftywood,  Calif. 
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a  No.  7  in  a  series  / 

Why  Song-Ads   . 
sell 

•       Because  the  words  and 
j  music    fit    the    Product        a 

9    When    you    buy    a    Song-Ad,    you    inherit       • 
all   of  our  experience  gained  from   crcat- 

j        ing     more     than     250     successful     jingles  A 

f]        for   clients   coast    to   coast.    We   give   you  'I 
M     a    song   commercial   that    is  truly   blended  "• 

with     the     product     so     the     main     sales 

a        points    will    stick    lastingly    in    the    con-  A 

(j       sumer's    mind.  f I It    You.    too.   can    sell    your   client   on    radio  • 

or  TV  by  offering  him  a  Song-Ads  audi- 
j        tion    presentation    record,    created    espe- 
(1        cially    for    his    product.    For    just  A 

X    *75M  \ you     get     three     complete     jingles — three 
j,         individual    sets   of   words   and    music,    re- 
n        corded  in  Hollywood  by  top-flight  artists  A 

L     and  musicians.  '  I 
Call,  write,  or  wire  today!  • 

1 
C  O  M  P  A  H  Tji 

59J7  Sunut  Blvd. 

Hollywood  28,  Colli. 
GLodHono  6181 

llllllllll 
let  Us 

dramatize 

i\ 
your  sales  story... 
for  Television  spots, 
Minute  Movies, 
local  dealer  films 

or  long  length  industrial 
motion  pictures. 

J\eid  J4.  d^ay, 
FILM  INDUSTRIES,  Inc. 

2269  Ford  Parkway, 

St.  Paul  1,  Minn. 
208  So.  LaSalle  St., 

Chicago  4,  III. 

TV  COSTS  GOT  YOU  DOWN? 

The  Sportsman's  Club 
52  popular,  well  rated,  15  minute  hunting,  fish- 

ing and  outdoor  shows  featuring  Dave  Newell 
and  panel  of  experts.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbes  Street  Phone:  Express  1-1355 

Pittsburgh  19,  Pa. 

m° 

duii 

N 

it" 

rails a 

Film  problem:    TV  film  syndicators 

are  rapidly  propelling  themselves  into 

an  era  of  "bargain  basement"  selling. 

That's  the  opinion  of  a  spokesman  for 
one  of  the  top  TV  film  distributors, 

who  told  sponsor:  "Most  distributors 
today  are  taking  any  packages  the)  can 

get  their  hands  on  because  of  the  great 
demand  for  filmed  programing.  When 

that  happens,  some  of  these  films  are 

bound  to  be  second  rate." 
The  danger  inherent  in  this  practice, 

according  to  this  distributor,  is  that  it 

leads  to  placing  films  into  "Class  A" 
and  "Class  B"  categories.  For  example, 
if  a  given  station  complains  that  the 

distributor's  top  products  are  priced 

too  high,  the  syndicator's  salesman 
pulls  the  "bargain"  package  out  of  his 
traveling  bag  to  make  the  sale. 

This  practice  can  be  harmful  for 
three  reasons,  film  executives  feel :  I  1  I 

While  inferior  programing  does  draw 
audiences  today,  particularly  in  new 
TV  areas,  this  situation  will  change  in 

a  year  or  so.  It's  bad  policy  for  a  TV 
station  in  a  one-station  market  to  be 

indiscriminate  in  programing.  (2)  Su- 

perabundance of  filmed  product  can 

lead  to  price-cutting  by  distributors. 
Station  which  has  been  approached  by 

reps  of  10  syndicators  tells  the  dis- 

tributor of  top  product,  "I've  nine  oth- 
er half-hour  shows  I  can  buy  at  half 

your  price.  How  about  dropping  the 

price  for  your  package?"  (3|  With 
syndicators  handling  large  variety  of 

film  fare,  sale  of  each  individual  pack- 
age is  apt  to  be  infrequent.  Producers 

therefore  won't  get  good  return  on 
original  investment,  will  be  forced  to 
go  out  of  business. 

Musical  library  boom:    Among  the 

fastest-selling  TV  films  today  are  the 
musical  film  libraries.  Reason:  These 

shorts  are  comparatively  inexpensive, 

are  a  good  way  to  draw  local  business- 

men into  TV.  From  the  station's  view- 
point, musical  films  are  a  natural  to 

fill  in  gaps  between  regular  prograin- 

*5ee  New  TV  Films  chart,  page  46. 

ing,  and  to  help  build  up  a  local  d.j. 

personality. 
New  TV  stations  are  among  the  best 

prospects  for  this  type  of  film  fare. 
They  can  lease  a  library  of  about  500 
shorts  for  roughly  SB  per  short  for  a 
\ear,  use  the  films  as  often  as  the\ want. 

Among  the  biggest  in  the  musical 
short  field  are  United  Television  Pro- 

grams and  Official  Films,  both  New 
York  firms.  LTP  offers  two  libraries 

of  550  films  each,  sold  separately  or 

together.  To  date  the  units  have  been 
sold  in  94  markets  and  to  as  man;  as 
three  stations  in  the  same  market. 

The  Studio  Telescription  library  in- 
cludes artists  like  (Jinny  Simms,  June 

Hutton.  Cab  Calloway.  Connie  Haines. 

Official's  Music  Hall  Varieties  li- 

brary consists  of  1.400  three-minute 

shorts.  It's  now  running  in  about  90 
markets.  Among  the  artists:  Vincent 

Lopez,    Spike   Jones,    Nat   King    Cole. 
Among  the  smaller,  more  specialized 

libraries  are  Screen  Gems'  TV  Disk- 
Jockey  Films  and  Music  to  Remember, 

RCA  Recorded  Program  Services'  hoy 
Willing  and  the  Riders  of  the  Purple 

Sage,  (all  New  York),  and  Tele- Art- 
ists Treasure,  distributed  by  McCon- 

ke\    Artists  Corp..  Hollywood. 

The  TV  Disk  Jockey  unit  contains 

60  three-minute  silent  films  plus  60 

accompanying  records.  It's  now  being 
shown  in  20  markets.  Recording  stars 

include  Bing  Crosby,  Frank  Sinatra, 

Doris  Day,  Mindy  Carson. 
Music  to  Remember  consists  of  13 

symphonies  ranging  in  length  from  16 
to  24  minutes.  It  includes  works  by 

Tschaikowskv.  Grieg.  Beethoven,  and 

Wagner. 
The  Foy  Willing  collection  contains 

100  five-minute  Western  tunes.  Filmed 

sequences  include  Willing  and  the  Rid- 
ers of  the  Purple  Sage,  scenic  shots. 

The  Tele-Artists  Treasure,  McCon- 

key's  library,  contains  350  shorts  in- 
cluding  popular   tunes   and   Westerns. 

In  addition  to  the  musical  short  li- 
braries, there  are  other  short  filmed 

products  available  in  library  form. 

Many  of  these  films  fall  into  the  quiz 

category,  often  combining  music  with 

the  quiz  angle.  Example:  Spin-a-Tune. 
distributed  bv  Videopix,  Pittsburgh. 

Videopix  also  handles  another  quiz 
collection.  J  iz  Quiz. 

Among  other  distributors  of  quiz 

films  are  Movie  Quick  Quiz  i  Walter 

Schwimmer.  Chicago)  :  What's  Play- 
ing, (Dembv  Productions.  New  York). 

•  •  • 
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•■•^•"•WENIiTV 

(MILWAUKEE) 

ALL   THIS    AND    WCAN-TV,  TOO! 

1953  is  an  EYE-opening  year  for  Milwaukee.  It  all  began  when 

Milwaukeeans  got  their  first  LOOK  at  the  Braves.  They  couldn't  believe 
their  EYES,  nor  could  the  rest  of  America.  But  the  Braves 

LOOK  better  every  day  and  so  does  Milwaukee. 

WHY? 

Because  Milwaukee  has  something  else  to  LOOK  at  now, 

something  as  good  for  Milwaukee  as  the  Braves. 

It's  WCAN-TV,  the  second  station  in  one  of  America's 
leading  television  markets. 

New  programs,  new  ideas,  A  NEW  MARKET  for 

America's  smart  time  buyers. 

Like  everyone  else  in  Milwaukee,  LOOK  to  WCAN-TV  .  .  . 

For  WCAN-TV  is  catching   the  "^S^  in  Milwaukee. 

_,: 

-V 

tffrr 
I 
P5J A  NEW  londmark  has  been  added  lo  the  Milwaukee 

skyline.  The  WCAN-TV  tower  rises  677  feet  above  Wis- 
consin Avenue  in  downtown  Milwaukee,  atop  Wisconsin  » 

most    prominent    hotel.    The    Schroeder. 

For  WCAN-TV  is  catching  the'^fr-in  Milwaukee  ^        0x13.211161 I 
Milwaukee 
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NBC'S  TV  AUDIENCE  LEAD  OVER  SECOND 
NETWORK  CONTINUES  TO  INCREASE 

From  the  beginning  of  network  television,  NBC  has  consistently 

led  all  networks  in  audience  delivered  for  advertiser-. 

That  lead  is  increasing. 

In  1952  the  average  NBC  program— day  and  night-  reached 

919,000  wore  homes  than  the  second  network.  In  1958  NBC's 

average  program  has  increased  its  lead  to  1,81  :,<>00 

more  than  the  second  network— mi  increast  of  .{9.1, <)()<)  homes. 

HOMES   REACHED   BY   AVERAGE   PROGRAM 1952 1953 

NBC 
3,640,000 5,037,000 

NETWORK  NO.  2 2,721,000 3,725,000 

An  ever-expanding  audience  lead  is  another  important  reason  why 

NBC  is  America's  No.  1  Network. 

Soon  .  .  .  further  proof. 

NBC's  Audience  Advantage  is  to  Your  Advantage  .  .  .  Use  It. 

.*.•.•.•«*.  .*.•♦•.•.*.  .*♦•♦•«•.». •>•>»•.  '„•?•»••>.  -.•>•»•!•>«, 

TELEVISION •»  >  'X  »»  •»  ■•»   •»  •».  »»»„• 
'•»  X  >t  •»  *>X  »>.  •»  •»  »»»> 
*•"•'  •»;  ».•  •>  '      »>.•  •.•••.    ,  .*♦•«• 
*5*&*^         >«&*>  **$&8P 

(i  si  i     .  i  of  Radio  Corporation  of  An  i  rica 

sources:  Nielsen  Television  Index,  January-April,  I95tand  t9£  Program. 

Average  per-minute  audience  for  both  years. 

(Nielsen  Six  minute  audience  not  available  in  !:■' 

NOTE:   The  accuracy  of  the  abovt   data  ha*  been  verified  bytht    A.  C.   N  •  '-•  'ny. 
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Station  newsletter  keeps  agencies,  advertisers  tip  to  date 

"In  the  top  115  markets,  where  ra- 
dio penetration  is  a  hairline  short  of 

l00f/( ,  TV  penetration  is  73.0%." 
"Among  all  the  media,  TV  costs 

climbed  highest  last  year;  radio  costs 

rose  least.  In  between  came  maga- 

zines  and   newspapers." Facts  on  the  air  media  like  these  are 

published  weekly  by  WXLW,  Indianap- 
olis, and  distributed  to  business  men 

and  admen  via  a  four-page  newsletter, 

"The  Radio  Counselor." 

In  a  recent  issue,  "The  Radio  Coun- 

selor" points  out:  "The  American  Re- 
search Bureau,  Inc.  has  measured  all 

daily  individual  radio  listening,  includ- 

ing all  "extra  sets"  and  automobile 
listening.  The  survey  shows  that  the 

average    individual    spends    108    min- 

utes with  radio;  43  minutes  with  TV; 

34  with  newspapers;  18  with  mag- 
azines. In  other  words,  people  spend 

more  time  listening  to  radio  than  they 

spend  watching  television  and  reading 

magazines  and  newspapers  combined!" 
Stating  its  case  for  summertime  ra- 

dio, "The  Radio  Counselor"  reports: 
"A  maximum  of  10^?  of  people  are 

away  from  home  at  any  one  time  (sum- 
mer vacationers  are  only  a  portion  of 

this  10r<  ) .  People  spend  more  money 
in  summer  months.  Total  listening 

I  including  out-of-home)  actually  in- 

creases with  people  outdoors." 

A  copy  of  "The  Radio  Counselor" can  be  secured  by  writing  to  WXLW, 

3003  Kessler  Blvd.,  N.  Dr.,  Indianapo- 

lis. Ind.  *  *  * 

WKNB-TV  auls  blood  drive  by  demonstration  of  technique 

When  the  Connecticut  Regional 

Blood  Program  went  to  WKNB-TV 
with  an  emergency  plea  for  blood 

needed  for  gamma  globulin,  the  station 
decided  it  would  dramatize  the  sim- 

plicity of  donating  blood  in  a  15-min- 
ute  telecast. 

Before  the  cameras  set  up  beside  a 
bloodmobile  sent  by  the  Red  Cross, 

WKNB-TV   news   chief.    Floyd    Pattee 

I  seated  on  bed  in  picture )  interviewed 
Dr.  Victor  G.  H.  Wallace,  director  of 

the  Connecticut  Regional  Blood  Pro- 

gram. 
During  the  course  of  the  interview, 

Pattee  explained  the  simplicity  of  giv- 
ing blood  by  giving  a  pint  of  his  own 

while  viewers  watched.  He  closed  the 

program  by  urging  viewers  to  follow 

his  example  during  the  week.         *  *  * 

W\?T    ~                i 'JBB 

-■■-■■         ! —  ' 
-c                                                       — * 

|jw|              /J"lk  AMERICAN  »f  0  CROSS  iOk                                     f\ *\JF  BLOODMOBiU  V|V                          XJ 
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WKNB-TV's   news  chief  shows  viewers   how   simple   it   is   to   donate    blood   tor   Connecticut   drive 
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KTTV  takes  over  bench  on 
famous  corner  in  Hollywood 

KTTV  selected  the  best-known  in- 
tersection west  of  the  Mississippi  for 

a  unique  form  of  program  promotion. 
Smack  on  the  corner  of  Hollywood  and 
Vine  sits  a  bench  on  the  front  and 

back  of  which  KTTV  messages  are  ex- 
posed to  bustling  throngs. 

Bearing  the  legend,  "Watch  That 
Cood-Looking  Channel  11,"  the  signs 
also  carry  a  plexiglas  screen  in  the 

shape  of  a  TV  screen.  Behind  the  plexi- 
glas a  different  announcement  is  placed 

daily,  promoting  a  program  on  the  air 

Daily  changes   keep   program    bulletins   current 

that  night.  Campaign  is  supervised 

by  Jack  O'Mara,  director  of  merchan- 
dising and  promotion  for  the  station, 

and  Tom  Dawson,  research  assistant. 

Picture  shows  typical  bench  ad.    *  *  * 

TV  program,  advertising 
€lata  given  via  index  cards 

Keeping  an  up-to-date  file  of  tele- 
vision program,  advertising,  and  pro- 

duction information  is  made  easier 

with  the  new  Television  Index. 

Subscribers  to  the  Ross  Reports  on 

Television  are  eligible  to  receive  these 

3"  x  5"  index  cards  containing  such 
information  on  TV  programs  as  title, 

station,  days  of  week,  time,  stars,  spon- 

sor, agency  (with  address  and  tele- 
phone number  I.  packager,  and  major 

personnel  connected  with  the  program. 

Both  live  shows  and  films  are  in- 
cluded in  the  index.  The  cards  are 

divided  into  three  color  classifications: 

yellow  for  network  film  programs, 
white  for  live  network  shows,  aiiu 

green  for  syndicated  film  shows  and 

packages. The  Television  Index  is  revised  on 

a  monthly  basis,  and  is  designed  as  a 

portion  of  the  industry  information 
service  of  Ross  Reports.  551  Fifth  Ave., 

New  York.  *  *  * 
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Zir\*  iu'h-  packooe  coutmlna 
fire  hours  of   weekly   shows 

\  new  shot  in  the  ami  f<>i  radio 

uas  announced  recentl)  b)  John  L. 

Sinn,  executive  v.p.,  Frederic  W.  Zh 
Co.  This  consists  oi  .1  new  Eve  a  week 

hour-long  radio  program  titled  How 
oi  Stiu s.  Transcribed  Beries  will  I"' 

made  up  of  lour  quarter-hour  programs 
a  da\  featuring  Ginger  Rogers,  l<m\ 
Martin,  Dick  Powell,  and  Pegg)  Lee. 

These  top-name  stars  will  chat  about 
and  plaj  their  favorite  phonograph 
records.  \ m I  although  each  is  affiliated 
with  a  major  record  company,  Sinn 

promised  that  *"t!ie\  will  be  given  ab- 
solute Freedom  to  pla)    their  favorite 

records  b)   an\    star-  on  am    label. 

Produced  bj  Herb  Gordon,  Zi\  v.p. 
iii  charge  of  production,  the  series  will 
be  available  starting  in  September. 

Arrangements  with  major  record  com- 
panies assure  /i\  ol  getting  earl)  re- 

leases of  new  records,  thus  heralding 

a  high  degree  of  cooperation  between 
radio  and  the  record  business.        *  *  * 

Report   from   south   of  the 
border  hu  JUT  Mexican  rep 

On  a  recent  \  isit  to  New  York,  Ross 

Porter,  accounl  representative  and  mar- 
ket research  director.  Walter  Thompson 

de  Mexico,  gave  SPONSOR  a    progress 
report  on  T\   South  of  the  Border. 

According  to  Porter.  "'There  were 
10-12,000  TV  sets  sold  h\  September 
1950  when  \HT\  wa-  inaugurated  in 

the  Federal  District  of  Mexico.  Today, 

this  number  has  increased  to  approxi- 

mately 45.000.  From  the  original  post- 

age-stamp size  studio,  XHTY  grew 
rapidly,  joined  XEW-TV  in  modern 
studios. 

"There's  ever)  indication  that  when 
set  costs  come  down  from  the  present 
>  IOO-000  level  main  more  middle- 
income  families  will  he  able  to  afford 

sets,  rather  than  having  to  go  to  public 
places  such  as  soda  fountains,  restau- 

rants, bars,  or  government  buildings  to 

«ee  their  favorite  TV  programs/* 

Briefly  .  .  . 

\  picture-packed  booklet  outlining 
the  dramatic  role  pla\ed  b\  WJR.  De- 

troit, during  the  recent  tornadoes  that 

hit  that  area,  was  published  b)  the 

station  recently.  Subtitled  "The  stor) 
of  how  a  radio  station,  geared  for 

emergency  and  dedicated  to  public 

(Please  turn  to  pape  1  L5  1 

"  Suffer  Little  Children  .  .  ." 
Hank  Maloy  is  one  of  the  most  versatile  people  in  local 

radio.  Writer,  newsman,  raconteur,  actor,  weaver  of  spells, 

his  Saturday  morning  "KID  STUFF"  is  imaginative  pro- 
duction at  its  host. 

Be  helps  maintain  the  WTRY  reputation  for  local  pro- 

gramming of  "network  quality"  .  .  .  which  keeps  mosl  of 
the  AJbanv-Trov-Sehenectady  listeners  tuned  to   WTRY. 

WTRY 
ALBANY     •     TROY 

SCHENECTADY 

980KC   50C0W   CBS  RADIO  NETWORK 

Represented  by  HEADLEY-REED  CO 
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a   forum   on   questions  of  current   interest 

to   ulr   advertisers   and    their   agencies 

\l  littl  makes  Canadian  radio  a 

particularly  aood  bun  for  advertisers 

Mr.    Hinman 

THE  PICKED  PANEL  ANSWERS 

There  are  a  num- 
ber of  reasons: 

coverage  of  rural 
and  urban  homes, 

importance  of  ra- 
dio stations,  pro- 

motion, others. 

All  of  these  add 

up  to  a  good  Inn . 

As  the  popula- 
t  ion,  economj 

.and  buying  pow- 
er of  the  Dominion  increases  so  does 

the  value  of  Canadian  radio.  Radio 

reaches  more  Canadians  than  any  oth- 
er medium — about  94'  i  of  the  homes 

have  radios.  Toda\  157  stations  serv- 

ice the  14,618.000  Canadians  residing 
in  the  large  area  extending  from  coast 

to  coast  and  because  of  this  geographic 

spread,  radio  is  relied  upon  heavih  foi 
entertainment  and  information.  In 

many  areas  it  is  the  only  dav  by  dav 
form  of  communication. 

On  the  average,  the  time  rates  on 
the  stations  are  well  in  line  with  the 

number  of  radio  homes  that  they  can 

and  do  reach.  Listenership  is  high — 
all  adding  up  to  a  good  buy  on  a  cost 

basis.  Aside  from  the  straight  adver- 
tising impact  on  homes  reached,  there 

is  another  important  factor  adding  to 

the  value  of  Canadian  radio — promo- 
tion and  merchandising.  It  has  been 

our  experience  that  most  stations  arc 

anxious  to  work  closely  with  the  ad- 

vertisers' local  men  in  promoting  and 
merchandising  the  schedule  and  the 

products  on  a  local  level.  This  extra 

effort  on  the  part  of  the  stations  pays 
off  greath    for  the  advertiser. 

I  he  value  of  radio  has  been  further 

enhanced  with  the  recent  opening  of 

the  "after  7:30  p.m.  time"  to  spot  an- 
nouncements. Now,  this  cream  eve- 

ning time  is  available  to  an  advertiser 

using  an  announcement  <<  hedulc. 

Mr.  Weed 

For  an  advertiser  with  a  product 
that  can  be  sold  effectively  via  the  air. 
the  use  of  Canadian  radio,  whether  lo- 

cal, regional  or  Dominion-wide,  should 
be  carefully  studied  as  a  basic  part 
of  the  advertising  effort. 

William  B.  Hinman  Jr. 
Radio-TV  Timebuyer 

Lambert  &  Feasley,  Inc. 
New  York 

Right  now  Can- ada is  enjoying 

the  greatest  boom 
in  the  history  of 

the  country.  The 
Canadian  dollar 

is  actually  worth 
more  than  the 

U.S.  dollar.  The 

crops,  for  gener- 
ations the  main- 

stay of  the  Cana- 
dian economy,  have  never  been  so 

good. 
But  to  this  major  item  of  national 

income  must  be  added  the  rapidly  ex- 

panding Canadian  mineral  and  oil  de- 
velopments. Ever  since  the  devaluation 

of  the  American  dollar  and  the  conse- 

quent raising  of  the  price  of  gold,  the 

Canadian  gold  mines  have  been  ex- 
tremelv  active.  More  recently,  the 

opening  of  the  North  Country  has 
brought  to  light  tremendous  mineral 
resources  which  are  now  only  being 

explored  for  the  first  time.  The  dis- 
coverj  of  oil  and  the  drilling  of  big 
wells  in  Alberta  and  Saskatchewan 

provinces  in  the  middle  "40s  have  vital- 
ly changed  the  whole  economy  in  \\  est- 

ern  Canada.  These  provinces,  like 

Texas,  now  look  upon  oil  as  their  ma- 
jor industry,  displacing  cattle  and 

wheat. 

Ml  this  has  created  tremendous  op- 

portunities for  capita]  investment,  and 
mone\    has   been   flowing  into  Canada 

from  the  I  nited  States  and  from  Eu- 

rope. Right  now  the  Canadian  econ- 
omy is  more  stable  than  that  in  the 

United  States  and  the  Canadian  dollar 

position  probably  the  best  in  the  world. 
Translated  into  advertising  lan- 

guage, this  all  means  that  the  people 
in  Canada  have  more  money  to  spend 

than  ever  before  and  are  willing  to 

spend  it.  But  because  of  the  size  of 

the  country  there  is  onlv  one  advertis- 
ing medium  that  can  reach  over  90S 

of  all  Canadian  families,  and  that  i> 

radio.  By  using  radio  in  Canada  an 
advertiser  can  reach  not  onlv  a  greater 

number  of  people,  but  he  can  reach 
them  at  a  lower  cost  than  in  anv  other 

medium. 
Joseph  J.  Weed 
Partner 

Weed  &   Co. 

Neii    York 

Three  factors 

prompted  our 
moving  into  Ca- nadian radio  in 

January  19  5  2 

with  our  Vase- 
line Cream  Hair 

Tonic.  First,  we 

have  had  tre- 
mendous success 

with  this  vehicle 

in  the  1  nited 

States  and  main  export  markets.  Next, 

competitive  activih  in  this  medium 
was  growing  and.  finalb.  we  felt  at 
this  point  in  product  development  we 

bad  established  the  much-sought  prod- 
uct identification  for  a  new  product 

with  visual  media. 

Hospitality  Time  starring  Snooky 

Lanson  is  the  show  we  bought  for  the 

major  English-speaking  cities.  While 
it  is  difficult  to  pinpoint  sales  as  a  re- 
-ult  of  an)  one  effort,  particularly 

when  other  advertising  pressure  is  ap- 

Mr.   Riley 
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plied  ai  tin-  same  time,  '>m  rating 
histoi \  has  been  ver)  healthy,  indicate 
inj:  our  message  has  been  getting 
across. 

In  addition  i"  this,  <>ui  enthusiasm 

for  radio  in  Canada  generated  a  re- 
cent decision  t<>  gain  coverage  in  the 

French-speaking  areas  <>l  Quebec  and 
Montreal     with     a     program     called 

/."  tllu/m    ties    SpOl  tS. 
Radio  i-  a  relativel)  new  venture 

for  u-  in  Canada.  However,  reaction 

aero—  the  board  from  our  salesmen, 

dealers,  ami  consumers  indicates  it 

carries  it-  own  weight  in  tin-  over-all 
media  picture  in  Canada. 

Gknk  Hii.i  i 

Asst.     Idrertisim:    Managei 

Chesebrough   Manufacturing  Co. 
Sew  York 

Radio  has  defi- 
nitely taken  its 

rightful  place  in 
Canadian  media 
and  has  made  a 

tremendous  con- 

tribution to  Can- 
ada s  prosperity . 

In  1046.  about 

Kid  national  ad- 
vertisers were  on 

the  air.  but  to- 

da\  over  <">0<>  national  accounts  use 
Canadian  radio  to  sell  their  goods  and 
services  while  over  10.00(1  [ocal  mer- 

i  Hants  invest  in  Canadian  radio  ad- 

vertising. The  total  invested  in  Ca- 

nadian radio  is  approximate!)  $35  mil- 
lion a  year.  Of  this  -um.  about  one- 

seventh  i-  spent  in  network  radio. 
1  here  are  over  180  U.S.  origin  com- 

panies who  use  Canadian  radio,  and 

there  are  also  75  I  .S.  agencies  using 
Canadian  radio. 

Advertisers  have  found,  in  the  last 

few  years,  particularly,  that  the  box- 

top  gimmick  t \  tie  of  programing  has 
paid  off  handsomely,  and  radio  has 

pla\ed  a  vital  role  in  the  all-important 

part  of  advertising  mileage  in  making 
the  last  three  feet  paj  off.  The  last 
three  feet  is  the  distance  from  the  re- 

tailer's shelf  to   the  consumer. 
Following  through  on  this  box-top 

gimmick,  one  large  advertiser  had  a 
real  dust-catcher  brand  on  the  retail- 

er- shelves  and  bought  a  segment  of 
a  Casino  show  on  a  particular  -ta- 

tion;  not  only  were  the  retailer-" 
shelves  emptied  hut  also  the  warehouse 

inventor)  exhausted.  With  radio,  it 

i  Please  turn  to  page  140' 

Mr.   Malone 

IN  THE  AIR 

2380  FT.ANTENNA  ABOVE  DENVER 
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DINNER  WARE REUPHOLSTERY 

s|'()N>()K:  M&s  F   1  N»n-  VGENCY:  Dan  Lawrence 

i  VPSl  I.F  CASE  HISTORY:  Television  took  over  when 

newspapers  failed  for  this  independent  market  in  down- 
town San  Diego.  When  Seymour  Rabin,  co-owner  of 

\I\S  Food  Stores,  bought  50  sets  of  Blue  Willow  dinner- 
ware,  he  initially  tried  newspaper  advertising  to  sell  them. 
This  effort  brought  only  three  sales.  The  next  week. 

Rabin  used  a  one-minute  announcement  on  XETV's 
Johnny  Downs  8:30  Movie,  sold  the  remaining  47  sets  b\ 
the  end  of  the  first  da  v.    Cost:  860.    Total  sales:  $140.53. 

XETV,  San  Dilego PROGHWI:  Johnny  Downs  8:30  Movie 

SPONSOR:  Gunnel's  Dept.  Store  AGENCY:  Telesales  Co. 
CAPSULE  CASE  HISTORY:  Response  to  the  first  Gim 

bel's  reupholsten  announcement  on  the  Richard  Willis 

show.  Here's  Looking  At  You,  was  so  overwhelming,  the 
sponsor  canceled  his  second  scheduled  announcement 

that  week.  Viewers  were  asked  to  call  Gimbel's  switch- 
board to  arrange  for  salesman's  visit.  Approximately  140 

sales  averaging  SI 80  each  resulted.  That's  a  gross  of 
SI 5.200  from  investment  of  $275.  Here's  Looking  At 
You  is  seen  on  WNBT  Monday-Friday  2:30-3:00  p.m. 

\\  NBT,  NVw  York  PROGRAM:  Here^  Looking  At  Yon 

FOREIGN  CARS 

SPONSOR:  John   C.  Mehan  AGENCY:   Direct 

CAPSILE  CASK  HISTORY:  This  San  Fernando  Valley- 
foreign  car  dealer  wanted  to  move  his  MG  sports  cars, 

priced  at  about  $1,800  each.  He  bought  KTTV's  Sports 
Shots  with  Jackson  Wheeler  (11:15-11:20  p.m.  Monda\- 
Friday  I  for  one  time  only,  on  a  Fridav.  During  the 
weekend,  Mehan  reported,  over  150  prospects  had  visited 

the  dealer's  showTOoms  saying  they  saw  the  car  demon- 
strated on  Wheeler's  show.  Total  cost  of  the  show:  $200. 

Result:  That  same  week,  Mehan  signed  a  13-week  con- 
tract to  sponsor  Sports  Shots  once  weekly. 

KTTY,  Los  Angeles PROGRAM:  Sports  Shot- 

CUTTER-SHARPENER 

AWNINGS 

•SPONSOR:  Awnaii 

\\\  nings 

\  liiinimim VGENCY:   Direct 

CAPSULE  (  VSE  HISTORY:  This  manufacturer  of  alum- 

inum awnings  purchased  one  participation  a  week  on 
the  five-minute  across-the-board  Club  28  over  WBRE-TV 

(7:00-7:05  p.m.).  The  first  broadcast  brought  the  spon- 
sor a  total  of  S5.000  in  sales,  from  an  investment  of 

$62.50.  As  a  result.  Awnair  canceled  its  advertising  in 

all  other  media,  immediately  doubled  its  \Y  BRF-TY 
schedule  to  run  through  the  summer. 

WBRE-TX.  Wilkr-Barrr PROGRAM:  Club  28 

BOTTLE  MIX 

SPONSOR:  Fry  Krisp  AGENCY:  Ralph  Sharp  Adv. 

CAPSULE  CASE  HISTORY:  One  month's  participation 
in  a  WLWT  homemaker  show  brought  this  manufacturer 

a  300 'V  increase  in  sales.  Fry  Krisp's  second  month  on 
the  50-50  Club  with  Ruth  Lyons  1 11 :30  a.m.  to  1 :00  p.m.. 
Wednesday  and  Frida\  i  increased  gross  volume  to  7009) 

beyond  the  pre-TV  period.  Fry  Krisp  sponsors  the 
12:00-12:30  segment  of  the  show  twice  a  week.  Says  John 

H.  Klahm.  manufacturer's  representative  for  Frv  Krisp.  "I 
am  thoroughly  convinced  that  .  .  .  Ruth  Lyons  and  shows 

of  this  type  reach  housewives  as  no  other  medium  can." 
WLWT,  Cincinnati PROGRAM:  50-50  Club 

CANARIES 

SPONSOR:  Grant  Tool  Co.  VGENCY:  Arthur  Meyerhofl 

I  \PM  IK  CASE  HISTORY:  I„  late  May  of  this  year 
the  Grant  Tool  Co.  of  Chicago  scheduled  a  10-minute 
demonstration  film  on  WFRG-TV  for  their  combination 

glass-cutter  and  tool  sharpener.  "Gav  Blade."  Mail  order 
response  was  so  overwhelming  that  the  company  pur- 

chased six  additional  10-minute  periods  for  the  same 
film.  The  total  of  mail  orders  through  one  month  after 

the  first  demonstration  was  1.350.  with  mail  pouring  in 
from  viewers  in  305  towns  as  far  awa\  as  West  Virginia. 

Maryland.  New  A.  l)rk.  and  New  Jersey.  Each  demonstra- 
tion cost  the  sponsor  a  total  of  $60. 

WFBG-TV  Altoona PROGRAM:  Demonstrations 

SPONSOR:  Northwest  Seed  &  In-  AGENCY:  Direct 
secticide   Co. 

(  APSl  IE  CASE  HISTORY:  The  canary  season  general- 

1\  ends  about  March  of  each  \ear.  This  spring,  the 
Northwest  Seed  &  Insecticide  Co.  had  about  40  birds  left 

over.  It  bought  six  one-minute  announcements  to  run 
for  one  day  on  KXLY-TY.  Birds  were  advertised  at 
85.95  each.  The  next  da\ .  customers  who  drove  in  from 

as  far  as  100  miles  awa\  bought  out  the  stock:  the  firm 
reordered,  sold  a  total  of  350  canaries.  Total  cost:  8200. 

"The  one-day  promotion  sold  more  canaries  for  us  than 
the  total  canaries  sold  by  all  Spokane  pet  stores  during 

the  entire  winter."  reports  the  firm. 
PROGR  \M  :   Announcements KXI.Y-TY.  Spokane 



TWO 

YEARS 

ACHIEVING 

NBC 
TV.  AFFILIATE 

WLEV-TV Bethlehem  *  Allentown 

Easton 

Two  years  ago,  WLEV-TV  knew  uh.it  it 

wanted,  set  out  to  get   it.   It   wanted  to 

serve  the  people  ot  Pennsylvania's  rich 

Lehigh  Valle)  and  give  advertisers  one 

medium  for  reaching  all  of  it>  people. 

Two  years  of  experimental  television  test- 

ing have  established  WLEV-TV's  signal 

and  assured  eoverage  to  reach  the  homes 

— the  people — in  this  Large  market— a  big 

>ales  prospect  for  you.  \\  LEV-T\    offers 

a  steady  profit  potential   lor  your  prod- 

uct. To  reach  all  the  people  in  this  rich 

market  — that    spend    SI. 037.5  12.000   an- 

nuallv    in    retail    >ales  —  bin     WLEV-TV. 

Write  for  information   today. 

Represented  by 

MEEKER  TV  i,u„n>,>mt„i 
\K\\    YORK 

CHICAGO 

A  Stcnman  Station 

LO>    tNGELES 

SAIN   I  R  INCISCO 
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l^Lui 
The  tremendous  post-war  growth  of  industrial  Canada, 

so  well  measured  by  economists,  sociologists 

and  historians,  is  matched  by  the  music 

coming  from  the  minds  and  hearts  of  the  people  of  Canada. 

Yes,   There  Is  Canadian  Music! 

.  .  .  and  it  is  the  music  that  Canadians  want  to  hear 

on  Canadian  radio  and  television  programs. 

By  encouraging  and  stimulating  the  efforts  of 

Canadian  composers  of  both  popular  and  concert  music, 

BMI  CANADA  LIMITED  and  BROADCAST  MUSIC,  INC. 

are  making  it  possible  for  Canadian  music  to  be  published, 

recorded  and  performed,  not  only  in  Canada 

but  throughout  the  world. 

Written  and  composed  by  Canadians,  published 

in  Canada  by  Canadian  publishers,  this  music 

is  becoming  the  first  choice  of  those  advertisers  and 

program  producers  who  want  their  programs  to  find 

the  widest  possible  favor  with  Canadians. 

For  further  information  on  the  subject 

of  Canadian  Music  call  or  write 

Bft  .11  I       i  A  X  A  II  A       I.  I  Jl  I  I  I-  l> 
229  Yonge  Street 

Toronto,  Ont. 
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■  ltd     Xniiiuil    i  u  nntl  ut  n    NVrfioil 

Canadian  radio  and  television: 

l!).]:|  guide  lor  IIS.  advertisers 

Booming  Dominion  market  attracts  more  I  ..S. 
advertisers  to  Canada's  two  air  metlla 

by  Alfred  J.  Jaffe 

J  he  rich  Canadian  market  has  becorm    richer  as 

tin1  Dominion's  postwar  economic  inn, in  continues. 
The  increasing  production,  the  exploitation  of  min- 

eral resources  has  put  more  money  into  the  hands  o) 
the  average  Canadian  while  consumer  prices  have 
begun  bending  downward.    With  industrial  bast 

panada's  defense  production  being  completed,  a  tax 
cut  is  in  the  offing,  which  wiU  mean  i  vi  n  mon   s\ 

iiifi  money  in  the  consumer's  pocket.   .1-  a  n  suit  of 
all  this,  U.S.  advertisers  in  ever  gn  ater  nutnbt  rs  "" 

flocking  north  of  the  border — and  using  Canada's 
tico  air  media.   According  to  the  Canadian  Associa- 

tion  of  Advertisers,  183  firms  of  U.S.   origin   are 
using  Canadian  radio,  compared  with  11?  last  year. 

They   are  finding   Canadian    radio   peri  -    the 
Dominion  as  no  other  medium.   Thi  y  are  also  finding 
the  beginnings  of  a  national  TV  system,  with  the 

ibility  that,  by  the  end  of  next   mar.  /" 
Canada's  homes  will  be  within  reach  <</   teh  i    - 

10  AUGUST  1953 
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I.    Canadian  market:  how.  why 

it's   bigger;    facts  about    Mi-       pttfH'    (»0 

population.  C  anada's  future 

2.  Canadian  radio:  farts  about 

how  it  differs  from  I  .  S.. 

cnxeraiie.  cost,  penetration, 

the   controls   on    .ul\  ert isinu' 

jj  <(</<>  6*2 

3.    Canadian    I  \  :     how    fast   it's 

i: row  ii   in   the   past    \ear  and        P"f/'*     "" 
what    its    future    looks    like 

I.    Canadian    sponsors:     a    look 

at    some    of    the    top    clients       !"'?/<*     "" 
and     what     the>     arc     doiui: 

Canadian      basics:       Revel 
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TV,    ineludini:    lists    of    sta- 
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1.  The  Canadian  market:  in 

Uranium:  Canada's  boom  has  been  stimulated   by  rich   mineral   resources.      Picture  above 
shows  uranium  mine  in  Saskatchewan.  Canada  is  important  source  of  uranium  for  Western  allies 

Postwar  boom  is  turnin 

J^    he   Canadian   market   looks   better 
than  ever. 

Not  only  is  the  postwar  boom  con- 
tinuing but  economic  indicators  show 

that  the  boom  is  a  really  solid  one. 

I  he  rising  dollar  totals  of  national  in- 
come and  production  are  not  resting  on 

the  shifting  sands  of  inflated  prices  hut 

upon  the  bedrock  base  of  increasing 

production  and  added  wealth. 
Here's  one  big  reason  why: 

Last  year  the  industrial  shoring  for 

the  Dominion's  defense  program  (or 
defence  programme,  as  they  spell  it  up 
there!  almost  reached  completion.  This 

meant  more  goods  are  being  made 
available  to  Canadians  to  buy. 
How  much  more?  Well,  last  year 

Canadian  salaries  totaled  $10.7  billion, 

up  11%  over  1951.  The  advance  in 
real  income  was  actually  a  little  less 

that  11%  since  average  consumer 

prices,  according  to  the  Dominion  Bu- 
reau of  Statistics,  were  still  2%  above 

those  of  1951. 

However,  the  price  trend  has  been 

downward  in  general  and  some  pro- 
visional DBS  estimates  for  1953  show 

wages  still  climbing.  For  example,  the 
average  weekly  wage  at  the  beginning 

of  April  this  year  was  $3  higher  than  a 

year  ago.  And  1953  retail  sales  through 
April  are  up  8%  over  last  year. 

There's  a  good  chance  of  taxes  being 
cut.  too.  The  extent  of  this  cut  may 

be  decided  when  Canadians  go  to  the 

polls  for  the  first  national  election  in 

five  years  (on  10  August).  The  presi- 
dent of  the  Canadian  Association  of 

Manufacturers.  G.  K.  Sheils,  told  CAM 

members  at  their  eighty-second  annual 
meeting  in  May  that  he  felt  a  tax  cut 

was  in  the  wind,  what  with  defense  con- 
tracts being  wound  up  every  day.  This 

means,  he  said,  more  money  for  con- 
sumers, and  for  industrial  expansion. 

About  45%  of  the  Dominion's  total 
tax  load — or  $2  billion — is  going  into 
armaments  and  related  expenses.  That 

may  not  sound  like  much  compared 

with  the  U.S.  arms  budget  but  the  mon- 
ey the  I  .S.  spends  on  defense  is  about 

three  times  as  large  as  Canada's  entire national  income,  which  is  a  little  over 

60 For  statistics  on  Canadian  market,  see  (  unadian  Basics,  page  70 SPONSOR 



iinn  to  spend  I  his  .year 
I  iiji-lorm    IitmiI    whh   §alai*les   up.    I;iv    nil    on    horizon 

$18  billion.  Thai  $2  billion  in  Cana- 

dian terms  mean-  a  guns-and-butte] 

economy,  which  is  proof  <>f  Canada's 
industrial  strength. 

Canada  bas  been  turning  out  guns 
and  butter  without  even  breathing 

haul,  an  accomplishment  which  would 
have  been  impossible  before  the  war. 

I  ess  than  8'  I  ol  the  Dominion'-  manu- 
facturing facilities  bave  been  carrying 

tlic  defense  load  recently.  Graphic  evi- 
dence of  the  wa)  Canada  bas  been  aide 

to  balance  civilian  and  military  pro- 
duction was  given  last  yeaT  l»\  Ma\ 

Mackenzie,  deputy  minister  of  defense 

production  (he  apparently  was  so  in- 

trigued l>\  his  picture  of  Canada's  zest- 
ful  growth  thai  he  later  resigned  to  go 

into  one  ol  the  new  industrial  develop- 
ments I . 

Describing  the  l950-'53  period.  Ma<  • 
kenzie  pointed  oul : 

1.  Canada's  investment  in  its  air 
tone  comes  to  Si. 2  billion.  So  does  its 

hydro-electric  development,  not  includ- 
ing special  projects  like  Kitimat,  an 

Indian  village  in  British  Columbia,  and 
the  St.  Laurence  Seaway. 

2.  Mone\  spent  on  electronics  i  ra- 
dar,   lor  example  i.   the  second    biggest 

defense  item,  totals  $500  million.  So 

doc-  moiic\  -pent  on  the  development 
of  new  oil  and  natural  uas  production. 

3.  The  na\\    mc|-   $250  million,   so 

I         ̂ ~"M 

yit'ssuqt-    from    I'riim*    >linisl«'r 

/  ,/,/,  glad  to                                 •■/■ 
in  ih,  third  limn/ill  i 

SPON  BOB. 

/  / ..  publish*  rt  of  sponsor  •".  to 
I,,    ,  ommi  in li  il  fni   mull  rial  ing  tin 

}<  ii  ii  i     ii  ii  n  ii    /-    /a  "i  I'll  il   Ini    1 ' 

^/niial  section  mi  Canadian  radio  and 

television.    Not  only  will  it  b<  "/'.' 
.  iatt  '1  '"i  sponsot  -  and  broadt  ■• 
hut  ii  will  also  -i  i '  •  to  stn 

tin    spirit  ■■ 
our  two  /"  oph  -  gt  »-  rally. 

1  should  likt    to  •  ttt  nd  to  all 
,,  mi,  i  -  o)  sponsor  my  '  ordial 

greetings  and  '<,  -i  »  , i  hi  a  i  ■ . l-oui-  S.  St.  Laurent 

do  new   aluminum  smelting   facilities. 

I.    lank-  and  automotive  equipment 

for  the  arm]  also  come  to  $250  million. 
I  he  same  amount  i-  earmarked  foi 

in. n  ore  development  in  Canada. 
The  four  sources  of  wealth  men- 

tioned above  water  power,  oil.  alumi- 
num,  and    iron    ore      have   more   to   do 

>\iih  Canada's  boom  than  anything 
else.  Before  L947  Canada  depended  al- 
mo-t   entireh    on   outside   sources   for 

it-  oil.  In  that  yeai  oil  was  di-<  overed 
in  Uberta,  one  of  the  prairie  piw  in<  es. 

B)  1951  more  than  a  third  of  the  I  rudl 
petroleum  u-ed  b)  Canadian  refineries 

came  from  Uberta  and  '>'>'>'  ■  of  do- 
me-tic production  of  crude  came  from 

there.  I!\  earlj  1954  it  is  expected  thai 

Uberta  oil  prodi*  tion  will  sei  \  !•  e  the 
entire  British  Columbia  market  and 
ma\  be  even  the  I  .  S.  Northwest. 

<  Please  /nm  in  pagt 

Titanium:    Large    deposits   of   metal    used    in        \  In  III  ill  II  III :    New   operation    in    British    Co-      Oil:    Discovery    of   oil    in    Alberta    in    1947    re- 

jet     planes     are     found     in     Quebec     wilderness       lumbia     (workers    camp    below)    aids    economy      duces  Canada  dependency  on  outside  sources 
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Sports-conscious     Canadians     are     fed     dog-derby     commentary     over 
CFRA,     Ottawa.      Event     was     sponsored     by     Dr.     Ballard,     druq     firm 

Giveaways   appeal    to   Canadian    housewives,    give    clients   extra    plugs. 

Above    Bill    Scott,    m.c.   of   "Treasure    Chest,"    CHUB,    Nanaimo,    B.    C. 

2.  Canadian  radio:  no  other 

medium  comes  dose  in  penetration 
It  reaches  94%  of  all  homes,  is  cheaper  than  U.S.  radio,  boasts  loyal 

listening.    One  vital  point:  There  are  about  85  one-station  markets 

Q.  What  makes  Canadian  radio 
a  good  buy? 
A.  No  other  medium  covers  Canada 

like  radio.  According  to  the  Bureau  of 
Broadcast  Measurement,  the  Canadian 

broadcasting  industry's  coverage  ser- 
\  ire.  'J4.4'  (  of  Canadian  homes  are 
radio  homes.  Peter  \.  McGurk,  head 
id  Weed  X  Co.  s  Canadian  division. 

points  out  that  ".  .  .  90$  of  all  autos 
have  radios,  giving  you  a  \a<t  bonus. 
...  It  is  estimated  that  daily  papers 

reach  one-third  to  one-half  of  the  popu- 
lation— and  those  in  or  near  cit\  areas. 

In  Canada  there  are  more  radio  sets 

tuned   in   and    more   persons   listening 

since  fewer  movies,  bars,  theatres, 

sporting  events,  etc..  hid  for  the  audi- 

ence attention." \\  hile  Canada's  90  or  so  dailies  have 
a  combined  circulation  of  more  than 

3  5  million  I  just  about  equal  to  BBM's 
radio  homes  figure  of  3,582,000  I .  there 

is  some  duplication  of  homes  because 

the  newspaper  figures  include  both 

morning  and  evening  editions.  Also. 

says  McGurk,  "Much  of  Canada's  rural 
population  is  beyond  the  deliver)  zone, 
while  those  who  subscribe  to  news- 

papers by  mail  don't  read  them  thor- 
oughly because  by  the  time  the\  get  the 

newspapers   the   news   is  stale.     During 

l,ea\\  snows  in  the  winter,  the  rural 

population  is  often  cut  off  from  all 
communication  except  radio. 

Says  Don  Cooke  of  Donald  Cooke. 
Inc..  another  large  Canadian  station 

rep:  "'I  would  suggest  to  American  ad- 
vertisers, who  want  to  make  a  better 

use  of  Canadian  radio,  that  they  full) 

realize  the  intimate  and  almost  neces- 

sary role  that  radio  plays  in  the  even  - 
da)  life  of  a  people  who  are  distinctl] 

Canadian  as  the  maple  leaf  and  ice hockey. 

"Canadians  are.  b\  temperament  and 

personality,  conservative.  The)  do  not 
go    overboard    for    fantastic   claims    in 

62 For  statistivs  on  Canadian  radio,  see  Canadian  Basics,  page  71 
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"Fiesta"  is  success  on   Canada   stations.      Show  combines   prize  contest 
with   merchandising   for  clients.     Display   by  CKNW,    New  Westminster 

French  Canada  too  likes   prizes  mixed   with   banter.     CKAC,    Montreal, 

show   with    comedian    as   m.c.    (Jean    Rafa    at    left)    pulls    big    audience 

advertising  messages.  I  li<'\  listen  well 
before  the)  l>u\.  But  once  your  radio 

message  has  penetrated  and  \<>ur  prod- 
uct lias  been  accepted,  then,  I  would 

say,  you  have  an  exceedingl)  loyal  cus- 
tomer. 

"Most  American  advertisers  \\  In  > 
have  built  a  solid  advertising  and  sales 
relationship  with  Canadians  have  a 

larger  share  of  business  in  Canada 

than  the)  have  proportionate!)  in  the 

I  .S.  I  hev  have  programed  their  mes- 
sage to  talk,  to  Canadians  as  Canadi- 

ans,   with    excellent     results." 

Q.  What  will  an  advertiser  find 
different  about  Canadian  radio  as 

compared  with  the  U.S.? 

A.  The  shape,  size,  and  coloring  of 
Canadian  radio  have  been  determined 

b)  two  fat  tor.-:  il>  the  distribution 

of  the  Dominion's  population  and  i2> 
government  control  through  the  Cana- 

dian Broadcasting  Corp. 

The  result  has  been  more  people  per 
station  in  Canada.  The  Dominion  has 

157  commercial  \M  stations  for  its 

14,600,000  people  or  about  94,000  per- 
sons per  station  while  the  I  .  S.  has 

2.445  AM  stations  for  its  158,000,000 

people  or  about  64,000  persons  per 
station. 

While  the  listener  in  the  average 
Canadian  radio-onh  home  is  not  neces- 

sarily an)  more  avid  toward  radio  than  dian     radio     is     much    cheaper,     too, 

his  American  counterparl    (and   were  though  this  musl   1"'  balanced  against 
excluding,  for  the  moment,  the  French-  the    fact    that    Canadians    have     less 
(  anadian,  who  is  a  real  gone  gu)  when  mone)  to  spend  per  capita. 

it  comes  to  radio  listening),  the  simple  Canada'-    population    pattern    com- 
mathematics  above  points  up  Can. 'dian  bines  concentration  in  a  Few  area-  i  you 

radio'-  better  advertising  value.    Cana-  can  reach  one-third  of  the  population 

CBC   Englis'i  net  shows  include   "Share  the  Wealth,"   sponsored    by  Colgate   via   Spitzer   &   Mills. 

Bottom,  on  CKVL  French  Associates   net,   Coca-Cola  sponsors  "La    pause  qui   rafraichit,"   musical 
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from  Toronto,  Montreal  and  Ottawa) 

with  a  lot  of  people  thinly  spread  out. 

In  Canada  55'  <  of  the  population  lives 
in  towns  of  less  than  5.000.  The  U.  S. 

figure  is  45$  •  Canada  has  17  cities  in 

the  50,000-500,000  bracket;  the  U.  S. 
has  217.  Canada  has  two  cities  of  more 

than  500.000  population;  the  U.S.  has 
1(>  cities. 

Because  of  the  smaller-size  markets 

in  Canada,  station  competition  is  not 
always  economical.  Hence,  somewhere 

between  85  to  90  markets  are  one- 

station  markets  I  the  spread  between 

85  and  90  is  due  to  differing  interpre- 
tations of  coverage) . 

The  second  factor — government  con- 

trol— has  imposed  limits  on  advertis- 

ing. For  example,  Canada's  three 
government-controlled  networks,  Do- 

minion. Trans-Canada  and  French, 

have  only  20rv  of  their  programs 
sponsored. 

As  explained  by  A.  D.  Dunton, 
chairman  of  the  CBC  Board  of  Gov- 

ernors: "This  isn't  due  to  a  lack  of 
sponsors  but  to  a  definite  program 
policy  which  calls  for  a  very  wide 

variety  of  program  types  to  meet  mi- 
nority as  well  as  majority  tastes. 

CBC  not  only  controls  the  type  and 

amount  of  programing  ( including 
shows  piped  in  from  the  U.  S. ) ,  but 

limits  the  length  of  commercials,  re- 
quires approval  of  all  food  and  drug 

copy,    requires    its    consent    before    a 

transcribed  program  can  be  run  in  the 

evening  and  bans  certain  kinds  of  ad- 
vertising on  the  air.  (More  on  CBC 

control  will  be  given  later  on.) 

Q.  How  much  listening  is  there 
on  Canadian  radio  and  where  is 

listening  highest? 

A.  Flliott-Haynes,  biggest  rating 
service  in  the  Dominion,  shows  eve- 

ning web  ratings  in  the  20s  and  30s  for 

May  1953.  Daytime  network  pro- 
grams are  lower,  with  ratings  in  the 

10s  and  20s. 

The  firm  loyalty  of  French-Canadi- 
ans to  radio  is  clearly  spotlighted  in 

these  network  figures.  In  the  evening, 

the  top  18  French  programs  start  at 

]0.4  and  go  up  to  38.3.  The  top  20 

English  shows  at  night  range  from  7.6 t.'  25.1. 

During  the  day,  the  top  16  French 

programs  range  from  14.2  to  29.4. 
while  the  top  18  English  shows  run 
from  7.6  to  14.4. 

These  higher  French  ratings  don't 
mean  there  is  a  greater  tendency  of 
the  French-Canadians  to  like  the  same 

thing.  French  sets-in-use  figures  tend 
to  be  higher,  too. 

Take  some  of  the  latest  Elliott- 

Haynes  sets-in-use  figures  in  Montreal. 
1  he  month  covered  is  June,  which,  like 

the  U.  S.,  is  below  average  in  listening, 

but  the  comparisons  are  valid : 

For  French  programs  in  Montreal, 

the  daytime  weekly  average  sets-in-use 
figure  is  28.1.  English  daytime  listen- 

ing in  Montreal  averages  20.7. 
French  daytime  listening  is  steadier 

too.  The  day-by-dav  range  is  narrow: 
from  19.6  to  21.9.  The  day-by-day 
variation  for  English  listening  goes 
from  24.5  to  30.2. 

At  night,  sets-in-use  figures  are  as 
follows:  French,  39.7;  English,  30.3. 

However,  it  is  English  listening  which 

is  steadier  at  night,  with  a  day-by-day 
range  of  27  to  33.  The  French,  whose 

evening  listening  during  weekends  is 
much  lower  than  during  the  week,  show 

a  range  of  31.5  on  Sunday  to  44.8  on 
Thursday  evenings. 

Q.  What  are  time  costs  like  on 
Canadian  radio? 

A.  Ain  advertiser  or  agencyman  will 

tell  you  that  Canadian  radio  is  quite 
reasonable.  Sa\s  Frank  C.  Flint  of 

J.  Walter  Thompson  Co.'s  radio  de- 

partment in  Toronto:  "A  quick  com- 
parison of  rates  between  Canadian  and 

U.  S.  radio  shows  the  latter  appreciably 

higher." 

Time  costs  have  been  going  up,  of 

course,  but  slower  than  the  increase  in 

radio  homes.  New  rates  went  into  ef- 

fect in  many  time  categories  this  past 

1  Julv.  which  is  rate  change  time. 
I  Please  turn  to  page  85  I 

Advertisers    on    Calgary's    CFCN    get    plenty    of   store    merchandising  prizes,  CFCN   listeners  must  buy   products,   send   in   labels  to  show.      In 

through   station's    "Casino    Carnival"    early   show.      To    be    eligible    for  same  city,  CFAC  dialers  hear  of  new  household  items  on  shopper  show 



(  tuuul itut   i ntlio  print u<  <>s  Sillies  r<>stiils  ///•#'  //##'*#> 

Product:   Canned   Milk.       ilpha   <  anned    Mill,    turned   I"   nulla   I" 

make  tlent  in  market  hitherto  dominated  by  Carnation  Mill.. 

bought  across-the-board  thou  in  which  listeners  to  <  II  IT,  Medi- 

cine Hat.  tlberta,  had  to  identify  "Mystery  Personality"  limit  mi 
i  lues,  tending  m  rntrs  accompanied  by  Ilpha  label.  Total  cost 

lot  Ii  weeks  was  11,315.  During  this  period,  u  total  <>i 

letters  with  us  many  product  labels  were  received  at  <  II  tT.  tnd, 

ilpha   Mill,   sales  had  zoomed  :\.w ',    In   tin    truth  week. 

Product:     Refrigerators.         I     /<■■  ul    appliance     dealer,     Bronson't 

Hardware  4    Furniture  <".  came  /„  <  J  il  .  Port    Uberni,   /.'.' 
lust  December   with  a  lux  problem.     Bronson't  wot  overstocked 
on    I9S2   model    refrigerators,    the   neu     I953    models    wen 

\hortly.  ami  it  was  the  dead  m  winter.    <  ould  <  j  it    help?    Somi 
20  announcements  were  scheduled  m  a  total  cost  i  U  uh 

nil  the  cards  stacked  against  it.  the   spot  campaign  quickly 

112,000  worth  »i  refrigerators,  sold  Bronson's  on  radio  too 

Product:     Real    Estate.       In      Moose    JttW,     n     local    realtor     who 

note  specializes  in   insurance,   found  himself   with    six   pieces  oi 

property    and   no   buyers,     lie   devoted   a   portion    oi    a    weekly 

half-hoUT     show    to    plugging    the    real    estate    buys,    airing    il    on 

(II  111.        I    leu     days    later,    he    hail    received    I'D    imiiiii les    about 
the  properties,  ami  had  been  given  12  neu  listings  to  handle.    His 

regular   insurance   commercials   have    for   some    tune    been    pro 

ducing   a    sizable    amount    of    inquiries    mill    repeal    business. 

Products:  Records.  TV  sets.    In  Vancouver,  mill  tin  Coronation 

oi  Queen  Elizabeth  II  a  hit  days  ana.,  a  lo< al  musii   store.  J.  U  . 

Kelly    1'iano   (  o..    bought    |]  I1 1    north    ol   Inn,     ../;    t  K  11    \    to   plug   a 
set  oi  long-play  records  on  tin  life  oi  tin-  Queen  anil  to  promote 

Tl      SetS.      Tin    records   made   up   the  program   portion    ol   the    slum 

the  commercials  identified  the  store  «\  the  place  to  buy  them.   In 

a    It  u    dins,    the    turn    sobl    160   record   albums   and    '» I    7  /      sets   as   a 

direct  result  ui  mo  Coronation  nidm  shou  s  fot  a  gmss  ,,<  |1 1,160. 

Product:  Used  Cars.  I  leading  General  Motors  dealer  iii  iit\ 

oi  Winnipeg  was  faced  with  problem  ol  a  too-large  inventory   of 
used  ears.      He    wanted   In    till    this    iloun    by   some   60%,    /"//    liutl 

onl\  a  $2,000  monthly  budget  to  cover  everything.  <  K)  sold  him 
on  idea  ol  a  radio  saturation  tlrite.  putting  his  entire  budget  on 

the  air.     Dealer  teas  willing  to  lr\  anything,  bought  (  K)    package. 

Result:  In  following  month,  dealer  sold  *.  I. "id.!  It  HI  worth  ol  ims 

SOW,  the  unto  firm  plans   to  spend  7.V  ',    oi  its  ad  budget  in    radio. 

Products:    Kids'    toys.      Tlte   "~>C  to  $1"    store    in    Kelowna,    l>     l 
is    ii    regular    adteitisei     mi    a    Saturday  inoriu it g     hall  hour     slum 

railed   "kiddies    Kutiur'     on    (KOI.       1    competitive    brant  It    of    on 

internationally    famous  "five-and-ten"  chain  opened  nearby.     Hut 
the  local   Kelowna   men  hunls   report   that    their    business    is   actual- 

ly mi  leasing,  attribute  it  to  the  fact  that  "the  opposition  . 

use  radio."     Sample  result:   High -pru  ed  dolls    ($6.95  '"   x  1  -'  I    Wert 
plugged  once  on  the  shou.    Sext  tia\.  ihr  entire  supply   una 

Product:  Dry  Cleaning.  For  some  II  years,  Premium  (  leaner s 

had  operated  from  same  location  in  \antiimo,  II.  ('...  had  done  a 
aire  Steady  business.  Then,  they  tried  a  Ine-minule  segment  of 

early  afternoon  show  on  (III  H.  featuring  a  "If  hose  Birthday  is 

This?"  stunt.  "Birthday"  listeners  were  offered  congratulations 

on  the  air.  anil  a  2-V  ,  discount  on  their  next  week's  cleaning, 
liter  eight  weeks.  Premium  had  spent  $200  on  (III  II.  Hut  during 

this   period.    Premium    doubled    volume,    now   plans    expansion. 

Products:  Home  furnishings.     Oncol  (  K  \  It  .    Veu    Westminster's 
year-round   advertisers    is    the    Valley    Home    Furnishings    store, 

which  spends  around  $12,000  a  year  for  programs,  announcements 

and  a  news  series.  Last  fall  Valley  ilia  Led  its  bool.s  at  ii  ■ 
of  Its  list  al  year  and  learned  that  its  sales  had  uu  reused  approxi- 

mately ">nO',  our  the  previous  year.  Staled  F.  C.  Powers,  man- 
ager: "We  attribute  this  phenomenal  uu  reuse  in  business  princi- 

pally  io  the  excellent  job  that  (  K\W    has  done." 

CKOY,  Ottawa,  personality  Tom  Jackson  paid  visit  to  local  department        Big  mail  pulls  are  frequent  on  Canadian  radio  outlets.    CHML.   Hamil- 

store,    chatted    with    woman    who    bought    item    she'd    heard    him    sell        ton,    pulled    54,000    letters    in    one    week    during    "Milk    Contest"    drive 
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I  Canadian  TV:  lift!  marks 
its  bid  for  big  league  status 
C1IC1  is  building  three*  new  stations,  has  lieensod  nine  private  ones, 
oxpeets  to  have  22  on  air  by  end  of  1954  with  75%  of  population  eovered 

Q.  What  is  the  status  of  Cana- 
dian TV  after  its  first  year  on  the 

air? 

A.  At  present,  three  stations  are  on 

the  air:  CBFT,  Montreal,  CBOT,  Ot- 

tawa, CBLT,  Toronto.  CBFT.  Mont- 

real, began  the  television  era  in  Can- 

ada when  it  went  on  the  air  6  Septem- 
ber 1952.  It  was  followed  two  days 

later  by  CBLT.  Toronto,  and  both  sta- 

tions began  a  three-hour  schedule  of 

evening  programing.  Four  months  lat- 
er, the  program  schedule  of  both  of 

these  Canadian  Broadcasting  Co.- 
owned  and  operated  stations  had 

grown  to  30  hours  a  week.  This  in- 

cluded  U.S. -originated  live  shows 
brought  in  over  the  microwave  link 
between  Buffalo  and  Toronto.  Bv  June 
1953  the  first  Canadian  TV  network 

linked  Toronto.  Ottawa,  and  Montreal, 

in  a  three-station  TV  network  covering, 

potentially,  one-third  of  Canada's  pop- ulation. 

Originally,  CBC  had  planned  not  to 

license  private  stations  until  the  gov- 
ernment had  a  TV  station  operating 

in  each  of  the  10  provinces.  In  April 

1953.  however.  CBC  reversed  its  origi- 
nal stand  and  granted  permits  for  nine 

privatelj  owned  stations  to  be  located 

in  Sydney,  \.  S.;  St.  John.  \.  B.: 

Rimouski  and  Quebec  City.  Que.:  Sud- 
bury,  Hamilton.  London,  and  Windsor, 

Ontario:  Bcgina.  Saskatchewan.  CBC 
expects  these  stations  to  be  on  the  air 

b\  1951.  Besides  providing  their  own 

programing,  the)  will  serve  as  outlets 

for  CBC.  A  minimum  of  K)1  2  hours  of 
programing  will  be  provided  on  kines 
free   by   CBC. 

Says  A.  I).  Dunton.  chairman  of  the 

hoard  of  governors  of  CBC,  concern- 

ing the  outlook  for  television  in  Can- 

ada: *'.  .  .  it  seems  safe  to  predict  that 
l>\  the  end  ol  195  4  Canada  should  have 

at  least  22  television  stations  in  opera- 
tion providing  coverage  to  areas  in 

which  live  about  75'v  of  the  total  pop- 
ulation. This  will  have  been  accom- 

plished within   a  two-year  period." 
Canadian  broadcast  industry  observ- 

ers tend  to  give  a  less  optimistic  pre- 
view of  TV  growth.  As  Robert  F.  Tait. 

manager  of  the  program  division  of 

All-Canada  Radio  Facilities.  Ltd.,  puts 

it:  "In  a  country  the  size  of  Canada, 
with  its  widely  separated  population 

centers.  TV's  growth  will  necessarily 
be  limited.  In  the  U.S.,  even  after  six 

years,  television  coverage  is  onlv  54'  < 
of  the  available  audience.  In  Canada, 

where  fewer  people  are  spread  over  an 
almost  equal  area,  television  cannot 

hope  to  achieve  even  54'  '<  coverage  in 

six  years. " The  disparity  between  these  predic- 
tions arises  partially  from  semantic  dif- 

ferences. The  75'  (  coverage  mentioned 
by  Dunton  refers  to  potential  number 
of  viewers  included  in  the  orbit  of  the 

various  TV  stations,  whereas  Tait  re- 
fers to  actual  set  penetration. 

sponsor's  estimate,  based  upon  set 
sales  as  well  as  the  cost  of  TV  sets, 

places  Canadian  TV  penetration  at  ap- 

proximately 30'r  of  total  population, 
or  about  1.5  million  TV  homes  b\  the 

end  of  1954.  Set  sales  over  the  past 

five  years  show  spiraling  TV  set  own- 
ership: 1949— 8,2 12  sets  sold;  1950— 

29,611  sets  sold:  1951—40,165  sets 
sold:  1952  140.373  sets  sold:  1953 

to  end  of  May — 116,984  sets  sold,  with 
total  1953  sales  estimated  at  300.0(10. 

B\  August  1953.  there  were  400.000 
I  \    homes  in  Canada. 

Q.      What  is  the  sponsor's  future on  Canadian  TV? 

A.      Despite  originally  pessimistic  fore- 
casts of  an  ever-increasing  cost  spiral 

with  initially  high  time  rates,  T\  i  <>~t- 
have  been  going  down  over  the  past 
few  months.  Main  factor  in  lowered 

expenses  is  the  dropping  of  standbv 

charges  by  CBC  stations.  When  an  ad- 
vertiser bought  a  time  slot  on  a  Ca- 

nadian TV  station  last  year,  included 

in  the  package  price  of  this  time  period 
were  under-the-line  costs  of  studio 

operation  I  cameramen,  props,  studio 

rental,  and  so  forth  I  whether  the  spon- 
sor actually  used  the  studio  or  not. 

This  practice  is  no  longer  in  effect.  The 
rates  on  TV  stations  now  show  just  the 

flat  time  charges.  I  For  sample  rates 
on  the  three  Canadian  TV  stations,  see 

chart  on  page  80  in  Canadian  Basics.  I 
Furthermore,  with  TV  sets  being 

bought  in  Canada  at  a  rate  of  between 
25.000  and  30.000  a  month,  the  spon- 

sor is  able  to  reach  viewers  at  an  ever- 

decreasing  cost-per-1,000.  The  aver- 
age of  4.2  viewers  per  set  I  research 

findings  by  Elliott-Ha\  nes.  Ltd.  I — con- 
siderably higher  than  the  top  U.S.  fig- 

ure of  2.8  during  the  6  p.m.  to  mid- 

night period — also  works  in  the  spon- 
sor's favor. 

Q.    Who    are    the    major    sponsors 
on  Canadian  TV? 

A.      Among  major   program  sponsors 
are  the  following: 

Addison's.  Ltd..  B/A  Oil  Co..  Camp- 
bell Soup  Co..  Canadian  \\  estinghouse. 

T.  Eaton  Co..  Ltd..  Ford  Motor  Co.. 

Imperial  Tobacco  Co..  London  Life 
Insurance  Co..  Maple  Leaf  Milling. 

Northern  Electric  Co..  Canadian  Ad- 
miral Corp..  Canadian  Starch  Co.. 

Fi  igidaire  Products.  Imperial  Oil.  Ltd.. 
Canadian  Industries.  Goodyear  Tire 

and  Rubber  Co..  Bristol-M\ers.  Ltd.. 

Church  Motors.  Ltd..  Canadian  Struc- 
tural Steel.  Dominion  Brewery  Ltd.. 

Genereaux   Motor  Co..    Dow's  "'Kings- 
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beer"  Brewery,  Labelle  I   rure,  Ltd., 
Molson's  Brewery,  Ltd.,  Schick  Razoi 
Co.,  Smith-Kline  French  Labs.,  Chese 

brough  Manufacturing  Co.,  Philco 
( in!  |>..  Ltd.,  Fram  I  HI  Filters,  Ren 

ion  Rand,  I  .id..  I  leneral  Motors  I  !oi  p., 

Gillette  Safetj   Razor. 

Spol  T\   sponsors  include: 
l!ulci\ a  \\  atch  ( :<>..  ( lanada  Bread 

( .<>..  Consumers  I  ras  I  o.,  [mpei  ial  I  <>• 
bacco  Co.,  S.  (!.  Johnson  S  Son,  Ltd., 
\\.  C.  Macdonald,  Ltd.,  Moffats,  Ltd., 

Phillips  Industries,  Peoples  Credil 
fewelers,  Salada  Tea  Co.,  Citj  Buick 

Motors,  Genera]  Motors  Corp.,  Stude- 
baker  Corp.,  Shell  Oil  Co.,  Gattuso 

Olive  Oil  Corp.,  Guardian  1 1  usl  I  ".. 
Koolvenl  Vwnings,  Savon  Campeau 

Soap,  Seven  I  p,  Ltd. 

The  list  of  fall  and  w  intn  L953  pro- 

gram sponsors  includes  some  newcom- 
ers to  Canadian  t«-l«-\  ision: 

K.C.V  Victor  Co.,  Ltd.,  Robin  Hood 
Mom  Mills.  General  Foods,  Revlon 

Cosmetics,  Bradings  Brewery. 

\s  for  the  percentage  ol  program 

hours    that    an-    actuall)    commercial, 

here's  a  representative  average.  ("Br  I. 
Montreal,  which  maintains  a  balance 

between  English  and  French  program- 
ing because  of  the  large  percentage 

of  French-speaking  persons  in  its  cov- 

erage area,  has  had  sponsors  for  ]<>..">'  I 
of  its  programing  from  the  time  ol  the 

station's  debut  until  March  1953.   It  is 
helieved  the  CRC  will  permit  a  greatei 

proportion  of  sponsored  shows  on  I  \ 
than  it  does  on  radio.  The  radio  appor- 

tionment of  commercial  programing 

totals  20',  . 

Q.  What  is  the  scope  of  Canadi- 
an TV  programing? 

A.  On  a  small  scale,  it  is  a  replica  ol 

I  .S.  programing,  running  the  gamut 

from  popular  sport-  events  coverage 
like  Imperial  Oil  National  League 

hockej  games  in  Toronto  and  Montre- 
al— to  Canadian  varietv  shows  like 

{Please  turn  to  page  103) 

Viewers  show  strong  liking  tor  variety  shows  like 

GE's  Sunday  night  song  test  on  CBLT.  Toronto 

Hockey  games  comprise  important  segment  of 
sports  coverage,   are   telecast  via   mobile   units 

CBFT,    Montreal,   features  original   French   and 
English    dramas    to    reach    all    viewers    in    area 

Science  fiction  has  come  to  Canada  in  CBLT  s 

"Space    Command"    serial    for    young    viewers 

10  AUCUST  1953 
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4.  II  sponsors  in  Canada:  hi 
More  American  advertisers  are  buying  time*  on  Dominion  networks  and  stati 

With  Canadian  TV  on  the  brink  of  a  big  leap  forward,    there    may   be   even    i 

lj  .S.  advertisers  are  flocking  north 
to  stake  claims  on  the  rich  Canadian 

market — and  to  use  Canadian  radio. 

According  to  the  latest  count  of  the 
Canadian  Association  of  Broadcasters. 

183  U.S.  sponsors  are  buying  time  on 

Canadian  radio.  (For  complete  list, 

see  chart  in  Canadian  Basics,  page 

74. 1  This  compares  with  117  last  year 
at  this  time.  Canadian  stations  and 

networks  are  reaping  a  bonanza  from 

native  companies,  too.  CAB  reports 
that  the  total  number  of  national  ac- 

counts, including  those  of  L  .S. -origin, 

which  have  placed  business  on  Cana- 
dian radio  during  the  past  20  months 

came  to  803.  Last  year  CAB  identified 
535  in  a  similar  list. 

Most  of  the  national  accounts — U.S. 

and  Canadian — use  spot  radio  only, 
and.  of  course,  most  of  the  spot  busi- 

ness is  accounted  for  by  Canadian 

firms.  However,  when  it  comes  to  net- 

work advertising,  most  of  the  sponsors 
are  of  U.S.  origin. 

Here  are  the  U.S.  firms  using  net- 
work radio  as  of  May  1953:  American 

Chicle.  Bristol-Myers,  Campbell  Soup. 
Carnation.  Coca-Cola,  Colgate,  Electric 
Auto-Lite,  Ford,  General  Foods,  Gil- 

lette-Toni,  Kraft.  Pond's,  P&G,  Qua- 
ker   Oats.    Rexall.    Richard    Hudnut. 

Robin  Hood.  Ronson,  Standard 

Brands.  Sterling  Drug,  and  Westing- 
house. 

Including  Lever  Bros.,  which,  stri<  t- 

1\  speaking,  is  neither  of  U.S.  nor  Ca- 
nadian origin,  the  total  number  is  22. 

The  number  of  Canadian  network 

sponsors,  excluding  the  Canadian  Gov- 
ernment, was  seven. 

When  a  network  program  compari- 
son is  made,  U.S.  dominance  is  even 

more  striking.  Taking  shows  listed  in 

the  Elliott-Haynes  national  rating  re- 
port, you  find  that  62  programs  are 

sponsored  by  U.S.  firms,  including 
Lever  Bros.,  some  of  whose  programs 

originate  in  the  U.S.  Only  seven  pro- 
grams are  sponsored  by  Canadian 

companies  and  three  others  are  bought 

by  the  Canadian  Government. 

With  Canadian  TV  looking  as  if  it's 
on  the  brink  of  a  huge  leap  forward, 

there  has  been  the  beginnings  of  a 

movement  toward  spot  radio.  Also  in- 
fluencing this  trend  is  an  increasing 

emphasis  on  individual  market  tactics. 

P&G,  for  example,  has  dropped  two 

nighttime  network  shows  since  last 

year.  One  of  them — Beulah — was  dis- 

continued as  part  of  P&G's  dropping 
it  from  CBS  Radio.  However.  P&G  re- 

ports to  sponsor  that  it  will  increase 

its  spot  programing  in  Canada  during 
the  coming  season. 

Another  possible  explanation  for  the 
move  t»  spot  has  been  suggested  by 

CJAV,  Port  Alberni.  B.C.  The  sta- 

tions managing  directer,  K.  Hutche- 

son,  told  sponsor:  "Our  local  Rexall 
dealers  are  assessed  for  their  partici- 

pation in  the  Amos  Vi'  Andy  show  and 
they  would  be  much  happier  if  a  com- 

pany such  as  Rexall  were  to  give  them 

budgets  for  local  radio."' More  light  on  the  subject  comes 
from  Associated  Broadcasting  Co., 

Ltd..  a  Toronto  ad  agency.  Says  Gor- 

don Allen,  Associated's  radio  director: 
"We  have  come  to  the  conclusion  that. 
no  matter  how  big  and  good  the  big 

city  stations  are,  you  still  have  to  go 
local  for  the  smaller  markets  to  get  the 
full  benefit  of  your  advertising. 

"I  don't  know  how  true  this  is  of 

smaller  U.S.  operations,  but  around 
here  the  stations  within  a  radius  of  40 

to  80  miles  of  Toronto  and  Hamilton 

operate  as  well  as  the  big  ones,  gen- 
erally program  as  well  and.  as  a  result, 

get  tremendous  local  acceptance." 
Some  of  the  bigger  L  .S.  accounts  in 

Canada,  like  Alka-Seltzer  and  Shell 

Oil.  use  no  network  advertising  at  all. 
Both  of  these  firms  generate  sales  out 

Canadian    station    merchandising    methods    closely    resemble    those    of  countries.     Lett  to   right   across   page;   CKWX,   Vancouver,   ties   in   with 

U.S.,    making    it    easy    to    coordinate    campaigns    planned    for    both  Pro-phy-iac-tic   toothbrushes;    CJAV,    Port  Alberni,    B.C.,    plugs    P&G's 



ley  use  radio  11 
III  his  year,   117  in   1952. 

rrosl    in   spot    riiriio 

(>l  local  news  shows,  commentators. 

I  [ere  is  h  bal  -nine  ol  the  majoi  I  .>. 
clients  are  doing  on  Canadian   radio: 

Procter  A  Gamble:  I'm,  ,i  (  anada 
will  use  al  least  Hi  network  shows  dm 
ing  the  coming  season.  Three  of  these 
are  French  daytime  properties  {Rue 
Principale,  Quelles  Vouvellet  and  Face 
a  Id  Vie)  and  the  fourth,  \fetropole, 

is  a  Dri'li-Owdol  nighttime  property. 
I  be  company  « ill  continue  ti>  import 
-i\  daytime  serials  from  the  States  and 
will  use  cut-in  facilities  t"  vary  the 
produd  sponsorship  lineup. 

These  six  arc:  Road  <>i  Life  il)u/ 
or  Cheer-Dreft) ,  Life  Can  /<V  Beauti- 

ful (Cheer,  Crisco),  Ma  Perkins  (Oxy- 
dol  with  a  Drene  trailer),  Pepper 

Young's  Family  (Camay,  Spit  & 
Span  i.  Right  to  Happiness  (Tide) 
and  Rosemary  (Crisco,  Camay-Tide). 
Ilic  latter  show  will  replace  Big  Sister. 

\s  for  spot  programing,  there  will 
be    renewals    in     Montreal.    Winnipeg, 
foronto,  and  Vancouver  and  programs 
will  be  added  in  other  markets.  The 

programing  to  be  used  include-  I  .>.- 
produced  Backstage  11  ife,  Perry  Ma- 

son. )  oung  Dr.  Malone,  Guiding 
Light,  and  Brighter  Dm.  as  well  as 
>tj<  1)  local  origination-  as  Red,  H  hite 

U.S.  ad  agency  quests  at  lobster  party  qiven  by  Fred  Lynds.  mqr..  CKCW,  Moncton  N.B. 

Seated,  clockwise:  Dorothy  Haqen,  Greta  Rothrock.  Patricia  Brouwer.  Needham,  Louis  4 

Brorby:  Merle  Myers.  Russel  Seeds:  Evelyn  Vanderploeq.  Schwimmer  &  Scott  Ma'ion  Reuter. 

Y&R;  Ruth  Babick,  Earlc  Ludgin;  Patricia  Krai,  Needham,  Louis  &  Brorby;  Kay  Kennelly,  Olian  & 

Bronncr;  Pat  Gray.  Arthur  Moyerhoff.  Standinq.  I.  to  r.  Lynds  and  wife.  Bill  Reilly.  Adam  J. 

Young;  Tom  Tonner.  CKCW:  Georqe  Diefenderfer,  Adam  J.  Younq.  Lynds'  lobster  parties 

are    an    institution;     he's    given    them     in     N.Y..     Chicago,     Montreal.     Toronto    for     many    years 

and  Blue,  Stai  Time,  and  Breakfast 

Time.  [Tie  Canadian-produced  shows 
w  ill  be  used  mostl)  on  i li>-  \\  est  <  oast. 
\-  l"i  Bpol  announcements,  I'M.  will 

saj  nothing  except  that  the)  "will  con- 
tinue to  be  an  important  fat  tor  in  oui 

plan-.
' 

i  oncerning  I  \  .  Howard  I  .  \\  bit- 
ing, manage]  ol  media  and  program- 

ing for  I'M  !  01  <  anada.  -a\  -  :  ""\\  e have  nol  entered  into  <  anadian  tele- 

vision up  to  tlii-  time  and  believe  that 
it  i-  -lill  relatively  expensive  and  af- 
fords  inadequate  i  overage  "I  impor- 

tant  areas." I'M .  -  agent  ies  l"i   its  •  anadian  air 
operation-  int  lude  five  from  the  I    v. 
Benton    S     Bowles,     Biow,    Compton, 

Dancer-Fitzgerald-Sample,  and  Young 
S    Ruhiram        and    one    From    <  anada. 

I  .   II.   I  la\  Inn  -i  (  ....    I  oronto. 

<  ttUftttc  -  f'fifiiiolitc  -  !»«•«•! :      (     |'.|\ 

Ltd.,  \ia  Spitzei  8  Mill-,  uses  the  fol- 
lowing programs: 

•  t  »n  the  I  nglish  networks:  '  I  I    I  be 
tdian-produt  '-'I  /  ht  Happy  Gt 

which  <  olgate  has  been  using  foi  IT 
j  i  .11-.  \  balf-houi  musit  a]  \  arietj 
show,  it  i-  broadcast  ovei  >  1  I  rans- 
Canada  stations.  [21  Share  th*  Wealth, 

another  Canadian-produced  show  and 

also   a   long-time   runner   foi    <  ol 
I  1  rears  I.  I)  Our  M  -  ■  Brooh  $, 

taken  live  from  <  BS  and  broadt  a-t 
"\>-i  ■"'  >  Dominion  Network  stations. 

'I '  Peggy  Brooh  -  Shou .  populai 
Australian  vocalist,  on  -!!  stations. 
•  ( )n   the   I  rent  h    Network :   Colj 

1  Please  turn  to  /"/~-    I  17 

Dui;  CJVI,  Victoria,   merchandises  for  Kellogg;  CKY,  Winnipeg,   gives 

Vicks  a   boost;   Robin   Hood  gets  good  merchandising   backing-   CKOV. 

a    Kelowna,    B.C.,    station,    helps    Rirso;    CFJC,    Kamloops.    B.C..    calls 

attention    to    Nabisco;    CKRC,    Winnipeg,    plays    up    P&G    soap    opera 
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5.  C1HABIAI  BASICS    ! 
llllllllllllllllllllllllllllll!   llllll!!!! 

I  The  Cungtdian  market 

1.  Key  Canadian  market  facts,  including  population,  income,  salaries 
1952 1951 

1941 

TOTAL  POPl  LATIOh 

FRE \ CHSPEAKING  POPUL  I TIO  \ 

GROSS  NATIONAL  PRODUCT 

\  ITIOh  4L  INCOME 

PER  CAPITA  INCOME  J$l,257 

RET  All.  SALES  $11,303,783,000 

E  \  PORTS  l  $4,336,000,000 
1 1/  PORTS  $3,846,000,000 

1  f  .000.000  14,000. 120 

4,500,000  4,319,167 

$23,0 1 1 ,000,000  $2 1 ,450,000.000 

$18,135,000,000  $1 7,22.9,000.000 

—91,230 
810,517.320.000 

$3,950,000,000 
SI  .007.000.000 

1 I, 1 00,000 
3.483.038 

$8,517,000,000 

96,563,000,000 

.9545 
93,436,000,000 

9924,000,000   ('3»> 
$751,000,000    ('39) 

TOTAL  U.S.  INI  ESTMENTS 

\Elf  U.S.  INVESTMENTS 

I  '.S.-CONTROLLED  FIRMS 
VALUE  $1  U.S. 

TOTAL  EMPLOYED 

....98,000,000.000  —97,235,000,000  $4,990,000,000   (*45> 

9007,000.000  9259,000,000      911,000.000  (*48) 
  2,821  2,508  J.985 

virtually  at  par  $1.03  $0.90 

  5,117,000  "  5.J10.000  4.224,000 

AVERAGE  WEEKLY  PAY  .    957.31°  954.32 f  .  943.05  ('49 J 

DOMINION  DEFENSE  BUDGET  $1,832,000,000  —91,143,000,000  $361,000,000  i'49) 
GROSS  CORPORATION  PROFITS  $2,586,000,000  $2,781,000,000  SI .884.000.000  (19) 

AGRICULTURAL  INCOME  ..         $2,181,000,000  $2,330,000,000  $1,693,000,000  f'49J 

MANUFACTURING  INCOME ...  -95,305.000,000  $5,127,000,000  93,942,000,000  ("49> 

MINING.  OIL,  ETC.  INCOME      $718,000,000  8688,000.000  $448,000,000    f*49> 
FORESTRY  INCOME  8307,000,000  8377,000.000  S210.000.000    (19) 

CONSTRUCTION  INCOME  _  81,008.000,000  8857.000,000  $776,000,000    T49) 

SOURCE:    Dominion    Bureau    of    Statistics 

•'  1    Jan.    1953    test.);    "Without    Newfoundland,    which    became    ran    of    Canada     m 

1949; 
[953; 

1   Excluding    Canadian    inulual    aid    u>   NATO    countries;    AWeek    ended    4    May ■■      April     1953;     'April     1952 

2.  Canadian  retail  sales  broken  down  by  provinces  for  1950-1952 

PROVINCE 
1952 1951 1950 

MARITIMES 

QUEBEC 
ONTARIO 

MANITOBA 

SASKATCHEWAN 

ALBERTA 

BRITISH  COLUMBIA 
SOURCE:    Dominion    Bureau    of    Statistics 

$777,295,000 

2,642,687,000 

4,285,071,000 

677,333,000 

722,557,000 

903,965,000 

1,294,875,000 

$702,226,000 

2,457,391,000 

4,033,221,000 

666,701,000 

616,338,000 

831,317,000 

1,137,867,000 

$654,480,000 

2,205,150,000 

3,643,910,000 

606,250,000 

548,900,000 

747,690,000 

1,061,020,000 

■ 
i   .'in 

■ 
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MM  Canadian  radia 

1.   Status  report  on  Canadian  radio  stations,  networks,  rates,  sponsors 

Commercial  ■tatlon*       157  (  '  FAtfJ  with  137  private  «i>i«i  £U  Cart* owned 
VetM>orfca       3  national  fDontinion,  rran«T»Canada1  i  renenj 
\rtivarl*s  i  mi   (>i(   Govt.  COronali  Canadian  Itrtnnlrastittq  <  orporaf  ion 

Hccmlwfl  ana!  teehnleal  r»mroi  ay        Goat.  thrauah  Department  of   rranepertatiaa 
Ante   radios      7.™. woo   fatf, » 

if.i«/iM  tete  bought1  tinea  n«r      .~,.nt  1. 158   (thrauah  Mag   1953 > 
Radio   home*      3,532,000  (hum.  Mmn.  I853J 
Fatal  home*         3,795,000 

",',   radio  haofl   94.4 ",, 
iVrsoii.v  oar  I  ..s.    i»f  ttationj     o I. tutu 

fVr.soii*  per  Canadian   i>f  ttationj     ?>  1,000 
Ircraifc   l-liotir  rate   (Class    1)      873.7J 
Iverage  l«a»lwate  rate  (Class    \)   SJi.7.1 

T«»p  I  ..s.-orioin  evening  pray  ram   Edgar  Bergen  Snow 

Top  t'aiiarfiaii-oriaiii  evening  prooraiii  in  liialish   lard   Thralre 
\iniilirT   iMirioiidf   sponsors-   Orrr  WOO 
\mrio«'r  I  ..S. .origin  sponsors   Over   I /JO 

Radio's  sh€tro  of  national  advertising  expenditures      Orcr  2.1",, 

SOURCE;   Canadian     \-  i  Elllotl   Haynei    S 

2.  Population,  households,  radio  homes  grouped  by  provinces  (as  of  1  Jan.  '53) 

PROVINCES POPULATION 
HOUSEHOLDS RAOIO     HOMES HOMES      WITH      AT 

LEAST   ONE    RAOIO 

VEWFOl  SDL  AND 
.'180.000 

79.000 63,000 

80.:;  % 

1>R1\(E  EDWARD  \SL  t\l> f  ft.?. 000 23,000 2  1 .000 

90.9% 

VOI   I  SCOTIA 0.1 7.000 108.000 153,006 

99.8  "„ 
NEB   11  Kl  VS»  H  /\ 53 1 .000 120.000 1  f  0.000 

91.8% 

(?<  /  7^.7. 1,225,000 932,000 885,000 

80.0% 

ONTARIO 1.8  17.000 1,333,000 1 
,273.006 

05.2% 

1/  INITOB  i 80.1.000 225,000 200.000 
92. .1",, 

S  tSKATCHEW  f\ 8.10.000 2.10.000 238,000 

95.9% 

ALBERT A 98.1.000 272.000 2.17.000 

94.4% 

BRITISH  COH  Mill  t 1,215,000 382,000 358,000 

93.  /"„ 
TOT  a 1  1,000,000 3,795,000 

.; 

..102.000 

94.4% 

SOURCE:   Canadian    Association   of    Broadcasters 

3.  Canadian  radio  set  sales  figures  show  sharp  postwar  rise  1945-1953 
SETS   SOLO SETS TOTAL    SETS TOTAL 

YEAR IN    CANADA RETAIL     VALUE IMPORTED RETAIL    VALUE BOUGHT 
RETAIL     VALUE 

10  1.1 46  316 $     1,526  050 71  1 
$         15.094 47.C27 $     1.541,144 

1010 568,320 
$28,849,115 

18,852 
$    660,651 

587,172 
$29,509,766 If)  17 836.419 $60,399,221 44.C50 $1,568,097 880.469 $61,967,318 

1018 596,467 $49,351,338 

993 

$      36.096 
597.460 

$49,387,434 101!) 724,517 $53,639,788 
51,994 $1,493,581 

776.511 
$55,133,369 1950 758.619 $59,159,854 44,124 

$1,341,204 802,743 $60,501,058 
19.11 557,097 $50,353,692 46,497 

$1,574,383 603.594 
$51,928,075 

10.12 568,884 $50,125,290 62,982 $2,312,079 
631.866 $52,437,369 19.13 

245,617* 
$22,594,164 

12.000. 450,000- 
257.617 $23,044,164 

.1.18  1.1.19 
S:i8.1.  1  19.097 

•Through  May  1953  Bgnn  i-    I"       hither  than  first   .">  month*  .rf  US ♦   Estimated  SOURCE-     Radio-  THmision    Manufacturers    As*n      of    Canada 

10  AUGUST  1953 
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4.  These  are  157  commercial  Canadian  radio  stations  in  operation  today 

<  in 
Call 

I  etten 

Net' 

Frequency 

I  Mm 

Powerf 

(Watts) Nighttime  R.ilis 'A  hr     I    1  min 
U.S. 

Reps] 

City 

Call 
Letters 

Net* 

Frequency 
<k(.\, 

Powert 

( Watts) Nighttime  Rates '/2  hr    I     1  min U. 

Re,: 

ALBERT/1 

Calgary 

Calgary 

Calgary 
Edmonton 
Edmonton 

Edmonton 
Edmonton 
Grande 

Prairie 

Lethbridge 
Medicine 

Hat 
Red  Deer 

Chilliwack 
Oewson 

Creek 

Komloops 
Kelowna 
Nanaimo 
Nelson 

Hew  West- 
minster 

Penticton 

CFAC 

CFCN 

CKXL 

CBX 
CFRN 

CHFA 

CJCA 

CFGP 
CJOC 

CHAT 
CKRD 

TC-S 

DOM-B 

960 

,060 

5,000   DA-N 
10,000    DA-N 

1,140        1,000    DA-N 
TC-B  1,010     50,000    DA 
DOM-B       1,260       5,000 

TC-S 

TC-S 
TC-B 

DOM-S 

DOM-S 

680 
930 

1,050 
1,220 

1,270 

1,230 

5,000  DA 

5,000  DA-N 

1,000 
5,000  DA-N 

1,000  DA 
250 

$66 

$66 

$48 $75 
$66 

$36 

$72 

$30 
$36 

$24 
$24 

It  l<  I   I   I  s  II     COLUMBIA 

CHWK  DOM-B       1,270        1,000    DA 

CJDC 
CFJC 

CKOV 
CHUB 

CKLN 

CKNW 
CKOK 

Port    Alberni CJAV 
Prince 

George CKPG 

Prince  Ru- 

pert 
CFPR 

Trail CJAT 
Vancouver CBU 
Vancouver CJOR 
Vancouver CKMO 
Vancouver CKWX 
Vernon CJIB 

Victoria CJVI 
Victoria CKDA 

TC-S 
TC-B 
TC-B 

TC-S 

DOM-S 

TC-S 

TC-S 
TC-8 

TC-B 

DOM-B 

DOM-S 

DOM-B 

1,350 910 

630 

1,570 
1,240 

1,320 
800 

1,240 

550 

1,000 
1,000 

1,000 
1,000 
250 DA 

1,240 250 
610 

1,000 
690 10,000 

600 5,000 
1,410 1,000 980 

5,000 940 1,000 
900 

1,000 
1,340 

250 

1,000  DA-N 
1,000  D 
500  N 
250 

250 

DA 

DA 

DA 

DA 

Brandon 

Dauphin 
Flin  Flon 
St.  Boniface 

Winnipeg 
Winnipeg 
Winnipeg 
Winnipeg 

Campbellton 
Edmundston 
Fredericton 
Moncton 
Newcastle 
Saint  John 
Saint  John 
Sackville 

Corner  Brook 
Gander 
Grand  Falls 

St.  John's 
St.  John's 
St.  John's 

CKX 
CKDM 

CFAR 
CKSB 

CBW 
CJOB 
CKRC 

CKY 

Jf  AIVITOB.4 

DOM-B 

TC-S 

FR-S 
TC-B 

DOM-B 

1,150 
1,230 
590 

1,250 
990 

1,340 
630 
580 

1,000 
250 

1,000 
1,000 

50,000 
250 

5,000 

5,000 

DA 

DA-N DA 

$24 

$28 

$24 

$30 

$28.80 

$21 

$75 
$30 

$24 

$24 

$18 $36 

$84 $72 

$45 

$84 
$30 

$36 

$24 

$36 

$22.50 

$24 $36 

$96 $45 

$72 

$60 
!VEW     RRd  N  S  WICK 

CKNB 
CJEM 
CFNB 

CKCW 
CKMR 
CFBC 
CHSJ 

CBA 

G6Y 
CBG 

CBT 
CBN 
CJON 
VOCM 

DOM-B 
FR-S 

TC-B 
DOM-B 

DOM-B 
TC-B 

TC-B 

950 

1,380 
550 

1,220 
1,340 
930 

1,150 
1,070 

1,000 
1,000 

5,000 
10,000 250 

5,000 
5,000 

50,000 

DA 

DA 
DA-N DAN 

DA 

DA-N 

NEWFOUNDLAND 

TC-S 
TC-S 

TC-S 
TC-S 

790 

1,450 

1,350 
640 
930 

590 

1,000 
250 

1,000 10,000 

5,000 
1,000 

DA-N 

$33 

$24 $48 

$48 
$24 $45 
$45 

$90 

$81.60" 

$81.60" 

$81.60" 

$8  1 .60" 
$42 
$30 

$17 
$16.80 

$11.20 
$3011 

$17 

$8 

$22 

$7 

$10 

$6 

$6 

$5 

W&C 

AJY HGO 
DC 

CBC AJY 
HGO 

W&C 

W&C 
W&C 

W&C 

AJY 

W&C 

$5 

DC 

$6 

W&C 

$8 

W&C 

$6 

DC 

$4 

AJY 

$17.50 F&C 

$7.50 

DC 

$5 

DC 

$5 

W&C 

$3.50 

$8 

W&C 

(33.6011 
CBC 

$20 

AJY 

$9.50 

DC 

$21 

W&C 

$7.50 

DC 

$8 

W&C 

$5 

F&C 

$7.50 
$3.65 

$4.50 

$7 

$38.40r 

$11 
$22 

$15 

$7 
$5 

$9 
$9 
$5 

$9.50 
$9.50 

$36*
" 

AJY 
AJY 
AJY 
JHM 
CBC AJY 

W&C DC 

W&C 

AJY 

W&C 

AJY W&C 

AJY CBC 

$36.64"r  CBC 

$36.64"*"  CBC 
$36.64"V  CBC 

$36.64'*  CBC 
$8  W&C 
$5  AJY 

Antigonish 

Bridgewater 
Halifax 

Halifax 

Halifax 
Kentville 
Sydney 

Sydney 

Truro 

Windsor 

Yarmouth 

Barrie 

Belleville 
Brantford 

Brockville 
Chatham 

Cornwall 
Fort  Frances 

Fort  William 
Guelph 

Hamilton 
Hamilton 

Hamilton 
Kenora 

Kingston 
Kirkland 

Lake 

Kitchener 
London 

Niagara 
Falls 

North  Bay 

Or i Ilia 
Oshawa 
Ottawa 
Ottawa 

Ottawa 
Owen  Sound 
Pembroke 

Peterbor- 
ough 

Port    Arthur 

Sarnia 

St.  Cath- arines 

St.  Thomas 
Sault  Ste. Marie 

Stratford Sudbury 
Sudbury 

Timmins 

Timmins 
Toronto 

Toronto 
Toronto 
Toronto 

Toronto 

Toronto 
Windsor 

Windsor 

CJFX 

CKBW 

CBH CHNS 

CJCH 

CKEN" 

CBI 
CJCB 

CKCL 

CFABh 

CJLS 

CKBB 

CJBO 

CKPC 
CFJR CFCO 

CKSF 
CKFI 

CKPR 

CJOY CHML 

CJSH-FM0 

CKOC 

CJRL CKWS 

CJKL 
CKCR 
CFPL 

CHVC 

CFCH 

CFOR 

CKLB CBO 

CKOY 

CFRA CFOS 

CHOV 

CHEX 

CFPA 
CHOK 

CKTB 
CHLO 

CJIC CJCS 

CHNO CKSO 

CFCL 

CKGB 
CBL 

CFRB 
CHUM 

CJBC 
CKEY 

CKFH 
CBE 

CKLW 

NOVA      SCOTIA 

DOM-B TC-S 

TC-B 

DOM-B 

TC-B 

DOM-B 

DOM-B 

580 

1,000 
1,330 
960 920 

1,490 

1,570 
1,270 

1,400 

1,450 
1,340 

5,000 
1,000 

100 

5,000 5,000 
250 

1,000 

5,000 
1,000 250 

250 
250 

DA 

DA-N 

DA-N 

DA 

ONTARIO 

DOM-S 
DOM-S 

DOM-B DOM-B 
DOM-S 

DOM-S 

TC-B 

DOM-S 

TC-S 

DOM-B 

TC-B 

TC-B 
DOM-S 

DOM-B 

TC-B 
DOM-S 

TC-B 

DOM-B 

DOM-S 

DOM-B 

DOM-B 
DOM-B 

TC-S 

DOM-S 
TC-S 

TC-B 

DOM-S 
DOM-S TC-B 
FR-S 

TC-B 
TC-B CBS 

DOM-B 

1,230 

1,230 

1,380 

1,450 630 

1,230 800 

580 

1,450 

900 

I02.9e 

1,150 

1,220 

960 

560 

1,490 
980 

1,600 

600 

1,570 

1,240 

910 

1,310 560 

1,470 
1,350 

1,430 
1,230 

1,070 

620 
680 

1,490 

1,240 

900 

790 
580 
680 740 

1,010 
1,050 860 

580 

250 250 

1,000 

250 

1,000 250 

1,000 500 

1,000 
250 

5,000 
9,200 5,000 

1,000 

5,000 

DA-N 

DA 

DA-N 

DA DA 

5,000    DA-N 

250 5,000    DA 

5,000 

1,000 1,000 

1,000 
250 

1,000 
5,000 

1,000 

5,000 1,000 

1,000 

D 

DA-N 
DA 

D 

DA-N 
DA 

DA-N 

DA 

DA 

1,400 TC-B  1,550 

DOM-S         800 

1,000 
1,000 

250 
250 

1,000 
5,000 
1,000 
5,000 50,000 

50,000 

1,000 50.000 

5,000 1,000 
250 

10,000 

50,000 

DA 

DA 

DA 

DA-N 
DA 

DA-N 

DA 

D 

DA-D 
DA-N 

DA 
DA 

DA 

$48 

$27 

$24 $48 

$42 

$24 

$24 

$48 

$24 
$24 
$21 

$27 $33 
$36 

$24 
$30 
$30 
$36 

$44 
$24 
$75 
$24 
$60 

$24 
$60 

$48 

$36 
$60 

$30 

$36 

$36 
$30 

$54 
$54 

$52.50 

$36 
$36 

1,000  DA  $42 
250  $36 

5,000  D  $48 

1,000  DA-N 

$36 

$42 

$36 

$24 
$42 
$54 
$36 

$48 $204 $200 

$60 $150 $120 

$60 
$60 

$105 

:■ 

Akt 

JF> 

$8 

$6 

$6 

(5.50 

$2l.60r 

$12.50 

$8 

•NETWORKS     all  operated  by  Canadian   Broadcasting 
Corp  i 
TC-B — Trans-Canada   Basic 
TC-S — Trans-Canada  Supplementary 
Dom-B — Dominion   Basic 
Dom-S — Dominion    Supplementary 
FR-B — French    Basic 
FR-S — French   Supplementary 
fD — day,   power;   N — night,   power;   DA — directional  antenna 

.^REPRESENTATIVES 
CBC — Canadian    Broadcasting   Co. 
DC — Donald   Cooke,    Inc. 
F&C — Forjoe  &  Co. 

JHM— |.   H    McCillvra 
HCO— Harlan   C    Oakes 
W&C— Weed  &  Co 
A)Y — Adam   ),   Young   Jr 

•Croup  rate  for  CBY.   CBC.  CBT.  and  CBN 
bCKEN   is  satellite  of  CFAB:  rate  is  for  both  stations 
cOnly  commercial  FM  station;  frequency  in  megacycles 

SPONSOR 



Radio  stations  (continued) 5.   Reps  of  Canadian  stations 

i  111 
(  ill 

Lettai \(  f 
i  i.  qui  n>  | 

M    . 

Powi  I  | \\  Ittl 
Nifhttin 

E    | 

1  mm 

1 

K. 

s 

igham  CKNX 

odstoch         CKOX 

DOMS         920        1,000    DAN      $36  $10 

1.340  250  $24  $5 AJY 

P  it  I  \  I  E     E  n  WARD     i  s  i.  i  \  n 

trlotte- 

own  CFCY 

mcrtidc      CJRW 

M 
.outimi 

>  nby 
II 
O/Ull'ff 

-i  arrc 

Stone 

Wit. -co  I 
Untreal 

Wntreal 

4  it  real 

Witreal 

Mntreal 

W<  Carlisle 

\  bee 

h  6-c 
hbec 

>bcc 
Bousfci 

'#CfC-du- 

Anne  de 

3  Poca- 
icrc 

•Georges 
le  Bcaucc 

■t  winigan 
alls 

brookc 

broohc 

)l 
ttord 

\ines 

s  Rivie- 
95 

D'Or 
iun 

oriaville 

e    Marie 

CHAD 

CBJ 

CHEF 

CKCH 

CKRS 
CKLS 

CKBL 

CBF 

CBM 
CFCF 

CHLP 

CJAD 

CKAC 

CHNC 

CBV 
CHRC 

CJQC 

CKCV 

CJBR 

CJFP 
CHRL 

CKRN 

aiotoon 

acatoon 

Hirous 

ftkton 

CHGB 

CKRB 

CKSM 

CHLT 
CKTS 

CJSO 

CKLD 

CHLN 
CKVD 

CKVL 

CFDA 

CKVM 

CFRG 

CHAB 

CJNB 

CKBI 

CKCK 

CKRM 
CFQC 

CKOM 
CFNS 

CBK 
CJGX 

DOM-B         630       5,000    DAN      $51  $10 

1,240  250  $24  $5 

Q  I    F.  II  F  C 

FR-S 
FR-B 

FR-S 

FR-S 

FR-B 
TC-B 

DOM-B 

CBS 

CBS 

FR-S 

FR-B 

TC-S 
DOMS 

FR-S 

FR-S 

FR-S 

:R-S 

FR-S 

DOM-B 

FR-S 

FR-S 

1,340 
1,580 

1,450 
970 

1,240 

1.240 

1,250 
690 
940 

600 

1,410 
800 
730 

610 
980 

800 

1,340 
1.280 
900 

1,400 

1,340 
1.400 

1,350 

1.400 

1.220 
900 

1,240 

1,320 

1,230 

550 

1,230 980 

1,380 
710 

DA 

DA 

DA 

250 
10.000 

250 

1,000 
250 
250 

1,000 
50.000 
50.000 

5.000 
1,000 

5,000 
10,000 

5,000 
5,000 
1,000 

5,000 
250 

1.000 

5,000 

250 

250 

250 

1,000    D 
250    N 

250 

DA 

DA 

DA D 

N 

DA 

DA 

DA-N DA-N 

$57 
$36 

$28 $55 

$30 

$57 $30 $180 

$120 $120 

$75 $120 

$150 

$42 

$54 $66 

$24 

$54 $36 

$27 
$26.40 

$57 

$27 

$26 
1,000  DA    $36 
1,000  DA-N  $55 
250 

1,000  DA-N $28 

$40 
250 

$30 
1,000  DA  $50 
250  $57 

1,000  DA  $135 
1,000  DA-N  $27 
1,000  DA-N  $30 

SASKATC  II  E  W  A  V 

FR-S 

DOM-B 

DOM-B 
TC-S 

DOM-B 

DOM-B 

TC-B 

DOM-B 

800       5.000    DA 

,460 

900 

620 
980 

600 

1,000 

5,000 

5,000 
5,000 

5.000 

DA 

DA-N 
DA-N 

DA-N 
1.340  250 
1,170  1,000 
540  50.000 
940  1,000 

$24 

$48 

$30 

$42 

$54 

$54 
$60 

$42 

$27 
$132 

$33 

W&C 

$11 

$14.40' 

$6 

$11 

$7 

$11 

$7 

$72'
 

$48'
 

$28 

$18 

$28 
$33 

W&C 

CBC DC 

JHM AJY 
W&C 

AJY 

CBC 

CBC W&C 

JHM 

AJY 
AJY 

$9  AJY 

$21.60'  CBC 
$16  AJY 

$6  AJY 
$11  W&C 

$7.25  AJY 

$7  AJY 

$6.50 
$11  W&C 

$7 

$6 

JHM 

$8.50 $11  AJY 

$6  AJY 
$10  DC 

$6 

AJY 

$10.50 
AJY 

$11 

W&C 

$28 

DC 

$6 
$6 

AJY 

$5 $12 

$6 $10 
$13.50 

$13.50 

$16 

$10 

$5.50 

$52.80' 

$7 

W&C 

W&C 

W&C 

AJY AJY 
HGO W&C 

CBC 

AJY 

explanation^    footnotes  on  pre 

10  AUGUST  1953 

JAMES   L     ALEXANDER 

TORONTO 
MONTREAL 

CANADA 

M        U 

Drummond  Itlilx 

ALL  CANADA  RADIO   FACILITIES 

TORONTO  I      tl  KI.Ik 
MONTREAL  Dora  i  I 

WINNIPEG  (...It    HiiiIiIimk 
CALGARY  I  aylor,     Pranoi  I 
VANCOUVER  H 

BROADCAST  REPRESENTATIVES 
WINNIPEG  I  India,     Bldf. 

CANADIAN  BROADCASTING  CORP 
TORONTO 

MONTREAL  Rad  Ill.lii. 

JOS.   A.   HARDY 
MONTREAL 
TORONTO 

n    III'Ik 
mp    Si 

JOHN   N.   HUNT  &   ASSOCIATES 
VANCOUVER  198   ̂       HaSI 

PAUL   MULVIHILL 

TORONTO 
MONTREAL M    kirn:    St.    I  i-i      K.-.n, 

1434     Si      <  alh<  i  n<      St. 

NATIONAL   BROADCAST  SALES 
MONTREAL:  OOe    St. 

TORONTO:  l  il    \<i<   HU\*. 

OMER  RENAUD  &  CO. 

MONTREAL  I  II  I    Stanli 
TORONTO:  II  .mk    ol     Nova    ScotU     I»I<Ik. 

RADIO  REPRESENTATIVES 
TORONTO  I     \  lb 

MONTREAL:  Dominion    Square    Itlilj; 
WINNIPEC:  Lindsaj     BI'Ik 
VANCOUVER:  I9S   U  .   Haitin 

RADIO   TIME  SALES  IONT.) 

TORONTO:  I  17    Univi  nirj     \  ■ 

RADIO  TIME  SALES  'QUEBEC) 
MONTREAL:  Si     <  athi  rint    sr     V\ .  n 

RAD'O  &   TELEVISION  SALES 
TORONTO 
MONTREAL 

STEPHENS  &   TOWNDROW 
TORONTO: 

HORACE  N.  STOVIN  &  CO 
TORONTO: 

MONTREAL: 
WINNIPEC: 
VANCOUVER: 

in    tdelaidi    Si 

Windsoi     Hnirl 
k  -  .   Si    Wert 

Victnr\       BlitR. 

ki .  ii  i     BIiIe. 

(  bflcb    KIiIk. .1.  r    M 

UNITED     STATES 

DONALD  COOKE 
NEW  YORK: 
CHICACO 
BEVERLY   HILLS: 
SAN   FRANCISCO: 
DETROIT: 

FORJOE  &  CO. 
NEW  YORK: 

LOS  ANCELES: 
SAN   FRANCISCO: 

CHICAr.O; 

M  nil-mi  Are. 

North  I  i  Salle  St. 
N <>r i li  I      Cienega   Blvd. 

me    St. Penobscot   Bldg. 

ATLANTA: 

1 127   Wibhire  B!\d. Market   St. 

I  i  ibune    I  owei .    135    Mil  h     \\< 
HIiIk. 

JOSEPH   HERSHEY   McGILLVRA 
NEW  YORK  ii     \m 

CHICAGO:  185    Norti    Wabash    Km 

BEVERLY   HILLS  III     N.miIi     I    I    (    ■    lega     Bhil. 
SAN    FRANCISCO:  233    Sansomc    Si 

HARLAN  G.   OAKES  &   ASSOCIATES 
NEW  YORK  17    l  ast    12nd    St. 
LOS   ANGELES            672  South    Lafayetti 
SAN  FRANCISCO  5     I  bird    St. 
CHICACO  Puri    Oil    BIiIr. 

MINNEAPOLIS:  "    Bryant    \m     North 
WF5D  #   CO. 

NEW   YORK 

CHICACO 

DETROIT: 
HOLLYWOOD 

SAN    FRANCISCO 

BOSTON: 
ATLANTA: 

ADAM    J.    YOUNG    JR. 
NEW  YORK: 
CHICACO 

LOS  ANCELES: 

ST.    LOUIS: 

Madison     \»o. 

N  W        ih     \m-. 

B.Kik    Bldg. 

Hollywood    Bh.l. Markd    St. 

-     Bulg. 

Glenn    Bide. 

il    Washing 

i    Guaranty    BUle 
7  N.   Till   St. 

II        \       •   milrf 

IUII M      \      ' 
II      P 

I     I     Baldwin 

\     I 

Wjllrr    Powell 

II 

Bruce    Bullet 

I     \     Hunt 

Paul    MiiKilull 
M     M 

K.     \      I         . 

(  lllli   I        I 

kin     I  ' 

H A      I 

J.    N.    Ilir.i 

Norm    Brown 

Ralph 

\         \        Mi   l>.   Mlli.lt 

ViiiH    Wilum 

Bill    Sti 

I  owndron 

H    \ 

Ralph    ImlkTi 

I  .   ( 

I       I  iiilin 

Jim    5 

Donald  < I         ii(  -.uncll William 

Joseph    Rli Him 

Lawrence  k 

Zon  '    l(.  IK    - 
William   V 

i 

I    H    M  GillTra Hub    | '  '  i      Titirll 

William 

Aithur  Gordon 
II  I 

Burmn     1 

Paul    H*l>rrr\ 

ml   fohm 

Joseph  J 
\      MiC.urk 

Cornelius  • Bernard   Pcarse 

1  inioln   P.  Nimi>n<l>. 

Don 
Robert  R.  Reardon iringcn   Jr. 

Adam     I.    Young    Jr. 

William    J.    Rrilh 
William  1  .  Wallace 

mgton 



Mil  Canadian  air  advertisers  and  agencies 

1.  183  U.S.  companies  are  advertising  today  on  Canadian  radio 

This  is  a  list  oj  L83  companies  operating  in  the 

('nihil  StaU  s  and  who  today  are  using  Canadian 
radio  directly  or  through  Canadian  sister  com- 
panu  s  and  /or  affiliates.     Included  in   this  list 

are  (  .  S.  companies  some  or  all  of  whose  prod- 
nets  are  advertised  on  Canadian  radio  by  Ca- 

nadian companies  having  names  that  differ  from 
the  U.S.  com  panics  handling  such  products. 

Admiral   Corp. 

American   Airlines,    Inc. 

American    Chicle  Co. 

American  Cyanamid  Co. 

American  Express  Co. 

American    Home    Products   Corp. 

American  Safety  Razor  Corp. 

Antell,  Inc.,  Chas. 

Associated    Hospital    Service    Insurance 

Atlantis  Sale:  Corp. 

Avco   Mfg.   Corp. 

Babbitt,   Inc. 

Ball  Clinic 

Barbasol  Co. 

Benson    &    Hedges 

Best  Foods,  Inc.,  The 

Bishop,   Inc.,   Hazel 
Block   Drug  Co.,  Inc. 

Borden   Co.,   The 

Borg-Warner   Corp. 

Boyle   Midway,   Inc. 
Bradfield   Co. 

Bristol-Myers  Co. 
Brown   &  Williamson   Tobacco  Corp. 

Burgess   Battery  Co. 

Campbell   Soup   Co. 

Canada   Dry  Ginger  Ale,   Inc. 
Carbola  Chemical  Co.,  Inc. 

Carnation  Co. 

Carraras,  Ltd. 

Carter  Products,  Inc. 

Cat's  Paw   Rubber,   Enc. 

Chesebrough    Mfg.   Cons'd. 
Chrysler  Corp. 
Cities  Service  Co. 

Cluett    Peabody    &    Co.,    Inc. 
Coca-Cola  Co. 

Colgate-Palmolive-Peet  Co. 
Consolidated   Cigar  Corp. 

Continental    Baking   Co.,    Inc. 

Continental    Casualty   Co. 

Corn   Products  Refining  Co. 

Corning    Glass    Works 

Crowe  ll-Collier   Publishing   Co. 

Cudahy    Packing   Co. 

Curtis    Publishing    Co. 

Delaware,  Lackawanna  &  Western  Coal  Co. 

Dolcin    Corp. 

Doughnut    Corp.    of   America 
Dow    Chemical    Co. 

Dow-Corning    Corp. 
Drackett  Co. 

Eastco,  Inc. 

Electric    Auto-Lite    Co. 

Emerson  Drug  Co. 

Eno-Scott   &   Bown: 

Esquire,  Inc. 

Eversharp,    Inc. 

Ex-Lax,  Inc. 

Fairbanks,  Morse  &  Co. 

Firestone    Tire   &    Rubber   Co. 

Ford    Motor    Co. 

General    Electric    Co. 

General  Foods  Corp. 

General  Motors  Corp. 

General  Tire  &   Rubber  Co. 

Gcrber    Products   Co. 

Gillette  Safety  Razor  Co. 
Glidden  Co. 

Goodyear  Tire  &  Rubber  Co.,  Inc. 

Greyhound   Corp. 

Grove  Laboratories,  Inc. 

Hall  Bros.,  Inc. 

Hansen's  Laboratory,  Inc.,  Christian 
Hastings  Mfg.  Co. 

Hearst  Corp.  (for  Detroit  Times) 
Heinz  Co.,   H.  J. 

Hudson   Motor  Car  Co. 

Industrial  Tape  Corp. 

International  Cellucotton  Products  Co. 

International    Harvester    Co. 

International   Milling   Co. 

International  Minerals  &  Chem.   Corp. 

Jergens  Co.,  Andrew 
Johnson   &  Johnson 

Johnson   &  Son,   Inc.,  S.   C. 

Kaiser-Frazer   Corp. 

Kayser  &  Co.,  Julius 
Kellogg  Co. 
Kendall  Co. 

Kool-Vent   Metal   Awning   Corp. 
Lambert  Pharmacol  Co. 

Larus  &   Brother  Co.,   Inc. 

Leeming  &  Co.,  Inc.,  Thos. 
Lever    Bros.    Co. 

Lewis-Howe   Co. 

Libby,  McNeill  &  Libby 

Longines-Wittnauer  Watch  Co.,  Inc. 

Loew's,    >nc. 
Lowe   Corp.,   Joe 

Luden's,   Inc. 
Manischewitz    Co.,    B. 

Mcllhenney    Co. 

McKesson  &  Robbins,  Inc. 

Mennen    Co. 

Merck  &  Co.,  Inc. 

Metropolitan   Life  Insurance  Co. 

Michigan    Bulb   Co. 
Miles  Labs.,   Inc. 

Minnesota  Mining  &  Mfg.  Co. 

Monsanto    Chemical    Co. 

Montenier,    Inc.,   Jules 

Morris  &  Co.,  Ltd.,  Inc.,   Philip 

Motorola,    inc. 

Murine  Co.,   Inc. 

Musterole   Co. 

Mutual    Benefit   Health   &   Accident 

Association 

National  Biscuit  Co. 

National  Dairy  Products  Corp. 

Nepera  Chemical  Co.,  Inc. 
Nestle   Co.,    Inc. 

Northeast  Airlines,   Inc. 

Northwest  Airlines,  Inc. 

Noxzema   Chemical  Co. 
Owen    Nursery 

Pepsi-Cola  Co. 
Perfex   Mfg.   Co. 

Pharmaco,    Inc. 
Pinex    Co. 

Pinkham  Medicine  Co.,  Lydia   E. 

Pittsburgh  Plate  Glass  Co. 

Pond's    Extract   Co.    (Exoort),    Ltd. 
Potter    Drug    &    Chemical    Corp. 

Procter  &  Gamble  Co. 

Prudential    Insurance    Co.    of    America 

Quaker  Oats  Co. 
Radio  Corp.  of  America 
Ralston    Purina    Co. 

Readers   Digest  Association 
Reardon    Co. 
Reddi-Wip,  Inc. 

Remington-Rand,    Inc. 
Revlon    Products   Corp. 

Rexall  Drug  Co. 

Rhodes   Pharmacol   Co.,   Inc. 

Ronson    Art   Metal   Works,    Inc. 

Rundle  &  Son  Co.,  Ltd.,  Geo.  H. 
Salada   Tea   Co.,    Inc. 

Schick,  Inc. 

Servel   Co. 

Seven-Up  Co. 

Shaler    Co. 
Shell  Oil  Co. 

Sherwin-Williams  Co. 
Simoniz    Co. 
Smith  Bros. 

Socony-Vacuum   Oil   Co.,   Inc. 

Staley   Mfg.   Co.,  A.   E. 
Standard    Brands,    Inc. 

Sterling    Drug,    Inc. 

Stokely-Van  Camp,  Inc. 

Stoppers,    Inc. 
Sun  Oil  Co. 
Swift   &   Co. 

Texas  Co. 

Tide  Water  Assoc.  Oil  Co. 
Time,  Inc. 

Tintz  Co. 

Union  Carbide  &  Carbon  Corp. 

United    Fruit  Co. 

Vick    Chemical    Co. 

Vitamin  Corp.  of  America 
Warner-Hudnut,   Inc. 

Welch  Grape  Juice  Co. 

Western    Airlines,    Inc. 

Westinghouse    Electric    Corp. 
Whitehouse  Co. 

Wilbur-Suchard   Chocolate  Co.,   Inc. 
Wildroot  Co. 

Williams    Co.,    J.     B. 

Willys-Overland   Motors,    Inc. 

Wrigley  Jr.   Co.,   Wm. 

Wynn    Oil   Co. 

SOURCE:    Canad  Ion    of    Brondcnsters.    1953 
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l/anadian  stations 

represented  by 

Donald  Cooke  Inc. 

Canada's  Cream  of  the 

Crop  from  Coast  to  Coast 

1953 

PROVINCES MARKET 
STATION AFFILIATION 

POWER 
FREQUENCY 

Alberta 1  algal  i (KYI 
Independent 

l  ,004 1  1  10  fcc 

British  Columbia 

Manitoba 

Nova  Scotia 

Ontario 

Quebec 

Dau  son  <  reek 
Sanaimo 
I'rnlii  ton 

Port     l/lirrni 

I  am  "in  rr I  i  rnon 

If  innipeg 

Bridget*  •■■ 

Fort  Frances 
Guelph 

Kenora 

Kingston 
Kirkland  Lake 

\iagara  Falls \  or lh   BttJ 

Ottawa 

Peterborough 

Sarnia-Port    Huron 
St.  Thomas 

Timmins 
Toronto 

Montreal 
-     i  ! 

Montreal 

Quehe: 

Sherbrooke Granby 

Three    Rner^ 
Sorel 

1.1  IK 
Trans-Canada 1.000 

1350  /.«■ 

(III  It Independent 
1.000 1570  fcc 

CKOK Dominion    Set. 1.000 

too  /.« CM  11 Independent 

2.10 12/0  fcc 

<  K>IO Independent 
1.000 i  no  fcc 

Villi 
Dominion     Set. 

1 .00ft 9  10  fcc 

cm Independent 
.I.OOO 

.180  fcc 

CKIMI Independent 1,000 

IOOO  fcc 

(KH 
Dominion     Set. 1.000 

tOO  fcc 

(IOY Independent 
2.10 

1  1.10  fcc 

C.I  HI. Dominion     \  1  1 
1.000 1220  fcc 

C'Kll.s 

Trans-Canada ...000 OOO  fcc 

C.FKI. Trans-i  anada 
.1.000 

500  fcc 

CHI  C Independent 
.1.000 

IOOO  fcc 

CFCIf Trans-i  anada 
I.OOO 

000  fcc 

(Kin 
Dominion     Set. 5,000 

I.I  10  fcc 

CIII.V 
Dominion     Set. 1,000 I  130  fcc 

(IIOK Trans-Canada 
.1.000 

1070  fcc 

(III.O Trans-Canada I.OOO MO  fcc 

(Kl.lt Trans-Canada .1.000 

080  fcc 

CKEY Independent 
.1.000 

.180  fcc 

(k\  1 Independent 1.000 

•180  fcc 

C.I  SO Independent 1 .000 
1320  fcc 

MATES 

(K\  1. Independent 
f.000 

•180  fcc 

CKC\ Independent 
1,000 

1280  fcc- Clll.T Independent 
1.000 

tOO  fcc 
CIIF.F Independent 2.10 

1  1.10  k<- (lll.\ Independent 1 .000 

.1.10  fcc 

(.ISO Independent 1.000 
1320  fcc 

Donald  Cooke,  Ine Represented  In 

NEW   YORK    •   CHICAGO    •    LOS   ANGELES 

DETROIT      •     SAN    FRANCISCO 

10  AUGUST  1953 

75 



THE  HOTTEST  STATION  DEAL 
THAT  EVER  HIT  RADIO! 

1  2  one-minute  spots  plus  3  chain-  breaks  every  hour.  .  .  75  per  week!  National 

advertisers  .  .  .  regional  advertisers  .  .  .  local  advertisers  ...  all  rarin'  to  par- 

ticipate. We  know  because  we've  SOLD  them! 

Schedule  it  daily  5  hours  a  week  or  as  4  separate  quarter-hours  a  day! 

Whether  you  sell  spots,  participations,  quarter-hour  sponsors,  half-hour  or  full- 

hour  sponsorship  .  .  .  "The  Hour  of  Stars"  will  bring  your  station  plenty  of 
extra  profits! 

Never  before  such  an  opportunity  to  offer  the  glamour  of  big-name  stars  .  .  . 

the  response  of  a  big  listening  audience  .  .  .  the  prestige  of  a  big-time  show! 
Tony  Martin,  Ginger  Rogers,  Dick  Powell  and  Peggy  Lee  make  a  dazzling 

combination  that  will  have  the  whole  town  listening,  applauding  and  buying! 

WILL   IT  MAKE   MONEY   FOR   YOU   OR   YOUR   COMPETITION? 

<y         faLED  wvtw 

muse*. 

\. 

RADIO 
■  s    GB1 



¥7, The  LOWEST  Price...  in  History! 

• ;
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FULL  OF  ONE  MINUTE  SPOTS 

AND  CHAIN 'BREAKS 

THAT  MEAN  DOLLARS 

POURING  IN  YOUR  STATION) 
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2.  Agencies  now  using  Canadian  radio  (75  of  them  U.S.) 

CODE 

f  ..S.  agrni'ii        2.  =   I  .S.  agency  with  brcineli  in  Canada        3.  _    Canadian  agency 

3. 
I. 

f. 

•>. 

3. 

3. 
2. 
.;. 

3. 
f. 

I. 

f. 

2. 
3. 

l. 

I. 
:t. 

i. 

i. 
J. 

i. 

j. 

2. 

3. 
:i 

I. 
:i. 

:i. 

3. 
i. 

r 
:j. 
:t. 

i. 

2. 

I. 

.7. 

:*. 
:*. 

i. 

i. 

1. 

3. 
;*. 

:*. 

2. 

f. 

3. 

Aikin-McCracken,    Ltd. 

R.   H.  Albur  Co. 

Allied  Advertising  Agency,  Inc. 

Anderson,    Smith     &    Cairns — in     U.S. 

Anderson    &    Cairns 

The    Ardiel    Advertising    Agency,    Ltd. 

Associated     Broadcasting    Co.,    Ltd. 

Atherton   &  Currier,   Inc. 

Ayres  &  Associates,   Inc. 

The   Baker  Advertising   Agency,   Ltd. 

Batten,    Barton,    Durstine    &   Osborn 

G.    M.    Basford 

Walter   F.    Bennett  Co. 

Benton   &    Bowles,    Inc. 

John    McKenney    Bingham,   Ltd. 

The   Biow  Co. 

The    Blaine-Thompson    Co.,    Inc. 

Bleasdale  Advertising  Agency 

Brooke,  Smith,   French  &  Dorrance 

S.  M.   Brooks  Advertising  Agency 

Carl   S.    Brown   Co. 

Brown  &  Mitchell 

Buchanan  &  Co.,  Inc. 

Leo   Burnett  Co.  of  Canada,   Ltd. 

Burns  Advertising   Agency,   Ltd. 

S.  W.  Caldwell,  Ltd. 

J.  M.  Camp  &  Co. 

Canadian     Advertising    Agency 

Garry   J.   Carter  of  Canada,    Ltd. 

Cockfield,   Brown   &  Co.,   Ltd. 

Harry    B.   Cohen 

Compton    Advertising 

Don    H.   Copeland   Advertising,   Ltd. 

Creamer  &  Co. 

Crombie   Advertising    Co.,    Ltd. 

Dancer-Fitzgerald-Sample    (Canada), 
Ltd. 

D'Arcy  Advertising  Agency 

A.  J.  Denne  Co.,  Ltd. 

Dominion    Advertising,    Inc. 

Dominion    Broadcasting    Co. 

Donahue  &   Coe,   Inc. 

John   C.    Dowd 

Adam    F.    Eby   Advertising 

Ellis    Advertising    Co.,    Inc. 

W.   H.    Emmett   (Canada),   Ltd. 

Robert  J.    Enders  Advertising,    Inc. 

Erwin,  Wasey  of  Canada,  Ltd. 

Fairway    Advertising    Service 

Ferres  Advertising  Service 

I. 
:t. 

•>. 

3. 
I. 
I. 

I. 
:t. 

3. 
i. 
3. 
3. 

i. 

3. 

2. I. 

I. 

I. 

3. 3. 

3. 

I. 3. 

3. 

3. 

3. 

3. 1. 

1. 

3. 2, 

I. 

I. 

1. 

I. 

Firestone    Advertising    Agency,    Inc. 

The  James   Fisher  Co.,   Ltd. 

Foote,  Cone  &  Belding  of  Canada,  Ltd. 

Harry    E.    Foster   Advertising,    Ltd. 

Fuller  &  Smith  &   Ross 

J.    J.    Gallagher 

Gardener  Advertising   Co. 

Genn   Advertising   Agency 

The  William  Gent  Co.,   Ltd. 

Geyer    Advertising 

J.  J.  Gibbons,  Ltd. 

Gislason-Reynolds,  Ltd. 

Glenn-Jordan-Stoetzel,    Inc. 

Gordon   &  Gotch   (Canada),   Ltd. 

Grant   Advertising    of   Canada,    Ltd. 

Willard  G.  Gregory  &  Co. 

Grey   Advertising    Agency 

Griswold-Eshelman    Co. 

The  F.  H.  Hayhurst  Co.,  Ltd. 

L.  J.  Heagerty,  Ltd. 

Heggie  Advertising  Co. 

Hirshon-Garfield,  Inc. 

J.   E.    Huot   Limitee 

Hutchins  Advertising  Co.,   Inc. 

Imperial  Advertising,  Ltd. 

Industrial  Advertising   Agency,    Inc. 

Albert  Jarvis,   Ltd. 

Keeling  &  Co.,   Inc. 

The   Keilson   Co. 

Russell  T.   Kelley,  Ltd. 

Kenyon   &   Eckhardt,   Ltd. 

Kudner  Agency 

Lambert   &    Feasley,    Inc. 

Landau,    Inc. 

The  S.   A.  Levyne  Co. 

Lewis    &   Gilman,    Inc. 

Locke,  Johnson   &   Co.,   Ltd. 

James  Lovick  &  Co.,  Ltd. 

MacLaren   Advertising  Co.,   Ltd. 

Allan  Marin  &  Associates 

Maxon,    Inc. 

McCann-Erickson,    Inc. 

McConnell,  Eastman  &  Co.,  Ltd. 

McGuire  Advertising,  Ltd. 

McKee   &    A I  lb  rig  h  t.    Inc. 

McKim    Advertising,    Ltd. 

Metropolitan    Broadcasting    Co. 

Meyerhoff   &   Co.,    Arthur 

Morse  International 

Jack    Murray,    Ltd. 

SOURCE:    (  rlatlon    of    Broadcaster? 
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3.  Muter-Culiner-Frankfurter  &  Gould, 

Ltd. 

f.  Needham,  Louis  &  Brorby 

3.  Michel    Normandin 

•'{  O'Brien    Advertising,    Ltd. 

1.  O'Leary  Advertising  Agency 

2.  O'Neil,   Larson   &   McMahon 

J.  Robert  Orr,    Inc. 

3.  William    R.   Orr,   Ltd. 

2.  Robert  Otto  &  Co.,  Inc. 

•'{  Packard  Advertising  Agency 

3.  Paul-Taylor-Phelan,    Ltd. 

3.  Payeur    Publicite 

J.  Penman-Neil  Advertising  Agency,  Inc. 

I.  Phillips-Reich-Fardon 

3.  Elton    M.    Plant 

3.  Alford    R.    Poyntz   Advertising,    Ltd. 

f.  Presba,   Fellows  &   Presba 

3.  Quebec   Broadcasting 

3.  E.  W.  Reynolds,  Ltd. 

•'{  Ronalds   Advertising   Agency,    Ltd. 

1.  James  Elliott  Russell,  Inc. 

2.  Ruthrauff  &  Ryan,  Inc. 

3.  Schneider,  Cardon,  Ltd. 

3.  Allan  R.  Sills 

3.  R.   C.    Smith   &   Son 

3.  Spitzer  &  Mills,  Ltd. 

3.  Harold   F.   Stanfield,   Ltd. 

3.  Stevenson  &  Scott,  Ltd. 

3.  Stewart,    Bowman,    Macpherson,    Ltd. 

J.  Street   &    Finney 

J.  Sullivan,  Stauffer,  Colwell  &   Bayles 

3.  Tandy  Advertising  Agency,  Ltd. 

1.  Thompson-Koch  Co.,   Inc. 

2.  J.    Walter   Thompson    Co.,    Ltd. 

3.  Thornton-Purkis    Advertising    Agency 

3.  Vamplew    Advertising 

I.  Victor  Van  Der  Linde  Co. 

3.  Vickers    &    Benson,    Ltd. 

3.  Walsh  Advertising  Co.,   Ltd. 

1.  Ward   Wheelock 

2.  The  Armand   S.   Weill  Co.,   Inc. 

I.  Western    Advertising    Agency,    Inc. 

1.  Tom  Westwood  Advertising  Agency 

J.  White    Advertising    Agency 

3.  Whitehall     Broadcasting    Co. 

3.  Wiggins  Systems 

f.  Albert  D.  Williams 

3.  W.  A.  Willis  Advertising  Agency 

.'{  Woodhouse  &  Hawkins 

2.  Young    &    Rubicam 

SPONSOR 



dm 'Ml  md 
just    got     married     to 

This  month  C.kl.W  i-  celebrating  it-  twenty-firsl  birthda)  ami 
a  fit t i n iz  memorial  to  tin-  one  score  and  one  milestone  i-  the 

announcement  that  in  the  earl)  month-  ol  1954  you  will 
enjo\  CKLW-T\   with  Channel  Nine. 

Hie  successes  we've  enjoyed  over  this  short  span  ol  years 
are  main.  \-  a  youngster  we  were  powered  b)  a  5,000  watt 
transmitter  which  was  expanded  in  step  with  our  continual 
progress  to  it-  present  50,000  watt  strength. 
The  intervening  years  since  1932  have  been  a  succession 

ol  successes      a  challenge  to  serve  equall)  the  local  listening 
regions  ol  two  nation-  in  war.  in  peace,  in  <j.   I  time-  ami  bad 

a-      Tin'  Good  Neighbor  Station.'1 
Our  man)  awards  lor  outstanding  public  service  ami 

character  ol  broadcasting  are  leslimon)  i<>  how  well  we've 
met  our  challenge. 

Ml  ol  tin-  — and  there's  much,  much  more  — hut  toda)  i- 
one  ol  our  proudest.  The  announcement  that  -non  we  will 

be  broadening  our  service  to  these  great  regions  with  the 
twentieth  centurj   wonder,  television. 

I  he  knot  i-  tied.  Work  i-  now  in  progress  to  bring  you 

channel  nine  in  the  shortest  possible  time.  We're  proud  of 
the  "marriage"  and  pledge  that  our  famil)  of  broadcasting 
and  televising  will  he  consistent  with  the  line  qualit)  and 
meritorious  service  of  the  past  that  have  made  possible  this 
great  new  step  forward. 

WINDSOR,   ONTARIO 

REPRESENTED    BY 

ALL    CANADA    RADIO    FACILITIES 

MBS 

|     E     Campcau 
President 

CBC 
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IV  Canadian  television 

1.  Status  report  on  Canadian  television:  number  of  stations,  TV  homes 

!Xumber  of  stations  on  the  air   3,  all  Govt, •owned  (Toronto,  Montreal,  Ottawa) 
XiimlM-r  of  iicu*  stations  approved   3  Govt.,  U  private 
Proportion   of   population   now   covered   by    TV   signals   about  a  third 
\  umber   of  stations  expei'ted  to  be  on  air   #»•/   end  of   1951      at   least  22 

Proportion    of   population    to    /><•    covered   hu    TV    by  end  of    /.').""»/      lf>om    75% 
Number  of  TV  homes   Over  100,000+  (J  Aug.)  compared  to  100,000  May  1952 
\umb€'r  of  U.S.-origin  sponsors  in  fall   J I    committed  or   definitely   interested 
Who  t'ontrols  programing?   Govt.,    through    CBC 
How  much  programing  will  CBC  supply?   a   minimum   of    I  0  '  ■_.    hours   weekly 

SOURCE:   Canadian    ltroadcastlng    Corp. fSPONSOB    estimate 

<:iiiiiiiiiiiiiiiiii!iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!iiiiiiiii!iiiiiiiiiiiiiiiiiii:iiiiii^ 

2.  Sets  sold '49-'53 3.  '53  set  sales,  production  through  May 

YEAR SETS  SOLD 

1949 
8,212 

1950 29,61 1 
1951 40,165 
1952 146,373 

1953* 
116,984 

TOTAL 341,795 

TYPE    OF    SET 

1953 

PRODUCTION 
THROUCH      MAY 

1953    SALES 
THROUCH      MAY 

ESTIMATED 
PRODUCTION 

|UNE,   JULY,    AUG. 

TABLE  MODELS   

CONSOLES       

73,187             62,922          50,518 

60,797             47.215           34.531 

3-WAY  COMBINATIONS  _ 

TOTAL               5,188 139,172 4,123 114,260 

6.838 

91,887 

SOURCE:  Radio-Television  Manufai  turers  Assn.   of  Canada 

*  To  end  of  May.    Total    1953   estimate:   300,000 

SOURCE:    Kadio-Televiskm    Manufacturers    Assn.    of   Canada 

ALL-CANADA 

RADIO'S  FOREMOST  ADVERTISER  SERVICE  ORGANIZATION 

in  the  rich  markets  "North  of  the  Border" Representing 

CHWK  Chilliwack  CJVI  Victoria 

CFJC       Kamloops  CFAC  Calgary  CKCK  Regina 
CKOV     Kelowna  CJCA  Edmonton  CKRC  Winnipeg 

CKPG     Prince  George  CFGP  Grande  Prairie  CFPL  London 
CJAT     Trail  CJOC  Lethbridge  CFRA  Ottawa 
CKWX  Vancouver  CHAT  Medicine  Hat  CFRB  Toronto 

CKBI       Prince  Albert       CJCS  Stratford 

CKOC  Hamilton 
CKLW  Windsor 
CKSO  Sudbury 

CFCF  Montreal 

CFCY  Charlottetown 

CFNB  Fredericton 
CHMS  Halifax 
CJCB  Sydney 

CJLS  Yarmouth 

CJON  St.  John's,  Nfld. 

WHY  .  .  .  are  more  and  more  Advertisers  than  ever  before  turning  to  All-Canada?  It's  because  All-Canada 
programs  &  service  guarantee  bigger  audiences  and  greater  selling  impact  at  less  cost  in  the  rich  Canadian 
markets. 

Each  All-Canada  program  has  been  created  and  transcribed  in  radio's  finest  production  centers  .  .  .  using  the 
biggest  name  stars  in  radio  today. 

Each  All-Canada  program  is  a  tested  "proven"  sales  vehicle  .  .  .  ready  to  sell  for  you  on  an  exclusive  basis  ...  at  a 
fraction  of  the  original  cost. 

Use  All-Canada  Packaged  Programs  and  Selective  Radio  to  stretch  your  advertising  dollar  in  Canada. 

Write  or  call  your  All-Canada  man  today  for  full  information. 

flll-CflNHDfiitRDIO  FACILITIES 
VANCOUVER  CALGARY  WINNIPEG  TORONTO  MONTREAL 
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SPONSOR 

, 

Mb 



4.   Time  costs  for  programs,  announcements  on  Canada's  three  TV  stations 

CLASS    AND    TIME CBLT  TORONTO CBOT  OTTAWA CBFT   MONTREAL 

Class  A:;:  half-hour   $450.00 S90.00 

$36.00 

$40.00 

$67.50 

$225.00 
$  90.00          j 

$100.00 

$  67.50          i 

Class  B:::  15  minutes  . . S180.00 

One-Minute t  announcements   

Interconnection  charges,  half-hour; 

$200.00 

$100.00 

SOURCE:  CuadllD    Brotdcutlni    Cam  ,i    uinounnmnU    on    Blmi    or    illdu.      H»ui    ar>i.l>    to    all       Aiall- 

'GUm    a    ttOM    I-   I  ii"  11  "»   I'm     \l  ■iL.l.iys   through    Friday,     1  00   II   I   n     Slturdl]        abilities  ar  Tin  re    i<   im   rUHOunl    tot  using   tune  innuun>  rrornt    *> 
""'I    Bun                           I!    I*    all    Dtbtl    ilmii  Wlun    same    program    Is    scheduled    on    all     all    three    Gallons. 

1   nl    I.    llTM  ■     B  -  .  ■      i                                                        ItUwi 

m'IU'    T\     italloai    KhtduU,    lo    a    limited  extent    only,    one-minute.    20  second    and    8-                                                                                                    limn.    «Mta«a  Montreal 

lllll! 

ALL-CANADA'S  TELEVISION  DIVISION Straddles    Canada's    booming      "baby    Coli.ith       Television     Industry     .     .     . 
ready  to  service   the  needs  of  Advertising  Agencies.   Canadian   TV   Stations 

and   their  Clients  and  watch  the  infant  TV   prodigy  grow. 

All   Canada   offers   the    following    services   .    .    . 

TIME  Complete,    immediate    information    is   available    on    Coverage — 

Markets — Program  Schedules-Facilities — Personnel  Rates — Availabilities 

— and    Production    Charges. 

All-Canada  also  provides  up-to-date,  complete  information  on  each  sta- 

tion's activities  and  stands  ready  to  discuss  national  advertising  cam- 

paigns   in    the    following    seven    markets 

CHSJ-TV,    St.    |ohn.    N.    B  CFPL   TV     London.    Ont 

CICB-TV.  Sydney.    N     S  CKSO-TV.    Sudbury     Ont 
CHCH-TV.    Hamilton.    Ont  CKLW-TV     Windsor     On! 

CKCK-TV.    Rcgina.   Sask. 

TV    FILM  Where    All-Canada     is    concerned    TV    film    is    truly    a 

changing   picture      For    All-Canada    strives   constantly    to    provide    the    best 

product   at    the    most   reasonable   prices   in    the   major    film    categories. 

Half  Hour  Features  Musical  Short  Library 

Quarter  Hour  Features  Stock   Short   Library 
Educational  &    Documentary 

All-Canada's  complete    Editing.   Cleaning  and  Shipping   facilities  guarantee 
expert     and    reliable    service     at    all    times    to    all    stations    and    clients 

Descriptions  and  costs       .   .   plus  auditioning   facilities  arc   available    at  all 

times   through   your   All-Canada   Television    man. 

RESEARCH       .    .    Through   constant   contact   with   station   and   client   activi- 

ties All-Canada   Television  is  in     a  position   to  compile  a  complete  up-to- 

date     Information     File    for    your    convenience 

WRITE     OR      CALL     YOUR     ALL-CANADA      TELEVISION      MAN     TODAY 
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CANADIAN  MARKETS 

[Continued  from  page  61  i 

The  most  ex<  :iting  iron  ore  discover) 
has  been  the  I  ngava  deposits,  which 

straddle  the  Quebec-Labrador  bound- 

ary amid  Canada's  northern  forests. 
\  .'U)()-inile  railroad  is  being  completed 
to  connect  the  deposits  to  a  St.  Law- 

rence port  and  shipments  are  expected 

to  begin  next  \ear.  Reserves  are  esti- 

mated at  400  million  tons  and  ship- 
ments are  expected  to  reach  10  million 

tonsannuallv  bv  1955.  In  \\  estern  On- 

tario, where  iron  ore  deposits  have 
been  worked  for  some  time,  reserves 

might  even  equal  the  U ngava  deposits, 

according  to  some  sources. 

Water  power  means  more  electricity 

for  Canada — and  more  appliances.  Ca- 
nadians have  been  buying  appliances 

in  great  numbers  in  recent  years  but 
the  market  for  many  items  has  a  long 

\\a\  to  go  before  saturation.  For  ex- 
ample, during  the  decade  from  1941  to 

1951  (which  includes  the  war  years 

when  few  appliances  were  being  made  I 
the  percent  of  homes  with  refrigerators 

rose  from  21  to  47,  while  the  figures 
for  vacuum  cleaners  rose  from  24  to 

42  percent  during  the  same  time. 

Idi  ertisement 

Water  power  also  means  aluminum. 

The  Kitimat  project  will  serve  Alumi- 

num Co.  of  Canada's  smelter,  which 
will  be  the  largest  in  the  world.  This 

will  expand  Canada's  already  strong 
position  in  aluminum.  The  Dominion 

now  produces  one-fourth  of  the  worlds 
aluminum  tonnage. 

Canada  is  Fostering  this  great  new 

industrial  complex  primarily  with  its 

own  money,  but  about  one-sixth  of  the 
capital  has  come  from  the  outside,  pri- 

marily from  the  United  States.  The 

biggest  single  chunk  of  American 
money  has  gone  into  oil  production 

and  refining,  and  that's  been  the  case 
since  1947,  the  date  of  the  first  Alberta 

strike.  Last  year  Canada  s  liquid  gold 
lured  $124  million  over  the  border. 

U.  S.  investors  owned,  by  the  end  of 

1952.  52',  of  Canada's  $1,225,000,000 
petroleum  industry. 

Also  being  lured  Northward  in  in- 
creasing numbers  are  branches  of  U.  S. 

concerns.  About  600  have  been  estab- 

lished since  the  war.  The  most  impor- 
tant recent  move  along  this  line  has 

been  the  purchase  of  Moffats,  Ltd.  by 

Avco  of  Canada,  the  Avco  Manufactur- 

ing Corp.'s  newest  Canadian  subsidiary . 
The  American   Avco   already   has  two 
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Canadian  subsidiaries.  Bendix  Home 

Appliances  Canada,  Ltd.,  and  Crosle\ 
Radio  and  Television,  Ltd.,  both  of 

which  are  being  merged,  along  with 
Moffats,  into  Avco  of  Canada.  Moffats. 

one  of  Canada's  top  appliance  manu- 
facturers, specializes  in  ranges. 

American  ad  agencies  have  been  fol- 
low ing  their  clients  across  the  border. 

Among  those  who  have  opened  Cana- 
dian offices  during  the  past  12  months 

are  McCann-Erickson  and  Leo  Burnett. 

Besides  being  attracted  by  the  lush 
Canadian  market  itself  and  the  obvious 

advantages  of  having  factories  near  its 
customers,  American  businesses  get  tax 

advantages  by  setting  up  Canadian  sub- 
sidiaries. It  is  a  very  simple  proposi- 

tion and  since  two  years  ago  has  been 
made  more  attractive  by  the  ending  of 

curbs  on  outgoing  capital. 

Ml  a  manufacturer  has  to  do  to  set 

up  a  Canadian  subsidiary  is  to  get  a 

license  from  the  Department  of  Trade 

and  Commerce  in  Ottawa.  This  i- 

merely  a  registration  for  tax  purposes. 
The  manufacturer  can  save  money  bv 

just  establishing  a  sales  organization 

(this  splits  his  U.  S.  and  Canadian 
taxes  I  but  he  can  save  more  by  pack- 

ing and  assembling  his  product  in 

Canada  and  he  can  save  most  by  mak- 

ing the  entire  product  from  scratch 
within  the  Dominions  borders. 

The  American  manufacturer  who  is 

up  to  the  stage  where  he  can  stick 

colored  pins  in  a  map  of  Canada  obvi- 

ously knows  something  about  his  north- 
of-the  border  market  but  for  those  who 

are  looking  north  and  just  thinking 
about  it  here  are  some  general  facts 
about  this  booming  country: 

Canada  is  big.  It  is  bigger  than  the 

U.  S.  and  Alaska  put  together.  It  is 

bigger  than  all  of  Europe.  However, 
its  estimated  population  right  now  is 
a  little  under  15,000.000  or  9%  of  the 

U.  S.  population. 
That  means  a  much  smaller  density 

of  population.  But  don't  think  of Canada's  people  as  thinly  spread  out 

from  the  U.  S.  border  to  the  Arctic 

v\astes.  Think  rather  in  terms  of  a 

narrow  ribbon  of  people,  stretching 

along  the  border  from  Halifax  in  the 

East  to  Vancouver  in  the  West.  This 

ribbon  is  about  200  miles  wide  for  the 

most  part,  perhaps  300  in  some  parts of  the  countrv . 

Moreover,  even  within  this  ribbon, 

the  population  is  not  evenly  distributed. 

Varlv  two-thirds  of  Canada's  popula- 
tion is  concentrated  in  two  of  the  10 

provinces    I  not    including    the   Yukon 
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.nid  the  Northwest  territories).  I  he 

two  provinces  which  hold  the  bulk  of 

Canada 8  people  are  the  provinces  "I 
i  Intai  io  .mil  Quebei 

Canada  divides  ver)  neatl)  into  five 

-( ( lion-.  Starting  in  the  East  there 

.in-  the  foui  maritime  provinces,  New 
Foundland  I  whi<  h  belonged  to  England 

until  1949),  the  relativel)  Bmall  Tiin,  .■ 
I  !dward  Island  Nova  &  otia,  and  New 

Brunswick.  The)  can  be  rougbl)  com- 
pared with  oui  New  England  states  eco- 

nomicall)  and  culturally.  Tin-  indus- 
tries are  fishing,  lumbering,  coal  min- 
ing, agriculture  and  Bome  manufai  tui 

ing,  as  well. 

I'lic  m-xt  two  sections,  Quebec  and 
Ontario,  arc  sometimes  lumped  (■>- 
gether  under  one  heading  and  (ailed 
Central  *  lanada.  The  two  pro\  in<  es 
constitute  the  top  industrial  region  of 

Canada,  though  farming  i-  important 
too.  Besides  manufacturing,  pulp  and 

paper,  mining  and  electric  power  pro- 
duction are  important.  Though  On- 

tario and  Quebei  are  economically 
similar,  the)  are  best  viewed  as  differ- 

ent regional  market-  because  of  the 

dominant  French  culture  of  Quebei  . 

I  lie  prairie  provinces  are  similar  to 

the  I  .  v  Midwest.  The)  i  onsisl  of 
Manitoba.  Saskatchewan,  and  Uberta. 

1  lie  broad  fiat  prairie  i-  ideal  cereal 
country.  Though  there  has  been  a 
trend  toward  diversifying  crops,  wheal 
is  still  king  of  the  prairies  with  four- 
fifths  ol  the  farming  population  in  the 

prairie  provinces  depending  on  it- 
volatile  up:-  ami  down-  for  their  li\  ing. 

\\  ith  much  of  Canada's  cereals  j;oin« 
into  foreign  trade,  the  wheal  popula- 

tion i-  vulnerable  to  changes  in  world 
conditions  and  particularl)  sensitive  to 
I  .  S.  economic  developments  as  well 
as  tariff  walls.  The  mixed  trend  is  an 

effort  to  inject  stal>ilit\  into  the  earn- 

ings of  prairie  people.  Since  the  dis- 
cover) of  oil  in  Uberta  as  well  as  iron 

deposits  in  Manitoba,  this  search  for 

stability   has  been  more  hopeful. 
On  the  W  est  Coast  is  British  Colum- 

bia. Like  the  I  .  S.  \\  e-t  Coast,  British 
Columbia  is  separated  from  the  real  of 
the  countr)  b)  the  Rock)  Mountains 
and  i-  a  distinct  economic  region.  It 
tops  the  other  provinces  in  lumber  pro- 

duction, supplies  a  good  part  of  the 
fish,  is  rich  in  water  power  and  mineral 
resources,  has  plent)  of  farming. 

If  all  this  make-  Canada  sound  like 

the  I  .  S.  in  main  ways,  it's  do  acci- 
dent. There  is  much  similarit)  be- 

tween the  two  nations.  Canada'-  ex- 
pansion  is  reminiscent  of  the  various 

pel  lod-  ol    I   .   S     growth,   mi  I  mini;.'    llu 

present. I  he   similarit)    can    be  can  ied   too 
i. H     howevei ,     I  he   advertise!    should 

not  expo  t  quite  the  same  reai  tion  from 
I  anadians  as  li om  Vmei  i<  ans.  I  hough 
I  oth  counti  ii  -  are  t"i  mei  i  oionies  oi 

<  Ireal  Bi  itain,  ( lanada  is  i  losei  in  feel 

ing  to  the  British.   <  In  the  othei  hand, 
while  ( lanada  is  not  a  foi t)  -ninth  Btati 

the  cultural  impai  t  ol   I  .  S.  i  ustoms 
products,  entertainment,  and  mores  is 

great. I I  <  lanada  i  an  be  i  harai  tei  ized  al  all 

in  a  single  sentem  e,  one  nun   -a\   that 

it-  people  (ex<  luding  the  I  rem  h  •  an  i 

dians,  h  ho  make  up  '•"'  ■  of  I  he  pi  ipu 
lationl  Bteei  a  middh  course  between 

British  and  Vmerican  influences.  Ovei 

K  -pla<  nl  Hi  itish  -idw  rtising  on  the  "i" 
hand  doesn  t  make  mm  h  of  an  im- 

pression and  i. op  ..ii-  I  S  ads  on  tin 
othei  tend  to  anno)   thi    I   u  idian. 

I  he  I  iciii  h  <  anadians  are  quiti  an 

othei  problem.  I  hi  )  are  Roman  '  ath 
olic  but  the  primar)  reason  foi  diffei 
■  i.ti.iiiiu  them  i-  the  fai  t  thai  the) 

-peak  anothei  Ian  ■  Both  I  nglish 
and     I  nil'  h     are    offii  ial     langu  i 
I  hell.      tOO,      the      I    KIM  ll      (    .III. nil. in       i- 

Salisbury 

Only  CKCW,  Moncton.  New  Brunswick,  dominates  the  second 
market  in  the  Maritimes. 

Moncton — fastest  growing  city  down  east  is  the  centre  of  con- 
centrated population  of  156.000— all  of  whom  look  to  Moncton  as 

The  City"  and  depend  on  CKCW  for  their  news  and  entertain ment. 

Every  one  of  CKCW  s   10.000  watts  is  loaded  with 
results.    Try    em! 

Representatives    in    Canada — H.    N.    Stovin    and    Co. 

Representatives   in    United    States — Adam    Young    Jr. 

UONfl CKCW 1220  kc.       10:000  watts 
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tradition-minded.  While  conservative, 

In-  finds  himself  in  the  center  of  the 

Dominion's  political  spectrum,  pledg- 
ing allegiance  for  the  ni< »-t  part  to  the 

Liberal  party,  which  is  the  New  Dealish 
Democratic  part)  of  Canada. 

One  might  guess  that  the  French 

Canadian's  traditionalism  would  make 
him  lean  to  the  Progressive-Conserva- 

tive- to  the  ri^ht.  but  the  British  Tory 

atmosphere  of  the  latter  helps  to  dis- 
courage him.  To  complete  the  political 

picture  is  the  socialist-minded  Cana- 
dian Commonwealth  Federation,  which 

controls  Saskatchewan,  and  the  Social 

Credit  partv.  which  runs  Alberta. 
Neither  has  influence  in  the  Canadian 

East. 

Despite  the  individual  characteristics 

of  the  French-Canadian,  he  is,  after 
all,  basically  like  am  one  else.  He  may 

not  run  right  out  to  the  nearest  drug 

store  to  buy  an  underarm  deodorant 

but  he  is  susceptible  to  the  same  funda- 
mental advertising  appeals  as  an  Amer- 

ican. His  wife  and  daughter  want  the 
same  conveniences  as  their  sisters  to 

the  south.  They  like  the  same  kind  of 
clothes  and  the  same  kind  of  cosmetics. 

Madame  is  definitely  not  an  inveterate 

brand-switcher  and  once  you've  got  her 

sold,  you've  got  a  good  loyal  customer. 

Moreover.  Quebec's  tradition-laden 
past  is  growing  dimmer,  for  the  prov- 

ide has  been  undergoing  a  profound 

industrial  revolution  during  the  past 

SO  \ears.  Todav  a  greater  proportion 

of  Quebec  habitants  live  in  urban  areas 
than   do  those   in   any   other   province. 

The  pride  of  Canadians  in  their  in- 
dustrial development  is  a  natural  ten- 

dencv  among  peoples  to  give  them- 
selves a  distinctness  and  individuality, 

an  appreciation  of  their  past,  and  a 
sense  of  controlling  their  future.  But 
this  has  never  gone  to  extremes  in 

Canada  and  it  is,  perhaps,  as  world- 
minded  as  any  other  nation.  It  is  also 
aware  that,  from  the  cold  war  point  of 
view,  its  destiny  is  linked  with  the  U.S. 

While  generally  friendly  to  the  U.  S., 
Canadians  have  become  exceedingly 
anxious  in  recent  months  about  a  U.  S. 

trend  to  what  they  consider  protection- 
ism. According  to  reports,  they  are 

angrv  about  the  Eisenhower  adminis- 

tration's backing  of  a  proposal  before 
the  U.  S.  Tariff  Commission  to  reduce 

the  import  quota  on  oats  by  as  much 

as  50%.  Coming  on  top  of  a  reduction 
in  the  dairy  imports  quota,  the  new 
barrier  seems  like  the  beginnings  of  a 

higher  tariff  policy.  Canadians  have 
been    sendin*:    between    $40    and    $50 
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million  worth  of  oats  annually  to  the 
I  .  S.  over  the  past  five  years. 

There  has  been  talk  of  retaliation 

and  it  has  been  pointed  out  that  since 
the  war.  Canadians  have  bought  more 

larm  products  from  the  U.  S.  than  the 

I  .  S.  has  bought  from  Canada — to  the 
tune  of  $294  million,  as  a  matter  of 

fact.  Trade,  say  the  Canadians,  is — or 
should  be — a  two-way  street.  If  the 

U.  S.  buys  less  from  us.  say  the  Cana- 
dians, we  will  buy  less  from  the  U.  S. 

The  talk  of  retaliation  turned  into 

what  was  described  in  the  New  York 

Herald  Tribune  as  an  "unusually  stiff  ' note  from  the  Canadian  Covernment 

this  past  20  July .  The  note  was  the 
third  protest  from  Canada  this  year 

directed  against  existing  or  threatened 

I  .S.  import  restrictions. 
The  note  warned  of  Canadian  trade 

reprisals  against  U.S.  products  unless 
the  U.  S.  lifted  its  bars  on  butter,  dried 
milk  and  cheese.  The  Canadians  are 

apparently  serious  about  it.  Last  May 
when  the  L.S.  was  considering  raising 
duties  on  lead  and  zinc,  the  Canadian 
Parliament  began  studying  a  proposal 
to  raise  duties  on  asbestos  and  nickel. 

Canadian  resentment  of  U.S.  trade 

policy  goes  back  to  1951.  At  that  time 
the  L  .S..  after  promising  to  repeal  Sec- 

tion 104  of  the  Defense  Production  Act 

I  under  which  certain  imports  were 

limited  i.  supplanted  it  with  Section  22 

of  the  Agricultural  Adjustment  Act. 
1  he  latter  completely  barred  Canadian 
butter  and  dried  milk  and  reduced  Ca- 

nadian cheese  imports  from  2,000,000 

to  600,000  pounds. 
Trade  bickering  between  the  U.  S. 

and  Canada  could  be  a  serious  thing 

since  each  is  the  other's  best  customer. 
Canada  itself  stands  third  in  interna- 

tional trade,  following  the  U.  S.  and 

Britain,  and  its  imports  have  been 

showing  an  upward  trend.  For  the  first 
quarter  of  this  year,  imports  were  up 

9%  over  the  first  quarter  of  1952. 

Despite  these  problems.  Canada's  fu- ture is  bright.  Alreadv  there  are  signs 
that  its  industrialization  is  going  into 

a  second  phase — it  is  changing  from 
a  producer  of  basic  raw  materials  to  a 

manufacturer  and  processor  of  second- 

arj  products.  One  evidence  of  this  is 

Canada's  growing  chemical  industry. 
These  secondary  products  can  pro- 

vide Canada  with  a  greater  overseas 
market  as  well  as  further  raise  its 

standard  of  living,  now  considered  sec- 
ond only  to  the  L.  S.  They  can.  in 

short,  make  the  Canadian  market  look 

<  \  rn  better  than  it  does  now.         *  *  * 
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CANADIAN  RADIO 

[Continued  from  />";■;<'  (»li 

\  - 1 in  1  \  ot  the  ih'h  rates  has  jual 

been  completed  b)  the  Canadian  \--<>- 
ciation  nl  Broadcasten  (shortlj  to  be- 
come  the  Canadian  Association  "I 
Radio  and  Television  Broadcasters). 

Summing  up  the  study,  Pal  Freeman, 
(!\H  director  <>!  sales  .mil  research, 

pointed  out : 

For  Class  '"  \  time,  the  average  one- 
minute  one-time  announcement  rate 

was  nil  reased  <>.2.V  ,  ami  tin-  one-houi 

rate  1.85^  since  I  Jul)   1952. 

Canadian  radio's  new  average  one- 
hour  rate  ($73.71  I  has  increased  onl) 
.1  third  .i-  much  as  the  increase  in 
radio  homes  since  the  wai . 

Canadian  radio's  most  "increased" 
unit  of  time  i-  the  one-minute  an- 

nouncement. However,  even  here  the 
increase  in  radio  homes  has  exceeded 

the  increase  in  the  one-minute  rate  b) 

.'!()',.  The  average  one-minute  cost  is 
now  $9.75  in  Class  "A"  time. 

\   one-minute  spot   on  ever)    private 

Canadian  station  would  cost  onl)  $1,- 
315.80.  Time  for  a  one-hour  pro- 

gram on  ever)  private  Canadian  sta- 
tion would  cost  $9,951.58.  These  fig- 

ures do  not  take  into  account  frequen- 
ce discounts  given  b)  the  stations. 
I  .  S.  network  advertisers  who  pipe 

in  shows  to  the  Canadian  networks 

pa)  onl)  time  and  line  charges.  They 

not  onl)  benefit  from  Canadian  radio's 
bargain  rates  hut  have  no  additional 

talent  charges  to  pa)   tor  shows. 

Q.  How  have  radio  set  sales  been 

going  ? 
A.  Despite  the  introduction  of  T\ 

into  Canada  lasl  year  and  the  health) 

-.lies  of  T\  sets,  more  than  245,000 

radio  sets  were  -old  in  Canada  through 

Ma)  L953.  That's  Hi',  more  sets  than 
were  -old  during  the  first  five  months 

of  1952.  Salt's  are  running  at  the  rate 
of  about  600,000  radio  sets  annually, 
which  i-  better  than  1951,  too.  as  well 
as  L948  and   L946. 

Canada-    besl    radio    set    year    was 

1"17.  when  836,000  were  sold.  In 

!"!'»     and      1950,     sets     -old      topped 
700,000. 

Canadians  have  been  importing 
fewer  radio  sets.  This  seat  -el-  have 

been  coming  in  at  an  annual  rate  of 

about  29,000.  Tin-  compares  with 
63,000  in  1952  and  16,500  in  10.il. 

Q.  How  is  Canadian  radio  busi- 
ness doing? 

A.     ( .rii in  ■  bettei   .ill  tin-  time.    Spot 
business  i"i   the  first   four  months  "t 

tin-   \ r.ii    i-  almost   20'  i    bettei    than 

the  corresponding  months  in  I "  >2   a< 
•  ording  i"  CAB's  Pal   I  reeman, 

Fred  Smith  of  Spitzei  8  Mills  in 

toronto,  u hi'  h  handles  i adio  busi- 

ness   l"i    -in  h   iint-    .1-    ( !olgate, 

Gillette,  Quaker  <».,i-  and  Hallmark, 

told  sponsor:  "I  imagine  the  com- 
ments j  "ii  re»  eh  e  from  most  agem  ies 

will  be  along  the  lines  "I  'Business  is 

I   ming,'  or  'Best  yeai  ever,'  and  Un- 
like.   \\  e  heart il)   agree." 

Smith  i-  i  iuhi  about  tin-  <  omments. 

\inl  listen  i"  some  oi  these  Ii om  * ill. in  stations: 

(  |\  I.  \  i.  toria    B   I      'Station  busi 
ii.---  I.,  date  I  20  fune  I   is  up  appi 

matel)    50'  I   ovei  the  same  pei  iod  lasl 

■  ii 

CJVC,  Niagara  I  alls,  Ont.:  'Om ilnll.it  \ olume  t"i  the  I -'  months  end- 

10  \pnl  195  '..  was  up  22'  I  ,  \l- 
thougfa  ill  ■  lasses  ol  business  show 

an  improvement,  a  Ix-lpful  Feature  in 
the  over-all  pi<  ture  is  the  opening  of 
"in    In. in-  Ii    Btudios    in    the    «  it\    of 
\\  ell.ind    a     \'ii      i  I  mi     that    <  it\ 

for  quick,  easy  reference 

to  your  copies  of 
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looks   like  a   million 

coals  only 

$4. 
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96.7% 
Yes!  96.7%  of 

Fredericton 

daytime  sets- 
in-use  are  on 

the  AVERAGE 

tuned  to 

New  Brunswick's 
FIRST  Station 

*     •     • 

Yes,  thirty  years 

of  experience 

pays  off  for 
CFNB  advertisers 

CFNB 
5000  WATTS  -  550  KCS 

Representatives : 
All-Canada     Radio     Facilities     Ltd. 

Weed    &    Co.    in    U.    S. 

•••a ••••••••••••••••••••• 

alone  our  increase  in  the  past  12 

months  has  heen  8U1 ' ,  ." 
CHI  B.  Nanaimo,  B.  C:  "Manager 

Chuck  Rudd  reports  a  50'  {  increase 

in  husiness  during  the  past  year.  " 

CkA  .  Winnipeg,  Man.:  "As  of  May 
L953  .  .  .  on  the  average  .  .  .  each  ac- 

count used  17' <  more  CK.Y  service 

than  the  average  account  of  1952." 

CFJC.  Kamloops,  B.  C. :  "Our  gross 
business  for  the  last  fiscal  vear  was  up 

2095  and  we  have  budgeted  this  year 

for  a  10'  <  increase  and  to  date  have 

exceeded  our  budget  every  month." 
CKSF,  Cornwall,  Out.:  ".  .  .  Can  see 

the  day.  not  far  distant,  when  the 
gross  income  will  be  doubled  over  two 

vears  ago.  It  is  alreadv  up  almost 

70%." 

CFGP,  Grande  Prairie,  Alta. :  "As 
an  indication  of  how  our  business  is 

doing  —  with  the  exception  of  from 
2:00-4:30  p.m..  it  is  not  possible  to 

buy  spots  on  this  station." CHML.  Hamilton.  Ont.:  "Business 
this  year  is  exceptionally  good.  In 

order  to  provide  more  time  to  sell, 

effective  1  June  we  extended  our  oper- 
ation from  21  to  24  hours  a  dav.  As 

of  this  date  (25  June  I.  the  majority 
of  the  time  between  2:00  and  5:00 

a.m.  I  the  hours  of  extension)  is  sold 

out." 

CHUM,  Toronto.  Out.:  "Hows  our 

radio  business  doing?    Fabulous!" 
CJAV.  Port  Alberni.  B.  C:  "As  far 

as  our  own  radio  business  is  con- 
cerned, local  business  is  extremelv 

active  and  still  on  an  upward  trend. 
As  near  as  we  can  ascertain  at  this 

time  1 26  June  I.  national  billings  in 
the  fall  also  will  show  a  substantial 

increase." CHAB.  Moose  Jaw,  Sask.:  "With 
regard  to  our  radio  business,  it  is  in- 

creasing steadily.  Regular  accounts 

are  expanding,  and  there  are  more 
new  accounts  than  ever.  Busine--t  - 
that  before  would  not  even  look  at 

radio  are  now  verv  anxious  to  use  our 

medium." 

CFAC.  Calgarv.  Alta.:  "In  the  first 
six  months  of  1953.  radio  business  is 

up  dollar-wise,  and  there  is  a  great 

demand  for  spot  announcement  busi- 
iii'--.  for  availabilities  in  mail-pull 

programmes  and  for  shows  that  fea- 
ture giveaways  and  cash  prizes. 

CFAC's  commercial  manager.  Don 
Hartford,  claims  that  as  radio  is  be- 

coming better  accepted  as  an  advertis- 
ing medium,  there  is  a  steady  flow  of 

inquiries  from  firms  who  are  using 
radio  for  the  first  time.    This,  he  leels. 

1-  due  to  the  fact  that  there  is  a  better 

quality  of  radio  director  in  the  adver- 
tising agency  in  Canada.  Agencies  are 

employing  more  ex-radio  personnel  in 

their  radio  departments." 
CJCX.  \  orkton,  Sask.:  "Radio  busi- 

ness here  is  at  an  all-time  high.  Here 
at  Yorkton  each  month  sees  records 

for  the  same  month  in  previous  vears 

broken." Q.  What  controls  does  the  gov- 
ernment exercise  over  broadcast- 

ing in  Canada? 
A.  Canadian  radio,  like  main  fea- 

tures of  Canadian  life,  lies  somewhere 

in  between  I  .  S.  and  British  practices. 
I  nlike  Britain,  the  Dominion  permits 

private  stations;  most  of  the  stations, 

as  a  matter  of  fact,  are  private.  I  n- 
like  the  I  .  S..  Canada  also  has  govern- 

ment-owned stations  —  20  of  them. 

Most  of  them  are  in  large  markets  and 

eight  are  50.000  watters. 
As  in  Britain,  national  network  pro- 

graming is  controlled  bv  the  Canadian 

government.  \  large  part  of  the  pro- 
graming is  put  on  by  the  government 

sustaining.  As  in  the  I .  S..  sponsored 

programs  are  allowed,  but  only  within 
the  framework  of  the  Canadian  Broad- 

casting Corp.'s  ideas  of  what  consti- 
tutes proper  variety  to  serve  all  tastes. 

Private  stations  originate  their  own 

local  programing  but  over-all  control 
is  in  CBC  hands. 

Prior  to  1936.  Canadian  radio  was 

under  the  authority  of  the  Canadian 
Radio  Commission  but  in  that  vear  the 

Canadian  Broadcasting  Act  brought 

into  being  the  CBC  and  its  nine-mem- 
ber Board  of  Governors,  now  headed 

by  A.  D.  Dunton.  The  Board  was 

given  broad  powers  to  control  and  ad- 
minister all  radio  broadcasting  ( and 

now  TV  as  well  1  plus  the  very  impor- 
tant responsibility  of  developing  and 

maintaining  a  national  program  ser- 
vice. 

The  reasoning  behind  government 

control  is  given  by  Chairman  Dunton: 

"Canada's  broadcasting  system  is  de- 
signed to  meet  the  needs  of  a  country 

larger  than  the  United  States  yet  with 

a  population  just  one-tenth  as  large. 
Canada's  15  million  people  live  mostly 
along  a  narrow  belt  about  4.000  miles 

long  and  just  north  of  the  Canada- 
l  nited  States  border. 

"The  cost  of  serving  this  population 
from  British  Columbia  to  Newfound- 

land through  six  time  zones  and  in 

two    languages    would    be    prohibitive 
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to  either  a  strictl]  commercial  system 

«>f  broadcasting  or  to  .1  strictl}  state- 
supported  system. 

"Neither  public  noi  private  enter- 
prise  could  do  the  job  adequately 

alone.  I  lonsequentl)  *  anada  li  is  de- 
veloped a  tailor-made  system  oi  broad- 
casting which  includes  l>"ili  public  and 

private  entei  prise. 
The  private  broadcasting  industr] 

in  Canada  understands  the  need  for 

some  kind  oi  broadcasting  control  in 

Canada  l>ut  doesn't  like  the  waj  11 
currentl)  operates.  Hie  Canadian  As- 

sociation nl  Broadcasters,  which  repre- 

sents mosl  "I  the  Dominion's  private 
\\1  stations,  resents  tin-  CBC's  being 
"at  one  and  the  same  time  competitor, 
regulator,  prosecutor,  jury,  and  judge." 
CAB  would  like  the  CB(  's  regulator] 
ami  commercial  fun<  tions  divon  ed 

with  the  regulator]  power  given  t<>  a 
neutral  agenc]  which  would  supervise 
both  CBC  ami  private  stations. 

CAB's  complaints  about  local  com- 
mercial competition  In  CBC  stations 

have  linalK  borne  fruil  and  CBC  sta- 

tions arc  graduall]  giving  up  their 
local  accounts.  Local  CBC  business 

never  amounted  to  much,  since  CBl  - 

programing  doesn't  always  produce 
much  in  the  wa]  of  ratings,  trying, 
as  it  does,  tn  appeal  to  minorit]  as 
well  a>  majorit)  tastes.  One  large 
I  .  S.  rep  for  Canadian  stations  told 

sponsor  l>luntl\  :  "  \n  advertiser  would 

be  craz]  to  buj  a  local  CBC  show." 
W  here  a  CBC  station  is  the  onlj  one 
in  the  market,  as,  l<>r  example,  in  some 
Newfoundland  towns  which  arc  too 

small  and  isolated  to  attract  a  private 
broadcaster,  commercial  business  is 

-till  accepted. 

Another  -ripe  of  the  private  broad- 
casters  is  the  control  CBC  has  <>\er  li- 
censes,  now  renewable  once  even 

three  \ear-.  [echnically,  licenses  are 
given  bj  the  telecommunications  Di- 
vision  of  the  Dominion  Department  of 
transport,  which  supervises  power 
and  frequency  grants.  However,  all 
applications  are  reviewed  b]  the  CBC 
which  makes  recommendations  as  t" 

whether  a  station  license  is  jn  the  pub- 
lic interest.  These  recommendations 

are  invariabl)  followed  b]  the  Depart- 
ment of  Transport. 

I  he  private  radio  men  contend  that 
ladio  i-  part  of  the  pre—  and  should 
be  protected  from  outside  encroach- 

ments like  new -papers.  In  other  words, 
they  feel  the  freedom  of  the  press  is 
not  now  given  to  them  since  their  li- 

censes 1  an  be  •  anceled  at  the  whim  of 

the  ( 'l!( ..  In  n  ■  .-iii  yeai -.  prh ati  I  1 
nadian  stations  have  taken  holder 

steps  to  spotlighl  theii  feelings  bj  tak- 
ing the  -land  thai  private  stations 

-hoiild  have  editorial  opinions  the 
same  as  newspapei  - 

Q.  How  is  advertising  regulated 

by  the  CBC? 

A.  \  new  sel  "I  I  K<  regulations  foi 
radii,  stations  went  into  effei  1  I  Jul] . 
I  he  mosl  important  1  hange  \i.t<\  i"  do 
with  spot  announcements,  which  were 
foj  merl]   prohibited  between  7:  10  and 

11 :00  p.m.  ami  .dl  i\.i\  Sundaj .    I  hen 
1-   no  mention  of  this   prohibition   in 

the  new    n  gulations.     \   •  !!•     »pok<  - 
man  told  sponsoh  thai  he  feel*  the  al- 

low ing  "I  nighttime  -pot-  won't  make 
too     nun  h     differem  •■    sini  •■ 
have  been  a<  •  ustomed  to  selling 

ning   time   in    15-   and   30-minutc mnil-.   .111  \  how. 

Some  reps  and  stations  aren't  too 
sure  whal  all  the  new  regulations 
mean.  \\  eed  S  <  0.  has  sent  out  let- 
iii  -  in  it-  (  anadian  stations  asking, 
for  example,  whethei  chainbreaks  "i 
15-sei  ond  annoum  ements  betweei 

when  it's  RADIO... 

00 k  to  th e  leader 
if  Rotcd  tops  in  listener-prefer- 

ence for  six  years  running,  'WX  con- 
tinues to  outdistance  its  competitors in  1953. 

•k  Time  on  'WX  is  the  best  buy 
on    the    air. 

LOOK  TO  THE  FACTS —  LOOK  TO  THE  LEADER 

Extracts    from    Elliott-Hayncs    6-ycor    per- 
centage of   Listener  Trends: 

Summary    of    Distribution    of    Audience 

In   8.  C.      Canada's 

third    largest   market- 
LOOK   TO   CKWX 

+    61%     of    B.    C.    retail    sales 

are   in   the   'WX    area. 

■^    'WX    has   complete   coverog: 
in    this    rich    market. 

(By    Tot 
al    Years — 9   o.m.    - 

10    p.m.) 

Station Station Station 

2 4 CKWX 
1947 

14.2 18.0 19.9 

1948 14.5 
16.5 

21.6 

1949 
15.8 19.0 24.6 

1950 

16.1 21.7 

25.6 

1951 15.5 
20.9 

23.5 

1952 16.0 22.5 26.1 
Average 

15.4 
19.8 

23.6 

ft vntesuself 

Rep' 

All-Canada   Radio  Facilities 

Weed  A   Company 
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CKCH 
With  a  potential  listening 

audience  of  over 

400,000 

French  speaking  people 

is  celebrating  its 

20th  anniversary 

Join  the  hundreds  of  local 
and  national  advertisers 

who  are  reaping  benefits 

from  CKCH's  quality 
programming  and  efficient 

operation 

CKCH 
HULL  &  OTTAWA 

OO.VT   MISS 
THE   BOAT 

AND   THE 

1,000,000  PASSENGERS 
PER    MONTH    TO 

VANCOUVER  ISLAND 
AND  THE 

2-STATION  MARKET 

CHUB  -  CJAV 
NANAIMO  —   PORT  ALBERNI 

10%     DISCOUNT    —    For 

joint  campaigns 

BONUS  AUDIENCE— IN 

CR.  VANCOUVER— 500,000 
NEW  WEST R— 88,400 

LOWER  MAINLAND— 93,500 
POWELL  RIVER— 20,000 

CONTACT: 

U.   S. — Donald    Cooke,    Inc. 

Toronto — Stephens  &  Towndrow 
Montreal — Nat.     Bdcst.    Sales 

Vancouver — John     N.    Hunt 

work  shows  i  L5-second  announcements 

are  called  "flashes"  and  one-minute 

announcements  are  called  "spots"  in Canada  I  will  be  permitted,  although 

the  regulations  do  not  specifically  pro- 
hibit them. 

The  new  regulations  also  limit  the 
amount  of  commercial  time  according 

to  the  length  of  a  program.  The  6:00 

p.m.  to  midnight  allowances  are  less 

than  other  times.  Evening  commer- 
cial time  permitted  ranges  from  one 

minute  for  a  five-minute  show  to  six 

minutes  for  an  hour  show.  During 

other  times,  the  range  is  one  minute 
and  15  seconds  for  a  five-minute  show 
to  seven  minutes  for  an  hour  show. 

Regarding  paid  announcements,  the 
regulations  prohibit  more  than  four 
in  number  or  three  minutes  in  total 

time  during  any  15-minute  period. 
However,  with  CBC  consent,  a  station 

may  put  on  special  announcement  pro- 
grams exceeding  these  limits  provid- 

ed there  is  a  proportionate  reduction 

in  paid  announcements  during  other 

periods. The  regulations  also  ban : 

•  Advertising  by  insurance  compa- 
nies not  authorized  by  law  to  carr\ 

on  business  in  Canada. 

•  Advertising  of  securities  other 

than  governmental  bonds  (local,  pro- 

vincial, and  Federal)  and  public  au- 
thority bonds.  Market  quotations, 

without  comment,   are  permitted. 

•  Advertising  of  mining  or  oil  prop- 

erties or  any  interest  in  such  proper- ties. 

•  Advertising  of  liquors,  beers,  and 
wines.  This  does  not  affect  Quebec 

Province,  which  permits  air  sponsor- 
ship by  makers  of  alcoholic  drinks. 

However,  even  in  Quebec  no  actual 
commercials  are  permitted,  only  a  bare 

announcement  to  the  effect  that  the  pro- 
gram is  presented  with  the  compliments 

of  such  and  such  a  firm.  Some  adver- 

tisers have  gotten  a  little  more  sell 

into  their  program  by  using  their  firm 
name  in  the  program  title. 

Food,  cosmetic,  and  drug  commer- 
cials are  under  strict  control.  Com- 

mercials for  products  which  are  af- 
fected by  the  Proprietary  or  Patent 

Medicine  Act  or  the  Food  and  Drugs 

Act  must  be  O.K.'d  by  the  Department of  National  Health  and  \\  el  fa  re  and 

the  CBC.  Am  commercial  about  the 

prevention,  treatment  or  cure  of  a  dis- 
ease or  ailment  must  be  approved  by 

both   agencies,  too. 
As  a   matter   of  fact,   the   CMC  can 

bar  any  commercial  it  feels  is  "of  an 
offensive  or  objectionable  nature." 
You  have  to  be  careful  how  you  use 

words  in  Canada.  For  example,  "pork 

and  beans"  becomes  "beans  and  pork" 
in  Canada  when  there  are  more  beans 

than  pork  in  the  can — which  is  usually 
the  case.  Intimate  references  to  con- 

st ipat ion.  bad  breath,  bleeding  gums 
and  the  like  are  out.  You  can  attack 

the  problem  indirectly,  such  as  saying 

that  a  toothpaste  "keeps  the  breath 
sweet"  rather  than  "prevents  bad 

breath." 

CBC  regulations  also  affect  tran- 
scriptions.  CBC  permission  must  be 

gotten  for  transcribed  programs  be- 
tween 7:30  and  11:00  p.m.  A  new 

regulation  bans  "any  program  recon- 
structing or  simulating  the  direct  de- 
scription of  any  sport  or  other  event 

through  a  description  prepared  from 

wired  reports  or  other  indirect  sources 
of  information  until  after  the  conclu- 

sion of  such  an  event  if  an  actualitv 

broadcast  of  the  event  is  available  in 

the  area." 

This  has  been  interpreted  by  Cana- 
dian station  people  to  mean  that  an 

announcer  cannot  describe,  say,  a 

hockey  game  while  it  is  going  on  as 
if  he  were  watching  it  when  he  is 

actually  getting  his  play-by-play  in- 
formation indirectly.  He  cannot  do 

this,  that  is,  if  a  broadcast  direct  from 

the  playing  field  is  available  in  the 

particular  station's  market. 

Q.  How  do  local  Canadian  sta- 

tions go  about  selling  their  clients' 

products? A.  Pretty  much  the  same  way  U.  S. 

stations  go  about  it.  Anyone  familiar 
with  L  .  S.  radio  will  be  struck  by  the 

similarity  in  selling  and  program  tech- 

niques. As  in  the  U.S..  Canadian  sta- 
tions sometimes  have  difficulty  in  talk- 

ing retailers  into  trying  radio  for  the 
first  time,  especialh  grocery  stores  and 

super  markets.  Retailers  often  hold 
back  for  the  same  reasons  as  in  the 

U.S.:  ill  reluctance  to  trv  sonic- 
thing  new.  i2i  inexperience  with  radio 

advertising  and  programing.  (3i  the 
feeling  that  there  is  no  substitute  for 

newspaper  advertising. 
T.  H.  Tonner.  commercial  manager 

of  CKCW,  Moncton,  N.B.,  told  spon- 
sor: "It  is  an  accepted  fact  that  radio 

stations  ha\e  experienced  difficulty  in 

selling  grocery  stores  and  super  mar- 
kets. The  lure  of  the  printed  page, 

numerous  price  mentions,  in  addition 
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to  the  bu 1 1| ioi  i  the  grocer]  store  r«  eives 
from  national  pi  odm  ts,  ha>  e  .ill  been 

f;i«  t < > i -  in  favoring  the  newspapers." 
There  .in-  plent)  oi  instaw  es,  how- 

ever, which  prove  that  properly 
planned  and  imaginative!)  produced, 
Canadian  lo*  .il  radio  advertising  can 
(In  a  job  equal  t".  it  not  bettei  than, 
newspapers. 

(!k(!\\  itself  provides  an  excellent 
•  ase  history .     I  onner  explains  it : 

"Picking  up  an  idea  featured  in 
sponsor  relative  to  super  market  adver- 

tising, CKCW's  production  department 
localized  the  format  and  changed  it 
around  i<>  suit  the  characteristics  ol 

Vaughan's  two  grocer]  Btores. 
"Here  is  how  the  program  works: 

\  direct  line  was  hooked  up  between 

(!K(!\\  and  Vaughan's  two  stores  and 
each  morning  CKCW's  announcer 
phones  the  two  store  managers  and 

discusses  with  them  the  day's  specials. 
Both  sides  of  the  telephone  conversa- 

tion are  broadcast 

"The  program  commenced  in  March 
(1953)  and  h\  the  end  of  \|>ril  the 

sponsor  reported  he  had  broken  all 
sales  records  for  his  16  years  in 
operation.  And,  he  attributes  his  in- 

creased figures  solely  to  his  Let's  Go 

Shopping  program." 
\nother  shopping  hints  program  i> 

run  over  CFAC,  Calgary,  Alta..  In 

Hudson's  Ba\  Calgary  store.  The  store 
began  advertising  over  the  station  dur- 

ing the  war  (1943)  because  of  the 
newsprint  shortage.  Because  of  the 

parallel  shortage  ol  goods,  the  adver- 
tising was  institutional.  Today,  the 

store  is  still  advertising  on  the  air,  hut 
the  approach  is  one  of  direct  sell.  The 

program  look-  like  a  permanent  fea- 
ture, too.  since  the  company  has  built 

a  radio  studio  in  the  store. 

The  program  of  shopping  hints,  in- 

terspersed with  top  record  relea-i  ■- 
from  the  stores  record  department. 

runs  Monday  through  Friday  for  a 
half  hour  each  morning.  There  is  no 

fixed  script;  the  hostess,  "Doroth) 
Hudson."'  either  comments  on  or  inter- 
views  people  about  store  items. 

\\  bile  it  is  company  policy  not  to 
reveal  over-all  sales  results,  R.  J.  Tregil- 

lus.  CF  VC's  promotion  director,  re- 
port- that  phone  calls  on  items  plugged 

on  the  program  often  come  in  while  the 

program  i-  still  on  the  air.  The  show 

got  an  Elliott-Haynes  rating  of  1  1.7  in 
June.  18.6  the  month  before.  In  both 

cases,  share  of  audience  was  over  50*  i  . 

Here  i-  an  example  of  the  program's 
pull.      Last     fall,    the    store    imported 

$4,000  worth  oi  India  braaaware.    I  he 
item-  were  featured  on  the  shopping 

hint-  program  but  were  mentioned  no- 
u hen-  else.    I  hej  were  -"Id  out  <<i  the 
bai  rels   i  ighl  alter   the  broadi  ast,   1" 

loir  even  price  tags  wen-  put  on.    I  he 
nil  ne  shipment    W  a-  sold   out    in   ,i   ni.it in  ol  days. 

Men-    aie     -nun-    nlhei     examples     01 

I."  al  Belling  bj  < Canadian  stations : 

CFJC,  Kamloops,  lit.:  I  ntil  abi.ni 
five  years  ago  Syd  Smith,  Ltd.,  General 
Motors  dealei  used  only  three  Hashes 
a  week  on  '  FJC.  Hie  station  persuaded 
bim  to  tui ii  to  programing  ami  be  used 

Iii-i  an  organ  program,  which  wasn't 

very      popular,     and     then     a     hillbilb 

show .  m  Iim  Ii  tm  ned  out  i"  bai  t  ■  lot 

..I  appeal.  Smith  ua-  so  impressed 
with  the  success  •  ■!  tin  lattei  show  that 
he  iim  reased  his  program  pun  bases,  is 
now  .1  steady  radio  usei  with  no  hiatus. 
\\  Inn  tin-  In m  started  H ith  i 

ing,  -ale-  wen  123]  000  ■<  year.  Now 
-ale-  amount  i"  more  than  *  I  i  million. 

In  explaining  why  he  likes  radio, 

Smith  offers  two  reasons:  I  I  •  "Radio 
offers  an  opportunity  to  use  a  variet 
of  programs  that  appeal  t"  various 

.  lasses  "f  people"  ami  12)  "I  feel  it 
i-  a  less  '  ompetitive  field.  W  e  find,  thai 
a-  we  increase  the  radio  time  we  use, 

the  impression  Is  <  reated  that  we  domi- 
nate the  field  in  i  adio  publi<  it\ . 

By  anybody's  yardstick  . . . 

MORE  PEOPLE  LISTEN  TO 

CKRC 
THAN  TO  ANY  OTHER 

MANITOBA  STATION 

Yes,  sir,  no  matter  who  measures  it,  day  or  night,  year 

in,  year  out,  CKRC  dominates  the  Manitoba  scene. 

And  again  this  year,  we're  in  there  with  the  most 

powerful  schedule,  of  big-time  programs  in  the  area 

— network,  national  and  local.  Wed  like  to  have  you 

with  us. 

CKRC 
WINNIPEG 

5000     WATTS 

630     K I LOC YCLES 

Representatives:    All-Canada    Radio    Facilities 

in  U.  S.  A— Weed  b  Co. 
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According  to  B.B.M. 

(Illlk    Chilliwach   hits  more  homes 

listening  daily,  than  any 

NON-METROPOLITAN* 
station  in  booming  liriiish  Colum- 
bia. 

B.B.M. 
(TOTAL    DAYTIME) 18 

940    HOMES 

B.B.M. 

(6 
7    DAYTIME) 

1  6 270    HOMES 

Average    percentage    of    Sets- 
in-use   tuned    to   CHWK   72.6', 

Next   best    station           5.3% 

Lbove  figures  averaged  over  pro- 
gram  week  Source,  Penn  McLeod  Be 
search   Toronto) 

CHWK  Chilliwack,  delivers  more 

homes  per  dollar  than  any  Non- 
Metropolitan*     station    in    British    Co- 
lurnliia. 

\vk    All  <  anada   or   Weed  &   Co. 

*  Excluding    only    Greater    Vancouver 
&    Victoria. 

CHWK *     r    L  J  \  A/  lc      "Voice  of  the »         V^  I         VV    l\       F««r  Valley" 
I0OO     Watts Basic     Dominion     Network 

A  60  million  dollar 

share  of  B.C.'s 
billion  dollar  market 

The  West  Kootenays  (Census 
Division  2 1  are  served  by 
C|AT  at  Trail — home  of  the 
Consolidated  Mining  & 
Smelting   Co.    of  Canada    Ltd. 

610    KC 

TRAIL,  B.C. 

90 

CHLN,  Trois  Rivieres.  Que.:  Jimim 

Lapointe.  a  French-Canadian  retailer 

of  furniture  and  appliances,  spent  S 1 2 ."> 
campaigning  for  six  days  over  CHLN. 

Lapointe  told  the  station  it  resulted  in 

$10,000  in  sales. 
CJC  A.  Fdmonton.  Alta. :  A  local  sew- 

ing  machine  store  bought  an  adventure 

program  on  Monda\  nights.  The  cost 

per  program  was  $58.  The  first  broad- 
cast sold  55  machines,  on  sale  at  $57.50 

each. 

CJAT.  Trail.  B.C.:  Super-Valu  su- 
per market  plugged  a  special  price  on 

100  half-crates  of  oranges.  A  doll  was 

given  away  with  each  purchase.  The 
sale  was  announced  between  1 :()()  and 

1:30  p.m.  on  a  local  giveaway  show. 
By  5:30  p.m.  all  the  oranges  were  sold. 

CJVI,  Victoria.  B.C.:  Pagoda  Drj 
Goods  Store  used  one  announcement 

in  a  participating  giveaway  show  to 
advertise  clearance  of  dresses  at  $5 

each.  In  three  days  the  store  sold  60 

dresses,  including  many  higher  priced 
numbers  for  total  sales  of  $425.  Total 

cost  of  radio:    $8. 

CJKL.  Kirkland  Lake,  Ont.:  Bryan 

Agencies,  Frigidaire  dealer  in  Fngle- 
hart  (pop.  1.500)  sold  25  in  one  week 
in  January  using  only  radio.  Schedule 
called  for  two  announcements  dailv  in 

addition  to  regular  noontime  an- 
nouncements on  Monday,  Wednesday, 

and  Friday.  Another  client.  Central 
Cash  Store,  sold  more  than  40  cases  of 
strawberries  with  one  announcement 

and  no  other  advertising.  A  third 
client,  Galbraith  Jewellers,  attracted 

such  a  crowd  to  its  auction  I  five  spots 

a  day  for  three  days  accounted  for 

80rr  of  the  advertising)  that  the  floor 
caved  in  under  the  throng. 

CKOC.  Hamilton.  Ont.:  Jackson's 
Bakeries  has  been  using  CKOC  for 
more  than  10  years.  Firm  programs 
four  hours  of  concert  music  a  week. 

uses  regular  announcements  daily  plus 

special  announcement  campaigns.  Jack- 

son's had  been  baking  a  small-sized 
loaf  for  some  time  without  pushing  it. 

Production  averaged  130  loaves  daily. 

On  5  March,  announcements  began 

during  its  program  and  regular  an- 
nouncement periods.  At  the  end  of  a 

week,  dail)  production  was  over  1. ill  hi loaves. 

CKRC.  Winnipeg.  Man.:  Safewax 
Stores  have  been  advertising  over 

CKRC,  usinj:  both  announcements  and 

programs.  A  carload  of  canned  cream 
corn  in  the  midst  of  the  corn-on-the-cob 

season  was  sold  out  with  only  two  an- 

SPONSOR 

nouncements  before  9:00  a.m.  Sponsor 

<alled  the  station  to  cancel  the  remain- 

ing spots. 
CFBC,  St.  John,  N.B.:  City 's  largest 

department  store — Manchester  Robert- 
son  Allison.  Ltd. — aired  35  announce- 

ments in  one  day.  offering  300  women's 
suits  at  $15.  Fift\  minutes  after  the 

sale  began  the  next  day  every  suit  was 

gone,  including  those  worn  by  window 
mannequins. 
CKRD.  Red  Deer,  Alta.:  An  auto 

dealer  in  the  town  of  Innisfail  sold  11 

new  cars  and  40  used  ones  during  a 
month's  radio  campaign. 

CKOY.  Ottawa.  Ont. :  Larocques  de- 
partment store  sponsors  9:00  and 

I  I  :00  a.m.  news,  decided,  in  addition, 

to  test  an  announcement  campaign  in 

February.  CKOY  developed  fictitious 

character  "Tom  Jackson''  out  of  Sales 
Manager  Jack  Thompson.  It  was  de- 

rided to  use  a  factual  quiet,  down-to- 

earth  approach.  With  Thompson  an- 
nouncing, the  new  approach  was  tested 

on  15  spot  announcements  per  day. 

Test  campaign  was  successful  and  La- 
rocques boosted  its  annual  radio  budg- 

et from  $10,000  to  $25,000  yearly. 

CFQC.  Saskatoon,  Sask.:  Retailer 
offered  hand-woven  skirts,  stoles,  and 
mens  ties  on  three  announcements. 

Sold  $105.75  worth  of  goods.  Cost  per 
announcement:  $6. 

CHWK.  Chilliwack,  B.C.:  Local  farm 

machinery  dealer  had  eight  used  units 

he  wanted  to  clear.  Bought  four  one- 
minute  spots  I  total  cost  $18  I  and  sold 

equipment  valued  at  $3,200. 
CFOS.  Owen  Sound.  Ont.:  An  Owen 

Sound  man  advertised  a  1941  car  with 

one  announcement  on  a  program  at 

12:40  p.m.  By  4:30  the  same  after- 
noon he  had  58  calls  about  the  car. 

Q.  What  kind  of  merchandising 

is  carried  out  for  air  clients  by  Ca- 
nadian stations? 

A.  As  is  pointed  out  by  J.  E.  Palmer 
of  McCann-Kricksons  Toronto  office: 

"Canadian  merchandising  methods 
closelj  resemble  our  own.  simplifying 
the  coordination  of  campaigns  planned 

for  both  countries." 
Canadian  stations  are  active  in  deal- 

er mailings,  checking  stocks  and  push- 
ing displays  and  good  shelf  positions. 

tying-in  air  personalities  to  branded 
products,  ami  so  forth.  I  CBC  stations 
do  no  merchandising.  I  A  popular  form 

of  continuous  merchandising  is  small 

station  booklets  which  are  mailed  regu- 
larlv  to  retailers.    CFOS.  Owen  Sound. 



Ont.,  Id  example  mails  ■<  monthly 

Merchandising  Memo.  CKWX,  Van- 

couver,  B.  ('..  also  mails  a  booklet. 
I  he  Merchandising  Memo  contains 

new-  items  about  the  station,  — -ii I « ■ — ̂   sik  - 
cess  stories,  personalit)  sketches,  ami 

pi  ogram  desci  iptions.  < >n  the  ba<  k 
cover  ever)  month  i-  a  li-t  of  national 
advei tisers.  Foi  a  station  in  a  commu- 

nity <>f  about  l(>.(io<>  the  li-t  i-  quite 

loti^.     about    In  to  .")(». 
\(  least  one  station  has  noticed  a 

certain  carelessness  on  the  part  ol 
advertisers  when  it  comes  to  merchan- 

dising in  Canada.  The  station,  CKO\  . 

Kelowna,  B.C..  told  SPONSOR:  'It  has 
been  noted  on  numerous  occasions  that 

a  spot  or  program  campaign  has  been 
-  heduled  from  the  Eastern  I  Canadian  i 

or  I  .S.  agencies  without  the  adver- 

tise] -  districl  representative  being  no- 
tified of  the  campaign.  Quite  often  the 

representative  lias  to  come  to  the  sta- 

tion to  find  out  what  it  i-  all  about.  * 
To  what  extent  this  sort  of  thing  goes 

on  among  Canadian  advertisers,  spon- 
SOH   was   not   able   to    learn.     What    was 

learned,  however,  na<  that  Canadian 
stations  can  rival  their  U.S.  brothers 

in  the  various  facets  of  merchandising. 
Here  is  a  sample  of  what  CKW  \  did 

for  Robin  Hood  Flour  I  International 

Milling  Co.,  Minneapolis),  which  spon- 
sored Raceaway,  a  giveaway  show,  as 

culled  from  a  program  promotion  re- 
pott  to  the  client: 

•  \  generous  sampling  of  promo- 
tion announcements. 

•  \  display  card  in  the  station- 
showcase  on   a   busy    downtown   street. 

•  \  station  lie-in  with  a  lobby  dis- 
play in  a  local  theatre  during  the  show- 

ing of  the  film  Robin  flood. 

•  I  he  program  was  featured  in  two 

issues  of  the  station's  merchandising booklet.  CKWX-TRA. 

•  rwenty-five  weekly  papers  ear- 
ned an  ad  publicizing  the  program. 

Here,  in  the  words  of  CHUM,  To- 

ronto, Ont..  i.-  a  super  market  merchan- 
dising scheme  involving  the  station. 

M)  \  stores  and  various  national  adver- 
tisers: 

"1.  15il  II)\  stores  of  the  Greater 
Toronto  area  set  up  counter  or  aisle 

displays  for  the  various  participating 
accounts,  as  directed  by  station  CHI  \1. 

*'2.  To  further  promote  the  prod- 
ucts of  CHUM'S  clients,  the  IDA  chain 

is  offering  them  the  closing  commercial 
on  its  10:00  a.m.  daily  newscast,  with 
these  commercials  to  run  in  conjunc- 

tion with  the  store  displays. 

"3.    To  completely  tie  in  this  plan. 

II)  V-  weekly   newspapei  ad  promotes 

theii  10:00  a.m.  new*  ast." 
Vnothei  example  ol  mei  i  handising 

i~  provided  by  CFCN,  Calgary,  Uta. 
It  revolved  around  one  ol  the  so-called 

(lasinn  shows  j_'i\eawa\  type  partici 

pation  programs  thai  have  been  taking 

Canada  by  Btorm.  Below  is  a  li-t  of 
merchandising  activities  carried  on  for 

the  -him  during  the  l952-'53  season. 
1 .  I  In-  season  wa-  -tailed  off  -  Sep- 

tember with  a  gathering  of  client-  oi 
their  local  representatives  at  a  local 
hotel  at  which  CFCN  played  host.  Pro 

motion  plans  were  outlined  and  point- 
of-sale  materia]  was  exhibited. 

2.  I  he  three  major  grocery  whole- 

salers were  contacted  l>\  the  station's 
commercial  department  and  arrange- 

ments made  to  have  the  Casino  Carni- 

val products  prominently  featured  in 
their  weekly  sales  bulletin-  to  their  staff 
and    trade 

•i.     \n    on-the-air    promotion    cam- 

paign was  begun  two  weeks  before  the 
-bow  began  on  15  Septembei , 

I.  Display  ad* ei t isements  were  run 
oi  loin  dailies  and   In  weeklii 

).  Since  the  program  was  one  in 
which  listeners  answered  riddles  l»\ 

mailing  in  then  answers  along  with 
labels  and  box  tops,  listeners  wen 

m ged  to  Bend  in  the  name  ol  the  dealei 
.it  whose  -ion-  du-  produ  t  was  pur- 

i  based.  \\  hen  ,i  ja<  kpot  wa-  won 

the  dealei  who  -«,|,|  the  product  to  the 

w  innei  got  a  pi  ize  ol  - 
6.  Jackpot  winners  were  promoted 

by  courtesy  annouro  ements  and  pro- 

gram appeara      is  well. 

Q.  Do  Canadians  like  the  same 

kind  of  programing  as  U.S.  listen- 
ers? 

A.     So   I. ii    .i-    I  nglish-language   pi o- 

graming    'joe-.   Canadian    listeners   ■-•'• 
1  Please  turn  t<<  page  100) 
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Pass  the  biscuits,  Pappy 
or  hoiv  Martha 

White  makes  dough 

in  the  milling  business! 

Since  1946,  and  using  WSM  and 

WSM's  Grand  Ole  Opry  almost  to  the 
exclusion  of  all  other  media,  Martha 

White  Mills,  Inc.  has  shown  the  most 

phenomenal  growth  in  Southern 
Milling  Circles. 

Martha  White's  family  flour  business 
has  more  than  doubled.  Martha 

White  Self  Rising  Cornmeal  has 

become  a  household  word.  And 

Martha  White  Coffee,  Martha  White 

Cake,  Pancake  and  Waffle  Mixes,  and 

Martha  White  Jams,  Jellies  and 

Preserves  have  been  successfully 

launched  in  one  of  America's  most 
competitive  food  markets   

When  you  ask  Cohen  Williams,  Jr., 

president  of  Martha  White  Mills,  his 

secret  he  grins  and  says,  "Early  to 
bed,  early  to  rise,  work  like  hell,  and 

advertise  over  WSM. . . "  The  Martha 
White  Agency,  Noble-Dury  and 
Associates,  agrees. 

Tom  Harrison  or  any  Petry  Man  can 

fill  in  the  Martha  White  details 

American   radio's    biggest    s 
success  story! 

WSM 650 
Nashville 

■ 

*<T 
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RADIO  COMPARAGRAPH   OF  NETWORK  P 

E  S  D  A  Y 

l^ever:    pepsodent 
m.w.alt  f 

|McE   

rr"illsbury     Mill: 
.      flour,    mixes 

m-f 
LB 

Tuni 
C< 

:   ho me 
lerm. 

m 
W&G 

w, ne  r 
lit  f 

F    Singiser    nows 
S  C  Johnson  wxs 

I  466N    10:30-35   L' 
NL&B       m-sat" 
Wonderful    city 

'  Holland     Furnace 
562N       m-f       L 
Direct 

Ladies    fair 
co-op    7/6-10/2    , 
m-f   11-11:25 

Liggett  &  Myers:, 
-hesterfield      cigsl 

m-f 
D&W 

H  Engle  news 
S  C  Johnson  wxs 

512C  11:25-30  L 

NL&B       m-sat" 

Bob    Hope 

Gen  Fds:  jell-oti 
140H  m-f  Tl 
Y&R    see  wlOpnn 

It   pays   to   be 
married 

H  m-f  L 

Strike    it    rich 

Colgate:  halo,  col- 
gate   dental    rrm. 
palmolive,     fan 

181N       m-f       T 
rl:30-2    pm 

Whlspr'g     streets 
Toni:    prom 
home  perm 

tu.th    10:25-45  | 
LB     share    $3250, 

When  girl  marries 
N  m-f  Ll 

Gen    Motors 
Frigidaire     Div  I 

tu.th, alt  f 

FC&B 

Pillsbury    Mills! 

m-f LBurnett 

"Gr    s'am;    Cont'l  Queen   for   a   day 
'like:   wonder  brf         Realemon 
1  "3N         m-f         L.  450H      m.w.f      T 
l  Bates  $4500'  S&S  share  $5500 

Rosemary  P    Lorillanl: 
P&G:  ivory  snow      old    gold    rigs 
117N       m-f       L:  454H       m-f       T 
<B&B  $2700   L&N  share  $5500 

Esty 

$4500 Phrase  that  pays 
CPP:  ajax.  velt 
188N  rl:15-30  L 
Esty    m-f     $2500 

Second     Chance 

N  m-f  I. 

Live    like   a 
millionaire 

100N        m-f       li 

F    Singiser    news 
S   C   Johnson     I 

m-sat     10:30-35! NL&B 

Wonderful     city" 
Holland    Furnace? 

m-f  10:35-11 Direct 

Bob    Hope 

Gen  Fds:  jell-( m-f  (see  mon) Y&R 

Godfrey*  10-11 :30l snnu  Crop;  Mxn: 
Int'l  Cellucottorj 

MC&B         alt  daj 

Cecil  Brown   newt 

ro-op 

N  m-f  d 

Whlspr'g     streets 

Gen   Mill 

Owens-Corning, 

FSR;      Star-KIs  ^ 

Tuna.   Rhoades  &    N Davis 

alt  da* .ever    Bros 

pepsodent 

It    pays    to   be 
married 

'■in    Mills                 pepsodent 

m.w.f    10:25-45             m.w.  alt  f 
Knox-Reeves             McCann-Erickson 
When  girl  marries]    „„,..    ,.,„.  1 

Mutual  music  box 

m-f  a 

F    Singiser    news s  c  Johnion 
m-sat     10  30  35 

NL&B 

Welcome  traveler 
PAG 

m-f   (see   mon) 

I 
My    true 
m  f     10 

sec    n 

Biow 

Pillsbury  Mills 

Nafl     Biscuit 
all    prods 

tu.th.alt  f McCann-Ericksonf 

Liggett  &  Myers  J 
chesterfields 

m-f 

Cn'ghm  &  Walsh) 

Ladies    Fair 
co-op  7/6-10/2 
m-f   11-11:25 

t    Wendy  Warren 

Ten  Fds:  max  hst ' 
|r.9N        m-f        L1 
3&B  $4250. 

Curt  Massey  time 

Miles:  alka-sltzr 
473H  m-f  T 
Wade  $60C0 

I      Helen   Trent 
\m  Home  Prodt 

I183N  m-f  L 
»  Murray  $2800 

Our  gal  Sunday 
Whitehl:  anacint 
177N  m-f  L 
Murray         $2300 

Road  of  Life 
P&G:   ivorv  snan 

151N*     m-f     l: 
Compton        $3250 

Capitol   comment. 
S    C   Johnson 

NL&B  m-f* 
Guest    time 

In  l&t 
12:20-30 

No    network 

service 
m-f    12:30-45 

Faith  in  our  time 
N  m-f  L 

:    Foster 
co-op 

m-f        L 

Dbl   or   Nothing 
Campbell   Soup 
m-f    11:30-55 

Ward   Wheelock 

Ma Perkins M isle by  Wlllard P&O :  oxydol 
CI 

m-f       L 

165N' m-f      L 
D-F-S $3250 

No   network 
service 

m-f 

Young  Dr  Malone 

P&O:  crisco,  joy' 
159N  m-f  Li 
Compton  $2850 

Guiding  light 
P&O:  duz,  ivorv 
159N  m-f  L, 
Compton       $3000 

2nd  Mrs  Burton 
OF:  swans  downt 
M2N  m-f  LI 
B&B.  Y&R  $3000 

Perry  Mason 
P&G:  tide 

170N  m-f  L- 
B&B 

Luncheon     with 
Lopez 

N  m-f  I 

Pauline  Frederick co-op 

N  m-f  L 

Turn   to  a  friend 
Toni:    toilette 
white  rain 

313N      tu.th       L 
11:55-12:21 

W&G   $4000 
Jack    Berch 

Prudential   Ins 
m-f    12:25-30    ( 

C&H     (see    monlj 

No    network 
service 

Grand    slam 
Continental     Bkg? 
m-f   (see  mon) 

Bates   I 
Rosemary 

P&G :  ivory  snowt 

(    m-f   (see  mon)    i 
B&B 

Wendy  Warren 
Gen  Fds 

m-f   (see  mon)    ; 
B&B 

H     Engle    news 
S  C  Johnson 

m-sat     11:25-301 
NL&B  I 
Queen  for  a  day} 

Quaker    Oats 
539H       tu.th       TJ 
S&  M  share  $5500) 

P  Lorillard:     I, 

old    golds 
m-f   (see  mon) L&N 

Strike    it    rich  Live    like    a 

Colgate  millionaire 
m-f    (see  mon)  I  106N        m-f        I. 

Esty 

Phrase   that   pays 
Colgate 

m-f    (see  mon) 

Esty 

Curt  Massey  time 
Miles    Labs 

m-f   (see  mon) 
Wade 

Aunt   J 

enny 

Lever : 
spry 

m-f   (see 

mon ) FC&B 

Helen   Trent 
Am   Home Prods 
m-f    (see mon) 
Murray 

Second     Chance 
N  ni  -  f  1 

Capitol  comment 

S  C  Johnson  m-f* 
NL&B      12:15-20 

Guest    time 

N   12:20-30  L&T 

Dbl  or  Nothing 

Campbell  Soup 
m-f    11:30-55 

Ward   Wheelock 

Turn  to 

N  m 

>   friend 
f  Li 

Wonderful     city 

Holland     Furnace 
m-f  10:35-11  1 

Direct 

Bob    Hope 

Gen    Fds:    jrll- 
m-f    (sec    ni'ui! Y&R 

It   pays   to  be married 

H  m-f  I 

Toni   Co 

m.w, alt  f 
Weiss   &    Geller 

Liggett  &  Mvers: chesterfields      i 

tn-f 

Cun'gm  &  Wals^- Grand    slam 

Continental     Bkg 
m-f    (see   mon) 

Bates Rosemary 

P&G  :   ivory  snow m-f    (see    mon) 

B&B 

Wendy    Warren Cen    Fds 
m-f    (see   mon) 

B&B 

Our  gal  Sunday 
Whitehall  Phar 
m-f   (see  mon)    j 

Murray 

No    network 

service    m-f 

Faith  in  our  time 

N  m-f  L 

Road    of    life 
Paul   Harvey  news   P&G:   Ivory  soap 

C    Foster    news 

No    network 

service 

m-f 

Jack    Berch  Aunt    Jenny 
Prudential     Ins  I       Lever:    spry 

m-f     12:25-30    |    m-f    (see   mon) 

,  C&H     (see    mon)    FC&B 
I        Dill      Dlnn     Ivin     I 

Ladles    Fair 
co-op   7/6   Hi    ! 
m-f  11-11:25 

H    Engle    news 

S  C  Johnson m-sat     11:25-30 

NL&B 

Strike    it    rich 

Colgate in  t    (sec   monj 

Esty 

Queen    for   a   day 
Realemon 

m.w.f    (see    monj 
Schw'mer  &  Scott  ̂ sty 

P~ 

Phrase   that   pays 
Colgate m-f    (sc:   mon) 

Lorillard: 

old    golds m  f    (see   mon) 
L&N 

Curt  Massey  time 
Miles     Labs 

m-f    (see   inon) 

Wade 

Capitol  commen 

S  C  Johnson  :  m- 
NL&B      12:15-21 

co-op 

m-f 

Ted    Malone 

m-f   (see  mon) 

I 
 

Compt
on  
 

Ma    Perkin
s 

P&G:
  

oxydol
 

m-f    (see  mon) 

u  D-F-S
 

Bost        m-f        L, 

  1 

Music  by  Wlllard 
Cleve       m-f       Lj 

No    network 

service 

m-f 

Bit 

Ring   trio  Helen   Trent        ..   .„..,     . 

Gen   Mills       1  Am    Home    Prodsj  ̂  

m.w.f    (see   mon)|    m-f    (see   mon' 
Knox-Reeves 

No    network 
service 

m-f 

Murray 

Our    gal    Sunday 
Whitehall    Phar 

1    m-f    (see   mon) 

Murray 

No    network 

service    m-f 

Paul  Harvey  news 

ro-op 

m-f 

Road   of   life 
P&G:  Ivory  soap 
m-f    (see  mon) 

Compton 

Faith  in  our  time 
N  m-f  h 

C    Foster    news 

Second    Chance 
N  in  t  I. 

No    network service 

m-f 

Dr  Paul:  Wesson 
oil.  Snowdrift  Sis 
62H  r6:80-45  T 
Fitzg    m-f   $3250 

Say  It  with  music 
m-f    2-2:25 

Cleve  I j 

No    network 

service 
m-f 

F    Singiser    news 
R    C    Johnson    wx 
505H    2:25-30    L 

$3500  NL&B       m-sat" 

No    network 
service 
m-f 

Mary     Margaret 
McBrlde co-op 

97N      m-f     L&T 

Young  Dr  Malone 
(P&G:  crisco,  joyf 

m-f    (see   mon) 

Compton,      Biow 

Guiding     light 

I  P&G:  duz,  i
v'y  fl 

m-f    (see  mon) 

Compton 

2nd    Mrs    Burton 
Gen   Fds 

m-f   (see  mon) 

B&B,   Y&R 

Perry  Mason 
P&G:  tide 

m-f    (see  mon) 
B&B 

Luncheon     with 
Lopez 

N  m-f  1 

Ted    Malone 

co-op 

141N       m-f       Lj 

  I 

Dr   Paul 
Wesson,  Snowdrf 
m-f  (see  mon) 

Fitzgerald 

Ma    Perkins 
P&G:    oxydol m-f    (see   mon) 

D-F-S 

Music  by  Willard 

Cleve       m-f       I 

No    network 

service 

m-f 

No    network service m-f 

Say   It  with music 

Cleve       m-f       Lt 
F    Sins 

Iser    news 
S   C Johnson 

m-sat 

2:25-30 NL&B 

No   network 
service 

m-f 

Mary     Margaret 
McBrlde 

co-op 

97N      m-f     L&Tt 

Nora    Drake 
Toni    Co 

,  193N      m.w.f      L 
'W&G  5/wk  $2850 

Mac    McGuire 
co-op 

Phlla      m.w.f     L 

Brighter    day 
P&G:    rheer 

1TDN       m-f       L 
Y&R  $2850 

Hilltop  house 
IMiles:  alka-sltzr 
1146N  r4-4:15  L 
Wade   m-f   $2650 

House   party 
Lever:    surf 

90H  r3:30-4.1  T 

Ayer   m.w.th 
Plllsburv:  flourt 
186H  r3:45-4  T 
LB  m-th  $6000 
(5    H-hr    shows) 

No    network 
service 

m-f 

Dave  G  arrow  ay 
Armour:  dial  soap 

;76N     r6:45-7     T    T  _     . 

FC&B  m-f  $4000    Tennessee     Ernie ■      H  m-f  L 

„■  ,.  2:30-4:25 Jane  Pickens 
N  m-f  LJ 

Nora    Drake 
Seeman:  airwkt 
194N       tu.th       L; 
WHW   shr   $2850 

Brighter   day 

P&G:   cheer 
m-f    (see  mon) 

Y&R 

Life  beautiful 
P&G:  tide,    zest 

173N  m-f       L' B&B  $2750 

Wizard   of  odds 
Toni    Co 

168H     m.w.f      T 
LB      shr       $3200 

R  Q  Lewis  4-4:05 
Gen  Fds:  84N-T 
Y&R  m-f  $1500 
Sunshine  Sue 
Corn  Products 

15  Rich  m-f  L 
Miller        4:15-20 

; 

John  B  Gambling co-op 

m-f  3-4 
N  L 

Road of    life 

P&G : 
criscot 

168N m-f       T 

Compton 

$2750 Pepper 
Young 

P&G: camayt 

170N m-f       L 

B&B $2700 

Joe  Emerson 

Gen   Mills m-f   (SE  stns) 

Knox- Reeves 

Hilltop  house 
Miles    Labs 

m-f    (see  mon) 

Wade 

Paula   Stone 
Naumkeag: 

pequot 
553N      tu.th      T 
Jackson         $1500' 

No    network 
service 

m-f 

Dave     Garroway 
Armour:  dial  soap 
m-f    (see  mon) 

FC&B 

Young  Dr  Malone P&G :  crisco,   joy 

m-f    (see  mon) 

Compton,    Blow 
Guiding      light 

P&G:  duz.  iv'y  fl 
m-f    (see  mon) 

Compton 

2nd    Mrs    Burton 
Gen    Fds 

m-f    (see   mon) 

B&B,     Y&R 

Perry  Mason 
P&G:  tide 

m-f    (see  mon) 
B&B 

Luncheon    with Lopez 

N  m-f  1 

Say  it  with  musi 
Cleve       m-f       1 

Pauline  Frederick 

co-op 

N  m-f  Lj 

Dr     Paul 
Wesson.  Snowdrft m-f    (see  mon) 

Fitzgerald 

Whlspr'g, 

Ton 

tu.th     1™ 

When  girl 
N  m 

Live    I 
milllo 

100N        i 

Dbl   or   I 

i  '.iniiiii.  I 

Ml    f      11 

Turn  to  a 

Tool to. tli   11  :! 

(see 

W&G   

Jack   E 

I'm. lent  i 
m-f    12 

C&H     (s, 
No    ne 

serv 

Paul  Han 

Ted M 

CO-' 

141N 
r 

Jane  Pickens 

i  N  m-f  L. 

Tennessee     Ernie 

(cont'd) 

Rt  to  happiness 
•P&G:  dreft.  tidet 

|164N       m-f       L I 
D-F-S  $3000 

Backstage  wife 
P&G:  cheer,  zest 
177N  m-f  L 
Y&R  $2500 

No    network 
service 
m-f 

News  4:55-5 
m-f  L 

Grady  Cole  5-5:15 
Gen  Fils;  47C— L 
FC&B  m-f  $1750 

Bruce    &    Dan 
variety 

N  m-f  I 

Songs  of  the 
B-Bar-B 

Stella Dallas Sterling 

Drugt   ' 

157N m-f        L 

D-F-S 
$2800 Widder Brown   i 

Sterling 
DrugT    • 

I156N 
m-f       Li 

D-F-S 
$2750 Woman In    house 

Manhatl an    soap 
186H m-f       Ll 

SB&W 
$2500 

Just    Plain    Bill'! 

jWhitehl : 

anacint 
Murray; Carter. 

Bates 
$3000 

House    party 
Kellogg    Co 

il90H       tu.f       JJ 

LB     share  $6000' 
Pillsbury    Mills 
m-th  3:30-45  seg 
LB         (see    mon), 

   Wizard   of  odds 

Edward     Arnold     0^"",™  T* V 

H    m'-T^'l    L   SB&W  shr  $3200 Robt    Q    Lewis 
Jack    Owens      .Gen    Fds    4-4:051 

H  m-f  LIY&R    m-fj 

Sun  Sue  4:15-20 
Corn  Prods  m-f{ 
C  L   Miller 

No    network 
service 

m-f 

Betty    Crocker Gen  Mills 

m.w.f   2:30-35 

D-F-S^   

Tennessee      Ernie 

H  m-f  L 
2:35-3:55 

Nora    Drake 

Toni     Co m.w.f    (see   mon) 
Weiss    &    Geller 

Brighter  day 

P&G:     cheer m-f    (see   mon) 

Y&R 

F    Singiser    news 

S  C  Johnson m-sat      2:25-30 

NL&B   

Mac    McGuire 

No    network service 

m-f 
Dave  Garroway 

Armour :  dial  snap m-f  (see  mon) FC&B 

No    network lane  Pickens service N 

m-f m-f 

No    ne 

serv 

Mary     M McBi 

Life    Beautiful  Joe   Emerson 
P&G:    tide,    zest  Gen   MiUs 
m-f    (see  mon)  m.f   (SE  stris) 
B&B    Knox- Reeves 

Hilltop      house 

Miles    Labs m-f    (see   mon) 

Wade 

John  B  Gambling 

co-op 

N       m-f  3-4 

Road    of    life 
P&G:    criscot m-f    (see  mon) 

Compton   

Pepper  Young 
Ii  P&G: ramay.  duzt| 

m-f    (see  mon) 
B&B 

Tennessee      Ernie 

(cont'd) 

House   Party 

Lever:    surf 
m.w.th  (see  mon) 

Ayer   

Pillsbury    Mills 
m-th  3:30- 1;,  sck 

(see  mon) 
L    Burnett 

Life    beautiful 
P&G:    tide,    zes m-f    (see   mon) 

B&B 

Tennessee 

H  in 

2:30- 

Joe    Er 

Gen  : 

m-f  (SI 

Knox- Ret 

John  B  Gam 

co-op 

N      m-f  3-4 

bling 

L 

Road   of   life 
I'&G:    crisco 

m-f    (see  mon) 

Compton 

Rt    to    happiness 

P&G:  dreft,  tldet  Edward      Arnold, 

m-f   (see  mon)  storyteller 
D-F-S  H    m-f  3:55-4    L. 

Wizard    of   odds Toni   Co 

m.w,  alt  f 

Burnett 
Backstage     wife          iac|(    Owens  Robt    Q 
P&G:  cheer,  zesti  h           m-f  L  Gen    Fds 
m-f    (see  mon)   J            4-4:25  Y&R 
Y&R 

Lewis 4-4  :0i 

ABC    late    news 
N       4:25-30       Ll 

Music    in    the 
afternoon 

rar         m-f        Ll 

News   4:55-5 m-f  L 

Big   Jon,  Sparkie         Grady  Cole 

co-op  Gen  Fds      5-5:15 
lSICinc      m-f     L   FC&B  m-f 

No    network 
service 

m-f 

Fr  Page  FarrelK 
Am  Home  Prods t 
139N  alt  das  L 
Murray         $2750 

The    play   fair 

C  m-f  L 

Keynote   Ranch         Lorenzo   Jones 

N  m-f  T   CPP:  fab.  tthpst 

5:30-55  I183N       m-f       L|H 
(part  of  network)  ,  Esty   t  $27501 

Curt  Massey  time  Cecil  Brown  news       Doctor's  wile 
Miles;    alka-sltzr  S  C  Johnson  wxs  Ex-Lax 
148H  r6:30-45  TI511N     5:55-6     L  176N       m-f       L 
w»d*  m-f  $10000  NL&B  m-f"    W&L  $2750 

Ronnie    Kemper 
in  f  L 

No    network 
service 

m-f 

John    Conte 

N  m-f 

Curt  Massey  time- 
Miles    Labs 

Lij    m-f    (see  mon) 
Wade 

Bruce    &    Dan 
variety 

N  m-f  1 

Songs  of  the 
B-Bar-B 

Keynote  Ranch N  m-f  I 

5:30-55 
(part  of  network) 
Cecil  Brown  new: 

S  C  Johnson 

m-f  5:55-6 
NL&B 

Stella  Dallas 
Sterling  Drug 
m-f  (see  mon) 

D-F-S 

Betty 

Gen  Ml m.w.f    (see   mon) 

D-F-S 

   Sun   Sue    4:15-20 Crocker  I  Corn    Prods     1 

I   25  30    C    L    Miller 

Widder  Brown Sterling  Drug 
m-f  (see  mon) 

D-F-S 
Woman 

Manhattan     Soar. 
m-f   (see  mon) 

SB&W 

Music  In  the 
afternoon 

house  Var         m-f        L 

No    network 

service 

in  t 

Just    Plain    Bill-I 
Whitehall    Phar 

alt  tu.th 

M  urray   

Fr  Page  Farrellr Am    Home   Prods alt  tu.th Murray 

Lorenzo     Jones 

Colgate 
m-f    (see  mon) 

Esty   

Big  Jon.  Sparkie 

co-op 

184Cinc     m-f     L 

play   fair 
in-  f  I. 

Ronnie    Kemper 
II  m-f  I 

Doctor's     Wife 
Ex-Lax 

m-f    (see  mon)  I 

Warwick&  Legler 

News    4:55-5 
;  m-f  Ll 

Grady    Cole 
Gen  Fds       5-5:15 
FC&B  m-f 

No    network 

service 
m-f 

John  Conte 
m-f 

Curt  Massey  timi 
Miles    Labs m-f    (see   mon) 

Wade 

Pepper  Young P&G:  camay.  duzt m-f  (see  mon) 

B&B 

Bruce    &    Dan 
variety 

N  m-f  I 

Songs    of    the 

B-Bar-B 

N  m-f 

Rt    to    happiness 

P&G:  dreft.  ti.lct 
m-f    (see   mon) 

D-F-S 

Backstage  wife 
P&G:  cheer,   zest m-f  (see  mon) 
Y*  R 

Stella  Dallas Sterling  Drug 
m-f  Isee  mon) 
D-F-S 

Widder  Brown 
Sterling  Drii^ 
m-f  (see  mon) 
D-F-S 

woman    in    house 
Manhattan      s  ap 
m-f    (see    mon  i 

SB&W 

Tennessee 

Edward storyt 

H    in  f   3 

ABC    lat 
N       1:25 

Just    Plain    BIIK 
Whitehall    Phar 

alt  m.w.f 

Murray 

Fr  Page   Farrell Am    H'-me    Prod alt  m.w.f 

Murray   

Lorenzo     Jones 

Colgate 

m-f    (see    mon) 

Esty 

Keynote  Ranch N  in  f  T 

5:311-.":. 

(part  of  network Cecil  Brown  news     Doctor's    Wife 
S  C  Johnson  Ex-Lax m-f    5:55-6     I    m  f    (see  mon) 

NL&B  Warwick  &  Legler 

Music 
afteri 

Big  Jon. 

The    pl; 

Ronnie II  in 
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FRIDAY 

Ike    a 
lalre 
11  f        I 

J. .Ilium 

l  Soup 

telock 

Friend 
Co 

tu) 

lerch 
il      Ins 
25  80 
■e  mon) 

Cecil  Brown   new* co-op 

N         ui-r        l 

Mutual  music  bo> 

N  m-f  I 

Nat'l  nisi-uit  Co 
in  'ii. in  i 

McCann-Erlckson 

&   Myei 
i  hestei  Held* 

in  f 

Cng'hm   &   Walsh 
Grand    slam 

Continental     likit 

in  i    i .-.. Bates 

Rosemary 

P&G     Ivory  Fnow 
ii  i    [see   ii   ' 

B&B 

Wendy    Warren 
Con     Foods 

m-f    (see   mon) 
B&B 

Aunt    Jenny 
Lever :  spry 

m-f    (see   mon) 
FC&B 

Helen   Trent 
Am    Home   Prods 

m-f    (see   mon) 
Murray 

IOur  
  gal    Sun

day Whitehall
    

Pliar 

in  f    isee   mon) 

Murray 

F.   Slnglser   new! s  r  Jol 

in  ial     10:30-35 
NL&B 

Wonderful     city 

Holland    I'linmca 
m-f  10:35-11 

Dlrecl 

Ladles    Fair 
i   I.  :  6  in  2 
in  f    11-11:25 

H     Engle    news 
s  c  Johnson 

in  -;ii     11 :25  SO 

NL&B 

Que'  n    for   a   da) 

Quaker    Oats 
tu  Mi     (see    tu) S&M   

P.    Lorillard 
old    golds 

m-f    (see   mon) 
L&N 

Curt  Massey  tim 
Miles    Labs 

m-f    (see   mon) 
Wade 

Capitol    comment 
s  C  .Inhnson : 
NL&B        12    15    21 

Guest   time 

N    12:20-30   L&T 

No    network 
service    m-f 

Welcome  traveler P&G 

m-f   dee   in""' 

Blow 
Bob    Hope 

Gen     Fds      Jell  I ■    mon) 

Y&R 

It   pays   to   be 
married 

n  m-f  Lj 

Strike    it    rich 
Colgate 

in  r    (see   mon) 

Esty 

Phrase    tliat    pay 

Colgate m-f    (see      in Esty 

Second     Chance 

N  in  f  1 

Faith  In  our  tim 
N  m-f  li 

'ey  news ip 

r 

Road   of   life 
P&O:    ivory    BOS 
in   I     l  see    mon ) 

Compton 

C    Foster    news co-op 

Bost        m-f        1 

.ilO.lli  t 
ide 

Ernie 
f  L 
1:25 

Ma    Perkins 

PAG  :   nxydol 
m-f    (see   mon) 
D-F-S   

Young  Dr  Malone 
P&O:  crlsco,   joy, 

m-f    (see   mon)    ; 
Compton.     Biow 

Guiding  light 

I'm;:  duz,  iv'y  fll 
m-f  (see  mon) 

Compton    I 

2nd    Mrs    Burton 

Gen  Fds 
m-f    (see   mon)    | 

B&B.    Y&R 

Perry    Mason 

I        P&O:   tid
e m-f    (see   mon) B&B   

Nora    Drake 

Sceman    Urns 
tu.tli     (see    tu) 

Weintraub
 

No    network 
service m-f 

Music  by  Wlllard 
Cleve       m-f       ii 

I   

No    network 
service 

m-f 

Luncheon   with 

Lopez 
N  m-f  I. 

Pauline  Frederick co-op 

N  m-f 
Or     Paul 

A'esson;  Snowdrft 
m-f    (see   mon) 

Fitzgerald 

Say  it  with   music 
Cleve       m-f       Li 

Brighter    day 
P&G:    cheer 

m  f    (see   mon) 
Y&R 

F    Singiser    news 
S   C   Johnson 

J     m-sat  2:25-30 
.j  NL&B   

Paula  Stone 
Naunikeag : 

pequot tu.th    (see    tu) Jackson   

No    network 
service 

m-f 

No    network 
service 
m-f 

My     true     story 
Sterling     Drug in  ■     I"  i"  25 

(lee  iiinii) 

D-F-S 

Whispr'g     streets 

Gen   Mill' 
m.w.f   10  25   15 
Knox- Reeves 

When  girl  marries 
N  m  f 

Live    like    a 
millionaire 

106N        "i   i 

Dbl  or  Nothing 

Campbell  Soup 
nit     11:30-55 

Ward  Wheelock 

Turn   to  a   friend 

N  m-f  L 

Godfrey  10-11:30 
InoH  Cropi  Mxn: tui     Cellucotton 

FC&B   alt  das 
Owens-Corning, 

FSR:      Star-Klst 
Tuna.   Rhoades  & 
Davis  all  'Ins 

Level    Bios, 
McCann-Erlckson 

General    Motors FC&B           alt  f 

I'll   11     Mill 
in    f 

L   Bu nett 
Tnnl  Co. 

Weiss    &    Gcller 

Nat'l    liisruit   Co 

McE          alt  f 
Liggett   A.-   Myers chesterfields in  f 

Cng'hm  &   Walsh 

Grand    slam 
Continental     Bkg 
in  f    (see   mon) 

Bates 

Rosemary 

P&G:  ivory  snow 
in  f    (see    mon) 

Wendy     Warren 
Oen     Fds 

m-f    Isee    mon) 

B&B 
Jack    Berch 

Prudential      Ins 
m-f    12:25-30     I 

C&H      (see    mon)] 

Aunt    Jenny 
I. ever:     spry 

m-f    (see    mon) 

FC&B 
Bill    Ring    trio 

Gen  Mills 
m.w.f    (see   mon) Knox- Reeves   

No    network 
service 

m-f 

Helen    Trent 
Am    Home    Prods 
m-f    (see   mon) 

M  urray   

Our    gal    Sunday 
Whitehall  Phar 
m-f  (see  mon) 
Murray 

Cecil  Brown   news 

,  ,,  op 

N  in  f  L 

Mutual  music  box 

N  in  -  f 

F    Singiser    news s  C  Johnaon 
sal       in     ;n    35 

NL&B 
Wonderful     city 

Ilollanil     Furnare 
m-f    10.35-11 

Direct 

Ladies    Fair 
i    :  6  in  2 
in  i     1 1    11  :25 

H     Engle    news 
S  C  Johnson 

in    sal    11  :'_'.-,   30 NL&B 

Queen    for   a    day 
Realemon 

m.w.f    (see   mon) 
Schw'mer  &  Scott 

P.    Lorillard 
old    golds 

m  f    (see    mon) L&N 

Curt  Massey  time 
Miles    I. ahs 

m  f    (see    mon) 
Wade 

Welcome  travelers 
P&G 

m-f    (sec    in, in 

Biow Bob    Hope 

Gen  F.ls:  Jell-o in  f    (see   mon) 

Y&R 

It    pays    to   be 
married 

11  m-f  1 

SATURDAY 

■■■■I 

No    school    today 
co-op  9- 10:30 
268Cinc  L 

Space    patrol Ralston      Purina: 

,  inal  , 

335H  L 

Gardner        $1500 

Galen   Drake 

Let's    pretend 

Miscellaneous 

programs 

F    Slnglser    new 
S   C   .lohnson m-sat   10:30-35 

NL&B 

Dixie    Four   q'tei Ind     10:35-45     1 

Helen    Hall 

Strike     it    rich 

Fnlgate 

in  f    (see    mon) 
Esty 

Phrase   that   pays 
Colgate 

m-f    (see   mon) 

Esty 

Second    Chance 

N  m-f  L 

Capitol  comment 

3  O  Johnson:  m-f 
NL&B      12:15-20 

Guest  time 
N    12:20-30   L&T 

No    network 

service    m-f Faith  in  our  time 

N  m-f  L 

Paul  Harvey  news 

?o-op 

m-f    (see   mon) 

Ted    Malone 

co-op 

141    N      m-f      L 

No    network 
service 

m-f 

Road    of    life 
P&O:   ivory   soap 
m-f    (see  mon) Compton   

C    Foster    news 

co-op 

Bost        m-f        L 

Ma    Perkins 
P&G:  oxydcl 

m-f    (see  mon) 

D-F-S 

Music  by  Willard 

ICleve       m-f       L 

Young  Dr  Malone 
P&G:   crisco,   joy 
m-f    (see   mon) 

Compton.    Biow 

Guiding      light 

P&O:   duz.  iv'y  fl I    m-f    (see   mon) 
Compton 

Luncheon   with 
Lopez 

IN  m-f  L 

No    network 
service 

m-f Amer 

C.W 

No    network 
service 

ra-f 
Pauline  Frederick 

co-op 

N  m-f  I 

Dave    Garroway 

Armour:  dial  soap, 
m-f    (see   mon) 
FC&B 

Mary     Margaret 
McBrlde 

rn-op 

B7N       m-f      L&T 

2nd    Mrs.    Burton 

Gen    Fds 
m-f    (see   mon) 

Compton 

Betty 

Crocker 
Oen 

Mills m.w.f 
2:30-35 D-F-S 

Perry   Mason 
P&G:    tide 

m-f    (see   mon) 
B&B 

Jane  Pickens 

N  m-f 

lerson  Hilltop     house 
dills  Miles    I.ahs 
;  sins)        m  f    (sic   mon) 
ves  [ Wade 

House    party 
Lever:    surf 

Ernie  m.w.th   (see  mon) 
1)  L    Burnett 

■    Pillsbury   Mills 
m  Hi  3:30-45  seg 

Isee    mon) 
I     Burnett 

Wizard  of  odds 
Arnold.  >faniiattan  Soap 
el,.er,    ,  t.lli.  alt  f •'■'•  '     '■    SB&W 

)wens 
f  L 

2.1 

e    news 
30        L 

Sparkie ip 

in  i      I. 

iy    fair 
'  L 

Kemper 
I  I. 

~onte 
f  U 

Roht    Q    Lewis 
Oen    Fds    4-4:65 

Y&R_      _  m-f 
Sun  Sue  !  15  20 

Cnrn  Prods  m-f 
C    L    Miller 

No    network 
service 

in  i 

News    1:5 

N  m-f 

Grady    Cole 
Gen    Fdi     5  5  15 
FC&B  m-f 

No   network 
service 

IN      f 

Curt  Massey  time 
M.ics    Labi 

in  f    (sec   mon) 
Wade 

Tennessee      Ernie 

II  m-f  L, 
2:35-4:25 

Nora    Drake Ton!  Co 

m.w.f    (see   mon) 
Wqiss   &    Geller 

Brighter   day 

P&O-    cheer 
m-f    (see  mon) 

Y&R 

Dr    Paul 
Wesson.  Snowdrift m-f    (see   mon) 

Fitzgerald 

Say  It  with  music 
Cleve       m-f       L 

F    Slnglser    news 
S   C   Johnson 

m-sat    2:25-30 NL&B 

Mac   McGuire 

Life    beautiful 

P&G:    tide,    zestj 
m-f    (see   man ) 

John  B  Gambling co-op 

N       m-f  3-4       L 

Bruce   &    Dan 
variety 

N  m  f  1 

Songs  of  the 

B    B.ii-11 
N  m-f  I 

Keynote  Ranch 
\  in  f  V 

5:80 

(part  of  network) 

Cecil  Brown  newi 
S  C  Johnson 
m-f    5:55  6 

NL&B 

B&B 

Road   of   life 
P&G:   criscof 

mi   f    (see    mon) 
Compton 

Pepper    Young 
P&G: camay,  duz| 

m-f    (see   mon) 
B&B 

Joe    Emerson 

Gen   Mills m-f    (SF.   stns) 
Knox- Reeves 

Hilltop    house 
Miles    Labs 

m-f    (see   mon) Wade 

Tennessee     Ernii 

(cont'd) 

Rt    to    happiness 
P&G:  dreft.  tidel     Edward    Arnold, 

m-f    (see   mon)    '         storyteller 
D-F-S   III  m-f  3:55-4  I 

No    network 
service 

m-f 

No    network 
service 

m-f 

Chautaugua 
Student 

Symphony 

L 

All-league 

clubhouse 

News:  Campanaj 

Sis:  solltalr  irikrj 
1S9N   11-11:05  il 
W-F-H   $45(| 

Gr  Central  Stni Cream  of  Wheat 
121N  11:05-30  lj 
BBDO  $3654 

Mutual 
music     meeting 

N      11   11:25      1 

H    Engle    news 
s  <;  Johnson m-sat   11:25-30 

NL&B 

01 

Lam 
Pa 

Ranch     Boys 
lister, 

L 

Give   &   take Cannon   Mills: 
hosiery,      sheets 

151N  I 

Y&R 

$2250 

Armstrong     thea tre    of    today 

Armstrong  Cork floor  coverings 
2IMIN  I 

Farm   quiz 

co-op 

Man   on  the  farrr 

Quaker   Oats ful-o-pep     feed 

420Llberlyville. 

Ill 

Adventures      of 

Archie    Andrews 

teen-age    situa- tion    comedy 

N  T 

  $2125 

Mary  Lee   Taylsr 

Pet    Milk 
166C 

rH2-2:30 

Gardner 
$2:00 

My   secret   story N  L 

$1250 

Modern    romances 

N  1. 

Arthur    Barriault news 

W 

BBDO  $40001  S&M 
$750 

Dude    ranch 

jamboree 
Providence.  Ill   I 

ican    farmer 
sh  I. 

Stars  over  Holly- 
wood 

Carnation     Co:  I 

evaporated   milk  ' 

19IH  L&Tj 

Coffee    In    Wash. 

Fifth   Army  band  ,   jn0,?n 

I  Interviews 

"  Wash 

EW $4750 

Navy   hour Wash  L 

Fun    for    all 

Tonl    Co- 

prom,   white  rain) 
203N 

W&G 

$200i 

National   farm   A 

home  hour 
Allis-Chalmers: 

Dance    music     .    farm   equipment 

Cleve  I    194C.Wash  I 
rH2:30-3 

Vincent   Lopez 

N  L 

City    Hospital Carter:     arridt  I 
inoN  t. 

SSCB   $2500 
Galen    Drake 

Oen    Fds:    sankai 

157N     1:55-2     I,   The   Ruby  Mercer 
Y&R  5500  show 

Glttins 
$3001 

U    S    Army   band Wash  I. 

ABC    late    news 
N  2-2:05      L| 

the 
Music     with 

Hormel    girls 
Oeo     A     Hormel 
canned    meats 
124Var  T 

N     1:30-2:25 

BBDO 
Dave  Garroway 

Armour:  dial  soap 
m-f  (see  mon) 

FC&B 

Jane  Pickens 
N  m-f  L 

Life  beautiful 
P&G:    tide,    zest m-f  (see  mon) 

B&B 

House    party 
Kellogg    Co      ] 

Hi  f      (see     tu)      j„hn   B  Gambling 
L    Burnett  m.np 

Oreen   Giant   Co:'N       m-f  3-4       L canned  peas,  corn 
172H    r3:45-4    T 
L    Burnett   f  only 

Road    of    life 

P&6:    rrisrot 1   m-f    (see   mon) 
Compton 

Playland     USA 

N      2:05  3      I.&T 

F    Singiser    news 
S   C   Johnson 
m-sat  2:25-30 

$3000    NL&B 

U  S  Marine  band 
Wash  L 

ABC    late    news 
S'        3-3:05        I 

Wizard   of   odds 

Tonl    Co,    LB: 
Manhattan   Soap 

SB&W  all  l 

Backstage     wife  jac|,    Owens 

P&G:  cheer,  zestj  jr  m.f  jj 
m-f    (see   mon)   I  .1 .  i  -or Y&R 

Robt    Q 
Oen    Fds 

Y&R 

Lewis 4-4:05 

m-f 
Stella    C alias 
Sterling 

Drug 

m-f   (see 

in, a, i D-F-S 
Wldder Brown 
Sterling 

Drug 

in  - f    (see 
mon) 

D-F-S 

Woman    In    house 
Manhattan      Snap 
m-f    (see   mon) 
SB&W 

Just    Plain    BilK 

Whitehall.     Mur- 
ray:  Carter    Pr 

Bates  alt  th 

Fr  Page   Farrelltl 
Am   Home    Prod 

alt  tu.th Murray   

Lorenzo  Jones 
Colgate 

m-f    (s>. 

Esty 

Doctor's  wife V.\  Lax 
m  f    .see   mon) 

Warwick  &  Legler 

Betty    Crocker 
Oen   MU    4:25-30 
m.w.f    (see   mon) 

D-F-S 

Music    in    the 
afternoon 

Var         m-f         L 

Big   Jon.   Sparkle 

co-op 

lSICinc      ml      I. 

The    play   fair 
C  m-f  L 

Ronnie    Kemper 
II  m  f  L 

John   Conte 
N  m-f  I 

Sun  Sue  4:15-20 
Corn  Prods  m-f 
C    L    Miller 

No    network 
service in    I 

News  4:55-5 N  m-f  L 

Grady    Cole 

Oen    Fds     5-5:15 
FC&B  m-f 

No    network service 

m-f 

Curt  Massey  time 

Miles  Labs 
m-f  (see  mon 
Wade 

Pepper    Young 
P&O :  camay.  duzt   Wash 
m-f    (see   mon) 

B&B 

Watergate 

Concerts 

.  101  Ranch 
The  Chicagoans  Harrisburg. 

C  1     Pa 

Design    for 
boy  listening 

C  L 

Report   from overseas 

N  T 

Adventures 
science 

Wash 

Bandstand      USA 

N        3-3:30 

Bruce     &     Dan 
variety 

V  m-f  L 

Songs  of   the B-Bar-B 

N  ra-f 

Keynote   Ranch \         in -r        T 

i  55 

( part  of  network ) 
Cecil  Brown  news 

S   C   Johnson 

m-f    5:55-6 

NL&B 

Rt  to  happiness 
P&G:    dreft.  tide 
m-f  (see  mon) 

D-F-S 

Backstage  wife 
P&O:  cheer,  r.est 
m-f  (see  mon) Y&R 

Stella     Dallas Sterling  Drug 
m-f  (see  mon) 

D-F-S 

Horse    Races 

N  area  1. 

Farm  news 

Wash 

Correspondents scratchpad 

Army    Show 

Wldder     Brown 
Sterling      Drug 
in  f    (see   mon) 

D-F-S         CBC   concert 

Wnman    in    house   -** 

Sterling     Drug 
m-f    (see  mon) 

SB&W 

Just  Plain  Bitln 

Whitehall.  Mur- ray: Carter  Pr, 
Bates  alt  f 

Fr  Page  FarrclP 
Am    Home    Prods 

alt  m.w.f 

Murray      

Lorenzo      Jones. 

Colgate m-f    (see   mon) 

Esty 

Doctor's    wife 
Ex-Lax 

m-f    (see   mon) 
Warwick*.  Legler 

Martha    Lou 

Harp 

Paulena     Carter 

pianist 
N  I 

Club   time 
Club   Aluminum 
19C  I. 
Buehen         $1500 

Treasury     band 

stand 
C 

Sports    parade Phila 

Salute     to     the 

nation 

band    music 

Wash 

Mac   McGuire 

co-op 

Phila 

What's    the 
score? 

musical    quiz 

N  I.ATl 

Marine    Corps 

show 

H  Tl 

Stars  for  actios (Nat'l    Guardl 

N  T 

All-star    parade 
of    bands 

(In   co-op   with 
Treasury    Dept) 

Tar  1 

Washington   USA 

N  T 

Steel   Pier 
show Atlantic 

City 

Walter     Preston's 

show   shop 

N        5-5:50        I 

E    Holies    news 

S  C   Johnson 524 W     5:50-6     1 

NL&B   sat  only*' 

Big    city 

serenade 

The    author 

speaks 
Interviews 

Public    affairs 



Radio,  practically  saturating  the  homes  <>!  the  Greatei 

Indianapolis  Market,  swings  merrily  along  the  outdooi 

circuit;  add  c.n  radio  to  portable  and  regula]  covei 

and   you   sura   up   WFBM's   morning-evening   share  <>i 
audience  leadei ship. 

WFBM INDIANAPOLIS 
(  BS  NI  I  WORK. 

REPRESENTED  NATIONALLY   BY    111!    k\I/  AGENC1 

Affiliated  with  WFBM-TV;  WEOA  Evansville;  WFDF 

10  AUGUST  1953 

WOOD    AM  &  TV)  Grand  Rapids 
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ABOUT  TV 
IN  CANADA . . . 

Can    your   TV    film    commercials    be    "Canadianized"? 

How  does  government  policy  affect  Canadian  TV? 

What  about   private  television? 

How  do  Canadian  TV  produclion  costs  compare? 

What  are  the  import  charges  on  U.S.  film  features? 

What  are  the  rates  for  TV  advertising? 

Present   and   future  markets? 

How  can  U.S.  film  features  best  be  distributed? 

Can  hve  Canadian  commercials  be  cut-in  on  U.S.  net- 
work shows? 

THESE  ARE  SOME  OF  THE  QUESTIONS— 

FOR  THE  ANSWER: 

CALL  CALDWELL! 

Staffed  and  equipped  at  Canada's  finest  radio-TV  loca- 
tion— providing  the  only  complete  commercial  and  pro- 

gramming service  to  Canadian  Radio  and  Television. 

Presently  producing  Canadian  commercials  for  WEST- 
INGHOUSE  STUDIO  ONE  and  GOODYEAR  TV  PLAY- 
HOUSE. 

LET  US   BE  YOUR   RADIO-TV   DEPT.   IN   CANADA- 

WEIL  SAVE  YOU  COSTS,  TIME,  and  HEADACHES 

IT  PAYS  TO  CALL  CALDWELL  NORTH  OF  THE  BORDER! 

447  Jarvis  Street,  Toronto  5,  Ont. 

LTD. 

Klngsdale  2103 

CANADIAN  RADIO 
(Continued  from  page  91) 

for  the  same  kind  of  programing  that's 
popular  in  the  States.  Locally,  Ca- 

nadians have  a  strong  preference  for 
local  color  and  news,  of  course,  but 

this  is  common  to  people  the  world 
over. 

However,  the  CBC  purposely  gets 

variety  into  Canadian  programing  to 

satisfy  minority  as  well  as  majority 

tastes  and,  hence,  it  does  not  regard  a 

low  rating  as  a  reason  for  pushing  a 
show  off  the  air. 

So  far  as  ratings  go,  U.S.  network 

shows  piped  into  Canada  live  or  re- 
broadcast  at  different  times  walk  off 

with  the  popularity  prizes.  The  top 

nighttime  network  shows  in  Canada, 

according  to  Elliott-Haynes  ratings  of 
May  1953,  were  the  Edgar  Bergen 

Show  (25.1),  Amos  V  Andy  (24.8 1. 
Lux  Radio  Theatre  (23.0),  Our  Miss 

Brooks  (21.7),  The  Great  Gildersleeve 
(16.7),  Ford  Theatre  (14.8)  and  Share 
the  Wealth  (14.6).  The  latter  two  are 

produced  in  Canada  but  they  represent 

the  kind  of  programing  that  goes  over 
south  of  the  border,  too.  (Share  the 
Wealth  is  sponsored  by  Colgate.) 

Soap  operas  carry  the  day  in  Can- 
ada. Most,  but  not  all,  originate  in  the 

U.S.  The  top  nine  daytime  network 

programs  are  sponsored  by  the  Big 

Three  soap  companies,  with  P&G  hav- 
ing six,  Lever  two.  and  Colgate  one. 

You  can't  write  about  Canadian  lo- 

cal programing  without  mentioning 
the  rash  of  giveaway  shows  which 

have  been  sweeping  Canada.  Most  of 
them  are  known  under  the  name  of 

"Fiesta"  or  "Casino"'  and  some  of  the 

mail  pull  figures  have  been  fantastic. 
There  is  some  difference  of  opinion 

about  who  started  the  trend,  but  one 

of  the  stations  given  the  credit  is 

CKAC,  Montreal,  Que.,  with  its  French 

program,  Le  Casino  de  la  Chanson. 
The  show  has  been  on  for  the  past 

three-and-a-half  years  and  its  mail  pull 
has  been  rising  steadily. 

It  is  a  90-minute  program,  running 

daily  from  10:30  a.m.  to  noon.  Format 

is  the  disk  jockey  variety  with  a  record- 
ed word  riddle.  Listeners  must  mail  in 

their  answers  with  proof-of-purchase 

box  tops  and  labels.  Here's  what  they mailed  in : 

During  1950,  the  first  year,  more 
than  2.300,000  letters.  The  show  gave 
awav  more  than  $12,000  in  jackpot 

money  with  SI  1,000  in  consolation 

prizes  to  runners-up. 

100 
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CKCH 
With  a  potential  listening 

audience  of  over 

400,000 

French  speaking  people 

is  celebrating  its 

20th  anniversary 

Join  the  hundreds  <>t  Lex  a] 

and  national  advertisers 

who  are  reaping  benefits 

from  (1  K  C  lis  quality 

programming  and  efficient 

operation 

CKCH 
HULL  &  OTTAWA 

CKDA 
BRITISH    COLUMBIA 

Locally  owned 

in  the 

Capital  City — 

ALWAYS 
VICTORIA'S 
MOST 

LISTENED-TO 

STATION   -  - 

In   1951,  mail  jumped  to  5,200,   
letters  \%  nli  prizes  totaling  1 12,000. 

In  1952,  .  lose  i"  6,500,000  letters 

.  aine  in.  I  otaJ  pi  izes  were  a  little  nn- 
dei  I  I  >.' H H i  in.  lining  what  was  said 

in  be  the  biggesl  single  cash  award  in 
the  histoi  y  of  (  .im.mIi.ui  radio  I  i,l  I  il  I 

given  i"  a  Montreal  woman. 
\\  bile  the  bik  -  ess  "I  Le  <  asino  'I1,  la 

Chanson  i»  undoubtedl)  a  commentary 
mi  the  lure  oi  monej .  ii  i-  also  due  i" 
the  magnetic  powei  "I  radio  ovei  the 
I  nil  ii  i  anadian.  Nut  onl)  is  I  rench 
listening  greatei  than  I  nglish  listening 
in  Canada  as  has  been  pointed  oul 

[ni-\  iousl}  luit  Fren<  Ii  i  adio  is  grow  • 

ing  fast  I  be  l'i"\  in  e  ol  Quebe  bas 
five  times  as  man)  stations  as  it  had 

10  years  ago  and  these  are  predomi- 
nant!)  Fren  b-speaking. 

I  bis  rapid  growth,  ~a\  -    \ n< I \    \l< 
Dermotl  oi  Radio  and  Television  Sales, 
Inc.,    which    represents    man)    Quebe 
Province  stations,  has  posed  .i  problem 
to  the  Quebe   station  ope] ation, 

"How  do  you  1 1 1 1 1  a  station  for  a 

French-speaking  audience,"  Bays  Mc- 
Dermott,  "when  there  is  practicall)  no 
available  trans  i  ibed  matei  ial,  sin  h  as 

the  English  station  operator  can  call 
(111  { 

I  he  answei :  ""It  calls  foi  .i  great 
deal  nl  ingenuity,  it  means  all  kinds  ol 
live  shows,  it  means  the  employment  « •  I 
local  talent  and  the  adaptation  of  pro- 

gram formats  at  minimum  expense.  It 
al><>  mean-  that  in  Quebec,  a-  nowhere 

else  in  Canada,  tin-  operation  oi  net- 

work broadcasting." 
\l'  Derniott  i-  talking  about  regional 

networks.  There  are  two  privately- 

operated  regional  networks  'line-  arc 
leased  from  the  CBC)  for  the  French- 

speaking  population  in  Quebec.  One 
operate?  out  of  CKAC  and  tin-  other 
from  CKVL,  Verdun-Montreal.  Some 
of  the  show-  presented  have  ratings  in 
the  20s  and  often  beat  out  CBC  Fren<  h 

programs.  In  U.S.  term*,  the  produc- 
tion and  talent  costs  are  low,  running 

from  $250  a  half  hour  to  $800  for  55 
minutes. 

\-  for  English-language  transcribed 
-hows,  the  beginnings  of  T\  arc  mak- 

ing them  more  popular.  Says  Robert 

F.  Tait.  manager  of  the  program  divi- 
sion of  All-Canada  Radio  Facilities, 

Ltd..  independent  \M  operators  and 
the  largest  distributors  oi  trans<  ribed 

programs  in  the  Dominion: 
"There  i-  a  growing  acceptance  of 

the  selective  method  of  radio  advertis- 

ing. More  and  more,  ('anadian  adver- tisers are  realizing  the  f1e\ihilit\  of  the 

Wanf  to  sec 

your  sales 

SKY  HIGH? 

anchor 

your 

advertising 

t^CKAC 

I  .  I  luge  covei 

oul  ol      I  •■  nch  radio 
homes  in  Qui '2.   Hundn 

thousand 

faithful   listen.  : 

1  nighl  .is 

ted  bj   B.B.M •'{.  Selling  i" 

second  i"  none 

7  '   0  box 

last 

CBS  Outlet  in  Montreal 

Key  Station  of  the 
TRANS-QUEBEC  radio  group 

CKAC MONTREAL 

730  on  the  dial  •  10  kilowatts 
Representatives 

Adam  J.  Young  Jr.    New  York.  Chicago 

Omer  Renaud  &  Co.    Toronto 
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CKOK 
PENTICTON,  B.  C. 

JOINS  the  DOMINION 

NETWORK  this  FALL! 

(Supplementary   "A") 

ALREADY  OFFERINC  BLANKET 

COVERACE,  ELLIOTT-HAYNES 
SHOWS  CKOK  FOR  JUNE  1953 
HAS  OVER  90%  OF  THE 
AUDIENCE  IN  PENTICTON  AND 
TRADING    AREA. 

Make  Sure  YOUR 
Stow  Reaches 

This  NEW  Market 

CKOK, PENTICTON 
CANADA  RADIO      REPS. 

U.    S.    A.    —    DON    A.    COOKE 

WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

sales 

TORONTO 

50,000  WATTS,  1010  KX. 
CFRB  covers  over  1/5  the  homes  in 
Canada,  covers  the  market  area  that 
accounts  for  40%  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  Slates:  Adam  J.  Young  Jr.,  Incorporated 

Canada:   All-Canada   Radio   Facilities,   limited 

open-end  transcription  method  of  pro- 
graming. This  way  they  can  select 

their  times,  markets  and  adjacencies, 

without  heing  bothered  by  time  differ- 

ences, poor  availabilities  and  the  neces- 
sity of  using  stations  in  markets  the\ 

don't  wish  to  reach." 

Q.  What  should  the  advertiser 
know   about   Canadian    networks? 

A.  There  are  three  national  networks 

in  Canada,  all  controlled  by  the  CBC. 

There  is  the  Trans-Canada,  which  con- 
tains most  of  the  CBC-owned  stations 

and  is  fdled  out  with  private  affiliates. 
It  broadcasts  16  hours  a  day.  The 

Dominion  network  contains  all  private 

stations,  with  the  exception  of  its  key 
station,  which  is  a  CBC  station.  It 

broadcasts  mostly  in  the  evening  but 

presents  a  few  daytime  shows. 
The  French  network  had  been  cen- 

tered in  Eastern  Canada  (Quebec  and 

New  Brunswick  Provinces)  but  was  re- 

cently extended  as  far  west  as  Edmon- 

ton, Alta.  Also  added  was  Gravel- 
bourg,  Sask. ;  St.  Boniface,  Man.,  and 

Sudbury  and  Timmins,  Ont.  The  new 

markets  are  all  considered  supplemen- 

tary so  far  as  advertiser  buys  are  con- 
cerned. The  French  populations  are 

not  large  in  these  towns,  but  the  CBC, 

supported  by  tax  money,  can  think  in 
terms  of  service,  not  cost. 

Advertisers  who  buy  the  networks 

must  purchase  the  basic  lineup.  Sup- 

plementary stations  can  be  bought  sin- 
gly but  if  they  are  bought  in  regional 

groups  there  is  a  discount  given. 
The  advertiser  can  (1)  bring  his 

U.S.  network  show  into  Canada  and 

have  it  carried  over  the  facilities  of  the 

Dominion  or  Trans-Canada  networks 

if  the  CBC  okays  the  program,  or  (2) 

he  can  produce  a  live  network  show 

in  Canada  using  Canadian  talent,  or 

(3)  he  can  use  a  French  adaptation  or 

an  orignial  French  program  over  the 
French  network. 

As  brought  out  before,  only  about 

20%  of  the  network  shows  are  spon- 
sored, with  the  average  higher  at  night 

than  during  the  day.  As  explained  by 

a  CBC  spokesman: 

"This  20'  I  figure  is  not  a  matter  of 

policy.  It  isn't  the  percentage  that's important.  We  believe  programing 

should  include  something  for  every- 

body. Theoretically,  if  sponsored  pro- 
graming could  provide  the  variety  we 

feel  necessary  .  all  shows  could  be  spon- 

sored.   But  that's  quite  unlikely." 
CBC     policy     on     sponsorship    also 

flows  from  the  desire  to  nurture  Ca- 
nadian talent  and  from  the  fear  of 

"commercial  and  excessive  American- 

ization of  Canadian  programs." 
The  private  broadcasters  take  the 

stand  that  the  government  should  let 

the  majority  decide  what  should  be 
heard,  as  in  the  U.S.  They  say  it  is 
unfair  that  a  minority  of  listeners  gets 

the  programs  it  wants  if  the  govern- 
ment supports  such  programing  with 

taxes  on  everybody.  While  private 

broadcasters  pay  nothing  for  the  sus- 

taining programing  they  receive,  nei- 
ther do  they  get  any  income  from  such 

programs. 
Does  all  this  mean  that  the  CBC  net- 

works are  closed  to  new  U.S.  adver- 
tisers unless  one  of  the  current  clients 

drops  out?  No,  but  it  depends  on  what 
kind  of  show  the  new:  advertiser  has  in 

mind.  If  he  plans  on  using  Canadian 
talent,  his  chances  are  better  than  they 
would  be  if  he  were  considering  a  U.S. 
show.  If  there  is  a  choice  between  two 

similar  shows,  one  with  Canadian  tal- 

ent and  one  with  U.S.  talent,  the  for- 
mer will  get  the  nod  from  CBC. 

A  CBC  source  told  sponsor  that  w  ith 

the  Canadian  talent  pool  weak  in  co- 
medians, an  advertiser  who  could  latch 

on    to    a    promising    Canadian    comic 

Rich,  untapped  market 

oi  KAM  LOOPS 

awaits  you! 

Why     Buy     Kamloops,     B.     C? 

1 It's     headquarters     for     the new  $100,000,000   pipeline. 

A  new  $10,000,000  oil  refin- 
ery  is  being  built.  This  alone 
will  double  Kamloops'  pop- ulation within  a  few  years. 

2 

3 
Kamloops  is  rich  with  other 
industries  —  cattle,  lumber, 
railroads,  agriculture,  gov- 

ernment seat,  tourists. 

How   can   you   reach  and   sell 
this   thriving,    untapped    market? 

Buy  CFJC!  96.7°o  of  the homes  have  radio.  CFJC 

DOMINATES    with    94.9%    of 
the   audience. 

910KC  *  CFJC  *  1000  watts 
Kamloops.  B.  C. 
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would  have  .hi  excellent  chai*  e  ol 

ting  a  aetwork  spot.  I  !B( !  is  also  look- 
ins  f'»r  good  dramatic  shows. 

Q.  Arc  Canadian  stations  well 

regarded  in  their  communities? 

A.  (  an. nli. in  stations  are  exceptional- 

K  well  regarded  in  their  communities. 
Here  are  some  instances  "I  how  well 

the)  are  regarded  and  what  the)  do 
to  merit  this  regard. 

CKOK,  Pentkton,  B.C.,  wanted  to 

.  .1,  i  j  .1  pla)  -b)  -pla)  broad*  asl  "I  tin- 

locai  hocke)  team's  bid  lor  the  Western 
Canadian  amateur  championship  last 

spring.  The  team  was  to  pla)  in  Fort 
\\  illiam.  Out.,  1,600  miles  away.  But 

there  was  no  local  In  m  large  enough 
to  foot  the  bill  lor  line  charges. 

Ck<  )k  appealed  over  the  air  Eoi  con- 
tributions to  pa)  line  charges.  \\  ithin 

18  hours,  hocke)  Fans  had  contributed 
the  aecessar)  money,  which  was 
1 1,000.  Penticton  won  and  went  on  to 

Kitchener,  Out.,  to  compete  Eoi  th  • 
Ulan  Cup,  which  goes  to  the  senioi 
amateur  hocke)  champion  in  Canada. 

\n.iiii  (  kt  >k  made  an  appeal  For  lino 

charge  funds  and  again  the  necessar) 

mone)  i  $3,600  >  was  raised. 
\  similar  jol>  was  done  1>\  (111 FA. 

Peterborough,  Out.  Fast  Fall,  Peter- 

borough Found  itself  with  a  champion- 
ship Football  team,  but  the  club  found 

itself  without  mone)  to  make  .i  western 
trip  to  round  out  its  season.  The) 

needed  $1,500  to  go  to  Winnipeg  For 

the  biii  game.  CHEX  ran  a  mammoth 

request  program  starting  at  8:30  p.m. 

Saturda)  night  and  ending  at  2:00  a.m. 
More  than  $2,000  was  raised  from 
Football  fatis. 

CHWK,  Chilliwack,  B.C.,  partici- 
pates in  a  forest  conservation  effort  to 

protect  the  forest  cover  around  Mi-- 
■don.  a  neighboring  community.  Ilie 
station,  starting  in  the  summer  ol  1951, 

threw  its  weight  behind  the  effort  by 

airing  interviews  with  leading  citizens, 

Hooding  the  air  with  spot  announce- 
ments <>f  dangerous  conditions  and 

warnings  to  motorist-. 
CKOM,  Saskatoon.  Sask..  gives  two 

scholarships  ever)  \ear  to  two  loral 

pupils  to  go  to  the  University  of  Sas- 
katchewan. The  station  also  carrie-  •  i 

minutes  a  week  of  news  about  campus 
activities  at  the  university. 

Q.      What's   available    in    the   way 
of  Canadian   radio   research? 

A.     The    newest    service   available   is 

the  S<  hwei  in  system  ol  qualitative  ti  -t 
ing  ol  programs  and  «  ommen  ials.    It 
i-  being  offered  t"  <  anadian  radio  and 
I  \  advert  isei  -  on  a  quai  tei  U  basis  b) 
(  anadian  I  a<  ts,  I  .id. 

(  .mad. i  has  one  •  overage  sen  ii  e 
the  Bureau  ol  Broad*  asl  Measurement, 

whose  last  stud)  was  made  at  tin-  be- 
ginnin  ■  ol  I  isl  j  eai 

( itli.-i   resean  h  set  \  i<  <■-  ir*  lude: 

Flliott  I  la)  nes,  Ltd.,  I  oronto  and 

Montreal,  Canada's  biggest.  It  offers 
network  ratings,  <  ii\ -b) -<  it\  da)  and 
night  ratings,  quarterl)  area  reports, 

auto  listening  Figures,  out-of-home  lis- 
tening figures,  othei  n  ports. 

I',  nn  \l«  I  eod  and  \-.~c„  iates,  Ltd., 
I  oronto  and  \  an  ouver.  I  Joes  radio 

ratings,  mat  kei  resean  h,  <  onsumer, 
readership,  and  public  opinion  studies. 

International  Surveys,  Ltd.,  Mont- 
real, uses  diarj  technique  to  measure 

national  ratings,  puts  out  combined  re- 
ports ol  radio  and  I  \  audien  es  in  the 

I  oronto  and   Montreal  are  is. 

( n uneaii  Resean  h,  Ltd.,  Toi onto. 

Operates  a  marketing  and  public  opin- 
ion research  sen  ice. 

COR1      i  ommunications  Res<  irch), 
lor, mt...     (  <  >l!l     does  .  oristimei .   trade 

and  opinion  sui  veys.  *  *  * 

CANADIAN  TV 
i  (  onlinued  h  om  page  67  J 

(in  -  Monda)  evening  /<'  Ri  ieu . 
kiddie   and    puppet    -how-,   quiz   pro- 

-.   panel   di-«  USsionS,   lllin-.   a-   well 
,i-  some  leadii  I  S  network  shows, 

like  Studio  One,  Goodyeat  Television 

Theatre,  Campbell  Playhouse,  and  The 
lui  kie  Gleason  sl">n  . 

Vmong   the-  *'ln -t-     -  ored   b)    I 

nadian  television  was  the   l\    produc- 
tion "I   •  Jeoi   ■    Bernard   Sha        I 

dida,  in-i  Shaw  pla)  to  be  telecast  in X . . i ih    Vmeri  a 

Q.       What    research    organizations 

are  analyzing  Canadian  TV? 

A.      I  he  Fouj   major  ones  an    I Illiott- 

Haynes,  Ltd.,  Penn  Mi  Leod  v\    \- Flil..     ( lanadian     Fa<  ts,     Intel  national 

Surve)  -. 

Q.  What  research  studies  are 

presently  available  to  sponsors  con- 
templating going  into  Canadian 

television? 

A.  Elliott-Haynes  Ltd.,  puts  out  ii- 
monthl)    Teleralii  impilation  of 

late-t  sets-in-use  figures,  as  well  as 

pi ogram  ratings.    In  March  1 95  I,  tin- 

IF  YOU  HAVE 

THE  GOODS 

CHRC 
HAS  THE  BUYERS 

& 
& 

%*>
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& 

C* >s> 
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o^ 

^ 

Coverage:    250,000 

French  radio  homes. 

For    availabilities    and    rates, 

write,   phone   or   wire   our 

representatives: 
CANADA:    Jos.    A.    Hardy 

&    Co..    Ltd.    U.S.A.: 

Adam    J.    Young    Jr.      Inc. 
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research  organization  also  published 
its  Rei>orts  on  Television  Audiences  in 

Canada,  including  data  on  coverage 

area,  audience  composition.  TV  homes 

per  area,  U.S.  TV  stations  which  are 
regularly  received  on  sets  in  various 

parts  of  Canada,  radio  listening  trends 
in  TV  areas. 

Perm  McLeod  puts  out  a  quarterly 
Television  Audience  Study,  with  a 

wealth  of  qualitative  research  analysis 
on  radio  and  TV  audience  composition, 

viewing  habits,  program  preferences, 
and  so  forth. 

International  Surveys  completed  an 
audience  measurement  study  in  July 

1953,  devoting  a  portion  of  its  analy- 

Capital  City 

of 
British 

Columbia 

VICTORIA 
Canada's  12th  largest  English-speak- 

ing population — 165,900. 

Retail  sales — #123,432,000 

Value    of    manufactured    products— 

$119,048,000. 

VICTORIA   IS   B.  C.'s 
SECOND   MARKET   .   .  . 

EFFECTIVELY   COVERED 

ONLY   BY   .   .   . 

CJV1 
900    kc 

All-Canada    Weed  &  Co. 

V 

Largest    total    weekly    BBM    of 

any  station  heard  in  this  market. 

sis  to  two  major  segments:  U.S.  and 

Canada  TV  viewing  comparison  in  To- 

ronto, showing  degree  of  viewer  loyal- 

t\  to  U.S. -originated  programing  ver- 

sus programing  from  the  Toronto  sta- 
tion: a  radio-TV  comparison  in  Mont- 

real  area. 

Q.  What  facts  about  Canadian 

TV  have  emerged  from  these  stud- ies? 

A.  Some  of  the  facts  brought  out  in 

International  Surveys'  two  area  stud- ies show  that  trends  in  Canadian  T\ 

\-v  i  1 1  parallel  developments  in  the  U.S. 

I  lie  research  organization's  purpose  in 

setting  up  these  studies  was  to  "trace, 
evaluate,  and  measure  the  audience  to 

Canadian  TV  competitively  and  simul- 
taneously with  the  audience  to  radio 

and  non-Canadian  TV  in  'good'  Ca- 
nadian TV  reception  areas." 

The  organization's  radio-TV  area 
reports  are  based  on  a  panel-dian  tech- 

nique and  consist  of  having  a  practi- 
cally constant  representative  sample  of 

families  report  on  a  continuous  basis 

the  programs  to  which  they  actualb 
listen  or  which  they  view  during  even 

15-minute  period  of  the  day.  This  sys- 

tem bypasses  the  difficulty-  of  surveying 
families  in  non-telephone  homes. 

A  fact  that  emerges  from  the  organi- 

zation's Toronto  Area  Report  compar- 
ing ratings  during  various  time  periods 

between  CBLT  and  WBEN-TV,  Buf- 

falo, is  a  deeply  entrenched  loyalt\  in 
Toronto  to  the  U.S.  station. 

Another  fact  that  becomes  apparent 

from  the  study  is  the  decrease  in  night- 
time radio  audience  in  the  face  of  TV 

competition.  This  factor  is  brought  out 

particularly  clearly  in  the  Montreal 

Area  Report  where  there  is  no  recep- 
tion of  U.S.  TV  stations. 

Taking  the  same  Monday  evening 

slot,  between  9  and  10  p.m..  in  Mont- 

real, here's  how  the  total  auience  is 
split  between  radio  and  television: 

Total     Cltl  ! ratal  initio   share  share    o/ 
I  mi,'  oj  audience  audience 

9:00   p.m.  71  26 
!):!'>    pin.  73  27 
9:?0  p.m.  69  SI 
9  15   p.m.  68  32 

The  Fenn  McLeod  studies,  the  first 

published  in  November  1952,  the  sec- 
ond in  spring  1953,  begin  to  indicate 

a  trend  in  viewing  habits.  One  of  the 

questions  that  was  asked  during  both 

surveys  was:  "Do  you  now  listen  to 
your  radio  more,  about  the  same,  or 
less  than  you  did  before  \ou  got  \our 

television  set?" November  1952  answers  broke  down 

as  follows:  More:  0'7  ;  About  the 

same:  29.1$  ;  Less:  70.9'  ',  . The  spring  1953  question  was  bro- 
ken down  into  daytime  I  before  6  p.m.) 

and  evening  (after  6  p.m.)  with  the 
follow  in«  results: 

Daytime  Evening 

More:  8.3',  More:  8.0', 

Same:  34.7'.  Same:  24.(1', 

Less:  57.0',  Less:  68.0', 

These  figures  seem  to  indicate  that 
the  inevitable  big  chunk  TV  had  taken 

out  of  radio  audience  initially  is  level- 

ing off  for  the  moment. 
In  the  spring  survey,  respondents 

were  asked:  "Do  you  think  the  pro- 
graming of  CBLT  is  improving,  about 

the  same,  or  getting  worse?"  Toronto 
station  viewers  gave  the  following  an- 

swer : 

Improving : 

58.2% 

About  the  same: 

27.4', 

Getting  worse: 

1.6% 

No  opinion: 

12.8% 

Q.      Where  are  thi 5  TV 

sets  con- 
centrated? 

1  Please  turn  to 

page 

137i 

HORACE   N.  STOVIN 
&  COMPANY 

CANADIAN 
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12  FALLACIES 

(Continued  from  jhi^i-   >1  i 

bomes     a  health)  increase. 
In  other  words,  during  a  period 

where  mam  ot  rV's  t « > | >  nighttime 
vehicles  were  making  audience  gains, 
radios  t<>|»  -how-  also  made  a  gain  in 
audience.  In  terms  of  homes  reached, 

the  average  grow th  was  8.7'  I  . 
Tlu>  comeback  trail  for  nighttime 

radios  pace-setters  1-  even  more  -trik- 
ing  when  you  consider  the  numbei  ol 

"  people"  reached,  rather  than  "homes." 
On  the  basis  of  American  Research 

Bureau's  estimate  of  -.  I  listeners  per 
set  during  evening  hours,  t Ik-  gain  in 
the  .i\  erage  number  of  Ustenei  s-reached 
—about  1,300,000  per  program  (9,- 
900,000  total  average  per  program  for 
L952  vs.  11,200,000  for  L953  for  the 

same  percentage  of  increase,  \\.~'  <  1 
is  e\r-opt'iiin<i. 

Incidentally,  the  growth  rate  of  the 

NKI  "Top  10"  in  nighttime  radio  ap- 
pears to  be  faster  than  daytime's  "Top 

10."  During  the  same  1952-1953 
period  mentioned  above,  the  daytime 
leaders  increased  their  homes-reached 

audiences  onlj  bj  an  average  of  1,000 

homes     or  a  pain  of  0.13'  -  . 

2.  No  big  clients  are  buying  night- 

time spot  or  network  radio  this  fall." 
A  SPONSOR  checkup  at  all  four  of  the 

major  radio  networks  and  among  lead- 
ing station  reps  indicates  that  the  blue- 

chip  advertisers  haven't  deserted  the 
nighttime  radio  medium  In  am  means. 

and  that  nighttime  business  in  radio  is 

enjoj  Lng  good  health. 

Mutual,  for  example,  reports  a  L50'  I 
increase  in  the  number  of  nighttime 
commercial  minutes  of  network  time 

for  fall  1953  as  against  fall  L952.  \HC 

Radio  which  feels  that  "advertisers 

haven't  done  all  their  Inning  for  fall." 
reports  a  gain  of  5.7%.  NBC  and 
CBS  Radio  networks  report  that,  so 
far.  their  nighttime  fall  business  will 

be  at  "about  the  same"  level  as  it  wa- 
in 1Ti2.  Reps.  too.  indicated  that  spot 

radio  business  for  fall  is  "ver)  good," 
and  that  the  le\el  for  nighttime  would 

be  "about  10  to  l.V,  higher  than  it 
was  last  year." 

Is  radio  drawing  onl)  on  the  ranks 
of  medium-sized  and  small  advertisers 
for  its  nighttime  clientele?  B\  no 

means.  Here's  a  partial  list  of  some  of 
the  advertisers  who  will  he  active 
(either  with  new  business  or  sizable 

renewals  l  in  nighttime  network  and 
spot  radio  in  the  fall  season: 
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Liggett  8  Myers  for  Chesterfield  (in- 
cluding  an  evening  musical  strip  on 
Mutual,  and  evening  newscasts  and 

annourv  ements  on  \ ai  ious  stations  *  ; 

Bristol-Myers  (a  barn  dance  musical, 
Saturday  nights  on  <  Columbia  Pa<  ifi< 
web  I :   Sin<  laii  Oil,  Life,  Bayer,  Besl 
I   I-.     <  leneral      F   Is,      Monsanto 

1  hemii  al,  Bromo-Seltzer,  I  ■  ■,  i<  (,la. 

Chevrolet,  Coleman  Stoves,  k",,|  ciga- 

rettes (although  some  of  the  brand's 
daytime  radio  announcement  slots  are 
hemp  dropped  I  :  Mazola,  Shell  Oil, 
and  Morton  >;i 1 1  (stor)   page  28). 

3.    "/ '   hi in\  1  ontribute  aim 

in  youi  nighttime  rmlm  campai  n. 
Man)  a  1  lienl  has  this  pit  ture  ol 

nighttime  radio:  In  video  markets,  no- 

bod)  ex<  epl  a  few  re<  al-  itranl  non  I  \ 
home-  listens  to  his  -how.  Outside  ol 

the  I  \  areas,  then'-  -till  plent)  ol  lis- 
tening    but   it's  dropping   fast  as    I  \ 

-pie. |d-. 
I  he  real  picture  of  radio  listening 

in  l\  areas,  therefore,  ma)  come  as  s 
surprise.  Nielsen  Radio  Index  figures 

foi  Decembei  1952  (a  height-of-the- 
rV-season  month  1  -Imu  thai  51^  of 
the    listening    to   all   commercial    full- 

NIX  TO  NETS  AT 

NIGHT -say  Cincinnati 
radio  listeners  -  Hooper 
survey  shows  WCPO  with 
music-news-sports  programs 
FIRST  in  listener  preference 
TV  CHANGES  LISTENING  HABITS 

In  the  television-saturated  Cincinnati  Area, 

where  almost  everybody  can  watch  TV, 

there's  a  new  pattern  in  nighttime  radio 
listening. 

Oh,  yes  —  people  still  listen  to  radio  at 

night  in  Cincinnati,  as  shown  by  the  latest 

Hooper  Survey.  But  they  now  say  NIX  to 

NETS  at  NIGHT  ...  and  turn  to  WCPO 

Radio  first  for  the  kind  of  programs  that 

TV  can't  replace:  music,  news,  sports  .  .  . 

programs  that  can  be  enjoyed  anywhere 

in  the  house,  on  the  porch,  in  the  back 

yard,  or  in  the  car. 

Result,  night  after  night,  more  Cincin- 

natians  listen  to  WCPO  than  to  any  other 

radio  station. 

*  Here',  how  Cincinnati  radio  stations  ronk  in  night- 

time audience  ( 8  00  to  1  1  OO  PM),  based  on  independ- 
ent  survey   mode   in   May,    1953   by   C.   E.   Hooper,   Inc.: 

RANK 

STATION AVERAGE    1  ,-hr.   RATINC 

1st 

WCPO 
3  8 2nd 

network  stot'On  "B" 
36 

3rd 

network  station  "C" 

7  4 

4th 

station  "0" 

0  8 

5th network  station  "E" 
0.7 

(And    remember    ...    for    leleviiion    if*    WCPO-TV- 

Cmcinnoh's    favorite    TV    station. ) 

WCPOQ 
CINCINNATI'S  FAVORITE  RADIO  STATION 

Represented  by  the  Branham  Co. 
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network  radio  shows  comes  from  inside 

TV  areas,  and  that  49%:  comes  from 

outside.  And,  the  10  largest  TV  mar- 
kets can  contribute  anywhere  from  30 

to  45 %  of  the  total  audience  of  eve- 

ning network  radio  programs.  (See 

"Is  dropping  your  radio  show  in  a  TV 

market  false  economy?",  SPONSOR,  1 
June  1953). 

This  heavy  contribution  of  radio 

audience  on  the  part  of  TV  areas  isn't 
just  a  matter  of  the  listening  done  in 

radio-only  homes  that  are  outside  the 
metropolitan  coverage  areas  of  TV  sta- 

tions. TV-saturated  metropolitan  areas 
contribute  a  share  from  both  TV  and 

radio  homes.  Take  a  look  at  these 

Pulse  and  TelePulse  figures,  for  in- 
stance. 

In  the  New  York  metropolitan  area, 

which  has  the  country's  largest  con- 
centration of  video  stations  and  receiv- 

ers, Pulse  calculates  that  during  Janu- 

ary-February 1953  in  the  evening 
(Sunday  through  Saturday,  6:00-11:00 
p.m.),  20.3%  of  all  homes  were  using 
radio. 

What  about  the  TV  homes  in  73.2%- 
saturated  New  York?  Well,  17.0%  of 

the  TV  homes  were  listening  to  night- 
time radio.  This  is  about  60%  as  good 

as    the    figure    for    radio-only    homes 
(29.5%). 

Some  similar  Pulse  figures:  Chicago: 

All  homes— 18.0%  ,  TV  homes— 15.3'  { . 
radio-only  homes — 24.8%;  Los  An- 

geles: All  homes — 21.8%,  TV  homes — 

17.1« 

radio-only      homes — 34.3' <: 
Philadelphia:  All  homes — 16.5%,  TV 

homes — 16.0%  ,  radio-only  homes — 17.9%. 

"That's  all  very  well,"  you  may  ask, 

"but  aren't  these  figures  on  the  down- 

grade?" 

Again,  the  answer  may  be  a  surprise. 

In  Cunningham  &  Walsh's  "model" 
TV  community,  "Videotown,"  a  sort  of 
cross-section  of  U.S.  television  located 

in  the  New  York  area,  viewers  reported 

this    spring    that    they    had    increased 
th eir  nighttime radio  listening  60%    in 

1952  over  the  nighttime  level  of  1951. 

And,  late  last  winter  Pulse  reported 
that  there  had  been  a  112%  increase  in 

nighttime  radio  listening  in  radio-TV 
homes  in  the  New  York  area,  a  mature 

TV  market,  as  compared  with  winter 

1949.  Other  1949-1952  Pulse  compari- 
sons: In  Chicago,  the  increase  was 

20.5%  at  night,  and  in  Los  Angeles 21.0%. 

Two  more  important  points  for  ad- 
men to  remember  on  nighttime  radio: 

Spanish  Language  Passports . 

PASSPOR
T 
.  time  on  KCOR,

  San 

the  45  County    ma.ke 
 ^  ̂   KC0R, 

KCOR.  1NC*
 

Write  for  New  Belden  Survey 

of  San  Antonio  Market 
£°o! 

iv, **ts 

or  contact 

KCOR  BUILDING,  310  South  Flores 
San   Antonio,    Texas 

RICHARD  O'CONNELL 
40  E.  49th  St.  PL  5-9140 

New  York,  N.  Y. 

or HARLAN  J.  OAKES  &  Associates 
Los    Angeles,    San    Francisco 

and  Chicago. 

1.  The  figures  above  largely  reflect 

the  kind  of  listening  levels  found  in 

radio-television  homes.  Today,  by  latest 

industry  estimates,  about  53% — or 
around  one  out  of  two — U.  S.  homes 

have  television  sets.  But  radio's  satura- 
tion is  nearly  100%  of  U.S.  homes. 

That  means  that  about  one  out  of  two 

U.S.  radio  homes  does  not  have  a  tele- 

vision set.  Even  with  TV's  current  ex- 
pansion, it  will  be  quite  a  while  before 

that  figure  drops  even  as  low  as  four 
out  of  10  homes. 

2.  No  matter  how  large  TV  grows, 

it  doesn't  seem  likely  to  affect  the 
amount  of  out-of-home  radio  listening 
that  exists  in  TV  areas.  The  Joint  Ra- 

dio Network  Committee's  figures  for 
the  number  of  U.S.  auto  radios,  as  of 

1  January,  was  26,200,000  and  "sets 
in  public  places,"  amounted  to  9,000,- 
000.  And,  according  to  Pulse  (see 

page  3,  "Radio  Basics,"  sponsor,  13 
July  1953),  nighttime  out-of-home  lis- 

tening holds  up  much  better  in  major 
TV  areas  than  many  people  think.  The 

ratio  of  out-of-home  to  in-home  listen- 

ing at  5:00  p.m.  on  a  week  night  (the 

weekday  peak  |  is  around  17.5%.  But 
at  9:00  p.m.,  the  same  ratio  has  slipped 

back  only  to  around  12.5%.  This  is 

very  significant  since  the  Pulse  check- 
up was  made  in  the  winter  of  1952  in 

18  large  radio-TV  markets.  Summer 
figures  would  be  higher. 

4.  "When  the  TV  set  is  on  at  night 

in  a  video  home,  nobody's  listening  to 

radio." 

Two  facts  seem  to  contradict  this 
statement: 

1.  TV  homes  are  more  likely  to  be 

multiple-set  homes.  According  to  Niel- 
sen Coverage  Service,  some  64%  of  the 

one-set  radio  homes  in  the  U.S.  are  in 

the  "radio-only"  (no  TV)  class.  But 

only  36%  of  the  one-set  radio  homes 

are  in  the  "radio-TV"  category.  Fur- 
ther up  the  line,  half  of  the  homes  with 

three-or-more  radio  sets  are  "radio- 
onlv."  But  the  other  half  is  "radio- 

TV." 

2.  In  TV  homes,  radio  listening  is 
''diffused''''  into  several  locations.  In 
a  1952  study  of  listening  and  viewing 

habits  in  what  is  virtually  the  entire 

New  England  area.  Dr.  Forest  L.  Whan 
of  the  University  of  Wichita  (Kansas) 
made  an  interesting  discovery. 

In  checking  the  simultaneous  use  of 

radio  and  TV  sets  in  TV  homes — in  an 

area  that  was  98.5%  radio-saturated 

and  49.5 %  TV-saturated— Dr.  Whan 
learned    that    onlv    1.19?     ei    Ine    TV 
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PROVIDENCE,      RHODE      ISLAND 

V'///J//////Ytf 

JOHN      BLAIR C  O  M  PAM 

AS     NATIONAL     R  E  P  K  E  SE  NTATI  V  E 

sight  and  day,  \\  PRO  is  your  guarantee  of  blanket  coverage  of 

lie  nation's  11th  market,  comprised  of  Providence,  Rhode  Island; 
all  River  and  New  Bedford,  Massachusetts. 

i  million  and  a  half  potential  listeners  live  well  within  \\  PRO'fl 
MV  M  contour  and  account  for  over  one  billion  dollars  in  retail 

les  annually.  With  98.7%  of  the  population  owning  one  or  more 

dios,  WPRO  penetrates  completely  this  unusually  large  and  pros- 

perous market. 

^  combination  of  top  flight  CBS  and  long  established  local  pro- 

rains  assures  not  only  large  but  loyal  listening  audiences  ...  in 

ther  words,  highest  ratings  for  all  \\  PRO  advertisers. 

b  take  advantage  of  this  rich,  pre-sold  audience  put   \\  PRO  on 

our  next  advertising  schedule  and  watch  your  sales  increase. 

REPRESENTING   LEADING 

RADIO  STATIONS 

NEW  YORK  .  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN   FRANCISCO     •     LOS    ANGELES 

JOHN 
BLAIR 
&  COMPANY 

PRO 5,000  WATTS    •    630   KC    •    BASIC   CBS    RADIO 

ORE     NEW     ENGLANDERS     LISTEN    TO    WPRO    THAN     ANY    OTHER     RHODE     ISLAND     STATION 



homes  used  both  radio  inr  radios!  and 

TV  in  different  rooms  at  eight  o'clock 
on  a  weekday  morning.  Hut,  at  eight 

o'clock  at  night  on  weekdays,  about 
13.09?  of  the  TV  homes  were  using 
both  radio  and  TV  sets. 

The  general  pattern,  as  shown  in  Dr. 

Whan's  study,  was  this:  During  TV's 
"weakest"  periods  I  morning,  daytime) 
the  simultaneous  use  of  radio  and  TV 

was  at  its  lowest.  When  TV  was  strong- 

est (nighttime,  7:30-10:30  p.m.  I  the 
simultaneous  use  of  radio  and  video 

was  highest,   averaging   around    1 1 '  <  . 

5.  "The  sole  radio  fare  of  TV  fami- 
lies who  do  tune  to  radio,  is  music-and- 

news  programing." 
This  popular  advertising  belief 

caused  CBS  Radio  to  order  a  Pulse 

study  covering  the  type  of  listening 

done  by  radio-TV  homes  in  the  New 
York  area  during  September  1952.  CBS 

Radio  considers  this  study  very  reveal- 
ing, since  New  Yorkers  had  a  choice 

of  four  network  radio  stations,  26  in- 

dependent radio  outlets,  and  seven  TV 
channels.  And,  better  than  seven  out 

of  10  New  York  homes  were  TV 
homes. 

The  key  results: 
A.    The  four  network  outlets  in  New 

York  got  more  than  half  (52.6(  <  1  of 
all  nighttime  radio  listening  in  New 
York  TV  homes  between  the  hours  of 

6:00  p.m.  and  midnight. 
B.  Over  the  course  of  a  week,  the 

radio  programs  which  drew  the  biggest 

listening  in  TV  homes  were — accord- 

ing to  the  study— "the  same  program 
types  that  are  most  popular  in  all  radio 

homes  from  coast  to  coast." 
C.  The  "Top  10"  radio  programs 

in  New  York  radio-TV  homes  during 

the  period  1-7  March  1952  were: 
7.    Jack  Benny 

Amos  'n   Andy 

Lux  Radio  Theatre 
Theatre  Guild 

Bob  Hawk 
6.  Mr.  District  Attorney 
7.  Ozzie  &  Harriet 

8.  Charlie  McCarthy 
9.  Counterspy 

10.    Suspense 

D.  Concluded  CBS  Radio:  "Con- 
trary to  general  conjecture,  music  and 

news  do  not  become  the  most  popular 

radio  programs  when  a  family  acquires 

a  television  set." This  does  not  mean,  of  course,  that 

independent  stations  are  making  no 

progress  in  building  larger  audiences. 

They  are,  and  the  nation's  independent 

2. 

3. 
4. 

5. 

SOUTHWEST  VIRGINIA'S  IJUUtee/i  RADIO  STATION 

WJXB J... Roanoke's  LARGE 
ECONOMY  SIZE 

Whether  YOU  use  NIELSEN  or 

SAMS,  you'll  find  WDBJ's  daily 
audience  DOUBLE  the  second  sta- 

tion's— at  LESS  than  20%  more 
cost! 

WDBJ's  Nielsen  and  SAMS  re- 
ports are  now  available  from  your 

nearest  Free  &  Peters  Colonel,  or 

from  the  station. 

Compare — then    call — Free    &    Peters! 

Established  1924  ■  CBS  Since  1929 

AM  .  5000  WATTS  •  960  KC 

FM  .  41,000  WATTS  •  94.9  MC 

ROANOKE.     VA. 
Owned  and  Operated  by  the    TIMES-WORLD  CORPORATION 

FREE  &  PETERS.  INC..  National  Representatives 

outlets  often  give  network  stations  a 
real  run  for  the  money  at  night.  But 
independent  stations  are  picking  up 

listeners  in  both  radio-only  and  radio- 
TV  homes — not  just  in  video  homes. 

6.  "With  nighttime  radio  sliding 

downhill,  the  cost-per-1 ,000  of  radio's 

circulation  is  rising." 
Since  TV  has  arrived  as  a  major  ad- 

vertising force,  clients  have  often  felt 
that  radios  power  to  produce  large 

audiences  at  low  costs  was  dwindling. 

Not  so,  as  an  examination  of  media 
circulation-vs.-cost  figures  shows. 

As  compiled  by  NBC  Radio's  re- searchers, here  are  the  key  figures: 

A.  Magazines:  The  average  cost- 
per-1,000  circulation  of  nine  leading 
magazines  is  up  16.4%  since  1949:  up 

32.4' ,'(  since  1946.  These  magazines 
include  Life,  Satevepost,  Look,  Col- 

lier s,  Ladies'  Home  Journal,  Woman's 
Home  Companion,  McCalVs,  Good 

Housekeeping,  Better  Homes  &  Gar- 
dens. 

B.  Newspaper  supplements:  The 

average  cost-per-1, 000  circulation  of 
three  leading  newspaper  supplements — 
Metro  Group,  This  Week,  American 

Weekly — is  up  1.9%  since  1949: 
22.3%  since  1946. 

C.  Nighttime  radio:  In  terms  of 

weekly  home  circulation,  the  cost-per- 
1,000  of  four  nighttime  radio  networks 

is  down  12.5%  since  1949;  down  3.8< , since  1946. 

For  spot  buyers  as  well,  here  is  a 

"grand  total"  figure  you  can  paste  in 
your  time  buying  hat: 

According  to  a  study  prepared  by 

the  Broadcast  Advertising  Bureau 

for  sponsor's  "Media  Evaluation"  se- 
ries, the  cost-per-1. 000  homes  of  gross 

circulation  in  all  radio  dropped  23.3% 

between  1  January  1943  and  1  January 
1953. 

7.  "Male  listeners  dial  radio  only 

in  the  morning  and  early  evening." 
This  is  a  fairly  popular  belief  amoug 

a  number  of  clients  who  have  products 

to  sell  to  men.  Packard,  for  example, 

signed  recently  for  a  radio  spot  cam- 

paign in  150  markets  with  announce- 
ments and  chainbreaks  scheduled  pri- 
marily in  the  morning  and  evening  to 

reach  men.  Other  male-appeal  clients, 

like  Armstrong  Tires,  shave-product 

sponsors  like  Mennen.  non-tipped  ciga- 

rettes like  Camel,  follow  similar  pat- terns of  buying. 

[t's  quite  true  that  the  7:00-8:00 
a.m.   period   on   the   average   weekday 
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rN()\\,  .is  always,  midwest   farm 
homes  offer  tremendous  salts  oppor- 

tunities .  .  .  and  now,  as  always,  VA  LS 

offers  an  effective  and  economical 

means  to  reaeh  and  sell  those  homes. 

For  instance,  in  two  July  da\s 

nearly  5  50  orders  were  received  from 

a  campaign  just  starting  .  .  .  and  this 

for  an  advertiser  who  had  failed  to 

get  results  for  the  same  offer  in  other 

media — including  certain  good  radio 

stations. 

Throughout  its  long  years  of 

service  to  Midwest  agriculture  WLS 

has  been  accepted  as  undisputed 

leader  in  that  field.  The  national  ad- 

vertiser needs  WLS  to  round  out 

complete  coverage  ...  to  fill  the  gaps 

left  by  non-specializing  radio  stations 

and  other  media. 

The  same  opportunities  to  sell 

this  market  are  available  to  you  ...  as 

to  the  advertiser  mentioned  above  .  .  . 

in  programs  fitted  to  the  audience  — 

and  to  your  advertising  budget. 

CHICAGO    71 

890  KILOCYCLES,  50,000   WATTS,  AMERICAN  AFFILIATE.      REPRESENTED   BY   JOHN   BLAIR  AND  COMPANY. 
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You  don't  have  to  dig  for  it. 

You  don't  have  to  pan  it.  It's 
rolling  into  the  cash  registers  . . 

as  California  again  this  month 

hits  a  new  high  for  "settlers"! 

MARKET    FACT    NO.  1: 

More  families  are  moving 

to  California  every  month 

than  ever  moved  to  any  part 

of  the  world  in  any  time 

in  history.  It's  a  "gold  rush" 
for  advertisers. 

MARKET    FACT    NO.  2: 

KM  PC  gives  you  primary 

coverage  of  Southern 
California  in  205  communities. 

Like  to  hear  about  the 

golden  opportunities  for  you? 
Call,  write  or  wire: 

H-R  Representatives,  Inc. 

50,000  watts  days  •  10,000  watts  nights 

Gene  Autry,  president 

Robert  O.  Reynolds,  vice  president 
&  general  manager 

RADIO 
AMERICAS    GREATEST 

ADVERTISING    MEDIUM 

has  more  male  listeners-per- 1.000  radio 
homes  than  any  other  daytime  period, 

according  to  an  18-market  Pulse  stud] 
for  the  Kate  Agency  (station  reps). 

(See  page  4,  ''Radio  Basics,"  sponsor, 
13  July  1953).  Early-evening  figures 
run  around  the  same  level  as  this  peak 

morning  slot. 

But  the  Pulse  study  cited  shows  two 
other  little  understood  facts: 

A.  After  7:00  p.m.  the  number  of 

male  radio  listeners-per- 1.000  homes 
climbs  sharply.  At  8:00  p.m..  on  a 

weekday,  there  are  about  a  third  more 

than  any  daytime  slot,  including  early- 
morning  hours.  At  9:00  p.m.,  there 
are  47%  more. 

B.  On  weekends  the  pattern  of  male 

listening  shows  a  stead)  climb  through- 
out the  day.  In  fact  the  peak  period 

for  the  entire  week  in  male  listening, 

according  to  the  Pulse  report,  is  Sun- 
day night  at  8:00  p.m.  At  that  time, 

there  are  about  200  men  tuned  in  for 

every  1,000  radio  homes.  (On  a  week- 
day morning  at  7:00  a.m.  there  are 

about  135  men  tuned  in  for  every  1,000 
radio  homes.) 

The  point:  In  the  rush  to  buy  early- 
morning  radio  time,  sponsors  and 

agencies  often  overlook  the  fact  that 
there  are  about  48%  more  men  tuned 

in  on  a  Sunday  night  at  8:00  p.m.  than 

there  are  at  the  most-highly-regarded 
morning  slot,  7:00  a.m.  on  weekdays. 

And,  in  general,  nighttime  radio  al- 
\\a\s  reaches  more  men  on  weekdays 

than  does  any  particular  daytime  slot. 

8.  "'Women  listen  to  radio  only  in 
the  late  morning  and  a\ternoonr 

This  is  a  concept  no  less  popular 

than  the  feeling  that  male  radio  listen- 
ers can  be  reached  only  in  pre-evening 

hours.  And.  the  majority  of  food, 

drug,  cosmetic,  clothing,  and  other  ad- 
vertisers who  use  radio  to  reach  wom- 

en act  accordingly  when  planning  their 
air  campaigns. 

However,  let's  look  at  the  facts,  as 
shown  in  the  same  18-market  Pulse 

study  mentioned  above: 

A.  In  every  1.000  radio  homes,  re- 
searchers learned  that  there  are  about 

276  women  tuned  to  radio  on  week- 

days at  10:00  a.m.  This  is  the  peak  of 

female  listening  for  the  entire  week, 
and  certainly  justifies  the  popularity  of 

mid-morning  time  slots  with  adver- 
tisers who  have  products  to  sell  to 

women. 

B.  Afternoons,  too.  hold  up  strong- 
ly   in    terms   of  female   listening    with 

the  average  number  of  women  tuned  to 
radio  in  the  noon-5:00  p.m.  period 
averaging  around  226  for  every  1,000 
radio  homes. 

C.  The  big  surprise  conies  in  an 
examination  of  female  listening  during 

evening  hours.  On  weekdays,  the  num- 
ber of  women  tuning  to  radio  starts  to 

pick  up  again  around  6:00  p.m.  By 
8:00  p.m..  there  are  some  243  female 

listeners-per-1,000  radio  homes.  This 

is  higher  than  any  afternoon  slot — and 

is  88%  as  good  as  the  peak  mid-morn- 

ing hour. 
I).  On  weekends,  the  pattern  of  fe- 

male listening  closely  follows  that  of 

male  listening,  and  builds  to  nighttime 

peaks  on  Saturday  and  Sunday.  In  the 
8:00-9:00  p.m.  slot  on  Sundays,  for 
instance,  there  are  some  247  women 

radio  dialers  per  1,000  radio-equipped 

homes.  This  represents  89.5% — al- 
most nine-tenths — of  the  amount  of 

female  listening  at  the  10:00-11:00 
a.m.  hour  on  weekdays. 

The  point:  On  the  basis  of  these  fig- 
ures, it  would  seem  that  nighttime  ra- 

dio is  almost  as  good  in  reaching  wom- 
en during  the  week  as  daytime  radio. 

On  weekends,  it's  better. 

9.  "Daytime  radio  is  now  bigger 

than  nighttime.'' 
Most  advertisers  Avho  come  to  this 

conclusion  do  so  on  the  basis  of  a 

quick  examination  of  program  ratings, 

with  little  regard  to  the  fact  that  there 

are  more  listeners-per-set  at  night  than 
in  the  daytime. 

However,  even  isolated  ratings  do 
not  tell  the  full  story. 

During  the  October  1952-April  1953 
season,  A.  C.  \ielsen  figures  for  CBS 
Radio  show  that  the  daytime  (6:00 

a.m.-6:00  p.m.  I  average  rating  for 

that  network  was  a  4.4 — good  for  an 

average  of  1.969,000  homes.  But  at 

night  (6:00  p.m. -midnight)  during  the 

same  period.  CBS  Radios  average  rat- 

ing was  a  6.7  and  the  homes-reached 
average  2.999.000.  Thus,  nighttime  ra- 

dio for  CBS  Radio  last  season  \\a- 

152%  larger  than  daytime  radio  in 
terms  of  homes.  I  CBS  Radio  Research 

Director  Harper  Carraine  feels  that 

this  pattern  is  "roughly  true"  of  all four  major  radio  webs.) 

In  terms  of  people — using  American 

Research  Bureau's  figures  of  1.6  per- 
sons per  set  in  the  daytime  and  2.4  at 

night — the  figures  show  even  greater 
strength  for  nighttime  radio.  Averages 

then  become  3.150.000  during  the  day- 

time   and     7.198.000    at    night—  an  ith 
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•  So  you  know  you're  right  when  you 

buy  the  Big-Time  Buy  .  .  .  the  station 

with  the  fabulous  personalities  and 

the  astronomical  Hoopers! 
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nighttime  railio  being  229'  <  larger  in 
terms  of  total  audience  size. 

Showing  that  the  CBS  Radio  figures 

are  not  atypical,  a  Pulse  study  pre- 
pared for  John  Blair  &  Co.,  station 

reps,  gives  an  equally  revealing  picture 
of  daytime  versus  nighttime  spot  radio. 
The  checkup  was  made  during  March 

and  April  of  this  year  in  a  dozen  major 

markets,  all  within  the  top  50  metro- 
politan markets.  All  were  also  mature 

TV  markets. 

Using  regular  monthly  Pulse  ratings 

for  Blair-represented  stations  and  Pulse 

sets-in-use  figures,  the  results  showed : 

A.  Nighttime  sets-in-use  figures 
ranged  from  5  to  1259$  higher  than 

da)  time. 
B.  Ratings  of  Blair  stations  were 

9  to  155' <   higher  than  daytime  levels. 
C.  Listeners-per-set  ranged  from 

6  to  28*  <  higher. 

10.  "Nighttime  radio  aluays  costs 

\ou  more  than  daytime." 
In  1940 — or  even  1947 — nobody 

would  have  questioned  this  fact.  To- 
day, the  story  is  different. 

Nighttime  network  time  charges,  it's 
true,  are  still  generally  higher  than 

those  in  daytime  slots,  and  are  likeh 
to  continue  that   way   for  some  time. 

Program  prices  are  something  else 

again,  and  almost  any  advertiser  can 
find  a  nighttime  network  package  with 

a  price  tag  that's  far  below  the  levels of  a  few  years  ago. 

\  check  of  sponsor's  "Network  Ra- 

dio Comparagraph"  of  29  June  1953. 
for  example,  shows  that  the  average 

daytime  quarter-hour  network  program 

today  costs  $2,229  for  talent  and  pro- 
duction with  daytime  half-hour  shows 

costing  an  average  of  $3,353.  At  night. 

the  averages  are:  Quarter-hour — 
$2,295;  half-hour— $5,152.  Nighttime 

program  prices  are  still  higher — but 
not  much  higher. 

In  comparing  these  prices.  \ou 

should  remember  that  nighttime  net- 
work rates  for  time  may  be  higher 

than  daytime  I  by  perhaps  30' a  I  and 
nighttime  program  prices  the  same  or 
higher.  But,  since  nighttime  radio 

reaches  more  people  than  daytime  ra- 
dio, your  ultimate  cost-per- 1,000  figure 

may  be  loner. 
Another  point:  A  growing  number 

of  stations  have  adjusted  their  spot  ra- 
dio rates  so  that  daytime  and  nighttime 

are  equal.  Such  single-rate  stations 
are  to  be  found  in  every  major  video 

market.  On  such  an  outlet,  a  nighttime 

buy  can  produce  an  audience  for  you 

\/j  ̂The    NOSE-IEST    STATION  in  Town! 

All  Pittsburgh  wakes  up  daily  to  the  most  complete  news  coverage 

in  Pittsburgh  radio.  Herb  Morrison's  7:15  AM  newscast  is  a  "must" 
for  a  news  conscious  audience  .  .  .  and  ALL  DAY,  the  WJAS  news 

staff  keeps  pace  with  the  news  AS  IT  IS  HAPPENING! 

FIRST — with  an  on  ihe  spot  report  of  the  air  disaster  at  Milton, 
Florida  Naval  Training  Base,  July  17th. 

FIRST — with    complete    coverage    of    Pittsburgh's    Soap    Box 
Derby.  Four  solid  hours  charged  with  the  excitement  and 
color  of  this  annual  event. 

No  wonder  all  Pittsburgh  NATURALLY  turns  to  WJAS  ALL  DAY 

for  complete  news  coverage. 

5000  Watts    1320  kc. 

Serving  the 
GREATER  PITTSBURGH 

Metropolitan 

Area... 

NATIONAL  REPRESENTATIVE:  George  P.  Hollingbery  Co. 

at  a  lower  cost-per- 1,000  (  both  in  terms 
of  homes  and  people )  than  a  daytime 
slot  with  the  identical  rating. 

These  days,  with  daytime  radio  lates 

inching  up  and  nighttime  rates  often 

being  adjusted  to  daytime  levels,  it's 
not  safe  to  make  too-generalized  state- 

ments about  nighttime  rates.  Agencies 
and  advertisers  will  have  to  check  net- 

works and  reps  for  the  latest  prices. 
Hut  those  who  feel  nighttime  price 

tags  are  always  larger  may  be  in  for 
something  of  a  surprise. 

11.  "At  night,  Tl  shows  have  high- 
er ratings  than  radio  shows,  therefore 

reach  bigger  audiences." Air  advertisers  in  nighttime  radio 

often  develop  a  sort  of  inferiority  com- 
plex over  the  fact  that  the  top  10  night- 

time TV  shows,  on  a  per-broadcast  ba- 

sis, often  come  up  with  Nielsen  homes- 
reached  figures  of  10.000:000  or  more 

while  nighttime  radio,  at  its  best,  pro- 
duces comparable  figures  only  half  that 

size. 

However,  these  figures — strange  as 

it  may  seem — do  not  mean  that  night- 
time radio  over  a  period  of  a  normal 

air  contract  cannot  do  a  real  job  in 

reaching  L  .S.  homes.  There  are  two 
reasons  for  this: 

A.  Radio  is  about  twice  the  "size" 
of  television.  Almost  every  home  in 

the  country  has  at  least  one  radio,  but 

only  slightly  better  than  half  have 
video  sets. 

B.  Radio,  therefore,  has  a  much 

better  opportunity  for  audience  turn- 
over than  does  television.  When  I  Love 

Lucy,  for  example,  hits  15.000.000-odd 

TV  homes  each  week,  there's  little  room 
for  turnover  in  a  three-month  period 
since  three-out-of-four  video  homes 

regularly  watch  it. 
What  does  the  radio  turnover  factor 

mean  to  an  advertiser? 

A  recent  report  prepared  by  A.  C. 
Nielsen  for  NBC  Radio  research  gi\e> 

some  important  clues: 

Audience:  During  the  October  1952- 
March  1953  period,  the  nighttime  News 

oj  the  World  strip  (sponsor:  Miles 
Laboratories  )  reached  about  2.600.000 

homes  during  the  average  broadcast.  A 

t\  pica!  half-hour  evening  show.  Rail- 
road Hour,  reached  an  average  of  some 

3,220.000  homes.  Neither  show,  it 

need  hardly  be  said,  looks  exciting 

from  an  advertising  standpoint  as 

compared  to  /  Love  Lucy  and  other 
T\    toppers. 

Turnover:  Here's  where  the  mathe- 
matics begin  to  work  in  nighttime  ra- 
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FRANK    HEADLEY,     President 

DWIGHT  REED,     V,ce  President 

FRANK  PEUEGRIN,    Vice  President 

CARUN  FRENCH,     Vice  President 

PAUL  WEEKS,    Vice  President 
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TELEVISION 

405  Lexington  Avenue,  New  York  17,  N.  Y. 

Murray  Hill  9-2606 

35    E.   Wacker    Drive,   Chicago    1,    Illinois 

RA  ndolph  6-6431 

And  On  the  West  Coast. 

Harold  Lindley,  Vice  President 

6253  Hollywood  Blvd.,  Hollywood  28,  Calif. 
Granite   1480 

Jomes  Alspaugh,  Monager 

1  10  Suiter  Street,  San  Froncisco,  Calif. 
Exbrook  2-3407 

Two  short  years  ago,  a  rep  could  telephone  an  agency 

friend,  quote  most  any  kind  of  an  avail  and  make 

a  sale.  TV  stations  were  few,  avails  were  scarce  and 

buyers  were  waiting  in  line. 

But  today  with  a  new  TV  station  coming  on  the 

air  every  few  hours,  buyers  of  time  are  prone  to  sit 

back  and  do  a  lot  of  measuring  with  slide 

rules  and  sharp  pencils. 

SALESMANSHIP  has  returned  to  popularity  .  .  . 

and  of  necessity.  H-R  is  rather  glad  to  see  this  trend 

because  the  H-R  organization  has  never  been  geared  to 

just  take  orders.  The  owner-partners  learned  their 

advertising  selling  trade  back  in  the  30s.  In  those  days, 

the  sale  of  advertising  required  intelligence,  ingenuity, 

aggressiveness  plus  long  hard  hours  of  digging. 

The  owners  of  H-R  have  never  forgotten  that  basic 

sales  training  and  they  have  surrounded  themselves  with 

a  band  of  hard-hitting  SALESmen  who  believe  in  the 

same  sales  principles.  Every  man  on  the  H-R  force, 

including  the  owner-partners,  are  on  the  street, 

selling,  every  day ! 

That's  why  H-R  is  always  able  to  Send  a  Man  to 

Do  a  Man's  Work,  whether  it  be  for  an  old  established 
AM  station  or  for  a  TV  station  that  is  still  in 

the  blue-print  stage. 
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dio's  favor.  Because  of  the  frequency 
of  broadcasts  (five  a  week).  News  of 

the  World  had  a  6.7  turnover  during 

a  12-week  period.  Railroad  Hour  had 

a  turnover  figure  of  3.3 — about  aver- 
age for  nighttime  half  hours  during  a 

period  which  approximates  the  usual 

L3-week  cycle.  I  Comparable  TV  turn- 
over is  often  2.0  or  less.) 

Cumulative  audience:  Because  of 

the  turnover  factor  (part  of  the  audi- 

ence being  "new"  audience  every 
night  I.  News  of  the  World  reached 

1  7. 100.000  homes  (unduplicated)  dur- 

ing a  12-week  period.  The  cumulative 
rating  was  therefore  38.9.  And,  since 

the  number  of  episodes  of  the  five- 

times-weekly  show  heard  by  the  aver- 
age home  reached  was  nine  episodes, 

the  "home  impressions"  figure  was  a 
startling  156.600.000  for  the  Miles 
Laboratories  newscast. 

For  Railroad  Hour,  the  figures  are 
also  revealing.  Since  the  show  is  aired 

on  a  once-a-week  basis,  the  turnover 

1 3.3 1  was  lower  than  News  of  the 
World.  But  it  was  still  high  enough 

to  give  Railroad  Hour  a  12-week  cumu- 
late e  figure  of  10.700.000  homes 

reached  at  least  once.  And,  since  the 

average  number  of  episodes  tuned  to 

b)  those  homes  was  a  3.6,  the  final 

number  of  "home  impressions"  at  the 
end  of  a  12- week  stretch  was  38.520.- 

000.    Cumulative  rating  was  23.'). 

One  of  NBC's  top  researchers  gave 
some  interesting  figures  in  pointing 

out  the  meaning  of  these  cumulative 

audiences    in    radio-TV    comparisons: 

"Suppose  you  had  a  TV  show  with 
a  general  fainih  appeal  and  a  Nielsen 

TV  rating  of  around  20.0.  And,  sup- 
pose it  had  a  good  station  lineup  on 

one  of  the  two  leading  networks  and 

that  the  network  has  a  95fv  circula- 
tion at  night. 

"With  a  normal  TV  turnover  factor, 
in  12  weeks  you  might  reach  as  much 
as  85%  of  all  the  TV  homes  at  least 
once  and  thus  have  a  cumulative  rating 

of  around  the  same  thing.  However, 

as  compared  to  all  I  ,S.  radio  homes, 

the  12-week  cumulative  TV  rating  might 

be  worth  around  40.0.  This  isn't  much 
better  than  the  38.9  News  of  the  World 

produced  in  12  weeks. 

"Don't  forget,  too.  that  the  kind  of 
money  expended  on  a  TV  show  that 
gets  a  20.0  rating  at  night  is  usually 
several  times  the  amount  spent  for  a 

nightly  news  strip  like  News  of  the 
World.    Thus,   a   radio   show   with  an 

S^ryWy  loves  KUDL 
.  .  .  and  they  love  KUDL's "Mad   Lad"  too 

That   cool   character   who   spins    what    folks 
want  each  day  from   1:00  till  3:00 

THE    ONLY    FEATURED    COLORED    DJ    IN 

THE    GREAT    KC    MARKET 

Buy"MADLAI)"—saturat(   tin  KC  Marin 
Bui/   KDUL    .    .   .    programmed   for   all    KC 

"MAD  LAD"  participation 
just   $10.    Quarter  hour  $30. 

Set    nearest  FORJOE  office 

1000  WATTS  ...  250  WATT  RATE 

KUDL  GREATER  KANSAS CITY  TRADE  AREA 

KOKO 
.HiSSOURI 

\  rni- 
KDKD 

KUDL— KANSAS  CITY 
KOKO — WARRENSBURG 
KDKD — CLINTON 

Covers  The  Greater  Kansas  City  Market 

average  rating  can  build  over  a  period 

of  time  to  homes-reached  figures  that 

rival  TV's." 
Even  on  a  short-term  basis,  radio's 

shows  pile  up  plenty  of  audience.  Take 
the  case  of  Lux  Radio  Theatre,  con- 

sistently one  of  nighttime  radio's  star attractions,  but  a  show  whose  audience 

today  often  doesn't  look  as  big  as  that 
of  the  leading  TV  shows. 

Recently,  during  a  two-month  winter- 
season  period,  Lux  on  CBS  Radio  drew 

an  average  per-broadcast  rating  of 
15.8.  However,  with  a  turnover  factor 

of  nearly  2.0,  Lux  piled  up  a  cumu- 
lative audience  rating  in  just  four 

weeks  of  a  30.6'  ,'  of  all  U.S.  radio 
homes.  In  other  words,  Lux  can  easily 

reach — at  least  once  during  the  course 

of  a  month — an  unduplicated  audience 
of  radio  homes  that  numbers  14,000,- 
000  or  more. 

12.  "There's  nothing  nighttime  radio 

can  do  that  night  TV  can't  do  better." 

This  paraphrase  of  Irving  Berlin's 
Anything  You  Can  Do  I  Can  Do  Better 
number  has  a  surprisingly  large  ac- 

ceptance in  the  offices  of  agencies  and 
advertisers. 

But  it  doesn't  really  stand  up  to 
close  examination. 

Here  are  just  a  few  items  for  you  to 

remember  when  you  feel  that  nighttime 

video  outshines  nighttime  radio  in 
every  way: 

Item  1:  Radios  saturation — 98fc  in 
the  U.S.,  as  of  1  January  of  this  year — 
means  that  almost  every  home  in  the 
nation  is  a  potential  advertising  target 

with  radio.  T\  "s  ultimate  target  is  only 
half  the  size  of  radio's.  And,  radio  still 
can  count  more  auto  radios — some 

26.200,000  at  last  look — than  there  are 
TV  homes.  (Even  though  car  radios 

aren't  ,used  as  often  as  T\  sets,  the 
nighttime  listening  done  to  them  is 

still  largely  unmeasured  and  still  repre- 
sents a  TV-free  bonus  audience.  I 

Item  2:  Broadcaster  profit  margins 

iii  TV  aren't  as  lush  as  some  people 
imagine.  Also,  many  TV  networks  and 

stations  are  still  in  a  seller's  market  at 
night.  Therefore  TV  seldom  offers  the 

"extra"  services  that  nighttime  radio 
now  includes  as  standard  practice. 

Such  services  include  merchandising, 

contest  support,  promotional  gimmicks, 

special  promotions  for  sales  meetings, 
extra  pul>li<  it\    and  extra  research. 

These  12  points  add  up  to  strong 

e\  idence  that  a  lot  of  the  negative  talk 

on  nighttime  radio  wont  stand  up 

against  facts.  *  *  * 
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L.  0.  FITZGIBBONS,  Manager 

WBEL,  Beloit,  Wisconsin 

company  signed  for  5?  weeks.' 

"Ever  since  we  started  AP  news, 

the  biggest  problem  has  been  to 
find  time  for  new  advertisers  — 

the  old  ones  keep  on  renewing. 

"Another  sponsor,  Wright  & 
Wagner  Dairy  Co.,  with  15  AP 

newscasts  a  week,  says  he  is  / 

delighted  with  the  results  ...  in  £ 

eased  enthusiasm  among  drivers, 

is  many  new  customers." 
news  shows  a  good  profit 

onth  after  month." 

sponsors  STAY  with  AP  NEWS 

VICTOR  C.  DIEHM 

President  and  General  Manager 

WAZL,  Hazleton,  Pennsylvania 

"Sponsor  of  weekday  AP  news 

so  pleased  he  bought  Sunday  slot 

on  WAZL  too." 

"Robert  Astleford,  official  of  the 
Farmers  Cooperative  Dairy,  says 

*;  that  since  the  inception  of  his  AP 

news  programs,  business  has  in- 
creased —  not  only  for  milk  but 

for  all  his  other  dairy  products. 

"Much  of  WAZL's  local  weekly 
billing  is  derived  from  steady 

sponsors  of  AP  news  ...  and 

^  there's  a  waiting  list  of  prospec- 

tive sponsors." 

or  full  information  on  how  you  can  join  The  Associated  Press. 

contact  your  AP  Field  Representative  or  write 
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THE  ASSOCIATED  PRESS 
50  Rockefeller  Plaza,  New  York  20,  N.Y. 

undreds  of  the  country's  finest  stations  announce  with  pride 
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MORTON  SALT 
i  (  ontinued  ham  page  20  i 

Umost  50$    of  the  budget  for  the 
Tract'  Mineralized  Sail  and  meat  cur- 

ing products  goes  into  /  isitin  Time, 

with  other  portions  of  the  budget  di- 
vided between  farm  and  consumer 

newspapers  and  farm  magazines.  The 
time  and  talent  cost  of  the  program  is 

about  $300,000  annually.  (The  table 

salt  division  of  the  compan)  pa\s  one- 

third  of  this  cost:  table  salt's  othei 
advertising  includes  billboards,  maga- 

zines, and  newspapers.  I 
The  program  is  aimed  primarily  at 

a  rural  audience  since  two  <>f  the  three 

products,  Trace  Mineralized  Salt  and 
the  meat  curing  products,  are  used 

mainly  in  farm  and  rural  homes.  But 
it  has  attracted  a  large  metropolitan 

audience  as  well  which  has  proved  ad- 

vantageous for  sales  of  table  salt. 
Trace  Mineralized  Salt,  by  the  wa\.  is 

used  as  part  of  the  diet  of  cattle.  The 

curing  products  are  of  the  type  in- 
jected into  meats  as  a  preservative. 

Results   from   the   program   are   de- 
scribed this  way  by  Radio-TV  Director 

Rob  Long: 

•      Trace  Mineralized  Salt:  Each  vear 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM    

|  A  study  of 

I  listening  habits 
at  Camp  Leje-.ine. 
Marine  Base 

Svna    1775  the  U.S.  Marine  Corps 
has  gained  the  respt  ct  and 
admiration  of  all  as  a  top  fighting 

force. 
Svna    1945  WJNC  has  programmed 
im  thi   world's  largest  amphibious 
i ,  ,i  vims  has,  of  th<  US  )/r  hi 

Camp  l.< .)'  "". .  North  Carolina. 
WJNC  will  b<  happy  to  furnish  you 
ili  tails  ri  garding  its  m  flut  nee 
mi  tin    thousands  of  rrn  n  in  s(  rvict 

,,i  i  'amp  i<  <■  "in'   -and  WJNC 's 
Study  of  Purchasing  Habits  in  tht 
I ,  si  campaign  .1  r<  </. 
II  riti'   i,>    Letter    I..    Gould,    General    Manage* 

WJNC Jacksonville, 
N.  C,  or 

ask  John  E.  Pearson  Co.,  national 
i  tpresental  Lve 
WJNC  is  affiliated  witli  MBS  and  the 
robacco  Network 

since  the  product  was  introduced  in 
1948  sale-  ha\e  material!)  increased 

and  radio  has  been  a  major  factor  al- 
most since  that  time. 

•  Meat  curing  products  and  table 
salt:  District  managers  report  thai 
sales  of  table  salt  and  meat  curing 

products  have  risen  in  ̂ inall  towns  and 
rural  areas  and  this  is  attributed  in 

large  degree   to    radio. 

Format  of  /  isitin'  Time  consists  of 
familiar  >on»s  of  the  Twenties  and 

Thirties  laced  with  a  few  currently 

popular  numbers.  An  important  fea- 
ture is  a  five-minute  informative  salute 

on  some  subject  of  wide  interest  I  flow- 

ers, for  example  I .  The  show  is  pro- 
duced in  Nashville.  Term.,  by  C.  C. 

Thomas  of  the  Thomas  Production  Co. 

Supervision  is  divided  between  the 

two  Morton  Salt  agencies  and  com- 

pany executives,  including  W.  K. 
Yates,  manager  of  the  agricultural 

products  department  of  the  Morton 
Salt  Co.,  and  G.  W.  Carrington.  adver- 

tising manager.  While  the  program  is 
low  in  cost  the  cast  includes  a  15- 

piece  band,  an  eight-voice  chorus,  an 
m.c.  featured  vocalists,  and  occasional 

guests. One  of  the  primary  advantages  of 

the  program  is  its  commercial  flexi- 

bility. Rob  Long  told  sponsor:  'AVe are  able  to  localize  commercials  to  anv 

degree  that  we  wish  to.  For  example, 
we  can  use  one  set  of  commercials  on 

the  West  Coast,  one  set  in  the  New 

England  area,  and  still  a  third  set  in 

any  other  section  of  the  country  as  we 

might  see  fit.  We  could  carrv  this  to 
further  extremes  if  we  so  desired.  In 

some  cases  we've  actually  used  five 
and  six  sets  of  commercials  on  the 

same  products  in  different  localities. 
This  was  done  without  disturbing  the 

over-all  program  and  with  the  same 
announcer  at  little  additional  costs  to 

us.  In  other  words,  the  cot  of  localiz- 

ing commercials  was  so  nominal  that  it 

is  hardlv  worth  mentioning.  This 

would  certainh  not  be  possible  on  l\ 
and  would  require  complete  new  plates 

in  publication  advertising. 

The  flexibilitv  afforded  by  the  com- 
bination of  spot  radio  and  transcrip- 

tion is  valuable  to  Morton  Salt  in  a 

number  of  ways.  First,  local  weather 
and  other  conditions  differ  with  the 

farming  regions.  The  proper  time  to 

push  the  meat-curing  products,  for  ex- 
ample, depends  on  the  time  of  the  year 

animals  were  slaughtered  in  \arious 

areas.  Second,  the  competitive  situa- 
tion differs  with  each  market.    In  some 

regions  Morton,  whose  larm  salts  are 
number  one  nationally,  bucks  strong 

competition  from  local  brands.  Here 
the  commercial  slant  will  tend  to  differ 

from  the  approach  in  other  areas 
where  Morton  has  mainly  a  product 
education  job  to  do. 

Commercials  are  always  of  a  low- 

pressure  "service"  t>pe.  fitting  in  with 
the  desire  of  farm  and  rural  people 

to  be  given  tangible  facts  rather  than 
generalities.  Morton  farm  products 

are  important  in  feeding  livestock,  in 

preserving  food  for  the  family.  They're sold  therefore  with  information  as  to 

how  to  make  the  most  of  their  useful- 

ness so  as  to  find  sympathetic  atten- 
tion. In  selling  table  salt,  the  historic 

"when  it  rains,  it  pours"  slogan  is 
stressed. 

There  are  four  commercials  in  each 

half-hour  show,  rotating  between  the 

three  products.  An  offer  of  literature 
is  made  each  week  and  whichever 

product  is  connected  with  the  offer 

gets  the  fourth  commercial.  Over  50,- 
000  pieces  of  literature  were  mailed 
out  in  the  '52-'53  season  as  a  direct 
result  of  the  requests  pulled  in  bv  the 

program. 
As  a  check  on  the  quality  of  the 

listeners.  Morton  made  an  offer  of 

words  to  a  song  on  several  of  its  pro- 

grams during  the  "51-"52  season.  The 
compan)  wanted  to  determine  whether 

what  it  considers  the  "influence  group" 
was  listening.  The  response  to  this 

one  offer  ran  upwards  of  10.000 — 

about  half  of  which  was  on  "letter 
head  stationery.  In  addition  to  this 

about  250-500  requests  were  received 

weekly  for  copies  of  the  "salute."  No offer  was  ever  made  on  this  item. 

In  the  past  season  the  program's ratings  and  mail  pull  have  been  up  in 

every  TV  market  where  it  is  carried 
with  the  exception  of  one  Midwestern 

city.  Here,  however,  a  big  adjustment 
was  made  in  nighttime  rates  which 
Bob  Long  felt  compensated  adequate!) 
for  the  decline. 

In  several  markets  the  show  was 

switched  from  daytime  to  nighttime 
this  season.  Ratings  went  up  in  each 

case.  Here  are  the  figures  for  one  of 

these  markets.  Minneapolis.  "We  had 
been  on  WCCO  daytime  Sunday  morn- 

ings," savs  Long.  "We  switched  to  Fri- 

daj  night.  Class  "A."  Our  ratings 
more  than  doubled,  going  from  3.0  to 
about  7.  Our  costs  approximate!) 

doubled;  our  mail  more  than  doubled. 

We  feel  that  with  more  people  listen- 
in";  oer  set  in  the  evening,  we  undouht- 
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WPlZ^i 
PHILADELPHIA 

\)\  late  summer,  .1  rating  point  on  \\  I' I  /  will 
mean  more  Foi  advertisers  than  evei  bel 

am    Philadelphia  station! 

WPTZ's  upcoming  coverage  increase  will 
bring  an  area  gain  ol  60%,  and  .1  popul 
gain  ol  more  than  25%.  Cities  such  as  Mien 

town,  Reading,  Bethlehem,  I  renton  and  Wil 
mington..  already  looking  to  WPTZ  For  the 

lust  l\  .  .  soon  will  hi'  getting  .1  signal  as 
strong  and  clear  as  that  received  wulnn  .1  lew 
miles  ol  the  WPTZ  transmitter.  WPTZ  will 

continue  to  delivei  the  besl  signal  to  the  largest 

number  of  people  over  the  largest 

Be  sure  to  get  this  important   plus  in  your 

Philadelphia  market  coverage!  lor  availabilities, 
>;et  in  touch  with  WPTZ  or  \BC  Spot  S.iles. 

(5)    WESTINGHOUSE 
RADIO     STATIONS     Inc 

WBZ      •       WBZA       •       KYW      •       KDKA 

W0W0     ♦      KEX      •     WBZ-TV      •      WPTZ 

TO    BRING 

ITS   STRONG,  CLEAR   PICTURE  TO 

6'i  million  people 
IN   AN   AREA   OF 

OVER    15,000   SQUARE   MILES 

10  AUGUST  1953 
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edly  gained  a  good  deal  in  terms  of 

cost-per-1,000  people  reached.  It's  im- 
portant to  us  that  we  reach  both  the 

man  and  the  wife  in  a  household  which 

we're  more  apt  to  do  at  night.  The 
reason  for  this  is  that  our  products 

are  bought  by  both." Morton  Salt  likes  nighttime  radio 

for  other  reasons  than  the  higher  rat- 

inns  and  greater  number  of  listeners- 

per-set  delivered.  It's  also  sensitive  to 
the  fact  that  its  audience  is  more  re- 

laxed and  receptive  to  commercials  at 
night.  During  the  day.  says  Bob  Long. 
the  farm  listener  is  anxious  to  hear 

weather  and  crop  news.  At  night  he 
listens  with  his  wife  to  be  entertained 

and  is  more  apt  to  absorb  the  com- 
mercial message  if  it  is  presented  in 

an  informative,  low-key  manner. 
The  show  is  aired  on  a  spot  basis 

despite  the  fact  that  it  might  be  possi- 
ble to  save  money  on  a  network.  The 

previously  referred  to  factor  of  com- 
mercial flexibility  is  one  of  the  plusses 

Morton  feels  justifies  the  higher  cost. 

Another  important  plus  is  merchandis- 
ing by  each  of  the  stations  which  it  s 

felt  would  not  be  matched  by  a  net- 
work. 

Merchandising   support    for    Morton 

are  we  happij  7 

SERVING  300.000 

LATIN-AMERICANS!! 

THE  MIGHTY  "  M  I  K  E  '  '  OF SAN  ANTONIO 

250,000  Milliwatts 

Ikiiww 
National   Time   Sales 

includes  ear  cards,  outdoor  billboards, 

store  displays,  calls  on  dealers.  In  one 
area  all  the  express  trucks  were  lined 

tip  to  carry  signs.  Bob  Long  says  en- 

thusiastically,  "If  you  were  to  boil 
down  this  effort  as  compared  to  time 

cost,  you  could  state  that  Morton  was 
given  merchandising  and  promotional 
effort  in  a  \er\  high  dollar  ratio  to 

time  purchased.  Whether  stations  have 

done  this  tvpe  of  job  on  other  pro- 
grams. I  do  not  know,  but  as  far  as 

the  Morton  show  is  concerned,  the) 

certainly  went  all  out.'' Morton  farm  salt  products  started 
in  radio  back  in  1949  with  a  test  cam- 

paign on  three  stations.  The  show  was 
called  Visitin  Time  but  the  format 

differed  from  today's  variety  slant,  em- 
phasis then  being  on  hillbilly.  When 

the  program  was  changed  to  its  present 
format,  the  table  salt  division  of  the 

company  via  Needham,  Louis  &  Bror- 
by  became  interested  and  joined  in 
sponsorship. 

•  •  • 

MARKET  DIFFERENCES 

[Continued  from  page  37) 

What  causes  variations  between  mar- 
kets? Answer:  a  variety  of  factors, 

ranging  from  physical  characteristics 
inherent  to  a  particular  region,  to  the 
circumstance  of  a  time  lag. 

San  Francisco:  Bay  Area  residents, 

for  example,  arise  when  the  cock  crows 
not  because  they  differ  psychologically 

from  the  majority  of  this  country's 
sleep-loving  population,  but  because  of 
the  three-hour  discrepancy  between 
Eastern  Standard  and  Pacific  Standard 

times. 

Approximately  1,600  U.  S.  branch 
offices  (mainly  of  Eastern  firms)  are 
located  in  San  Francisco.  These  offices 

employ  over  25,000  people.  Main  of 
these  firms  open  their  doors  between 
7:00  and  7:30  a.m.  to  maintain  close 

liaison  with  parent   firms  in   East. 
Non-Eastern  affiliates,  in  chain  re- 

action fashion,  decree  early  hours  to 

keep  pace  with  the  branch  offices. 
The  KCBS  report  points  out  that 

almost  two-thirds  of  Bay  Area  families 
live  in  the  suburbs,  work  in  San  Fran- 

cisco; that  they  average  about  40  min- 
utes traveling  time  to  gel  to  work.  The 

typical  Bay  Area  employee  is  up  at 
about  6:00  a.m.,  is  a  potential  radio 
listener  from  then  on. 

Detroit:  On  the  odier  hand,  Detroit  is 

a  fully  industrialized  automotive  and 

manufacturing  center.  Its  unique  work- 
day timetable  is  a  direct  outgrowth  of 

the  swing-shift  setup. 

According  to  WWJ.  179.000  workers 

are  getting  up  and  preparing  for  work 
between  12  noon  and  2:30  p.m.  each 

day.  Some  50.000  swing-shift  workers 
start  their  day  at  9:30  p.m.,  report  to 

the  factory  at  11:30  p.m.  These  two 

groups  are  available  as  radio  listeners 
in  the  late  mornings,  early  evenings, 

and  in  the  post-midnight  hours  while 
they  are  on  the  job. 

Philadelphia:  Although  this  is  a 

staid  community  dating  back  to  coloni- 

al times,  Philadelphia  isn't  standing 
still.  Large  industrial  plants  like  U.  S. 
Steel  have  recently  moved  in  to  the 

Delaware  Valley,  have  brought  workers 
w  ith  them  and  attracted  new  employees. 

Between  1940  and  1950,  population 
in  the  Philadelphia  area  increased 

14.7%  as  against  the  average  gain  of 
10.3/J  for  21  states  in  the  Northeast. 

WCALT  points  out.  Estimates  for  the 

1950-'60  period  are  for  a  further  in- 
crease of  20-25'f  in  Delaware  Vallev 

population. Cedar  Rapids:  Most  residents  of  this 

Iowa  farm  community  and  others  like 

it  get  agricultural  education,  communi- 

ty farm  news  via  radio.  The  medium's 
hold  on  the  population,  therefore,  is  a 
strong  one. 

WMT,  Cedar  Rapids,  like  other  farm 
area  stations,  slants  its  programing  to 

the  needs,  interests  of  the  farm  popu- 
lation, has  a  total  of  34  farm  programs 

per  week:  weekday  schedules  include 

four  early-morning  shows,  two  noon- 
hour  farm  programs.  On  Saturdavs. 

there's  an  additional  show  at  8:30 

p.m.,  and  there  are  three  farm  pro- 
grams on  Sundays. 

Miami;  Like  other  beach,  lake,  and 

mountain  resort  areas,  Miami  is  inun- 

dated by  hordes  of  vacationers  each 

year.  These  tourists  are  generally  free 
with  their  money,  often  spend  more  in 

few  months  than  the  area's  resident- 
do  in  a  year.  Main  vacationers  listen 
to  portables  out  of  doors,  wont  show 

up  on  area's  ratings. 
The  above  examples  represent  onlj 

five  ways  that  markets  can  vary.  Actu- 
ally, each  iit\  in  the  I  nited  States  has 

its  own  living  patterns,  physical  char- 
acteristics, industrial  patterns,  and 

other  important  attributes  that  are  dis- 
tinctly its  own.  *  *  * 
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GHUCHTS  OF  LIFE'S  4-media  study  and  what  air  experts  say  about  it 

IT  LIFE  JTUOT  MPOTTS  AIR  SWRTS  MY 

mi  sponsors  should  know  nlioiii 
I.IITs  new  l-uii'iliii  sliidv 
\\r   ••\p«Tl«   »lnl«-    I  II  I     olurki'il  rurrik  i  >■  iis  latsr.    II.  r«    I 
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The  New  York  Times 

wasn't  enthusiastic . . . 
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Advertising 
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so  was  Bill  Hunt's 

"Inside  Advertising". . . 
INSIDE  ADVERTISING 
VOL.  IV   NUMBER  ?6 

-3- July   1,    1953 

S PONSOR,   THE   RADIO   AND   TV    MAOAZIffF.    Tl US   WEEK 
QUOTES  TWEnTY-I^UR  LEAP TWO  RESEARCHERS  tt  SIKM 
THAT  LTPE  HAqASTWE'5  KEV  flMJR-MEMA  STUPy .  C6ST- 

HB  AT  LEAST  W^ooo  STACKED  THE  CARPS  In*  ITS PAV6R  AflAIMST  RAdTo  AMP  TELEVISION.     The  ah 
perts   stated TTTH 

dor ToTTc 

1.  LIFE  sought   to  compare   the   audience   of  the 
entire   Issue  with   the   total   listeners      of  one 

radio  and    tv    program.      "This,      CBS-Radlo'a   re- 
search director,    HARPER  CARRAINE,    pointed   out, 

"la   like  comparing  a  house  with  a  room." 

2.  LIFE  sought   to   leave   the    Impression  with 
the   advertiser,    through   Its   charts,    that   he   can 
reach  all   of  LIFE'S  60  million  readers   of  six 
Issues    Just   as   easily  as   he   can  reach  all   the 
listeners  or  viewers  of  one   program. 

3.  LIFE  added   up   Its   audiences   for  one   to  six 
Issues  but  averaged    those    for   the   top  four 
radio  shows   and   the    top  five    tv  shows    In   pro- 

motion charts   Issued   to  the    press   to   Illustrate 
the   study.     This  down-rated   radio  and   tv  and 
will  be   corrected   In   the   official   PIB  report, 
to  be    published   by   the   end  of  August. 

NATIONAL    BROADCAST! XG    I  0 M  r  K N Y    i  n c 

RCARuiMing  (id.li..Cil\   VkV.ri.'OV  ^ 
IUK    H      FINflHRIRr.R      JR  Cltctl         III 

Dear  Norm: 
July  2.    1953 

That  was  quite  a  job  Sponsor  did  on 

LIFE'S  new  4-media  study.     I  think  all  of  us  in 
broadcasting  owe  you  a  vote  of  thanks  for  taking 
up  the  cudgels  so  tellingly  and  so  effectively. 
It  is  this  kind  of  awareness  which  we  need  so 

much  in  these  days  of  strong  competition. 

My  congratulations  to  Ray  Lapica  who  did  a 
thorough  and  comprehensive  job.     And  by  the  way. 
his  media  evaluation  series  has  been  tops. 

Sincerely 

&L^ 

and  John  Kami... 

CBS  RADIO 
.  .  .  ..  . 

-.*—  July  10,   m> 

Mr.    Norean  P..   Glenn 

Sponsor  Hafatlna 
510  Nadiaon  Aaaoua 
■aw  Tork  22,  lav  Tork 

Paar  Horn: 

I   nr*"''.)    tpfMOlBta  your  nota  of  July  7  and  your  coaBanti 

4  our  letlar  on  thf  LIFT  itudy.     Kara  again  cong ratulatlona 

should  go  to  Caorga  Brlatol. 

I  aa  rary  such  aware  of  tha  out a tending  Job  which  your  publication 

la  doing  for  our  sadluB,   and  bellrre  xa  w»  graatly  appraelr  I  ■ 

Klodast  personal   regards, 

and,  like  Ray  Weber 
of  Swift . . . 

Swi filC 
nmpany 

ii  s  i  n  * <inrk    \ 

*  r  n  s-    . 

n  h  i  r  u.  n   q 
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"u 
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Dear  Mr. 
Clenn: 

Hurray 

for   Sponsor   and   Ray Lapica 

and   your analysis of  Life 
s  hysterical 
Yours  very 

Q    u  t 

T             II  '   I 
AdvWrtls'.if 

"research. " 

truly, 

Manager 

...many  many  others! 

I'J     D 
TV         ADVERTISERS USE 



Start  of  a  great  advertising  campaign 

YOUNG  &  RUBICAM,  INC.  WrXi*, 

Right  you  are,  Y&R! 

And,  gentle  time-buyer,  when  you 
throw  away  the  old  book,  be  sure 

you  have  the  new  one  on  hand. 

It's  the  new  Westinghouse  Radio 
Stations  manual.  At  a  glance,  it 

shows  you  time  rates,  frequency 

discounts  and  general  information 

on  all  Westinghouse  stations.  And 

it  gives  full  information  on  Group 

Station  Plans  .  .  budget-stretching 

plans  that  now  cover  both  pro- 

grams and  spots.  If  you  haven't  a 
copy  of  this  new  manual,  see 

Free  &  Peters. 

WESTINGHOU 
RADIO  STATIONS 

WBZ  -  WBZA  •  KYW  -  KDKA 

WOWO-KEX.WBZ-TV-WPTZ 
National  Representatives,  Free  &  Peters. 

except  for  TV;  for  WBZ-TV  and  WPTZ. 
NBC  Spot  Sales 

3 

TV  COMMERCIALS 
{Continued  from  page  33) 

When  analyzing  the  "reasons  why" 

respondents  like  their  "favorite"  com- mercials, it  is  found  that  31.46%  like 

them  because  they  are  "cute,  clever,  en- 

tertaining;" 20.12'  'c  "like  announ- 

cer (s)  ;"  11.15%  "like  musical  ap- 
proach;" 8.67%  find  them  "unique, 

different;"  8.05%  find  them  "informa- 

tive;" 1.14%  enjoy  "humorous,  car- 

loon-type  (animated)"  commercials: 
and  7.12%  like  the  "integrated  or  in- 

corporated form"  of  commercial  pre- sentation. 

As  might  be  expected,  there  is  a 

tendency  for  respondents  to  name  as 

their  favorite  commercials  those  ap- 
pearing on  their  favorite  programs. 

When  respondents  were  asked  their 
opinions  of  commercials  appearing  on 
their  favorite  programs.  70.24%  said 

they  "like"  the  commercials.  21.18'  < 
were  "neutral,"  and  only  8.58%  ex- 

pressed "dislike"  for  them. 
These  results  are  in  sharp  contrast 

to  respondents'  opinions  of  commer- 
cials appearing  on  their  least-liked 

programs.  Only  26.11%  responded 

favorably  to  the  commercials,  41.15'  '< were  neutral,  and  32.74%  reported  a 
dislike  for  them. 

Almost  half  (49.35%  )  of  those  who 

recalled  spot  announcements  said  they 
like  the  commercials.  29.44%  were 

neutral,  and  21.21%  dislike  them. 

These  results  give  credence  to  the 

theory  that  "pleasant"  advertisements 
are  best  remembered:  48.9%  respond- 

ed that  they  would  definitely  buy  the 

brands  advertised  on  the  "favorite' 
program  on  television. 

Why  television  commercials  are 

tlisliked:  Only  one  commercial  stood 

out  significantly  as  "least-liked;"  9.4% 
of  those  responding  to  the  questionnaire 
named  a  beer  commercial  as  the  most 
disliked. 

Sixty  percent  of  those  naming  this 
beer  commercial  as  their  least-liked 

commercial  said  they  "dislike  an- 
nouncer;" 15%  find  the  commercial 

"loo  repetitious;"  and  10%  claimed 

it  is  in  "bad  taste." 
Commercials  are  disliked  for  many 

reasons,  chieflv :  "dislike  announ- 
cer (si  ."  23.47% ;  "bad  taste,"  20.66'  I  : 

"loo  lengthy,"  16.43%r;  "too  repeti- 

tious.'" 13.15%  :  "irritating."  11.27'  r  : 
"foolish  and/or  false  claims,"  9.39'  <  : 
and  "uninteresting,  boring."  7.98%  . 

Attitudes  totcard  television  com- 
mercials in  general:  When  asked 

to  select  from  a  list  of  five  the  opin- 
ion (s)  most  nearly  expressing  their 

attitudes  toward  television  commercials 

in  general,  nearly  half  (49.5%)  re- 

sponded, "Television  advertising  is 
O.K.  as  is;  leave  it  alone."  At  the 

other  extreme,  only  3%  said  that  "all 
advertising  should  be  removed  from 

television."  These  figures  indicate  a 
general  acceptance  of  television  adver- 

tising and  suggest  a  general  high  level 
of  advertising:  this  is  not  to  imply  that 

improvements  are  not  desired — for 
47.5%    urged  some  renovation. 

"The  industn  under  its  new  code 

should  control  more  closely  what  is 
said  and  shown  over  television  com- 

mercials," said  23.25%  ;  only  5.25% 

feel  that  "the  government  should  con- 
trol more  closely  what  is  said  and 

shown    over    television    commercials." 

Fifty-three  (  13.25%  I  respondents 

urged  the  "removal  of  advertising  of 

certain  types  of  products"  from  tele- 
vision. Of  this  group  79.2%  want  all 

beer  and  wine  advertising  removed 

from  television;  22.6%  ask  for  the  re- 
moval of  cigarette  advertising;  and 

7.5%  oppose  the  advertising  over  tele- 
vision of  medicinal  products. 

"Qther"  opinions  expressed  were 
that  television  commercials  should  be 

shortened  in  length;  television  adver- 

tisers should  be  prohibited  from  break- 

ing into  the  middle  of  a  telecast  (es- 
pecially dramatic  plays  I  with  a  sales 

message;  the  amount  of  beer.  wine, 

and  cigarette  advertising  should  be  re- 

duced significantly:  television  com- 
mercials should  be  limited  to  a  brief 

statement  of  sponsorship  appearing  at 

the  beginning  and/or  end  of  program. 
It  is  interesting  to  note  that  upper 

income  respondents  (Income  "A"  I tend  to  be  more  critical  of  television 

advertising  than  do  those  in  other  in- 

come groups.  Only  36.9%  of  the  In- 
come "A"  interviewees  consider  tele- 

vision advertising  "O.K.  as  is.  .  ." 
whereas  52.8%  of  the  other  respon- 

dents were  satisfied  with  television  ad- 

vertising "as  is." 
The  more  one  views  television  per 

day,  the  more  tolerant  one  becomes  of 
television  advertising  in  general.  This 
conclusion  is  borne  out  by  the  results 

of  this  study  in  which  it  was  found  that 
60.63  %  of  those  respondents  who 

viewed  television  "more  than  four 

hours  yesterday"  consider  television 

advertising  in  general  "O.K.  as  is." This   compares    with    but    44.32%    of 
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sell  'em  country  style! 
While  Dallas  may  reign  as  the 

Southwest's  center  of  culture,  Sat- 

urday nights  the  "white-tie  set" dons  sports  shirts  and  joins  the 
masses  to  seek  entertainment  on 
another  level,  and  finds  it  in  the 

hilarity  and  simple  honesty  of  the 

Shindig's  country  music. 

WFAA's  Saturday  Nite  Shindig  is  country 
music  at  its  biggest  and  best.  Fifty  folk  art- 

ists (many  are  recording  stars),  several 
comics,  four  bands,  feature  acts  and  guest 

stars  congregate  for  a  four-hour  frolic.  Folks 
Hock  from  towns  around  to  join  in  the  foot- 

pattin'  fun  —  a  big,  paid  audience  that  threat- 
ens to  outgrow  the  Shindig's  summer  location at  the  State  Fair  bandshell. 

On  the  air  it's  the  same  story—  multiplied 
by  the  bigness  of  the  Southwest.  Warming  up 
on  WFAA-570,  the  Shindig  switches  to  big 
WFAA-820  (rated  by  SAM  among  the  top 
most-listened-to  stations  in  the  nation)  — 
gaining  in  tempo  and  audience  as  these  coun- 

try music  makers  with  native  showmanship 
take  it  away  from  one  another  without  a  cur- 

tain. It's  fast-paced  radio  —  from  eight  to 
midnight  —  and  the  ringing  applause  of  the 

Shindig's  unseen  audience  across  four  states 
frequently  jams  the  wires  with  calls  for  favor- 

ites 'til  the  last  song's  sung. 

The  Shindiggers'  way  with  a  song  or  a  com- 

mercial is  catching  as  laughter.  And  if  you'd 
in  feet  the  mass  millions  of  this  big,  rich 
WFAA  market  with  your  story,  the  way  to  do 

it  is  sell  'em  country  style  —  thev'll  love  it! 

The  Saturday  Nite  SHINDIG 
SHOW    AND    BROADCAST   OF... 

8201A/FAA570 
1.000  WATTS   ̂   ̂   ^T^^^^^^SOOO  WATTS 

DALLAS 

EDWARD  PETRY  &  CO     NATIONAL   REPRESENTATIVES      •      AlEX   KEESE    S'o'on    Monog»'      •      RADIO    SERVICE    O'     THE    DAUAS    MORNING    NEWS 

10  AUGUST  1953 

123 



those  who  viewed  television  "four 

hours  or  less  yesterday"  who  opinerl 
that  television  advertising  is  satisfac- 

tory   as  it  is. 
A  somewhat  less  significant  trend 

was  noted  when  comparing  respondents 
of  different  age  levels.  The  older  the 

i*  spondent.  the  more  tolerant  of  tele- 
vision  advertising  he  tends  to  become; 

43.669?  of  those  under  35  said  tele- 

vision advertising  is  "O.K.  as  is," 
whereas  5<!.!!7'<  of  those  45  and  over 
responded  similarly. 

\n  hypothesis  was  presented  before 
the  results  of  this  studv  had  been  tabu- 

lated that  respondents  with  children 

would  more  likeh  favor  the  "removal 
id  advertising  of  certain  products  I  beer, 
wine,  cigarettes,  and  the  like  l  than 

would  those  respondents  without  chil- 
dren. This  assumption  was  not  sub- 

stantiated bj  this  study;  in  fact,  it  was 

found  that  12.81 '  <  of  those  respon- 

dents with  children  favor  the  "removal 

of  advertising  of  certain  products," 
while  L3.9295  of  those  without  children 
hold  the  same  opinion.  However, 
another  survey  indicated  that  teenagers 

didn't  think  too  highly  of  the  adver- 
tising of  some  of  these  products. 

4th  of  a  series 

IN  MIAMI'S  TV  MARKET 

V       Now  26th  among  the  nation's 
metropolitan  retail  areas. 

The  South's  fastest-growing 
market  includes  825,000  per- 

manent year  'round  residents 
spending  $56,000,000. 

FOR  HOME  FURNISHINGS* 
FOR  THE  ENTIRE  AMAZING  SOUTH  FLORIDA  TV  SALES 

STORY   CALL   YOUR   FREE   &   PETERS   COLONEL   TODAY 

uunfrfZ 
▼▼    1  WW  MIAMI 

*  FIRST  RESEARCH   CORP.   of  Florida 

Now  Under  Construction  —  1000  FT. 
ANTENNA  —  100.000  WATTS 

Misleading  (derision  comnier* 

rials:  When  asked  to  recall  "mislead- 

ing or  deceiving"  television  advertise- 
ments. 138  or  34.5'  <  were  able  to  re- 

spond with  specific  examples.  Manx 
others  said  they  knew  they  had  seen 

misleading  commercials,  but  that  thev 

could  recall  none  offhand.  This  per- 
centage represents  a  relatively  large 

segment  of  the  televiewing  audience — 
and  its  magnitude  should  serve  as  a 

warning  to  television  advertisers.  For 
sales  messages  that  are  unbelievable 

are  relatively  weak  in  effecting  sales. 

Over  two-fifths  of  this  group  I  41.3' .'  I 
mentioned  "cigarette  advertising  in 

general,"  as  unbelievable.  It  is  ap- 
parent that  cigarette  advertising  is  re- 

sponsible for  a  great  deal  of  "unbe- 
lievabilit)      in   television   advertising. 

This  conclusion  presents  dangerous 

implications — for  if  a  televiewer  be- 
comes convinced  that  cigarette  adver- 

tising is  "misleading  or  deceiving," 
he  likely  will  generalize  and  condemn 

al!  television  advertising  as  "unbeliev- 

able.""* 

\ttentiwness  to  t  I'll' vision  com- 

mercials: Obviously,  if  the  televiewer- 
fails  to  give  attention  to  commercials, 
he  will  likewise  fail  to  absorb  the 

sales  message.  A  commercial  is  effec- 
tive only  in  so  far  as  it  is  viewed. 

Somewhat  comforting  to  advertisers 

might  be  the  results  of  this  study  which 

show  that  only  6.25 'r  said  they  ''turn 
their  attention  away"  from  television 

commercials  "always."  It  was  further 

found  that  19.5'  <  "usually"'  fail  to  view 

commercials:  41.25'  '<  "sometimes;" 

18  ft    "seldom ;""  and  15',    "never." 

Even  though  0.25' <  responded  "al- 
ways," manv  of  this  group  were  able 

to  recall  "favorite."'  "least-liked,"  and/ 
or  "spot"  commercials.  This  incon- 

sistency leads  to  a  conclusion  that  the 

group  of  televiewers  who  actually  n<\  ei 
watch  nor  listen  to  commercials  is  ex- 

treme!)  small. 

Of  course,  as  advertisers  improve  the 

quality  of  presentation  of  their  com- 
mercials and  increase  the  believability 

of  their  sales  message^.  \  iewers  tend  to 
become  more  attentive. 

informative  media:  \n  important 

purpose  of  advertising  is  to  present  to 
potential  customers  information  helpful 

in  buying.  It  is  therefore  important 
to   the  advertiser  to  know  how    effec- 
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ORDER    YOUR 

supply  of  the  16-l)(ige 

RADIO  BASICS Featured  in  1953 

Fall  Facts  Issue 

at  these  special  low  quantity  rates: 

¥  100  Copies  or  more   15c  each 

¥  25  or  more  copies   20c  each 

*  Single  copy   30c  each 

Note:  Agencies,  advertisers  and  stations  bought  30,000  reprints  of   1952  Radio  Basics. 

Write  to: 

SPONSOR  SERVICES   Inc. 
40   EAST  49TH   STREET,   NEW   YORK   17,   N.   Y. 
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Landmarks  in  history  .  .  and 

landSdles 
in  s The  Nation's  Capital is  famous  for  both. 

The  National  Gallery  of  Art  is  the 

place  to  look  for  landmarks  in  art 

history  .  .  .  but  if  it's  culinary  art 

you're  interested  in,  try  some  par- 

ticipations on  WNBWs  "Mar- 
garet's Kitchen."  Every  weekday 

morning  Margaret  Matthews  puts 
women  in  the  mood  for  buying 

food  products  and  services  .  .  .  * 
in  a  city  which  spends 

almost  $1200  per  family 

in  food  stores  annually- 

NBC   in   Washington 

CHANNEL    4 

Represented  by  NBC  Spot  Sales 

lively  each  of  the  various  media  is  ac- 
complishing this  purpose.  Television 

offers  the  advertiser  probably  the  finest 
tool  available  with  which  to  carve  an 

informative  commercial,  chiefly  be- 

cause of  its  unique  ability  to  demon- 
strate. 

In  this  study  47.75%  of  the  respon- 
dents named  television  as  the  medium 

"giving  the  most  information  helpful 
in  buying  nationally-advertised  prod- 

ucts. (This  excludes  advertising  of 
local  brands,  stores,  and  services.  I 

This  question  was  preceded  in  the 

questionnaire  by  numerous  other  in- 
terrogations concerning  television  ex- 

clusively. A  bias  in  favor  of  television 

responses  is  apparent:  however,  the 

percentage  differences  between  tele- 
vision and  the  various  other  media  are 

great  enough  to  be  significant. 
A  smaller  proportion  of  those  in  the 

upper  income  group  (Income  "A") consider  television  the  most  informa- 

tive medium  than  do  those  respondents 

in  other  income  groups.  Whereas  onlv 

35.71%    of   Income   "A"    respondents 

'*Where  in  the  history  of  advertising  is 
there  a  more  important  wedding  of  the 
art  director  and  the  writer  than  in  tele- 

vision? In  this  medium  certainly  is  the 

big  payoff  for  the  artist-writer  breed. 
The  whole  future  of  television  commer- 

cials lies  in  our  ability  to  wash  out  early 
mistakes  in  believing  a  radio  writer  with 
a  story  board  sketch  man  pinned  to  his 
lapel  was  the  answer!" 

JOHN  H.  TINKER  JR. 
Creative    Director 
McCann-Erickson,  Inc. 

•         ••••••• 

named  television  as  the  most  informa- 

tive medium,  50.95%  of  the  other  in- 
terviewees consider  television  tops  in 

this  respect. 

The  more  one  views  television  per 

day,  the  more  impressive  television 
looms  as  an  informative  advertising 

medium.  This  conclusion  is  substan- 
tiated by  the  results  of  this  study  in 

which  it  was  found  that  whereas  only 

31.07%  of  those  who  viewed  television 

"one  hour  or  less  yesterday"  consider 
television  the  most  informative  medi- 

um, 62.2 r<  of  those  who  viewed  "more 

than  four  hours  yesterday"  named  tele- 
vision "most  informative. 

Audience  approval  and  acceptance 
are  essential  if  the  commercial  is  to  sell. 

It  is  believed  that  this  factor  will  be- 

come more  important  as  television 

grows  in  importance  as  an  advertising 
medium.  Further  research  of  a  long- 

range  character  is  needed.  *  *  + 
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According  to  FCC  curves,  WAVE-TV 

now  effectively  reaches  tS'5.5fj  more 
square  milts  than  previously  .  •  . 
54*6%  more  people  .  .  ,  51.5% 

more  Effective  Buying  Income  — . 
gives  you  far  greater  coverage  than 
any   other   TV   station   in  this   area! 

HEIGHT 
COUNTS  MOST! 

WAVE-TV's  Far   Higher  Tower 
Increases  Area   Coverage 

By   85.5%! 

~  Seeing  $4  SettevtHf/  " 
In  television,  Tower  Height  is  of  course  far 

man.  important  than  any  other  factor  in  "reach- 
ing out  to  fringe  TV  areas.  I. on  (  humid  is 

next  most  important,  and  Power  is  third. 

WAV!  IV  is  now  operating  from 

a  new  600-foot  tower,  located  on  top 

a  985-foot  hill,  giving  an  over-all 
height  of  1585  feet  above  sea  level. 
In  additiofi,  \\  \\  I  IV  is  now 

telecasting  on  Channel  3  (instead  of 

Channel  5),  and  with  100,000  watts 

of  radiated  power,  instead  of  24,000. 

100,000  watts  at  our  new  fower  height 

and  lower  channel  is  equivalent  to  600,000 
watts  from  our  old  downtown  tower,  on 
Channel  5! 

Check  these  engineering  facts  against  actual 

coverage  results.  Ask  your  local  distrihutors 

about  WAVE-TV  coverage,  and  about  the  gnat 

WAVE-TV  teleiisimi  market.  It's  actu.illy  far 
greater  than  the  Louisville  Trading  Area  itself! 

LOUISVILLE'S 

WAVE-TV 
FIRST  IN  KENTUCKY 

Affiliated  with   NBC,  ABC,   DUMONT 

Free   &    Peters,    Inc.,   Exclusive   National   Representatives 
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CHRISTAL  STUDY 

i  Continued  from  page  35  i 

N<nk   agencies  as  to  the  value  of  the 
-lud\.     The    most    enthusiastic    of  the 
three    was    the    advertiser.     Here  are 

their  opinions: 

•S7.)  million  advertiser  known  for  his 

keen  interest  in  research:  ikI  think  it's 
quite  exciting.  It  got  some  very  inter- 

esting things  in  it.  These  people  are 

certainly  to  be  congratulated  for  doing 
this  kind  of  work.  Several  things  in 

it  will  definitely  help  advertisers: 

"1.     What    people   are   doing   when 

the)  are  listening.  For  instance,  in  the 

morning.  they're  dressing.  eating 
breakfast,  or  something  like  that.  In 

such  a  case,  you'd  obviously  want  to write  a  different  kind  of  commercial 

than  in  the  evening  when  they  are 

sitting  around  listening  to  radio.  If 
\ou  have  a  complicated  selling  story 

to  tell,  you  won't  choose  a  time  when 
most  of  your  listeners  are  doing  some- 

thing that  ma)  absorb  all  of  their 
attention. 

"2.  How  the  audience  composition 

changes  according  to  the  type  of  pro- 
gram.    If   the   advertiser   knows   what 

STATISTIC 

FROM 

SUM  VI. AMI 

A   $40    (1-time,   Class  A)    minute 

buys  50,581  homes    (RTMA, 

May  1 )  in  32  Iowa,  South  Dakota 

and  Nebraska  counties 

with  $655,999,000 

in  '52  retail  sales. 

Spots   make  sense  in  Sioux   City. 

See  the  Katz  Agency  for 

the  whole  TV  picture. 

mw SIOUX  CITY,  IOWA 

\    Cowles    Television    Station      •      CBS,    NBC,    ABC    &    DuMont 

kind  of  audience  he  wants  to  reach, 

he  now  has  some  more  information  on 

when  it's  available  according  to  pro- 

gram types  —  music,  news,  entertain- 
ment, and  others. 

"3.  Most  exciting  thing  is  the 

thought  of  all  the  additional  informa- 
tion that  can  be  obtained  if  this  sort 

of  thing  is  continued.  The  more  radio 
can  tell  advertisers  about  the  kind  of 

people  it  can  reach,  how  often,  and 
what  these  listeners  are  doing,  the 

more  intelligently  we  can  use  the  me- 
dium and  in  the  long  run  the  more 

radio  time  will  be  sold." This  advertiser  did  not  think  total 

audience  figures  revealed  in  the  study 
were  useful  to  him  for  the  reason  that 

in  buying  he  doesn't  buy  all  of  it — 
just  a  program  or  an  announcement. 

He  agreed,  however,  that  total  audi- 
ence figures  could  be  useful  if  done 

every  year  or  so  to  show  trends  in 
different  cities. 

6*The  American  system  of  broadcasting: 
is  part  and  parcel  of  the  American  way 
of  life,  the  essence  of  which  is  freedom 
tempered  by  a  sense  of  responsibility. 
Broadcasting,  like  the  rest  of  our  in- 

dustry, is  financed  by  private  capital 
that  is  put  to  work  to  earn  a  profit.  If 
we  are  able  to  maintain  and  enlarge  our 
capacity  to  serve  the  public,  the  various 
elements  of  our  broadcasting  structure 

must  be  kept  in  sound  financial  con- 

dition." DAVID    SARNOFF 
Chairman    of   the    Board. 

RCA  &  NBC 

Agency  research  director:  "I  think 
it's  very  interesting.  As  Politz  say  s  in 
the  preliminarv  report,  the  most  signi- 

ficant finding  is  something  we  all 
know:  that  radio  creeps  into  all  the 

crevices;  you're  not  even  aware  its 
doing  it:  it  follows  you  everywhere. 

"Any  medium  to  survive  has  to  pro- 

vide a  service  people  "want.  The  suc- 
cess of  the  advertising  in  it  depends 

on  the  degree  that  the  service  the  me- 
dium offers  is  made  acceptable.  Ad- 

vertising hangs  on  the  coattails  of  the 

service  aspects,  and  this  study  shows 
that  the  coattails  are  long  and  broad 

and   ubiquitous. 
"I  take  issue  with  two  statements 

made  in  the  preliminary  report:  (1) 

That  'radio  emerges  in  this  stud\  as 

an  indispensable  medium.'  The  study 
does  not  necessarily  establish  radio  as 

indispensable — maybe  something  else 
could  replace  it.    But  it  does  establish 
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FOOTE.CONE  &BELDIN
G American  Chicle  Co 

(■  I   >  I  II      I  1)1  I  H  I  I  si  \  I..    I  \  I  . 

one   of   the   most   promotion  - 

minded   stations    In  Texas. 

Earl  M.  Richards,  Foote, 
Cone  &  Belding 

".  .  .  our  sincere  thanks  for 
the  wonderful  cooperation 
.  .  .  R.  L.  Harris  Advertising 
Manager,  American  Chicle 
Company. 

"Once  again  I  want  to  ex- 
press our  appreciation  for 

the  excellent  manner  in 

which  you  have  followed 

through  .  .  ."  Wright  Nodine, 
Geyer   Advertising,    Inc. 

"Effective  Promotion  in- 
cludes: 

•  24  Sheet  Posters  •  Texas 

Size  Post  Cards  •  Newspa- 

per Publicity  and  Ads  •  P. 
O.  P.  Displays  •  Courtesy 
Announcements  •  Sales 

Meetings  •  Promotion  Reports 

effective  promotion 

KROD-TV CHANNEL  4-  •   EL  PASO.  TEXAS 

RODERICK  BROADCASTING  CORP. 
Dorrance  D.  Roderick  Val  Lawrence      Dick  Watts 

Chrm.  of  Board     Pres.  &  Gen.  Mgr.  Sales  Mgr. 
THE  BRANHAM  CO.  NATL  REPRESENTATIVE 

CHANNEL 

KVOSJV 

KVOS 
KPQ 

1000    WATTS 

790   K  C 

5  000    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STATE'
S 

CASH  FARM  INCOME 

radio  as  universal.  (2)  That  'it  has 

unmatched  abilit)  to  penetrate."  This 
is  too  sweeping.  You  ean't  say  un- 

matched unless  you've  measured  other 

media.    This  they  didn't  do. 
"I  also  have  three  questions  to  ask: 

"I.  What  is  meant  h\  listening?" 
I  I'olitz"  answer  to  SPONSOR:  "Audible 
exposure  to  the  medium.  People  were 

asked  questions  like.  "At  an) time  be- 
tween waking  and  breakfast  yesterday, 

did  you  listen  to  or  hear  radio?') 
"2.  Of  the  35$  who  don't  listen  to 

radio  on  an  average  day  and  the  12'  ! 
who  don't  listen  during  the  average 
week,  what  percentage  are  in  I  \ 
homes  and  what  are  in  non-TV  homes? 

"3.  Average  listening  is  just  under 
three  hours  a  day .  What  is  the  break- 

down between  TV  and  non-TV  homes? 

I  don't  mean  to  draw  a  causal  rela- 

tion from  it — just  curious.'"  I  Folitz feels  on  both  these  questions  that  it 

would  have  been  misleading  and  in- 
consistent with  the  survey  objectives 

to  compare  radio's  position  among 
people  with  and  without  TV.  I 

The     agency     researcher's  .conclu- 
lllilllllllllllllllllllllllllllllllllllllllllll      !llllillllilll!lllll!lllllllll!!ini!!llllilll 

For     editorial     on     new     C.hrislal 

study  covered  in   this  article,   see 

page  150. minimi 

sions:  "I'd  rather  have  competitive 
research.  What  do  you  learn  when 

you  have  such  a  study?  It's  good  read- 
ing, very  interesting,  constructive.  But 

it's  hard  to  evaluate  a  study  when  you 

can't  compare  it  with  something  else. 
I  think  the  Life  type  of  study  is  more 

useful."  I  See  "What  you  should  know 

about  Life's  4-media  study,"  sponsor. 
29  June  1953.) 

Leading  agency  timebuyer:  "I  think 
it  s  valuable — just  as  all  research  is. 

But  I  think  it's  fairly  obvious — tells 
me  what  I  already  know,  that  radio  is 

big.  What  it  doesn't  tell  me — what's 
primarily  on  my  mind  these  days — is 
how  the  hell  to  use  radio.  Radio  is  no 

longer  a  mass  medium  in  the  sense  it 

used  to  be.  People  coming  in  on  the 

train  in  the  morning  don't  ask.  'Did 

you  hear  Bob  Hope  last  night?"  Thev talk  about  Lucy.  TV  is  more  of  a 
mass  medium  in  the  sense  of  one  net- 

work properly  reaching  out  and  grab- 
bing huge  audiences.  The  radio  audi- 

ence isn't  concentrated  on  the  big  net- 
work programs  the  way  it  used  to  be. 

The   audience    is    still    there,    but    it's 

spread  all  over.  In  New  York,  for 

example,  it's  listening  to  music  and 
news,  the  Yankee  ball  games,  and  some 
of  it  to  the  network  shows. 

""I  like  the  precedent  these  stations 
are  establishing  in  doing  research  to 

help  radio  instead  of  proving  each 
other  best.  But  I  wish  they  had  come 

up  with  something  a  little  more  defi- 
nite, like  how  the  advertiser  can  reach 

the  radio  audience  better  and  more 

cheaply ." 
A  Christal  station  spokesman  said: 

'"This  <tud\  will  raise  as  many  ques- 
tions as  it  offers  answers.  But  for  the 

first  time  it  gives  the  advertiser  an 

up-to-date  perspective  of  radio  under 
conditions  of  its  toughest  competition. 
If  it  demonstrates  one  thing,  it  is  the 

vitality  of  radio.  How  will  the  adver- 
tiser use  it?  No  two  will  do  so  alike. 

Esso  mav  extract  all  the  data  on  news 

programs.  Cadillac  may  be  interested 
ehieflv  in  the  economic  material — 
when  can  it  reach  those  who  can  afford 

big  cars.  General  Foods  may  care 

mostly  about  the  information  on  house- 
wives. Basic  as  this  stud)  is.  it  should 

give  all  advertisers  and  agencies  a  new 

perspective  on  the  indispensability  of 

radio." 

Here  then  is  an  elaboration  of  10 

basic  findings  of  the  study  extracted 

by  sponsor  from  the  Christal  stations' 

preliminary  report  entitled  "Radio's Place  in  the  Daily  Life  of  the  Ameri- 

can People": 1'  Radio  emerges  in  this  study  as  an 

indispensable  medium  —  important  to 
advertisers  because  it  is  important  to 

people.  This  is  shown  by  the  great 
amount  of  listening  going  on.  by  the 

numerous  reasons  people  give  for  lik- 
ing radio,  and  by  the  fact  that  559? 

or  33.8  million  adults  in  TV  areas 

would  turn  to  radio  to  verify  a  rumor 

of  war.  In  addition,  a  total  of  49' ,. 
or  30.3  million  adults,  look  upon  radio 

as  a  "necessity.  "  I  Five  percent  actu- 

ally said  they  "couldn't  be  without  it: 
everyone  has  one:  part  of  living.  I 
2.  In  TV  areas  of  the  L  .  S.  virtually 

all  the  people  use  radio.  On  the  aver- 
age dav.  two  out  of  three  adults  in 

these  areas  listen  to  radio.  During 

the  average  week,  almost  nine  out  of 

10  people  in  the  adult  population  are 
included    in    radios   audience. 

Of  the  adult  population  of  61.6  mil- 
lion in  the  TV  survey  area,  58.2  mil- 
lion or  95 '  '<  have  one  or  more  radio 

sets  in  working  order.  32 %  have  two 

radios,  and  23fr  have  three  to  seven radios. 
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YOU  MIGHT  GET  A  12  8 

BLACK  MARLIN  - 

r  r 

BUT... 

YOU  NEED  THE 

FETZER  STATIONS 

TO  LAND  BUSINESS 

IN  WESTERN  MICHIGAN! 

WKZO-WJEF  RADIO 

WhlZO.  Kalamazoo  and  WJEF,  (,rand  Rapids, 

rank  high  anion"  America's  most  attractive  radio 
buys.  According  to  March.  1953  Nielsen  figures, 

\S  KZ()-\*  JEF  have  a  12-county  radio  audience  of 
151,050  daytime  homes.  130.550  nighttime 

homes.  February.  1953  I'ulse  figures  for  Ralama- 
fcoo-Grand  Rapids  credit  WKZO-WJEF  with  more 
than  40%  of  the  radio  audience,  morning,  after- 

noon and  night!  The  next-best  two-station  com- 

bination in  these  two  cities  gets  only  24( ,  .  20% 
and   29%   yet   costs   about    14^    more! 

WKZO-TV     (80,000     WATTS     VIDEO— 40,000     AUDIO 

WKZO-TV,  Channel  3,  is  the  Official   Basic  I  BS 
television  Outlet  for  Kalamazoo-Grand  Rapid   

the  nation's  23rd  television  market.  Latest  Nielsen 
and  Pulse  figures  prove  that  ̂   h/.O-I  \  i»  the  over- 

whelming favorite  in  more  than  300.000  Western 
Michigan  and  Northern  Indiana  television  homes. 
The  Vpril.  1953  Videodex  Report,  for  example, 

credits  WkZO-T\  with  107. '.i' ,  more  afternoon 
viewer*  than  the  next  station — IttH.t',  more  eve- 

ning vieners! 
Gel  ;d'  the  Fetzer  facts,  and  be  convinced! 

*/n  7926  Laurie  Mitchell  got  one  tliis  long,  weighing  976  pounds,  in  lla\   of  Islands,   Vetc  Zealand, 

77T? WKZO-TV 
fa*  in  GRAND  RAPIDS  trf*  m  WESTERN  MICHIGAN    ^4 1  KALAMAZOO 

and  KENT  COUNTY  AMD  NORTHERN  INDIANA 

(CBS  RADIO) (CBS  RADIO} 

ALL  THREE  OWNED  AND  OPERATED  Br 

FETZER  BROADCASTING   COMPANY 
AVERY-KNODEL,    INC.,    EXCLUSIVE      NATIONAL    REPRESENTATIVES 



■i-    Radio  is  a  universal  medium.     Its 

appeal  <ul-  a<  ios>  all  economic,  educa- 
tional levels.  It  has  unmatched  ability 

to  penetrate — to  reach  people  wher- 
ever the)  are.  Set  ownership  is  highest 

in  the  upper  economic  level  i  99',  I. 
Bui  even  in  the  lowest  economic 

groups,  nine  out  of  10  homes  ha\e  al 
Least  one  radio  in  working  order. 

\ 1 1 1 < > 1 1 u  people  who  did  not  complete 

grade  school.  <>.Vr  have  radio  in  their 

homes.  Almost  all  (98$  >  of  the  peo- 
ple with  college  education  have  radio. 

One  out  of  three  home   radio  sets   is 

usuall)  kept  in  the  living  room:  .'SI', 
in  the  bedroom;  2'A' <  in  the  kitchen, 
and  the  rest  in  other  places.  Three 
out  of  four  home  sets  are  either  table 

models  (64%)  or  portables  (12%), 

either  of  which  can  readily  be  moved 

from  place  to  place.  Fewer  than  one 
out  of  four  sets  is  a  floor  model. 

I-  Radio  operates  indoors  and  out- 
doors, as  a  constant  companion  to  the 

people.  Fifty-two  percent  of  all  adults 
in  TV  areas  (31.8  million  I  have  one 

or  more  cars  equipped  with  radio: 

12',    of  all  non-car  sets  are  portables; 

Northwest's  Newest 
Channel  13 

GETS  EM 

WHERE  THEY  LIVE 

«   ERP— 95,000    wotts 

•  ANTENNA— 951     feet    obove 
sea     level — highest     tower     in 
the     Pacific     Northwest — and 
HEIGHT    is   the    most    important 
factor    in    TV    Coveragel 

•  Trained,     experienced     TV 
personnel    serving 

1,463,000   people 

267,000    TV    Sets 

11    Counties   of    16,101    Square Miles 

wtttS.  ittefafinq  feattte  at  Jam  faww,  Mteuf 

& 

•    $1,639,492,000    in    retail   sales 

kj. 

WMV 
<r* TACOMA,  Washington 

Represented  Nationally  by 
The  Branham  Company 

if'r  of  all  people  (33.5  million  I  had 

a  portable  or  a  car  radio  with  them 

on  their  last  pleasure  trip;  26',  i  7.7 
million  l  of  those  without  a  radio- 

equipped  car  took  a  radio  with  them. 
Radios  out-of-home  audience  alone  is 

large  enough  to  constitute  a  major  ad- 
vertising medium.  In  the  single  time 

segment  between  breakfast  and  lunch, 

for  example.  20',  of  the  listeners  or 
almost  four  million  people  are  in  ra- 

dio's generally  uncounted  audience  out- 
side the  home. 

5.  Radio  operates  continuously  for  a 

changing,  dynamic  audience.  The 
10.9  million  people  in  radios  dail\ 

audience  in  TV  areas  listen  for  ap- 

proximately 115  million  hours  a  dav . 
The  average  individual  listens  for  just 
under  three  hours:  about  172  minutes. 
Of  the  61.6  million  adults  in  TV  areas, 

radio  reaches  about  13  million  before 

"Our  medical  men  and  scientists  have 

been  studying  up  on  their  'business'  for several  centuries.  But,  I  have  yet  to 
hear  of  a  preventative  or  cure  for  the 
common  cold.  How  can  we  be  expected 
to  solve  the  problems  of  opinion  re- 

search in  less  than  20  years?  It's  much 
harder  to  study  the  behavior  and  mea- 

sure the  reactions  of  people  than  of 
simple  organisms  like  germs.  So  gi\e 

us  a  chance.  We'll  probably  even  learn 
to  predict  elections  accurately  long  be- 

fore medical  men  find  the  cure  for 

common   colds." 
DR.   VERGIL  D.   REED 

Vice  President,  assoc.  research  dir. 
J.  Walter  Thompson 

New   York 

breakfast  while  they  are  doing  other 

things  I  principally  dressing,  bathing, 
shaving,  cooking  and  preparing  a 

meal  I .  This  is  in  addition  to  the  peo- 

ple radio  reaches  at  the  same  time  who 

are  doing  nothing  but  listening.  Dur- 

ing breakfast  radio  reaches  17.2  mil- 
lion people  in  TV  areas.  Between 

breakfast  and  lunch,  the  figure  is  12.6 

million  people  reached  who  are  doing 

other  things  besides  listening  i  princi- 
palis housework  and  driving).  During 

lunch  radio  reaches  9  million.  Between 

lunch  and  supper  10.2  million  listen 

while  doing  principally  housework  and 

driving.  Radio  reaches  L0.5  million 
people  while  thev  are  eating  supper. 

Between  supper  and  going  to  bed.  the 

number  of  listeners-while-doing-other- 
things  falls  off  to  6.5  million.  At  this 
time  11. 1  million  other  listeners  are 

doing  nothing  else  but  listening.  In 

addition    radio    is    always    available — 
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ere  growing— so  we've  moved.    The  new  place  is  twice  as  big. 

If  e're  now  in  the  new  offices.  Hope  you'll  drop  in 

and  see  how  you  like  then,.    The  address  is    49th  &  MADISON 

40  E.  49th,  New  York  17.    The  phone  remains  Murray  Hill  H-2772. 

Other  offices  are  in  Chicago  and  Los  Angeles. 

ADVERTISERS   PLEASE   NOTE 

Change  your  records  and 

ship  plates,  ropy,  and 

instructions  to  iO  E.  t9th  St., 

A  etc  York  IT. 
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CLOSE  CHECK  ON 

PROCESSING 

Constant  analyses  and  sampling  of 
every  processing  operation  is  the 
function  of  this  department.  Sen- 
sitometric  operations  test  the  re- 

sponses of  raw  stock  emulsions; 
densitometry  is  employed  to  check 
on  developing  and  printing  results. 

YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 

15  Years  Research  and  Specialization  in  every  phase  of  16mm  processing, 
visual  and  aural.  So  organized  and  equipped  that  all  Precision  johs  are  of  the 
highest  quality. 

Individual  Attention  is  given  each  film,  each  reel,  each  scene,  each  frame  — 

through  every  phase  of  the  complex  business  of  processing  —  assuring  you  of 
the  very  best  results. 

Our  Advanced  Methods  and  our  constant  checking  and  adoption  of  up-to- 
the-minute  techniques,  plus  new  engineering  principles  and  special  machinery 
enable  us  to  offer  service  unequalled  anywhere! 

Newest  Facilities  in  the  16mm  field  are  available  to  customers  of  Precision, 

including  the  most  modern  applications  of  electronics,  chemistry,  physics,  optics, 

sensitometry  and  densitometry  —  including  exclusive  Maurer-designed  equip. 
nient  —  your  guarantee  that  only  the  best  is  yours  at  Precision! 

Precision  Film  Laboratories  —  a  di- 
vision of  J.  A.  Maurer,  Inc.,  has  14 

years  of  specialization  in  the  l(>mm 
field,  consistently  meets  the  latest  de- 

mands for  higher  quality  and  speed. 

PRECISION 
FILM  LABORATORIES,  INC. 

21  West  46th  St., 

New  YorkJ6,  N.Y. 

JU  2-3970 

able  to  reach  people  wherever  they  are. 
Thus  it  reaches  a  total  of  65%  of  the 

adult  population  in  a  single,  average 

day.  The  kitchen  seems  to  be  the  most 

popular  spot  for  listening  to  radio — 
~>~' <  of  all  people  who  listen  between 
waking  and  breakfast  listen  there,  81% 

during  breakfast,  61%  during  lunch, 

65 %  during  supper.  Evenings  most  of 

the  listening — 569?  — is  Btill  done  in 

the  living  room  in  TV  areas,  contrary 

to  popular  belief.  Outside  the  home 

10'  i  of  all  people  who  listen  on  an 
average  day  do  so  while  driving  in 
their  car  in  the  morning,  159?  while 

doing  the  same  in  the  afternoon —  a 
big  audience  generallv  overlooked  by 

advertiser  arid  rating  service  alike. 

(See  tables  on  where  people  listen  page 
34.1 

6.  Radio  commands  a  universal  audi- 

ence— by  size,  geography,  income,  edu- 
cation, age.  sex— —which  devotes  a  huge 

"In  our  business,  as  in  any  consumer 
business,  every  product  must  compete 

with  many  other  products  for  the  con- 
sumer's selection.  The  consumer  is  per- 

fectly free  to  do  what  he  wishes  with  his 
money.  He  can  buy  any  food  products 
he  wishes,  or  he  can  buy  less  food  and 
more  shelter.  We  are  not  competing 
just  with  the  other  companies  in  the 
same  line  of  business  we  are  in ;  we  are 

competing  for  the  consumer's  dollar, 
competing  with  all  of  the  other  appeals 
that  are  made  to  him  and  all  of  his 

other  wants  and  aspirations." 
ROBERT  J.  KEITH 
Vice  President 

PilLsbury  Mills,  Inc. 

amount  of  its  time  to  listening  to  the 

radio.  For  example,  a  table  from  the 

study  shows  how  much  listening  goes 

on  during  each  of  seven  logical  seg- 
ments of  the  day  I  though  unequal  in 

length  i  : 
RADIO   LISTENING    THROUGH    THE   DAY 

All Minutes 
Period 

people' 

listening^ 

Between  waking  .<•  breakfast 
29% 36 

During  breakfast 28% 27 
Between  breakfast  &  luncb 

27% 

97 
During  luncb 

I".'. 

32 

Between  luncb  St  supper 
.''.'. 

107 

During  supper 

M'c 

37 
Between  supper  &  going  bed 29% 104 

"Adults   in    IV  areas  ^Average  number  min- 
utes  pet    listener;    listening  time  self-appraised  by 

listene)  and  so  is  liable  to  subjective  error 

The  study  reports:  "It  isn't  neces- 
sary, for  radio  to  acquire  its  huge  au- 

diences, for  any  particular  radio  set 

to  be  in  use  at  any  particular  time. 
Radio  works  because  it  is  available  and 

convenient  wherever  people  are  and 

whenever  thev   want  to  listen.'" 
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Tin-  detailed  survej  findings  also 
aliens  considerable  differences  in  the 

kinds  <>!  people  reached  .it  different 
times  "I  the  da) .  in  tei  tns  "I  sex 
education,  and  economic  Btatus, 

7.  The  people  accept  radio.  Voir  than 
that,  thr\  insist  on  having  it.  Mosl 

adults  in  I  \  areas  1 95'  I  I  have  home 
radios  and  more  than  ball  I  52'  i  I  li.i\  e 
i-.ii  radios.  \n  estimated  3.5  million 
people,  according  to  the  Btudy,  plan 
to  buj  a  home  sel  in  the  next  tew 
months.  Two  oul  of  three  of  these 

nru  radios  will  be  additional  sets.  01 

those  planning  to  buj  a  car,  <">!•'<  are 
in  favor  of  having  it  equipped  with 
radio.  In  the  past  loin  and  one-half 

j  ears  ol  I  V  's  grow  th,  people  in  I  A 
areas  bought  21  million  home  radios 
(against  18.6  million  TV  sets).  The 

surve)  shows  the)  will  continue  buy- 
big  heavily,  as  follow-: 

mi)    PEOPU    WAN!    M  ll    HOME  R  ID/OS 
Total 

H  n>  <l«  you  plan  to  buy  a  radio} 
One  for  kill  hen,  bedroom   (other  room) 
1  'i  replace  an  old  sel 
(lust)  need  another,  want  one 
Want  .i  block  radio   
H  .mi   i  m  radio 
Want  .i  portable  radio 
Starting  a   new   home   
fat  i  gift         
Other   reasons   

in 

10' 

I 

\% 
4% 

As  a  result  of  recent  purchases,  a 
large  proportion  of  the  radios  in  T\ 
areas  are  new  or  almost  new,  as 
follows: 

AGE  OF  HOME  RADTOS 

How  long  ago  purchased!  All  home  radios 
IM  months  or  less   
I!  I  montha  to  11-*  years 
tVi  to  '-".•.•  sears   
2V-S  to  SH  years   
114  to  4W  years   
•4 l  -  to  6  years 
6  years  to  9  years      
9  to  I  I  sears   
Over  1 1  years   

   6% 

   Il'-r   10% 

   1696 
   9* 
   \0% 
   22% 

100% 

*•  The  majority  of  people  depend  on 
radio  as  a  source  of  contact  with  the 
outside  world.  In  time  of  emergency 
they  turn  to  it  for  information.  People 
rely  on  radio,  in  the  broadest  term-. 
for  two  things:  entertainment  and  in- 

formation (see  9  below  i.  But  the) 
also  have  come  to  depend  on  it  beyond 
these  bounds;  33.8  million  1 5.1' .  >. 
for  example,  would  turn  to  radio  to 
verify  a  rumor  of  war.  As  stated 
previously,  \9%  regard  radio  as  a 
necessit) . 

9.  People  primarily  are  favorable  to- 
ward radio;  they  rely  on  it  for  enter- 

tainment, relaxation,  and  information. 
When  asked  what  the)  considered  the 
advantages  and  disadvantages  of  radio, 

more  than  70' <  did  not  or  could  not 

name  any  disadvantage.  Most  I  70r(  i 
could  and  did  name  one  or  several 

advantages  they  felt  radio  has.     As  an 
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UUbnS'tV  launches  all-out promotion   campaign  for 

It     i       Central  Ohio's  only 1st  RUN  FILM  THEATRE... 
Full   station   and   media   support   back    up   the    hard-hitting   promotion    on    WBNS-TV'i 
now  bigger  and   better  Armchair   Theatre. 

This    is   your   opportunity    to    reach    a    new    and    larger    audience    of    potential    buyers  with 
spots    on     Armchur     Th.  itr.      where     commercials    are     integrated     within     1st     run     TV  film 

showings     Mondjy    through    Friday    It    II    10    and    Sunday    at    10  30      These    top-feature  films 
with    stars   galore    gull  int.  I     Armchair    Theatre    continued    top    ratings 

1ST     RUN     FEATURES     SUPPORTED     BY     FULL     PROMOTION 

AND   WBNS-TV    SERVICE    FACILiTIES    INCLUDING: 

Procurement  of  library  of  over 

300  1st  run  features  from  the 

country's      outstanding      film       companies. 

\\  \  i  <   i  *  mm  m*i 

Backed      up      by      complete      sta- 
tion    and     media     support. 

\ 

and  hosted  by  Bill  Nuzum  who 

integrates  your  commercial  mes- 
sage    within     these     1st     run     films 

Central      Ohio's      Most      Honored      Station 
Nation's  No.    1    Test   Market 

r 

Carefully       screened       by       WBNS    TV       eiperts 

, 

Introduced  by  tailor-made  film  opening  made 

at  WBNS-TV.  The  same  production  facilities  are 

at     your     disposal     for     your     Spot     commercials. 

l\ 

H 

•* 

UJullS-tV 
COLUMBUS.  OHIO 

CHANNEL  10 

CBS-TV   NETWORK    •    Affiliated  with  Columbus  Dispatch  and 

VYBNS-AM    •    General    Sain    Office:    33    North    High    Street 
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answer  to  win  thev  have  radio.  70', 
gave  reasons  referring  to  tlie  medium  s 
entertainment  features  (entertainment 

itself,  programs,  music,  and  sports  as 

examples);  66$  listed  reasons  refer- 
ring t<>  information  features  (news, 

education.  weather.  time.  among 

others  I . 

The  higher  the  income  group  the 

more  often  people  referred  to  the  in- 

formation features  of  radio  in  explain- 

ing whv  the)  have  one  (75$  vs. 

(><>',  I.  Those  at  the  low  end  of  the 

ci  onomic  scale  lend  slightly  more  than 

those  at  the  upper  end  to  answer  in 

terms  of  radios  entertainment  fea- 

tures I  74'  i  \-.  65'  I  I .  Hut  the  groups 

were  quite  similar  in  referring  to  ra- 
dios news  content  as  a  reason  for 

having  it  (48$  of  upper  income  an- 
swers. 42'  <   of  lower  income  answers  I . 

Men  and  women  differed  significant- 

1\  as  to  what  the\  "like  most"  about 
radio.  Men  tended  to  favor  radio's 
information  content:  women,  its  en- 

tertainment features.  Music  is  what 

IV,  of  the  women.  38'  i  of  the  men 

"like  most"  about  radio,  the  study 

shows.  More  men  than  women  "like 

most"  radio's  sports  content  (13$  vs. 
2'<  i.  but  more  women  than  men  men- 

tion radio's  stories.  plavs.  and  similar 

shows  (9$  vs.  16%).  Radio'-  over- all function  of  providing  relaxation 

and  enjoyment  is  liked  about  equalK 

i  Hi',    vs.   11',  i. 

10.  Profile  like  radio  because  they  can 

use  it  while  they  are  doing  other  things. 

Some  15.8  million  {'!()'  <  i  consider  it 
radios  greatest  advantage.  To  2.2 

million  i4'<  i  it  is  principal!)  the  rea- 
son wh\  the)  have  radio.  To  a  larger 

number — 4.4  million  I  7'  '<  I — the  thing 
the)  like  most  about  radio  is  that  thev 
can  listen  while  doing  other  things.  Vs 

explained  in  point  5,  above,  people 

listen  while  they  dress,  undress,  bathe. 

<  ook.  prepare  meals,  do  housework, 

drive,  work  at  jobs  outside  the  home — 
in  fact,  oidv  time  of  day  when  thev 

are  not  doing  anything  else  but  listen- 
ing in  large  numbers  is  evening.  \t 

this  time  63$  of  all  listeners  are  con- 
centrating entirely  on  their  listening. 

\s  the  preliminary  report  declare-: 

"These  statistics  expose  and  describe 

radio's  impressive  abilitv  to  inform 
and  entertain  at  times  and  places  when 

people  must  be  busy  in  other  activities. 
Radio  is  a  medium  for  leisure  and 

also  a  medium  for  work.  The  almost 

universal  set  ownership  and   listening 

to  radio  is  partlv  the  result  of  this  un- 
obtrusive vet  penetrating  power  of  the medium. 

"Eating  and  housework,  driving  and 

working,  and  man)  other  activities  are 

things  people  must  do.  It  mav  or  max 
not  be  a  strength  of  radio  that  manv 

of  its  listeners  are  also  doing  other 

things,  but  it  is  a  great  strength  of  the 

medium  that  people  are  necessarily 

doing  other  things  are  still  able  to 
listen  to  radio  and  do  listen  in  ver\ 

large  numbers."  *  *  • 

SPONSOR'S  III- Jiedia  Study 

Published  to  date: 

i  Introductory  article.  "\\  h\ 
SPONSOR  spent  8  months  eval- 

uating media"  published  0 April    L953.) 

J.   Why   evaluate  media? (20  April  1953). 

2.   Media  Basics  I    newspapers, 

direct  mail,  radio,  magazines I  1     May    1953). 

.'{.    Media  Basics  II — TV,  business 

papers,   outdoor,   transit 
(18  May  1953  > 
-1.  How  to  choose  media,  part  I II  June    1953). 

5.  How  to  choose  media, 
part   II    (15   June    1953  P. 

ti.    tt  hat  you    should  know  about 
Life"-    \-media   stud\     (29   June 

1953).    Supplementary   article  on 

same  topic:   "Is   Life's  media study   iair  to  radio  and  TV?    ui 
debates.   13  July   1953. 

7.  Beware  oi  these  media  research 
pit  tails,  part  I   (27  July  1953). 

To  be  published: 

8.  fit  ware  of  these  media  research 
pit  lulls,  part  II. 

9.  How  50   leading   advertisers 
evaluate  media. 

10.  How  50  agencies  evaluate 
media. 

11.  How  a  leading  agency 
evaluates    media. 

12.  The  client  who  bet  $1 
million    on    its   media   test. 

13.  How  a  small  agency 
tests  media. 

11.   How  to  set   up  a  "fool- 
proof   media   sales    test. 

15.  Psychological  aspects 

of  media. 1G.  Sales  impact  of  radio  and  Tl  . 

17.  Why  these  corporations 
don't  use  air   media. 

18.  A«"i«'  media  evaluation  and 
research    developments. 

19.  SPONSOR'S  conclusions. 
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CANADIAN  TELEVISION 

i  Continued  i >  <"»  /"/::<•  lull 

A.     sponsor's   estimate   l"i    total    Bel 
ownership  b)    August  1953  i-  100,000. 
However,    latest    figures   available   mi 
l\   sel  -.ill'-  In  | une  L953  break  down 

a-   Follows   b)    pro\  irw  es :    Mai  itime 

I  I .   Quebec     ">. it'1':    I  oronto     5,500; 
Hamilton-Niagara     1 ,9  I  3;   \\  indsoi 
1,281 ;    Ottawa    and    East    Ontai  io 

.").(»7,>;     remainder     ol    Ontario     608; 
Prairies     I'M  ;      Bi  itish     Columbia 
2,139. 

Elliott-Haynes'  Teleratings  amplifies 
upon  Canadian  Manufacturers  reports 

with  the  following  figures  on  l\  home 

distribution  as  ol    \ j > i  i I   1953: 

\\  indsor-Chatham-Sarnia :  65,500; 

London-^  oodstock-St.  Thomas:  9,200; 

Toronto-Hamilton  Niagara:  169,600; 

Belleville-Kingston-Brockville:  5,400; 
Montreal-Ottawa:  62,600;  Vancouver- 
\  ictoria:  6,300;  other  area-:  5,600. 

CANADIAN  SPONSORS 

[Continued  from  page  69) 

uses  two  versions  ol  it-  English  shows, 
/.<s  Joyeux  Troubadours.  French 

counterpart  "I  The  ll<ij>j>\  Gang,  and 

La  Mine  tTOr,  French  version  of  Slum- 

the  If  faith,  i  Quaker  Oats  ('■>.  is  CO- 
Bponsor  ol  l>otli  Les  ioyeux  Trouba- 

dours and  The  Happy  Gang,  i 

•  Regional  and  local  shows:  Mi.  and 

\hs.  \orlh.  taken  li\e  from  ("BS 

lue-dav     over    ('..)  \l).     Montreal,    and 
delayed    to    Wednesdaj    over    CFRB, 
Toronto.  i2>  The  More  the  Wen  in. 

a  qui/  show  used  onl)  in  the  Mari- 
times.  (3)  Colgate  Vewscast,  over 

CH  \l.  Medicine  Hat.  Vita.  I  I)  Col- 

gate \iailbag,  half-hour  di-k  jookev 
program  over  (!H  VR.  Moose  Jaw, 
Sask.  iii  Estelle  Caron  Show,  French 

vocalist  over  ('K  \(..  Montreal:  (!k\  L. 
Verdun,  and  CHRC,  Quebec.  (6) 
I  nele  Paul.  French  music,  chatter. 

Colgate  also  sponsors  a  half-hour 
daily  ol  Le  Casino  de  la  Chanson, 

CKAC's  fabulous  giveaway  show  (see 
Canadian  radio  story).  Products 
plugged  are  Super  Suds.  Cashmere 

Bouquet.  Vja\.  \  el.  Colgate  Dental 

t  ream,   and    Palmolive   Soap. 

Gillette:  Spitzer  &  Mills  handles  the 

following  shows  for  Gillette  of  (.ana- 

das  two  home-permanent  brand-: 

•  I'oni:  The  Tyler  Touch,  a  half- 
hour  situation  comedy  7:00  p.m.  Sun- 
da)    over   33    Dominion    network   sta- 
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tions.     VNo  di-k   jockej    shows  in    II 

I  nglish    and    five    I  rem  h    mai  kcl-. 
•  Prom  :  Fun  i<>i  til.  a  \  ai  ietj  show 
h  ith  Vi  lene  I  ran<  is  and  Kill  ( lullen, 

taken  from  CBS  and  rebri  iad<  i-t  a 
week  latei  mri  32  Dominion  network 

stations.  VU>>  a  French  new-  -how-. 
//  U<  /  a-  (  ontinue,   foui    markets. 

Shell  Oils  I  ike  mans  I  .S.-origin  ad- 

vi  i  tisei  -.  Shell  (tilt  (i.  ol  (  anada  pal 

terns  it-  radio  advertising  on  it-  I  .S. 

expei ience.  In  the  i  ase  "I  Mull  'til 
it-  local  newscasts.  Shell  has  been  us- 

ing them  in  I  anada  sin<  e  1949,  \  ia 

I.   \\  altei    I  hompson  -    I  "i onto  office. 
Here-     how     "-hell     works     it-     new  — 

i  asts  and  commen  ials.  I  he  words  are 

0io-e  ol  V  ictoi  Brooker  ol  I.  VV  altei 

I  hompson  Co.,  Ltd.:  "Great  care  is 
taken  to  encourage  stations  to  use  lo- 

cal new  -  items  and  personalized  i  om- 
menial-  for  dealer-  in  each  cil\.  farm 

dealei  cop)  is  provided  foi  the -mallei 
market-  in  agricultural  areas.  Dealers 
name-  are  rotated.  In  some  cases  an 

individual  dealer  i-  called  the  'sponsor 
ol  toda\  -  edition  "I  the  new-.'  in  othei 
Cases     three     dealer-       name-     .ind      .id 

dresses  are  broadcast  on  the  program 

as   'cosponsors.' 
'"The   flexibility    of   these   newscasts 

makes  them  the  most  valuable  adver- 

tising tool  for  our  client  vi/..  quick 
<  op\  changes  for  local  weather  <  hanges 

and  sales  promotion  plan-.  Special 
promotions  at  Christmas  and  during 
the  Coronation  period  have  been  most 

successful,  resulting  in  real  dealer  en- 
thusiasm. 

Thi-  yeai  -  major  campaign  is  based 

on  a  new  product  development  I  ('P. 
Because  of  this,  spots  lone-minute  an- 

nouncement-1 and  flashes  (15-second 
announcement- i  have  been  added  to 

the  schedule,  as  well  as  new  stations. 
\lan\  of  the  announcement  schedules 

call  for  three  to  five  spots  and  flashes 
a  da\.  five  times  a  week  Foi  six  week-. 

T\  flashes  have  also  been  added  be- 

cause of  the  TCP  campaign.  The  i  om- 
menials  consist  <»f  slides  with  voice- 

over.  In  Montreal,  a  bilingual  mar- 
ket. Shell  leave-  it  to  the  station  to 

decide  whether  English  <>r  French 
should  be  used  1>\  the  announcer,  who 
reads  the  commercial  live. 

Regarding  the  effect  of  1\  on  radio. 
Brooker  -av-:  "As  the  T\  audience 

across  Eastern  ("anada  -row-,  evening 
newscasts  are  being  reviewed  with  the 
likelihood  of  a  change  to  morning  and 

suppertime  hours  in  order  that  major 
audience-  mav    he  reached. 

Mile*     l.abnritlnru'%:      Vnothei     USCI 

..l  news  in  <  anada,  Miles,  which  spon- 
sors such  broadcasts  l"i  Vlka-Seltzei 

■i "  -  about  it  in  a  somen  hat  different 

waj .  Miles  and  it-  agent  j .  Robert 
Otto  &  i  o,  ol  I  hi  onto,  look  foi  well- 

know    mmentatoi  -.     I  lere  -    w  hum 

the)   ve    pi'  ked  : 
1.  (  impbell  M<  Donald  ovei  I  IB  V 

(  Hi.iwa.  w  ho  . no  e  •  hara<  tei  ized  Ma)  <u 

(  harlotte  Whitten  as  "running  around 
i  ii\  II. ill  henhouse  like  a  chicken  with 

hei  head  >  ul  off. 

2.  II   ■    Philpotl    ov(  i     (  KNVV. 
West  Westminster,  B.C.,  of  whom  it 

has  been  said :  "(He)  talk-  red.  m  i  ites 
pink,  hut  v otes  t  Jreen  !  I  In-  is  ref- 

erent '■  tn  tin-  fai  t  that  I'hilpott.  usu- 
al!) left-of-i  i  ntei  political!) .  publicl) 

supported  Howard  Green,  a  conserva- 
tive, foi  Parliament. 

'>.  Gordon  Sim  laii  over  ( IFRB,  I  o- 
ronto.      VV  orld    traveler    and    author. 
Simian  ha-  I  overed  manv  ol  the 

Worlds    majoi     new-    heat-    and    everil- 
a-  a  reporter  for  the  Toronto  Star. 

I.  Lome  <  Jreene  "\<r  (  K I  ̂  .  I  ■>■ 
ronto.  Vn  actor  and  nationall)  known 

<  anadian  radio  figure,  I  Ireene  has  in- 
vented a  stop-watch  for  the  radio- IV 

industry.  Known  as  the  BT\  Timer, 
it  tells  the  wearei  how  much  time  is 

left  during  a  broadi  ast. 

Renaen:  Placing  it-  business  through 

(>re\  Advertising  in  New  i  ork.  Ron- 
son  has  two  network  -how-  for  its 

Canadian-made  lighters.  One  is  1/ 

Happened  Here,  a  15-minute  dramatic 
sketch  on  Wednesda)  nights  over  33 
Dominion  Network  stations. 

rhe  show,  produced  in  Canada,  uses 

(.anadian  freelance  scripts  ["he stories 
are  ahoul  little-known  Canadian  events 

with  a  human  interest  angle.  One  for 
example  wa-  about  Enrico  Caruso, 

who  once  joined  two  Salvation  Vrmv 
members  in  singing  before  fashionable 

guests  at  a  Lake  Ontario  resort.  The 

program  is  produced  b)  the  well- 
known  Esse  Lyungh  f  pronounced 

")  OUng"  i . 
The  other  program,  a  French  offer- 

in-,  i-  entitled  Le  Journal  <lc  Claude- 

Henri  Grignon.  M.  Grignon  is  a  pop- 
ular, as  well  as  volatile  personality  in 

I  rench  Canada.  He  has  been  described 

..-  a  combination  of  Walter  Winchell, 

Bennett  Cerf,  and  Louella  Parsons.  His 

program  features  commentaries  on  cur- 
rent event-  and  artistic  pursuits.  It  is 

heard  weekly  for  L5  minutes.  Both 
show-  are  taking  a  summer  hiatus. 

E.     J.      Watle\.     general      man; 
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Try  going SOUTH to  Canada! 

IT's  a  fact!  You  can  go  south  to  Canada  from  no  less  than  18  States  of  the  Union.  That's 
how  close  the  States  are  to  its  best  customer  ...  a  customer  that  buys  20%  of  U.S.  exports 

and  pays  cash  for  them.  Canada's  a  booming,  spending,  expanding  country  .  .  .  larger  than 
the  States  by  one  quarter  ...  a  country  that  it  really  pays  to  sell  to. 

But — and  here's  where  you  need  to  go  carefully:  Canada  has  a  population  of  only  15.000.000. 
So  people  are  kind  of  spread  out.  And  the  Number  One  problem  for  any  manufacturer  who 

wants  to  talk  to  those  people  is  just  how? 

Well,  all  over  Canada,  in  the  cities  and  the  towns  and  the  villages  even  in  the  remote  parts 

where  the  pre;s  rarely  penetrates,  they  listen  to  the  radio.  Proof?  95%  of  all  Canadian 

homes  own  at  least  one  radio  receiver.  Last  year,  there  were  631,866  sets  sold;  and  since  the 

war  Canadians  have  spent  $400,000,000  in  buying  over  5,100,000  radio  sets.  And  in  the  first 

five  months  of  this  \  ear  set  sales  were  higher  than  for  the  same  period  last  year  by  40'  ,  . 

That  represents  an  awful  lot  of  listening.  To  serve  these  listeners  there  are  155  radio  stations 

and  one  FM  station  and  only  3  TV  stations.  This  in  comparison  with  2,500  radio  stations, 

620  FM  stations,  and  about  180  TV  stations  in  the  States — 16  times  as  many  radio  stations 

to  reach  less  than  11  times  the  people. 

Yet  Canadian  radio  rate  structures  are  lower  than  in  the  U.S.,  have  increased  les6  since  the  end 

of  the  war  than  any  other  medium.  Result — radio  is  used  by  800  national  advertisers  (includ- 

ing some  140  U.S.  firms  or  their  affiliates)  and  10,000  local  advertisers.  Yes,  radio  in  Canada 

is  a  proven  medium.  It  reaches  all  of  the  people  all  of  the  time.  So  remember,  when  you're 

planning  budgets — 

"In  Canada,  you  sell  'em  when  you  tell  'em" 

,e,OCUr/( 
•  A  message  from  the  117  member  stations  of  the  Canadian  Asso- 

ciation of  Broadcasters  ivhose  voices  are  invited  into  over  3  million 

homes  every  day. S&3J5 

CANADIAN    ASSOCIATION 
BROADCASTERS 

OF 

108  Sparks  St.,  Ottawa 

37  Bloor  Street  West,  Toronto 
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o!  Ronson  \ii  Metal  \\  orka  I '  anada  I . 

-,i\-  regarding  these  two  shows:  '"In 
presenting  these  two '  anadian  live  pro- 

grams, Ronson  i-  aiming  al  encoura 

(  anadian  talent  and  .it  t  *  * — i < - 1  in- 
further  interest  in  Canadians.  It  is 

ihe  opinion  ol  tlii-  compan)  thai  the 
interests  of  Canadian  sponsors  are  best 

~.  i \ itl  l>\  investing  in  Canadian  talent 

ami  pi  oduction  foi  radio  and  telei  i- 

Live  programs  ol  wide  interest 

produced  1>\  and  for  I  anadians  are 

gaining  more  and  more  ol  an  edge  in 

this  countr)  over  transcribed,  record- 

ed, <>r  delayed  shows  originating  out- 
side it-  borders.  In  short,  our  advice 

i-.  'Sell  Canada  to  Canadians  and  you 

will  also  Bell  j  our  products'." 
Ronson  awards  prizes  to  stations  foi 

promotional   efforts    foi    the   //    Hap* 

juried  Here  show.     It-   la-l   award    was 

given  to  CHNS,  Halifax.  Y  S. 

Campbell  Soup:  With  the  exception 

of  adding  radio  outlet-  in  Ontario  and 

Quebec  Provinces,  Campbell  plans  no 

changes  in  its  radio  schedule.  Here 
i-  what  it  used  last  season: 

•  Bert  Pails'  Double  or  Nothing 
over  31  stations  of  the  Dominion  Net- 

work.   It  i-  broadcast  a  half  hour  in 

lie  afternoon  Monda\   through  Friday. 

•  Over  the  French  Network,  a  noon- 

lime  radio  drama.  Jeunesse  Doree,  al- 

so Mondaj  through  Friday.  In  Ma\ 

the  program  led  all  French  daytime 

shows  with  an  Elliott-Haynes  rating 

of  29.4.  It  also  rate-  highest,  accord- 

ing to  Elliott-Haynes,  in  sponsor  iden- 

tification, with  92.595  of  the  li-teners 

correct!)  identifying  Campbell  as 

sponsor  of  the  program. 

•  In  addition  to  the  network  show-. 

Campbell  uses  a  Friday  night  half  hour 

on  TV  over  CBLT.  Toronto,  and  a  five- 

minute  newscast  in  Newfoundland. 

f'/i-ffKfWp/iMi  A.  Reading  Coal  A 

Iron  Co.:  Producers  of  Reading  An- 
thracite Coal.  Philadelphia  &  Reading 

is  a  52-week  spot  advertiser  in  four 

important  Canadian  markets.  They  are 

Ottawa.  Montreal.  Quehec.  and  Toron- 
to. Announcements  are  used  Mondav 

through  Friday. 

McKee  &  Albright,  a  Philadelphia 

agenc)  which  handles  Philadelphia  \ 

Reading's  advertising,  says  as  regards 
Canadian  radio:  "The  Canadian  mar- 

ket for  anthracite  is  a  highly  important 
one.  and  both  client  and  ourselves  feel 

that  the  most  effective  and  economical 

method    of    reachins    this    market    is 

through  the  <  onsistenl  da)  aftei  -da) 

use  oi  ( anadian  radio." 

HmUmark  (arils:   Handled  in  I 

ada   tin ou  h    \\  illiam   I  .   <  outl - 

I   'I  .  I !  ill    ark  cards  uses  the  I  ,S.-pro- 

.In  ed    Hallmark    Hall   of   Fame   with 

host  Lionel  Barr)  more  telling  tali 

little-known    people.      |  he    program    i- 

taken  from  <  BS  Sunda)  nighl  and  re- 

bi oadi  asl  ovei  CFRB  I  •" onto,  and 

(I  \D.    Montreal,     I  uesdays    al 

p.m.     I  he  business  is  pla<  ed  tl   igh 

Spitza    &    Mill-. 

Itf  \:  Vnothei  Spitzei  &  Mills  a  count, 

P<  \  Victoi  t  o.,  I  id.,  foi  in-  a  half- 

hour   pro-ram   over   i  I  RB,    I  oronto, 

out  of  (u,>  -how-       \,n  s  A    S/  Oris  and 

)!r!i>,/\  [fardi-Gras,  the  latter  being 

ii'  orded  music.  I  he-  shows  are  beard 

earl)   Sunda)  evenings. 

lit  \  also  uses  two  shows  back-to- 

back  over  CJAD,  Montreal.  I  he)  are 

a  I  5-minute  program  ol  rei  orded  mu- 

sic, Prelude  to  Midnight,  followed  b) 
a  five-minute  newscast.  \  five-minute 

n  -w-  .1-1  i-  also  b)  llii-  In  ni  on  (  K\  I  >, 
\  erdun. 

Bromo-Seltxer:     \„    intensive    spot 

announcement    campaign    on    thn   1 
more  stations  in  <w>\\  ol  six  n 

market-  during  June  and  Decembej  is 

handled  for  Bromo-Seltzer  b)  F.  II. 

Hayhursl  Co.,  the  onl)  Canadian  agen- 

cy used  b)  I'M  r.  I  be  announcements 
run  at  the  rate  ol  25  to  30  a  week  with 

a  vacation  theme  in  June  and  a  holi- 

day  pitch    in    December. 

Willys:     Another    spot    user    of    U.S. 
network  show-  i-  \\ill\-  Motors  of 

Canada.  Willys'  New  A  < >rk  Philhar- 
monic Symphon)  concerts  during  the 

winter,  as  well  as  it-  taped  concerts 

from  European  music  capitals  during 

the  summer  are  taken  off  CBS  and 
heard  over  CFRB  and  CJAD. 

Ifi.-l:  This  I  .S.-afftliated  whole-ale  gro- 

cery firm  has  a  10-minule  pro-ram 
five  days  a  week  on  CKEY,  Toronto. 
at  1  I  :50  a.m.  Ihe  turn  uses  the  trade 

character,  "Clara  Jefferson,"  played 
1>\  a  home  economist  on  IGA's  I  oron- 

to staff.  The  program  consists  of 

every-da)  -hopping  aid-^.  simple 

ipes  of  a  t\  pe  that  the  avi  • 
housewife  can  make  without  having  to 

gel  all  kind-  of  fancy  ingredients.  Vlso 

included  in  the  program  i-  tind 
information  on  foods  and  food  devel- 

opment- as  well  as  interviews  with 

people  in  the  food  trade.  The  agency 
i-    \ssoeiated  Broadcasting  Co..  Ltd. 

Belli  V  spot  advertisei    Bell  telephone 

Co   ol  1    n  id  1  1-  heard  in  five  Onl 

11  11  kei-.    1  he  .  ommei.  ials  promote  1  !■>- 

11-'    of  yellow   pages  in  the  telephone 

Look.    Spitzei   v\   Mills  1-  th< 

1      'I  nil  111    linn-,    who    should    know 

something  about  <  an  ida    are  pi  i 

d\   users  of  -poi  radio  when  the)   ad- 
vert -'•  on  the   in.    1  Ine  ol  the  bi 

'   an, 1. 1:  in     .111      ad\.  iti-ei-     1-      |  emph- 

■    Ltd.,  a   patent   medicine  house. 
I  be  firm  buys  more  than  LOO  si  tl 

thrOU    Ii  C)   ah. ne      I  .  II.  I  lav  - 
hurst    (  0.     Vnothei  handling 

ounl  1-    \--o  iati  d  Bro  id<  asting. 

I  he  Ha)  burst  1  0.  told  sponsor  that 

man)    ail    idvertisers,   both   <  anadian 
and  I  ,S.,  are  for  1  Bummer  hi- 

atus   to    hold    time    on    the   •   i-im 

giveawa)   programs. 

I  be   agenc)    also   said:    "  bierii  m 
advertisers  Bhould  keep   in   mind   the 

E  creating   I   madian  shows 

for  use  here.     Pipe  \g  being   used  more 
and  more  and  all  -tali. .n-  are  equipped 

to  handle  and  give  goo  I  reprodui  tion 

on  this  type  of  operation  whi<  h  Ii 
itself  to  fast,  economi  al.  national 

n  a  selective  Lis!  of  stations." 

The  increasing   experience  of   I    S. 
advertisers  in  <  anada  has  had  a  good 

;     I   madian    radio.     I  xplains 
I.  >  oung  lr..  who  head-  the  sta- 

tion rep  firm  of  the  same  name:  "  Ml 
of  the  personnel  that  go  to  make  the 
dei  isions   In   the    I  .S.   so   far  as   the 

bu)  1  I    madian  time  i-  <  on.  erned 
are  more  and    more   familiar    with   all 

ol    the    problems    involved.     Win 

formerl)  the  <  anadi  in  a<  •  ousts  had  to 

rel)  on  expert  timebuyers  in  this  -  oun- 
tr\  who  had  made  ,1  parti  ular  study 

of  the  Canadian  picture  and  who  had 
been  doin-  a  vet)  intelligenl  fob  of 
buying  radio  in  the  past,  today  the 
ai  1  ount  itself  in  most  instances  and  all 
levels  of  personnel  in  the  U.S.  adver- 

tising agencies  understand  the  Canadi- 

an picture  and  it-  multiple  problems. 
I  In-  i-  resulting  in  more  and  more 
business  for  <  anadian  rad 

I  ooking     to     next     -     •  Joseph 
m.  head  of  For  joe  S  Co.,  - 

'I  or  the  195  1-5  I  -  ason  1  madian  ra- 
dio i-  bound  to  -how  further  incn  as  - 

This  i-  due  to  the  increase  in  the  Ca- 
nadian population,  purcfa  wer. 

expansion  of  industries  and  further  de- 
velopment of  natural  resources.  The 

stment  in  Canadian  business  by 

I  .S.  firm-  and  individual-  has  provid- 

ed most  of  the  stimulation."       *  •  • 

10  AUGUST  1953 
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HERE  WE  GO  ROUND 
THE  MULBERRY  BUSH 

the     mulberry     buih  —  the     mul- 

berry  bush 
Here  we  go  round  the  mulberry 

bush 
SO  EARLY  IN  THE  MORNINGI 

The  KMBC-KFRM  Team  is 

looking   under  every   "Mulberry 
bush"  in  the  great  Kansas  City 
Primary  Trade  Area  in  behalf 
of  its  advertisers! 

If  your  product  or  service 
needs  to  be   brought  out  from 

under  the  bushes  where  people 

can  buy  it,  call  KMBC-KFRM, 
Kansas  City,  or  your  nearest 

Free  &  Peters  office,  for 
availabilities  on  The 

KMBC-KFRM  Team. 

The  folks  in  the   Heart  of 

America  won't  bother 
to  beat  the  bushes  for 

your    product.    Today 

they   are    buying   the 

things    they    hear    about 

on  the  radio  station  they 
listen  to  most  .  .  . 

KFRM 
S    RADIO    FOR    THE    HEART   OF   AM* 

1931  1953 

Twenty-two  years 

of 

Successful 
Selling 

7^    /tit  TtCotfo  Station* 

Cfyatf 

5000  Watts  250  Wittt 
Night  &  Day         Night  &  Day 
MISSOULA         ANACONDA 

BUTTE 

MONTANA 
THE    TREASURE    STATE    OF    THE    48 

Representatives: 

Cill-Perna,  Inc. 
N.  Y.,  Chi.,  LA.,  and  S.F. 

MEN,  MONEY 

i  Continued  from  page  <>  i 

Trouble  with  New  ̂   ork.  is  that  it's 

so  "glamorous."  Ever)  person  of  ar- 
tisitc  or  aesthetic  aspiration  dreams  the 

»real  dream  of  conquering  hard-to- 
make  Gotham.  Of  course  it  can  be 

done  hut,  as  in  all  undertakings  in  life, 
common  sense  should  he  taken  into 

account.  Mere  good  looks,  for  a  girl, 

is  a  drug  on  the  market.  Mere  mental 
alertness  and  willingness,  for  a  boy, 

is  a  so-what.  \\  hv  spend  a  year  in 

I  inies  Square  jerking  sodas  and  read- 
ing theatrical  journals  vainlv  hoping 

for  a  "call"  when  the  same  vear  might 
be  profitably  invested  in  a  smaller  <itv 
actually  on  a  television  payroll? 

*       *        « 

Television  is  glutted,  and  radio  is 

glutted,  and  magazine  editing  and  writ- 
ing, too.  precisely  because  we  are 

uniquel)  a  land  in  which  the  young 

dream  of  careers  of  self-expression  free 
of  prosaic  drudgery.  What  hopefuls 
never    quite   see   for    themselves    until 

"Many  factors  are  contributing  to  the 
current  downgrading  of  radio.  Among 

these,  of  course,  is  the  impact  of  radio's 
new  competition — television.  I  would 
not  be  guilty  of  underestimating  it. 
But  neither  am  I  willing  to  regard  it  as 

the  big  villain,  for  many  of  radio's  ail- ments were  festering  long  before  TV. 

I'd  like  to  repeat  my  belief  that  the 
appearance  of  a  new  advertising  medium 
doesn't  create  weaknesses  in  any  other 
medium.  Television  has  merely  exposed 
the  poor  practices  that  radio  has  long 

tolerated." 
VICTOR  A.  SHOLIS 
V.P.    and    radio-TV    director 
WHAS,   Louisville,   Ky. 

•         ••••••• 

years  of  disenchantment  have  taught 

them  some  perspective  is  that  run-of- 
mill  "talent  is  common  as  Coca-Cola 

signs  in  the  United  States.  An  edu- 

cated guess  places  the  number  of  writ- 
ers in  the  country  at  125.000.  There 

are  perhaps  30.000  directors  and  pro- 
ducers and  150.000  actors  of  various 

kinds.  As  for  "Girl  Fridavs.""  thev  are 

more  ubiquitous  than  "models."  and often  as  good  looking. 

*  it  •::■ 

So,  we  repeat,  stay  away  from  the 

big  cit)  unless  you  really  have  some- 
thing special,  some  contacts,  some  capi- 

tal. Or.  in  the  classic  phrase  of  the 

talent-casting  offices.  "Don't  call  us — 

well  call  \  on  !" •  •  • 

SPONSOR  ASKS 
{Continued  from  page  55  I 

didn  1  take  to  big  a  budget  for  the  ad- 

vertiser to  do  the  job,  hut  it's  certain- 
ly indicative  of  what  the  proper  vehi- 
cle can  do.  This  advertiser  had  a  prob- 

lem and    radio   solved    it. 

Radio  move-  goods  and  it  moves 

people,  because  wherever  vou  go, 
there  s  radio.  Radio  has  certainly  re- 

placed the  ho\  on  the  street  veiling 

"Extra!    Extra!    Read  all  ahout  it!" 
'I  he  current  election  in  Canada  will 

depend  a  izreat  deal  on  the  power  of 

radio  as  the  candidates  for  public  of- 
fice know  it  to  he  the  most  powerful 

and  persuasive   medium  thev    can  use. 

The  verj  geography  of  Canada  has 
almost  dictated  to  advertisers  that  ra- 

dio has  hern  the  No.  1  medium  if 

properly   used. In  my  experience  in  the  last  eight 

or  10  years  with  Canadian  radio,  ad- 

vertisers" budgets  have  increased  vear 
after  year,  and  thev  still  admit  that 
Canadian  radio  is  a  verv  inexpensive 

buy  even  though  rates  have  increased. 

In  the  early  years,  however.  Canadian 
stations  proceeded  cautiouslv  in  their 
rate  structure  but  in  the  last  few  vears 
have   come   into   line. 

Thomas  F.  Malum: 

Canadian    Sales   Manager 

Adam  J.   }  oung  Jr..  Inc. 
A  en    }  ork 

Any  questions? 
SPONSOR  welcomes  questions  from 
readers  for  use  in  this  feature. 

Suggested  questions  will  be 
evaluated  for  their  interest  to 

other  readers  and.  if  found  suit- 
able, will  he  submitted  to  the 

most  appropriate  authorities  for 

answering.  Topic  in  the  24  Au- 

gust issue  will  he:  "Are  there  am 
characteristics  of  Negro-aimed 
radio  that  advertisers  ought  to 

be  aware  of?"  Answerers  of  the 

question  will  include  advertisers, 
agencv  personnel,  station  reps, 

and  specialized  consultants.  Fre- 
quentlv  readers  submitting  ques- 

tions have  found  the  answers  are 

helpful  guides  in  the  solution  of 
industrv  problems.  Questions  can 

either  he  of  general  interest,  or 

related  to  some  specific  air  ad- 
vertising problem. 
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NETWORK  TELEVISION 

By  the  Bell  System 

Bell  System  coaxial  cable  and  radio  relay  routes 

provide  the  television  industry  with  nationwide 

facilities  making  live  network  programs  available 

to  more  than  hall  the  people  in  the  I  nited  Male-. 

This  i-  another  of  the  Hell  System's  public  service 
achievements. 

The  job,  which  began  years  before  the  first  com- 

mercial network  sen  ice  in  I1'  1!'>.  is  a  long  and  costly 

one.  It  requires  huge  investments  of  money,  intri- 

cate equipment  and  personnel  trained  in  special 

skills.  Above  all.  it  takes  planning  years  ahead  .  .  . 

channels  must  he  engineered  long  before  orders  are 

received  from  network  companies. 

In  addition,  tele\  ision  plans  are  always  integrated 

with  future  requirements  for  long  distance  telephone 

service  .  .  .  for  private  line  networks  for  government 

and  industry.  All  can  use  the  same  routes  as  tele- 

vision. Thus,  the  public  interest  and  the  require- 

ments of  the  television  industry  are  both  factors  in 

this  development. 

Equipment  is  complex,  yet  it  must  be  highly 

dependable  and  longdasting.  The  value  of  coaxial 

cable,  radio  relav  svstems  and  associated  equipment 

already  in  use  by  the  Bell  System  for  television  is 

nearly  $100,000,000.  About  34,000  miles  of  tele- 

vision channels  are  now  available  and  13,000  more 

w  ill  be  ready  by  the  end  of  the  year. 

Charges  for  these  facilities  average  about  10 

cents  a  mile  for  a  half  hour  of  program  time. 

Technician  m  Hell  System  television  <  mitro!  room 

makes  a  split-second  switch  l>\  remote  control  ">  network 

facilities  at  ra<Ii<>  relay  station  over  _'""  miles  away. 

BELL  TELEPHONE  SYSTEM 

Providing  transmission  channels  for  the 

radio  and  television  industries  today  and  tomorrow 



Use  WMBD  To  SELL 
the  Heart  of  Illinois 

Obviously 
OUTSTANVINC 
Population    (SM)            584.300 

Radio    Homes    (SAM)   127,870 

Food    Sales    (SM)   $152,571,000 

Drug    Sales    (SM)      _   _  $24,259,000 

General    Mdse.    Sales    (SM)    $65,386,000 

Effective   Buying 

Income    (Net)     (SM)  $940,168,000 

Per   Family    Income4"    (SM)  $6,157 

Per   Capita    Income04    (SM)    $1,886 
•'Peoria  County  only. 

(SM)    1953    Sales    Management   Survey 

of    Buying    Power.    Further    reproduc- 
tion  not   licensed. 

(SAM)  Standard  Audience  Measure- 

fA\  fient. 

D 
1MJ 

PEORIA 
CBS  Radio  Network  •  5000  Watts 

Free    &    Peters,    Inc.,    Nat'l.    Kepi. 

National   Advertisers 

Select   KWJJ 
for    intensive   coverage 

of  the  Oregon  country 

The  following  partial  list  is  typical  of 
the  national  advertisers  who  use  KWJJ 
regularly. 

Canada  Dry  Water  Inc. 
Dennison  Foods 
Ford  Motor  Co. 

Pabst  Brewing  Co. 

Tide  Water  Ass't  Oil  Co. 
Western  Air  Lines 
Dulane   Fryryte 
Nash  Motor  Co. 
Maxwell  House  Coffee 
General  Motors 

Lucky  Strike 
Paper  Mate  Pens 
Revelon 

1011  S.W.  6th  Ave. 

PORTLAND  5, 
OREGON 

Hi* 

m 

"P 

Natl     Reps.:      BURN-SMITH      CO. 

49TH  &  MADISON 
{Continued  from  page  21 ) 

Our  protest  has  to  do  with  "Status 
of  TV  Stations  in  225  Metropolitan 

Markets"  by  Dick  Dunne  beginning  on 
page  205 — not,  we  hasten  to  add,  with 
the  intent  or  with  the  information  he 

has  presented  but  with  the  fart  that 

in  the  process  it  purports  to  rank  tele- 
vision markets.  The  information  about 

allocations,  stations  on  the  air,  FCC 

priority  numbers,  etc.,  is  most  valuable 
and  we  would  have  no  complaint  at  all 
if  the  information  had  been  listed  al- 

phabetically or  regionally.  But  such  is 
not  the  case.  It  is  listed  on  an  alleged 

"market  importance"  basis  and  it  is 
this  basis  with  which  we  quarrel. 

Dick  has  used  Sales  Management 

designations  of  markets  which,  in  turn, 

go  back  to  U.S.  Census  designations. 
On  this  basis,  Charlotte  is  listed  as  the 

one  hundred  and  second  U.S.  market  be- 

cause the  U.  S.  Census,  and  all  market 

studies  based  on  [it]  define  the  Char- 
lotte market  area  as  the  home  (Mecklen- 

burg) county.  We  contend  that  this 
designation  is  obsolete  and  blind  to 

the  facts  pertaining  to  Charlotte  and 
many  other  markets.  For  example, 
Hearst  Advertising  Research  made  a 

national  on-the-spot  survey  last  year, 

involving  thousands  of  personal  inter- 
views, asking  people  where  they 

shopped.  Through  this  research  they 
established  trading  areas  for  hundreds 

of  cities  through  the  U.S.  published 

under  the  title,  "The  88  Leading  Mar- 
kets of  the  U.S."  The  Charlotte  market 

area  was  listed  as  twenty-second  in 

population  in  the  nation. 

The  current  and  widespread  dis- 

agreement about  "markets"  is  graphi- 
cally illustrated  by  tabulation  which 

immediately  followed  the  SSC&B  tabu- 
lation in  your  same  issue  on  page  220. 

Here  you  listed  the  "Dimensions  of  the 

Television  Audience."  A  quick  check 
showed  us  that  on  the  basis  of  total 

families,  the  Charlotte  television  mar- 

ket ranks  twenty-third   in   the  nation. 
So  Charlotte  is  one  hundred  and  sec- 

ond on  one  page — twenty-third  on  the 
next.  Surely  this  illustrates  most  point- 

edly the  necessity  of  clarification  of  the 
market  concept. 

What  is  a  market,  anyway? 

Somebody,  whose  hand  I  would  like 

to  shake  sometime,  said  "Markets  are 

people  with  money  to  spend."  I  would 
like  to  endorse  this  definition  and  sug- 

gest a  few  other  qualifications.  These 
people    should    have    several    unifying 

characteristics.  They  should  in  gen- 
eral, speak  the  same  language,  have 

easy  transportation  to  and  communica- 
tions with  each  other  and,  from  a 

seller's  point  of  view,  should  be  sus- 
ceptible to  advertising  through  com- 

mon media.  The  stores  where  they 

trade  should  be  located  that  they  can 
be  sold  and  serviced  at  reasonable  cost 

by  a  centrally  located  salesman  or  sales 
force. 

Given  these  basic  unities,  the  market 

becomes  more  distinct  with  each  addi- 
tional unifying  factor.  Suppose,  for 

example,  that  these  people  are  unified 

by  a  predominant  industry  and  a  com- 
mon agriculture,  by  a  common  racial 

and  cultural  background,  by  a  distinc- 

tive history  and —  at  the  center — an 
easily  accessible  and  dominant  city  .  .  . 

really  dominant — a  city  that  is  the  cen- 
ter of  a  unified  area  in  every  sense — 

in  banking,  retailing,  culture,  enter- 
tainment, medicine,  education — every 

facility  beyond  the  resources  of  the 
satellite  cities.  Then,  we  contend,  you 
have  a  market  in  fact. 

This  is  a  very  different  thing  from 

market  marriages-of-convenience  where 
a  smaller  city  claims  a  larger  one  as 

part  of  its  market  or  where  several  rel- 
atively equal  cities  pitch  in  together  as 

one  market  to  improve  their  national 

ranking.  The  unified  area-dominant 
city  market  is  a  bona  fide,  honest-to- 

goodness,  effectively  exploitable  mar- 
ket. As  a  unit  for  marketing  operations 

it  has  ever}'  advantage  of  logic  and 

economics  for  the  manufacturer's  sell- 
ing effort  as  contrasted  with  the  illogi- 

cal, pin-point  home-county  market  con- cept. 

Naturally,  we're  going  all  out  to 
put  across  our  market  concept  with 

specific  reference  to  Charlotte  and  its 
market  area.  Just  when  we  think  we 

are  making  progress  we  run  into  this 
beautiful  tabulation  in  an  outstanding 

publication  which  reverts  to  the  Census 
Bureau  concept  and,  incidentally  but 

effectively,  shoves  us  out  of  the  first 

twenty-five  and  into  the  second  hun- 
dred. The  thing  that  hurts  most  is  that 

we  feel  it  unnecessary.  I  don't  think  it 

was  any  important  part  of  Dick's  in- tention to  rank  American  TV  markets 

but  the  article  definitely  had  that  effect 
for  the  casual  reader,  which  we  all  are 
at  times. 

This  is  not  a  problem  for  Charlotte 
alone.  There  are  many  other  markets 
which  are  definitely  sold  short  by  the 

home-county  market  concept.  What  is 
needed    is    a    definitive   study    on    the 
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question  "\\  hal  i-  a  market?"  tad  we 
think  sponsor  is  j  1 1  — - 1  tin-  institution  to 
do  it. 

Think  it  over,  while  I  i>i<  k  up  mj 
toppled  li|...  k-  and  prepare  .1  three- 
page  memo  t<>  all  our  salesmen,  clients 
and  prospects.  It  will  |)i>int  out  that, 
in  America,  count)  lines  an-  not  iion 
curtains;  that  advertising,  salesmen 

and  products  cross  them  dail\  :  and 

thai  pending  a  more  genera]  agreement 
on  what  constitutes  a  market,  a  manu- 

facturer must  know  each  market  inti- 

tnatelj  in  order  to  j:et  besl  value  for 

hi-  advertising  and  selling  dollar. 
J.  Robert  Covington 

I  'ice  President 
II  III  and  WBTV 

Charlotte 

•  SPONSOR  hope*  thai  no  huter  (rlD  "rr  n-e 
the  r.inkiii.;  in  the  -l.itu-  report  on  IV  a-  in 

Index  of  ill.  111. irk.  1'-  impnrtanre  without  lir-I 
con*iderinK  thr  many  rriterla  ntht'r  than  market 

-in-  a«  delined  hy  thr  hnmr  county  population. 
In  an  editorial  in  tin-  27  July  l.-ue.  SPONSOR 
pointed  to  the  dancer*  of  u-ini:  ninglo  ranking 
•a     i    determinant    in    buylni:    station*. 

BIG  JUMP 

It's  a   big  jump    from    Hollywood, 
Cal.,  to  Greensboro.  \.  C. — but  spon- 

sor accomplished  it  in  a  recenl  i-sue — 
when  it  had  an  ad  for  KBIG  on  one 

side  of  the  page,  and  one  for  \\  BIG 

on  the  other   i  2')  June  1953  I. 
In  the  middle  of  the  two  ads  was  a 

column    entitled    "Timebu  and 
that  is  understandable,  as  timebuyers 
are  usuall)   in  the  middle! 

Another   coincidence    was   the    fact 

that  in  the  KBIG  ad  there  was  a  men- 

tion of  ""John  Poole,"  and  in  YVBIG's 
space,  of  course,  Bob  Poole  was  promi- 
nent. 

\  I.I.I  \   \\  INNAM  UKER 

General  Mnnager 

II  BIG,  Greensboro 

STAMPS  ON  TV 

It  was  with  greatest  interest  that  I 

found,  in  your  June  2')  issue,  an  article 

entitled  "The  Stamp  of  enthusiasm"  in 
"Men.  \Ione\  &  Motives"  i  page  10) 
and  devoted  to  the  possibilities  of  a 

television-postage  stamp  tie-up. 
W  e  have  been  thinking  the  same 

thoughts  for  some  time  and  have  de- 
veloped an  adventure  show  based  on 

the  stories  behind  stamps.  .  . 
\ll  of  the  points  outlined  in  the  arti- 

cle hit  the  nail  on  the  head.  However, 

going  even  further,  a  program  based 
on  the  many  exciting  stories  about 

stamps  can  be  attractive  not  only  to  the 
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collector  but  to  pra  bV  all)  an)  one  be- 
CBUae  the  -tamp  ran  be  u-cd  -itnpb    as 

a  medium  foi  telling  the  stoi  \ . 
In  addition  the  production  of  -in  h    i 

show  i  .in  be  \  <•!  \  inexpensive  Bnd  i  an 
incoi  porate  audien.  e  part  i<  ipation  in 
even  the  smallest  local  station,  thus 

building  up  tremendous  local  popu- larity. 

I  -|"-<  i.iIK  now.  with  the  growing 

sentiment  against  <  i  ime  in  children  - 
-how-,  such  a  program  should  appeal 
in  ,ui\  spon-oi  sensitive  to  public  feel- 

ing.    It    provides    all    the    thunder    and 
action  that  juveniles  ask,  yet  because 

of    the    histOI  i-    d    and    i  \\  i<     . t - 1 . « --  t-    of 

stamps,  <  an  In-  billed  as  an  educational feature. 

Hi  RB]  it  I    ROSI  N 

/  /   /  nlimited,  Inc. 

Vet,  )  orA 

•         "Ad*  eiitnr.  -.    in    -l.iiiipv"     a     IVminule    I!*.-      I\ 
I,..-     C.r    .l.il.lr...       I       .U...,l...l     I,.     |     ̂ ll.pj^e     pre- 

.nun. in  BvaUabla  m  raqa   i    HM  dIIi   i 

15°o   COMMISSIONS 

II,  r,-  in  tlu\  thing  together:  If 

ever)  advertiser  and  bis  agenc)  would 

repeal  the  above  phrase  at  the  start  of 

WREN  GOES 

ALL 

THE  WAY! 

WREN  dives  right  into 

your  merchandising  prob- 

lem —  with  a  full  time 

merchandising  department. 

If  you're  looking  for  prize- 

winning  merchandising, 

combined  with  low,  low 

cost-per-thousand  ratings 

—  check  on  WREN,  in 

Topeka,   Kansas. 

*  MORE   LISTENERS  .  .  .  MORE   HOURS  .  .  .  THAN 

ANY     OTHER     STATION     IN     TOPEKA! 

ABC     •     WEED  &  CO.      •      5000  WATTS 
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everj  client-agencj  meeting  and  then 
act  according  t<>  all  its  implications, 
there  would  be  few  advertisers  who 

i  ould  truthfullj  >a\  that  the  agenc) 

isn't  worth  it-  l.V,  (see  "Do  agencies 
earn  their  IV,  on  air  accounts?"  20 
June  L953,  page  32). 

\n  advertiser  who  doesn't  take  ad- 
vantage of  the  cumulative  thinking  and 

experience  of.  not  onlj  hi-  accounl 
group  at  the  agency,  bul  of  agenc) 

management  a-  well,  isn  t  getting  his 

money's  worth.  In  order  to  do  just 
that  the  advertiser  must  accept  the 

thesis  that  '"We're  in  this  thing  to- 
gether," and  offer  to  the  agenc)  every 

cpportunit)  to  know  the  client's  busi- ness  and  problems  as  w<  II  as  the  client 
does  himself.  Once  this  hasis  is  estab- 

lished, then  the  advertiser  should  ac- 
cept the  guidance  and  counsel  that  his 

agenc)  offers.  Generally  speaking, 

agencies  hire  more  high-priced  talent 
in  the  creative  and  research  fields  than 

most  advertisers  simpl)  because  adver- 
tising agencies  have  no  products  to 

sell  —  onl\     human    talent.     And    thej 

In  Rochester  the  radio  picture  is  clear. 

WVET  known  for  its  "TERRIFIC  VALUES" 
offers  50,000  watt  coverage  at  5.000  watt 
rates  .  .  .  The  result — proudly  ue  serve 
more  local  accounts  than  any  other  three 
Rochester  stations  put  together. 

A  Real 
LEADER 

c^T; 
280   KC 

musl  offer  the  l>«-t. 

In    today's    competitive    market    the 
"one-man  survey,"  the  "everybody's  a 

I  \  programing  expert"  approaches  are 
dead — more  than  that,  they're  deadly. 
Give  the  agenc)  an  opportunity  to  put 
its  creative  talents  to  work,  armed  with 

all  the  (acts,  informed  concerning  all 

the  problems,  and  entrusted  with  the 
confidence  it  should  enjo\  in  its  role 

as  counsel  and  advisor,  and  any  adver- 
tiser will  receive  more  than  his  l.V, 

worth. 

Se<  retary-Treasi  rer 
Midwest  Agency 

i  \  mm'  withheld  on  request) 

IN   ROCHESTER,  N.  Y. 

Represented  Nationally  by 
THE    BOLLING   COMPANY 

AIR  MEDIA  ABROAD 

^  our  forum.  "How  can  the  Ameri- 
can advertiser  make  the  best  use  of  air 

media  in  other  countries?"  (29  June 
19.53.  page  62)  made  for  very  interest- 

ing reading.  I'd  like  to  add  these  ol>- serv  ations. 

Radio  is  a  powerful  advertising  me- 
dium \et  it  is  so  economical  and  flexi- 

hle  it  permits  the  advertiser  to  reach 
w  hatever  class  of  people  he  desires,  at 
a  low  cost.  Before  spending  his  money, 

however,  he  should  acquaint  himself 
with  the  rating  of  each  station.  Since 

ratings  are  either  unavailable  or  unre- 
liable the  advertiser  or  his  agenc\ 

should  surve\   the  medium  thoroughK. 
Whatever  networks  are  available. 

their  use  is  advisable  to  give  the  ad- 
\ertiser  more  effective  and  better  con- 

trolled advertising. 

In  some  countries,  like  the  Philip- 

pines or  Mexico,  time  on  principal  sta- 
tions is  hard  to  get.  The  advertiser 

then  may  take  a  group  of  smaller  sta- 
tions and  discover  that  with  a  smaller 

budget  he  is  still  reaching  a  consider- 
;  hie  segment  of  the  audience. 

Main  advertisers  use  ordinarv  run- 

of-the-mill  programs,  yet  with  a  little 
effort  thev  could  arrange  for  a  success- 
iul  quiz  program,  sav.  in  Australia. 
where  the\  are  popular.  A  basehall 

program  in  Cuba  or  Venezuela  will 

prove  more  popular  than  a  bullfight! 
Develop  a  good  jingle  and  keep  on 

using  it  if  \  mi  know  it  sells.  The  IVpsi- 
Cola  and  Black  Flan  jingles  (the  latter 

based  on  the  Cucaracha  melody  which 

gives  it  a  natural  tie-up  I  are  good  ex- 
amples. 

I  \  ha-  made  -real  strides  in  some 

countries  and  certainlj  should  be  con- 
sidered. However,  rates  continue  high 

and  set-  costl)  as  in  Belgium  where 

h  part  that  goes  into  the  set  pays  a 

"taxe  de  transmission,"  which  hampers 
development  and   keeps  cost-per-1,000 
high. 

Rj<  hard  F.  Cousins 
Vice  President 

Dillon-Cousins  &  Assoc,  Inc. 
\eu    York 

NEGRO  SURVEY 

I  believe  you  will  he  interested  in 

this  new-. 
\\  ilh  the  cooperation  of  the  Hous- 

ton-Tillotson  College  for  Negroes  we 

have  just  completed  a  pantn  and  med- 
icine cabinet  suney  in  400  Negro 

homes.  This  establishes  for  the  first 

time,  at  least  in  this  region,  the  per- 

centage of  usage  of  basic  foods  and 

proprietar)  medicine  usage  and  brand 

preference-. We  believe  main  national  advertis- 

ers and  sales  managers  will  want  to 
know  the  relative  position  of  their 

products  in  the  Negro  market  of  Cen- 
tral  Texas. 

Inquiries  concerning  specific  brand 

names  or  product  classification  will  be answered  promptly. 

The  report  is  far  too  large  to  be  pub- 
lished and  distributed  in  its  entiretx. 

Frank    Stewart 
Manager 

KTX.X,  Austin 

COST-PERM  BUYING 

I  have  read  and  reread  v  our  article 

on  cost-per-1.000  buying  with  a  great 

deal  of  interest   i  "\\  In    "cost-per-1.000 

buying'    hurts    spot    radio    sponsor-. 
15  June  1953.  page  27). 

I  thought  vou  would  like  to  know 
that  we  have  secured  over  100  addi- 

tional copies  of  sponsor  for  circulation 
to  all  of  our  staff  and  stations  to  make 

doubly  sure  that  they  digest  the  ma- 
terial you  have  so  ably  presented. 

We  have  been  using  cost-per-1,000 

for  several  years  as  a  "sales  tool."  but strictl)  as  a  sales  tool  and  not  as  the 

sole  criterion  for  selling  radio  or  tele- \  ision  time. 

I  think  you  would  find  it  ver\  inter- 
esting if  you  pursued  your  study  of 

cost-per-1.000  Inning  and  selling  in  the 
field  of  telex  ision  where,  vou  will  find. 

a  great  man)  facets  in  television  that 

make  the  proper  application  of  cost- 
per-1.000  even  more  complicated. 

Ralph  E.  McKinnie 

Paul  //.  Raymer  Co. 
\  en  )  ork 
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ROUND-UP 

(Continued  from  />«/,'»*  53) 

service,  provided  critical  emergency 
communication-  ami  broach  asl  i  ital  in- 

formation  during  two  <>f  the  won) 

disasters  in  Michigan  history,"  the 
pamphlet  shows  wh.it  a  radio  station 
•  .in  do  for  the  community  it  serves. 

WNBC-WNBT's  new  "Drug  Store 

Network"  merchandising  plan  has 
greatly  helped  Uka-Seltzei  improve  its 
point-of-sale  Bupport  in  New  York 

Si. id-,  according  to  Max  Buck,  mer- 
handising  and  promotion  director  ol 

the  New  York  stations.  Hiis  "Net- 

work" involves  a  tie-in  with  tin-  New 
ioik  Mate  Pharmaceutical  Association 

and   it-   "i.OOO   members  among    retail 
iggists.  Uong  with  a  heavy  ad 

->  hedule  mi  the  stations,  bulletins  were 

.•nt  to  tin-  5,000  druggists  telling  them 
>f  displa)  material  available  on  re- 

|uest.  Henry  Schmidt,  Uka-Seltzer 

ales  manager,  reported  thai  "1,000  re- 
quests for  disi>lu\  material  were  mailed 

in  ii-  li\  <lnmui-t-  in  1  I  counties.  This 

is  a  showing  without  precedent  a-  far 

1-  m\  tnemor]  i-  concerned."  Vlka- 
Seltzer  was  the  first  producl  to  be 

aunclied   l>\    tin-  "Network." 

When  W  IBG-FM,  Philadelphia,  de- 
ided  to  discontinue  its  broadcast  of 

night  baseball  games,  it  didn't  think 
.limine  would  mind.  I  By  day,  the  sta- 
ion  broadcasts  Storecasl  music  to  cus- 

omer-  in  Philadelphia's  Verne  Super 
Market-.  1  Rut  before  cutting  off  the 
games,  the  station  wanted  some  audi- 

jnce    reaction,    broadcast    hourl)     re- 
[UestS     three    lime-     a     night     for     two 

nights.  \\  ithin  three  da) -.  almost 

1,400  letters  and  telegrams  had  inun- 
dated   the   station,   coming    from    1*1 

town-  ami   li   1-   lai   .1-    L03  miles 

way,  I  he  station  yielded  gracefully, 

begged  listeners  to  stop  sending  mail. 
\\  IBG-FM   and   the  StOr«  a-l   Corp.   ttt 

very  happ)  with  the  newly  discovered 
important  e  ol  the  home  audience. 

In  hue  h  itli  the  m<  reasing  need  foi 

trained  TV  personnel  the  I  niversit)  "I 

Houston  ha-  instituted  a  special  train- 

ing program  101  'professional  stu- 
dents" people  already  employed  at  1 

I  \  station.  I  sing  the  facilities  of 

k I  III.  tin'  university  station,  the  pro- 

gram consists  ol  a  two-week  intensive 
training  course  I  I'1  hours  a  day  I  cov- 

ering every  phase  ol  I  \  produ<  1  ion 
ami  station  management.  First  partici- 

pants in  the  k I  III  program  were  five 
members  ol  the  -tall  ol  KNOE,  a  new 

station  scheduled  to  open  this  month  in 
Monroe.  La.     I  he\   are  Mi-.  Nell  (,11--- 

by,  Irving  Zeidman,  Jack  Vnsell  Jr.. 
Jack  Ratliff,  and  Ed  Love.  Commercial 

station-  interested  in  the  program  can 
contact  Kl  I  IT. 

\n  ultra-modern  building,  Featuring 

in  art  gallery,  a  /o<>.  a  greenhouse  and 
street-level  entrances  on  each  of  it- 

eight    floors,    will    he   the    new    home    ol 
Hallmark  greeting  cards  a-  ol  about 
January  L955.  Located  near  the  heart 

ol  the  Kansas  City,  Mo.,  business  dis- 
trict,  the  -ite  ol   the  new    building   IS   a 

rocky  area  once  thought  to  he  unsuit- 
able for  construction.  I  he  new  proj- 

ect, however,  ha-  been  designed  to  take 

fullest  advantage  ol  the  huge  ma—  ol 
rock  and   earth   by    incorporating   the 

rugged  terrain  in  the  plans  according 

to  Hallmark  president,  loyoe  Hall.  <  m> 
-ti li*  1  ion  1-  already  undei way.  (Hall 

mark  sponsors  the  Hull  <>\  Fame  on 
1  BS  Radio,  Sunday  9:00-9:30  p.m.; 
,,l-o  the  Hallmark  Theatre,  NBC  I  \ 

Sunday  5:00-5:30  p.m.  Foote,  I  one  ̂  
Belding  i-  the  agere  v  1 . 

•  •       • 

\\  (  I'O.  (  in.  mii.it  1.  realizing  way 

bai  k  in  Octobei  1951  that  nighttime 

radio  a-  it  wa-  programed  before  l\ 

could    not    survive    in    competition    to 
\  ideo  in  a    I  \  -saturated  area,  then  and 

there  made  a  sweeping  change  in  it- 

evening  programing.  It  switched  to  a 
basic  program  -1 1  u<  1  me  of  populai 
music,  interlaced  with  new-  and  sports, 

to  capture  temporary  non-T\  view- 
ers. That  this  programing  policy  has 

paid  oil  would  seem  to  he  borne  out. 

according  to  v.p.  and  general  man- 
age] M.  I  .  W  atters,  by  the  May  1953 

Hoopei  report  lor  <  !in<  innati  which 
-how-  250-watl  \\  CPO  in  first  phv  e  at 

night  with  the  highest  average  quarter- 
hour  rating  from  8:00-1 1  :00  p.m. 

*  »       » 

\\  I  Mi  .  ( rreensboro,  N.  ( '■..  i-  dis- 
tributing copies  of  a  market  analysis 

ol  -i\  leading  Southern  cities  that  has 

been  prepared  by  the  firm  of  Peat, 
Marwick,  Mitchell  \  Co.,  1  ertified  pub- 

lic accountants.  I  he  report  1  o\  ers  es- 

timated population,  retail  -ale-,  and 
effective  buying  income  of  market  area 
within  a  55-mile  radius  of  Atlanta, 

( rreensboro,  <  hai  lotte,  Bii  mingham, 

Norfolk,  ami  Richmond.  It  can  he  used 

a-  a  basis  foi  comparison  ol  the  mar- 

ket area  1  "Midi  by  the  I  \  stations  lo- 
•  ated  in  these  1  ities.  <  opies  •  an  be  ob- 

tained  from   Peat,   Marwick,   Mitchell. 

BASIC    INDEPENDENT 

Y  \   \THE  ONLY  STATION  SERVING 

]All  3  HIGH  INCOME  Markets! 
.  ROCKFORD,  ILLINOIS 

•  BEL0IT,  WISCONSIN       •  JANESVILLE,  WISCONSIN 
WRITE   FOR   DETAILED  COVERAGE  MAP 
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The  lighting  of  TV  studio  sets  gen- 

erally presents  a  big  headache  to  sta- 
tion directors  because  it  entails  the 

complicated  and  tedious  work  of 

switching  each  light  individually.  Also 

lights  can  not  be  set  up  for  a  show 

while  another  show  is  being  televised. 

KOTV,  Tulsa,  has  installed  a  "simpli- 
fied lighting"  unit  that  eliminates  these 

difficulties,  ft  is  an  electrical  panel 

that  gives  directors  "finger-tip  con- 
trol" of  all  studio  lights,  plus  a  mike 

for  communication  to  all  parts  of  the 

building.  The  switches  enable  the  di- 
rector to  set  the  lights  for  a  given  set, 

and  flip  a  lever  to  the  position  which 
darkens  the  set  until  ready  for  use. 
Then,  when  the  time  comes,  he  throws 

the  lever  to  the  opposite  position  and 

the  set  is  illuminated  as  planned — all 
in  one  operation. 

WBAP-TV,  Fort  Worth,  Tex.,  now 
boasts  a  completely  equipped  weather 
station  right  in  its  own  studios.  With 

weather  such  a  vitally  important  thing 

to  Texas  farmers,  ranchers,  pilots, 

builders.  WBAP-TV  has  been  present- 
ing a  Weather  Telefacts  program  since 

CLEVELAND'S 

STATION 

5,000  WATTS— 850  K.C 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H-R  REPRESENTATIVES 

October  1949.  One  of  the  originators 

of  this  program  was  Bob  Denny,  Amer- 
ican Airlines  meteorologist.  With  the 

idea  that  weather  instruments  for  a  TV 

station  would  be  very  practical,  Denny 

designed  and  built  the  weather  station 

at  WBAP-TV.  It  is  complete  with  dials 
indicating  barometric  pressure,  tem- 

perature, wind  velocity,  and  direction; 
these  dials  are  linked  to  outside  weath- 

er instruments,  enabling  viewers  to  get 

up-to-the-minute  weather  data  around 

the  clock.  The  nightly  Telefacts  pro- 
gram (10:30  p.m.)  now  employs  the 

new  facilities. 

KYA,  San  Francisco,  captured  the 

National  Safety  Council's  Public  In- 
terest Award  for  1952  with  its  Mon- 

day-Friday 4:00-6:00  p.m.  program, 
Car-Tunes.  Broadcast  since  Septem- 

ber 1952  and  aimed  at  homeward- 

bound  commuters,  the  program  origi- 

nates in  part  from  the  dispatcher's  of- 
fice at  the  San  Francisco-Oakland  Bay 

Bridge  where  KYA  announcer  Bert 

Winn  is  stationed  to  give  first-hand 

bridge,  weather,  and  safety  informa- 
tion. Music,  news,  and  commercials 

come  from  the  KYA  studios.  Official 

statistics  show  that  in  the  first  six 

months  after  the  inception  of  the  pro- 
gram (September  1952  to  February 

1953)  the  accident  rate  on  the  bridge 
has  decreased  19%. 

*        *        * 

Long  known  for  its  high-fidelitv  re- 
cording and  transcription  work,  United 

Broadcasting  Co.  in  Chicago  finds  it- 
self sufficiently  deep  in  film  work  to 

warrant  changing  its  name  to  United 
Film  and  Recording  Studios.  Firm 

has  been  undergoing  a  $250,000  ex- 
pansion program  during  past  three 

years  and  has  experienced  a  tremen- 
dous demand  for  TV  features  and 

commercials  as  well  as  industrial  films, 

according  to  William  L.  Klein,  presi- 
dent of  the  company. 

After  a  13-week  test  run  with  rental 

applicable  against  purchase.  Phil  Davis 

Musical  Enterprises.  Inc.  signed  a  con- 

tract giving  all  radio  and  TV  broad- 
cast rights  for  its  musical  commercials 

to  Kal.  Ehrlich  &  Merrick.  The  com- 
mercials are  for  Old  Georgetown  Beer. 

The  College  of  Arts  and  Sciences  of 

fndiana  I  niversity  has  established  a 

new  department  in  the  radio-television 

fields.  Although  the  university  has 
conducted  courses  in  radio  for  16 

years,  and  in  TV  for  the  past  two 

years,  the  subjects  had  not  been  given 
academic  rank.  Centralizing  the  super- 

vision for  these  subjects  was  necessary 

to  meet  the  growing  demand  of  com- 
mercial stations  for  college  trained 

personnel,  say  college  officials.  Exist- 
ing courses  provide  for  a  B.S.  degree 

in  radio,  but  the  curriculum  may  be 

rearranged  in  the  future  to  tie  in  with 

other  University  schools  and  depart- 

ments, and  to  permit  the  student  ma- 
joring in  radio  to  receive  an  A.B. 

degree. 

"The  Story  of  Selling  in  Baltimore 

Through  Television"  is  being  circu- 
lated among  advertisers  and  agencies 

by  WBAL-TV.  The  presentation  de- 
parts from  the  routine  in  detailing  the 

character  of  the  station  itself.  It  was 

compiled  by  WBAL-TV  Sales  Man- 
ager Bud  Freiert  and  the  Edward  Petry 

&    Co..    station's    national    reps. 

More  than  3,000  women  from  Minne- 
sota, the  Dakotas,  Nebraska,  and  Iowa 

attended  a  series  of  four  Neighbor 

Lady  Picnics  celebrating  Wynn  Speece's 
12  years  of  broadcasting  as  Your 

Neighbor  Lady  over  WNAX-570,  Yank- 
ton, South  Dakota.  The  gallivanting 

gals  brought  their  own  lunches  and 
coffee  and  cake  was  served  by  WNAX. 

Station  musicians  furnished  the  enter- 
tainment. 

A  new  book,  The  Television  Man- 
ual, by  William  Hodapp  has  just  been 

published  by  Farrar,  Straus  and  Young. 

A  guide  to  TV  production  and  pro- 
graming, the  book  was  written  by  the 

executive  director  of  Teleprograms. 

Inc.,  and  producer  of  American  In- 
ventory, NBC's  weekly  experimental 

venture  into  adult  education  by  TV. 

When  a  fire  caused  a  lot  of  smoke 

damage  to  Kay's  Department  Store  in 
New  Haven,  the  owner  scheduled  news- 

paper ads  saving  he'd  be  closed  "'all 
day  Thursday."  Wednesday  night  he 
changed  his  mind,  but  it  was  too  late 
to  change  the  print  ads.  So  he  peppered 
New*  Havenites  with  announcements 
over  WAVZ  that  he  was  running  a 

"smoke  sale"  on  Thursday.  The  store 
was  jammed  when  the  doors  opened, 
stayed  that  way  all  day. 
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Nielsen  figures  show  that  tin-  Ford 
Motoi  Co.  Fiftieth  Anniversary  Show, 
telecast  via  L10  NBC  and  CBS  l\ 

network  stations  on  1~>  June  reached 
16,404,000  the  largest  audience  foj 

am  show  pul  on  by  b  single  sponsoi 
or  .in  estimated  70.7  of  .ill  T\   homes 

*  #       • 

\  new  t\|»e  of  radio  sponsoi  was 

picked  up  by  WCMB,  Harrisburg,  Pa. 
A  52-week  contract  for  five  announce- 

Dtents  daily  was  signed  between  the 
station  and  the  Pennsy  h  ania  Turnpike 

Commission.  Drive  is  designed  to  pro- 
mote  safe  driving,  educate  the  driving 

public  concerning  Turnpike  rules  and 
regulations,    and    prepare    for    wintei 
weather  and  road  condition  bulletins. 

*  #         # 

In  keeping  with  industry  >  tendency 
to  kick  oil  a  new   line  of  products  with 

a  blast  of  bugles,  Crosley   Division  of 

\\.  o  tossed  up  a  star-studded  produc- 
tion  as  a   means   of   introducing   the 

ITU   TV    line    to    its   distributors.       \t 

the  Cincinnati  showing,  Dorothy  Col- 
lins. Snook\  Lanson.and  other  featured 

performers  on  the  Hit  Parade  joined 

Victor  Borge,  I'ats\  Kelly,  l'hil  Foster 
in  demonstrating  new  features  of  the 
line.  Crosley  will  cosponsor  Your 
Hit  Parade  with  the  American  Tohacco 
Co.  next  season. 

»        »        » 

The  Radio  Executives  Club  ol  New 

England  celebrated  its  healthy  financial 
status  by  bestowing  gifts  upon  past 

presidents  who  served  during  a  period 
when  the  treasury  was  sadly  depleted. 
Now  in  its  fifth  \ear.  and  with  close  to 

17"i  members,  the  club  presented  suit- 
able gifts  to  William  B.  McGrath,  gen- 

eral manager  of  \\  HDII  and  REC-NE's 
first  president:  also  to  Rudy  Bruce,  ad 
manager  of  New  England  Coke  Co. 

Presentations  were  made  by  C.  Herbert 

Masse,  sales  manager.  \\  BZ-T\  .  newly 
elected  president  of  REC-NE. 

*  »        * 

K.TL\-T\  .  San  \ngelo,  1  ex..  recent- 
ly placed  ads  in  local  newspapers  as 

well  as  announcements  on  its  own  pro- 
grams encouraging  San  \ngelites  to 

come  to  the  studios  for  TV  auditions. 

Station,  interested  in  building  up  local 
programing,  plans  a  number  of  shows 
built  around  local  talent. 

*  *        • 

Working  on  the  theory  that  it's  more 
important  for  listeners  to  know  where 

you  are  than  who  you  are,  CJOR.  Van- 
couver. B.C..  has  registered  the  name 

10  AUGUST  195 

"Station  600.  I  h«-  station  plays  down 
its  call  letters  on  the  air,  even  answers 

the  phone  as  "Station  600."  I  here 
being  only  one  station  600  in  Canada 
the  station  is  able  ii>  use  this  in  all  its 
national  promotion. 

A  lei  i  listeners  to  W  NBI  .  Nen  ">  ork 
flagship  Btal  ion  ol  N  Bl  Radio,  i  in  gel 
..  clue  to  v.  eal  hei  condil  ions  e\  en  be- 

fore be. ii  in"  the  offi<  ial  repot  i.  Pro- 
gram Manage]  Steve  W  hite  has  »  bed- 

tiled  forecasts  60  times  a  day .  dui 
Btation  bieak-.  .mil  ibe  wiseacres  can 

I'll  the  meteoro!ogi<  al  outlook  by  \ht 

positioning  >>f  the  announcements.  If 
the  weathei  forei  asl  is  read  before  thi 

>  .dl  lettei  -  ii  -   i    I  weather, 
but  if  the  fore  asl  •  omes  aftei     well. 
ei  ..iii  the  old  umbrella. 

•       •       • 

I  he    Musi  nl. ii    I  listrophy    I  und    is 

   ii.  bei   today    is  the  result  of 

n  athon  telei  ,i~t  Btaged  by  \\  I  A\  -  \. 
i  rosley  I  \  outlel  in  Vtlanta.  La  al 

I  ei  sonalities  were  joined  by  <  aptain 
\  ideo  and  lb. mi  Vfassey  in  the  L8-houi 

i«  lethon   foi   the  charil   .  *   *   * 

D0NT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

STATION       STATION         STATION       STATION       STATION  STATION 

WHEC 

FIRSTS    267 

TIES       32 

B  C 

103  12 

30  1 

D 

7 

3 

E 

0 

0 

F 

0 

Station  on 
til  sunset  only 

WHEC  carries  ALL  of  the   vvtop  ten"   daytime   shows! 

WHEC  carries    SIX    of  the  "top  ten"  evening  shows! 

LATEST   PULSE   REPORT   BEFORE   CLOSING   TIME 

BUY    WHERE   THEY'RE    LISTENING:- 

WHEC j'ficxJietfei 
NEW   YORK 

5,000   WATTS 

.i.rfof.v.i   EVERETT-  McKINNEY.  Inc.  New  York.  GWogo.  LEE  F.  O  CONNEll  CO     loi  Angefr-i.  So*  FroooKO 
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New  England's 

fastest 
growing 
area. Eastern  Conn . . . 

Served  best 

by  its  largest  city 

*NORWICH  thru 

Some  of  Eastern 

Connecticut's  big 
installations  include 

DOW   CHEMICAL 

(Six  miles  from  Norwich) 

ELECTRIC   BOAT  CO. 
(Submarines) 

SUB   BASE,   GROTON 
(Ten  miles,  nearly 
15,000  people) 

PHIZER   CHEMICAL 

AMERICAN   SCREW   CO. 

U.   S.   FINISHING   CO. 

AMERICAN  THERMOS  CO. 
and  hundreds  more. 

Here  is  the  #1  Hooper  station 

with  the  best  local  Music 

and  News 

programming 

and  NOW  one  LOW  RATE 

6.00  AM  -10:15  PM 

Major  £«(« 

..Force  of taswn 
Conn, 

Norm  A) 

contact  John  Deme,  Mgr. 
•Norwich  37,633 

New  London  30,367 

Robert  L.  Foreman.  radio-Tl    v.p.,  BBDO, 
recently  took  on   neu    duties   as  chairman   of  the  Tl 

l>lans  board  of  the  agency.    Foreman,  who  headed 

the  radio-Tl     commercial  department,   will  concern 

himself  with  program  development,  dissemination 
of  Tl    information   throughout  the  agency,  and 

maintenance  of  relations  among  advertisers,  agency, 
and   broadcasters.    Associated   uith    BBDO   since 

1939,   Foreman    has   contributed  a   regular   column 

of  commercial  critiques  and  comments  to  sponsor 
for  over   three   years,   will   continue   to  do   so. 

lienru    ft.    Flffnft,    formerly    Fastern    sales 

manager  for  CBS  Radio  Spot  Sales,  has  been  pro- 
moted to  general  sales  manager  for  CBS  Radio  Spot 

Sales.    His  new  post  includes  operations   in   \eu 
York.   Chicago.   Detroit.   Atlanta,   San   Francisco, 

and  Los  Angeles.    Fiynn  started  working  for  CBS  in 

1935  while  still  a  student  at  I  SC.    After  tackling 

various  selling  fobs  for  the  net.  and  time  out  for 

five  \ears  in  the  \an.  he  transferred  to  New   )  or!, 
in    1949.   became  asst.  sales   mgr.  in    1951.   Fastern 

sales   mgr.  in    '52.    He's   married,   has  four  children. 

Theodore  C.   Streibert.   former  chairman 

of  the   board  of    Mutual   Broadcasting   System,   was 

nominated    by   President   Eisenhower   as   dire<  tor 

of   the   new   I  nited  States   Information    Agency. 
Sew    agency    embraces    the    \  oicc    of     America,    the 

overseas    library    program     and    other    overseas 

information    activities.    Streibert    became   asso- 
ciated with   radio   station    if  OR  in    1933.   uas  among 

the  founders  of   MBS  the  following  year,  became 

board  chairman  in   1919.    Said  he  of  his  neu 

government   post:    "It's   a   tough    fob." 

Tom    Hcltermott.    director   of    T\     department 

ol    Benton    £■    Bowles,    was    named    vice   president    in 

illume  of   production   of  all  Benton   &   Bowles  radio 
and   television    shows.     MlcDermOtt   has    been    with    the 

agency  since  1942  and,  in  his  new  job.  will  take 

on  many  of  the  duties  formerly  supervised  l>y 
IT  alter  Craig  who  resigned  in  May.  Craig  becomes 

vice  president  and  director  of  Pharmaceuticals, 

Inc.,  \ewark,  makers  of  Set utan  and  Ceritol.  on 

I  September,  imong  big  BAB  air  spenders  are: 
GE,   Best    Foods,   Crosley,   General   Foods. 
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WISCONSIN'S  MOST^/.m, --^//STATION  IN  GREEN  BAY  ^ 

HAYONR        EVANS  Gen        Mgr  Rep        WEED     TELEVISION 

10  AUGUST  1953 

149 



Welcome  back,  King  Arthur 

Nobody  who  witnessed  Arthur  God- 

frey's return  to  the  TV  network  picture 
on  a  recent  Monday  night  could  have 

failed  to  be  deeply  affected. 
He  ran  the  show  from  a  chair  on  a 

Virginia  farm,  his  crutches  on  the 

grass  beside  him.  his  chuckle  filling 

the  air,  as  though  he  hadn't  just  spent 
long  weeks  in  a  hospital  after  an  oper- 

ation that  might  have  paralyzed  him 
for  life. 

You  needed  to  see  him  only  now  to 

understand  why  he  has  become  radio 

and  TV's  leading  star  as  well  as  top 
salesman. 

Is  it  because  of  the  fine  core  of  hum- 

bleness beneath  his  jolliness,  his  ease 

and  dignity,  and  his  flair  for  the  dra- 
matic that  America  loves  him  so? 

Maybe  this  Godfreyclian  quality  will 

not  escape  other  advertisers  ( and  per- 
formers) seeking  the  key  to  successful 

selling. 

It  made  us  glad  to  read  the  next 

morning  that,  according  to  Trendex, 
91.1%  of  all  viewers  who  had  their 

sets  on  in  10  cities  were  tuned  to  King 

Godfrey's  program. 

Nighttime  radio  coming  back? 

From  potentate  to  pariah  in  five 

years. That's  the  story  of  nighttime  radio — 

but  the  last  chapter  hasn't  been  written 
yet.  SPONSOR  predicts,  in  fact,  that  the 
pendulum  of  advertiser  interest  will 

swing  again.  It's  dubious,  of  course, 
that  advertisers  will  ever  flock  to  night- 

time radio  as  they  did  before  TV.  But 

we  think  there'll  be  a  definite  turning 
from  low  interest  to  high  attentiveness. 

Nighttime  radio  has  been  plagued  by 
two  factors: 

1.  Buyers  aren't  prone  to  measure 
it  against  other  media  in  terms  of  cost- 

per-impression  or  sales  results.  Instead 
they  measure  nighttime  radio  against 

itself,  against  what  it  could  deliver  in 

its  top  audience  years. 

2.  The  reports  of  nighttime  radio's 
audience  decline  were  exaggerated. 

A  lot  of  the  trouble  boils  down  to 

loose  talk.  Once  the  tongues  start  wag- 

ging, negative  factors  become  distorted 
and  blown  up  larger  than  life.  In  this 

issue,  for  example,  SPONSOR  takes  12 
loose  statements  about  nighttime  radio 

you  might  hear  in  any  conversation 
among  admen  nowadays  and  rebuts 
them  with  the  research  facts.  Among 

the  statements  we've  labeled  as  falla- 
cies are  these: 

•  "When  a  TV  set  is  on,  nobod) 

listens  to  radio." 
•  "Nighttime  radio's  circulation 

costs  are  rising." 
You'll  find  this  article  on  page  30. 

If  you're  got  some  rebuttal  to  our  re- 
buttal or  another  point  of  view  to  ad- 

vance, here's  an  invitation:  Write  us 
a  letter  so  that  we  can  give  the  issues 

the  fullest  airing.  Address:  40  E.  49  St. 
Another  article  in  this  issue  ( on 

page  28  I  gives  you  a  case  history  of  the 
nighttime  radio  advertising  of  Morton 

Salt  Co.     Morton's  experience  is  that 

nighttime  radio's  impact  has  been  in- 
creasing— especially  in  the  older  estab- 

lished TV  markets.  The  company  is 

enthusiastic  about  nighttime  radio  and, 

as  we  said,  we  predict  the  ranks  of  the 
enthusiasts  will  grow. 

•        «        • 

Why  you  should  sell  in  Canada 

With  the  help  of  magazines  like 
sponsor  the  American  air  advertiser 

is  becoming  more  and  more  aware  of 
the  basic  facts  about  Canada  and  Ca- 

nadian radio  and  television. 

As  a  market,  Canac'a  is  America's 
biggest  customer  and  also  sells  the 
most  to  us  of  any  foreign  country.  Its 

14.6  million  people  enjoy  an  annual 

income  of  over  $18  billion  and  spend 

$11.3  billion  of  it  on  retail  goods. 

There  are  183  U.S.  companies  adver- 
tising today  on  Canadian  radio;  75 

U.S.  agencies  are  using  Canadian  ra- 
dio. Both  numbers  are  growing.  More 

TV   sponsors  are   also  coming   in. 

Especially  interesting  is  the  evidence 
of  the  tremendous  vitality  of  Canadian 

radio.  Example  culled  from  sponsor's third  annual  Canadian  section  (starts 

page  59)  : •  Le  Casino  de  la  Chanson,  a  give- 

away program  on  CKAC,  Montreal, 
pulled  close  to  6.5  million  letters  last 

year  alone.  (There  are  only  4.5  mil- 
lion French-speaking  Canadians.  I 

Canadian  radio  is  perhaps  even 

more  indispensable  to  the  advertiser  in 
Canada  than  radio  is  in  the  L.S.  be- 

cause of  greater  size,  distances,  and 

farm  population,  and  fewer  magazines, 

newspapers,  and  TV  sets.  Americans 

have  been  quick  to  realize  this.  You'll find  most  of  the  network  program 

sponsors  in  Canada  to  be  of  U.S.  ori- 
gin as  a  result.  This  most  penetrating 

of  sponsor's  annual  Canadian  sections 
should  help  you  get  into  the  race. 

Applause 

The  Christal  study 

Radio  owes  a  debt  of  thanks  to  the 

11  Christal  stations  for  sponsoring 

something  revolutionary  in  radio  re- 

search: a  non-competitive  study  de- 
signed to  help  all  radio  and  not  just 

a  few  individuals  or  stations. 

This  studv  uncovers  one  astoundinu 

fact  about  radio,  among  mam  others 

interesting  but  not  quite  so  remarkable: 

that  55' ,  of  all  adult  Americans  (some 
33.8  million  in  TV  areas)  have  so 

much  confidence  in  radio  that  they 

would  turn  to  it  to  verify  a  rumor  of 
war. 

Full  credit  should  be  given  by  agen- 

cy and  advertiser  alike  to  the  Christal 

stations  and  the  Henry  I.  Christal  Co., 

as  well  as  Alfred  Politz  Research,  for 

statisticallv  proving  the  universality  of 

radio  and  its  importance  in  the  daily 

life  of  the  American  people,  (sponsor's 
storv  on  this  remarkable  precedent- 
shattering  survey  begins  page  36.) 
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mo*e,-(hah  /o%of-fti&. 
Haiioit fl/ing  ste&on. 

ca/ac  -fakes  pfeoe.  h 

\ 
D  %  of  total 

WJR      MARKET      DATA  US  market 

Population          12,601.300  8.3 
Radio  Homes                3,785.540  8.6 

Farm  Radio  Homes             328,990  5.9 

Food  Sales   $  3,266,766,000  9.4 
Retail  Sales   $13,613,431,000  9.3 

Drug  Sales   %     464,447,000  10.3 

FILLING  STATION  SALES   J     739.614.000  10.1 
Passenger  Car  Registrations           4.116,934  10.2 

1  hroughoul  the  \  ear  this  area  accounts  for  an  important 

pan  of  all  filling  station  sales.  \ml  because  tlii-  rich 

market  area  is  the  Midwest's  number  one  vaeationland, 
your  sales  potential  here  almost  doubles  in  the 

Bummertime.  Sell  your  filling  station  items  forcefully 

and  economically  this  summer  with  the  single  sales 

voice  that  effectivel)  covers  the  Greal  Lakes  area. 
Use  WJR,  The  Greal  Voice  of  the  Greal  Lakes. 

Contact   WJB  or  your  Christal  representative  today. 

-ttie  great  vo/ca 

of 

-Uie  
great  

fakes 

©F  All  OF  THE  NATIONS    SALES 

TAKES  PLACE  IN   WJRS 

PRIMARY  COVERAGE  AREA 

FREE 

SPEECH MIKE 

J-       « 

WJR,  Fisher  Building,  Detroit  2.  Michigan 

WJR,  {astern  Office:  665  Filth  Avenue.  New  York  22 

Represented  Nationally  by  the  Henry  I.  Christal  Company 

Canadian  Representatives:  Radio  Time  Sales,  (Ontario)  Ltd. 

Radio —  tmiricn's  Great est    ldvertisin&  Medium 



WHB  in  Kansas  City 
Swings  to 

I 
I 

The  S*W 

\s 
to 

». jjsasCity 

Sharing  Time  with  KMliC 

on  CHANNEL  9 
VVTITH  a  jointly-owned  transmit  icimum  ;ill<>\ 
**    316  k\v  visual,  I SS  kw   aural  mIi  .i  thousand-fi 

height  above  a\<  with  th< 

i  imbia  Network  I  \    \  ,.  plus  WHB's  and  KMB 
AM  Radio  personalities,  in  bright,  n< 

Channel  9  in  Kans.i 

on  every  Television  mli'  >»,il  \/>"f  (cl 

Interim  operation  beginning  in  in  from 

Missouri's  tallest  office  building,  reaching  most  <>l  tl 
in  the  Kansas  City  market     including  tl  opolitan  i  «>l   [ohi 
Leavenworth  and  Wyandotte  counties   in  K  nd    Platte 
counties  in  Missouri. 

In  Kansas  City,  plan  to  u  ur  future   I  \ 
rHBTV  NATIONALLY  REPRESENTED  BY  BLAIR  TV.  /A< 

ctd  <z&  aicaacf^ 
WHB  Radio  '  i 
t  i iiif  U  I)  "the  i 

\\  I  1 1 1 

WHB 
Kansas  City's  Mutual   N 
years. 
Exclusive  play-by-play  broad 
Larry    Ray,    of   the    Kai 

( New  York   Yankee's  No.    I irs. 

"Night  Club  of  the  Air"  since  1951- 

"Cluh  ~I<)     i  mid-afternoon  d.j.  show  t 
Twenrj  s)   since   1952 — 2  years. 

ira  Lea  (women's  program)  sinci 
WHB  Newsbureau  and  Associated  Press  i 
L936   (John  Cameron  Swayze  was  our  first  m 
— 17  years. 

*  "WHB  Musical  <  .1  ick"  since  1931—22  years. 

if  "WHB  Neighborio' 
the   "Farmers'    Hour")  122 — 

J  ears. 

ir   Represented  nationally  for  Spot  Radio 
by  John  Blah  &  Compart)  sinn 
—6  years. 

WHB   •   KANSAS  CITY'S OLDEST   CALL    LETTERS 

FREE! 

* 

* 

1922-1953 

10,000  WATTS  IN  KANS 
DON    DAV 

MUTUAL  NETWORK  •  710  KILOCYCLES  •  5,000  WATTS  NIGHT 
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IAYUK  CIGARS,  INC DOES     A     COMPLETE     IOB 

SO   DO    HAVENS   AND    MARTIN,    Inc.    STATIONS... 
WMBG 

WCOD 
WTVR 

|STATIONS     Or"     VIRGINIA 

Keeping  in  stride  with  changing  tastes  is  as  essential  as  the 

quality  ingredients  in  the   product  itself.     This  has  been  done 

with  singular  success  by  Bayuk  Cigars,  Inc.,  makers  of  Phi  lies 

and    Webster    cigars.     Improved    methods    of    manufacturing,    modern 

packaging,      advertising,      merchandising,     and      promotion     are      a 

continuing    Bayuk    program    that    has    contributed    much    to    increased 

sales.     This    certainly    proves    that    Bayuk    management    knows    its 
business  well. 

Havens    4    Martin,    Inc.    Stations    always    keep    in    step    with    changing 

tastes,  too.    Pioneers  first  in  AM.  then  FM  and  TV,  they  estab- 

lished  Richmond  s  one  and  only  complete  broadcast  institution. 

Audiences  grow  larger  and  more  loyal  each  year — which  explains 

why  so  many  advertisers  rely,   year  after  year,   on   these    First 

Stations  of  Virginia  for  outstanding  sales  results.      Do  you? 

WMBG"    WCOD-    WTVR 

Havens  &  Martin   Inc.  Stations  are  the  only 

complete    broadcasting    institution    in    Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 

WTVR   represented    nationally   by   Blair  TV,    Inc. 

WMBG  represented  nationally  by  The  Boiling   Co. 

TV 

dmiral's  sponsorship  of 
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move  merchandise? 
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Leading  network  engineers  proclaim  the  TK-llA  the 
finest  television  camera  ever  produced — the  easiest  cam- 

era in  the  world  to  handle  —  and  the  simplest  one  to  get 
at.  It  has  all  the  proved  performance  advantages  of  the 
world-famous  RCA  TK-10  camera-  PLUS  THESE  NEW 
FEATURES: 

NEW  7"  viewfinder  pic- 
ture tube  produces  larger, 

brighter,  sharper  pictures  to 

help  the  cameraman. 

NEW  electronic-protection 

system  guards  Orthicon 
against  deflection  failure,  or 
loss  of  driving  signals. 



New  toothpaste 
hits  market 

$15  billion  Negro 
market  booming 

Lux  TV  Theatre 

to  go  full  hour 

NBC  Radio  to 

juggle  shows 

Leading  sponsors 

report  big  profit 

P&C's  $80  mil. 
keep  it  on  top 

Lambert  Pharmacal  will  spend  51  million  (half  of  it  in  radio  and  TV, 

network  and  spot)  next  12  months  to  advertise  new  toothpaste,  "Lister- 

ine  Antizyine,"  hottest  thing  in  dentistry  since  chlorophyll.   Product 
contains  anti-enzyme  ingredient  which  keeps  enzymes  from  converting 

carbohydrates  in  mouth  into  tooth-decaying  acids.   "Ozzie  &  Harriet" 
simulcast  will  be  used  over  ABC  Radio  and  TV  starting  18  September. 
Stars  will  personally  announce  new  product  over  summer  replacement, 

"Listerine  Summer  Theatre,"  28  August. 
-SR- 

Booming  Negro  market  is  15  million  strong  with  over  $15  billion  to 

spend.   Successful  sponsors  are  those  who've  taken  time  to  learn  how 
to  program  to  reach  average  Negro.   For  4  articles  on  Negro  market, 
radio,  results,  tips,  see  section  starting  page  65. 

-SR- 

Lever  Bros,  has  advised  JWT  to  get  ready  to  expand  its  Thursday  night 

"Lux  Video  Theatre"  (CBS)  to  full  hour  starting  7  January.   "Big  Town" 
(McCann-Erickson) ,  following  "Lux  Video  Theatre,"  and  "Lux  Radio 
Theatre"  may  be  axed.   Lux  show  starts  originating  in  CBS'  huge  TV 
plant  on  West  Coast  soon.   CBS  reported  to  have  made  bargain  conces- 

sions to  get  Lever  there  with  idea  of  inducing  other  sponsors  to  shift. 
-SR- 

NBC's  Bill  Fineshriber,  Ted  Cott  working  on  plan  to  reshuffle  as  many 
as  20  network  radio  programs  aiming  to  build  stronger  lineups  day  and 

and  night.  Cott  plans  to  refuse  taped  versions  of  TV  shows,  will  in- 
sist radio  programs  be  specially  produced. 

-SR- 

Heavy  air  advertisers  making  money:  P&G,  which  got  rich  pioneering 

large-scale  use  of  radio,  reports  1952  net  of  $42  million,  up  %   mil- 
lion over  previous  year,  on  net  sales  of  $850  million.   General  Foods 

netted  $24.8  million  (against  $20.4  million  previous  year)  on  sales  of 
$701  million.   General  Mills  made  $11.4  million  on  $483  million  sales. 

-SR- 

General  Foods'  $54  million  ad  expenditure  was  hailed  as  top  in  the 
field  when  first  released  other  week.   But  ex-P&G  ad  executive  told 

SPONSOR  giant  soap  firm  now  spends  upward  of  $80  million  on  advertis- 

ing, making  it  kingpin.   (Combined  PIB-Media  Records  figures  for  4 

media  list  P&G ' s  expenditures  at  $45.4  million,  with  $30.4  million 
for  gross  network  time.) 

SPO\SOR   in  new  offices 

Remember  to  change  directories:  SPONSOR  editorial,  advertising,  and  circula- 
tion hq.  now  located  at  Madison  &  49  St.  (40  E.  49  St.),  New  York  17.  Phone 

number  remains  MUrray  Hill  8-2772.   Other  offices:  Chicago,  Los  Angeles. 

L _J 
SPONSOR    Volutin    :     \       17.  21   Augv  . 
lation  Offices  40  E     49th  St..  New  York  IT.     $S  a  year  in  V.   S.     $9  elsewhere.   Entered  as  second  cl«js  matter  29  January  1949  at  Baltimore.  Md.  postc-nVe  under  Act  3  Marth  187» 
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Industry    income 

tops  $404   mil. 

Kraft   looks  for 

2nd  net  TV  show 

ABC  getting  set 
for  fall  season 

CF  outlook:   from 

mags  to  color  TV 

Lever  testing 

new   fertilizer 

Admiral   sales 

58%  over  1952 

U.S.  Commerce  Dept.  reports  1952  national  income  for  radio-TV  indus- 
tries at  $404  million,  up  $30  million  over  1951.   Total  of  59,000 

full-time  employees  averaged  $5,559  each  in  salary,  higher  than  any 

field  except  banking.   Profit  trend's  continuing.   Latest  CBS  Inc. 
report  shows  net  income  for  first  6  months  at  record  §4  million. 

-SR- 
Kraft  has  instructed  its  agency,  JWT,  to  recommend  second  network 

show — because  of  success  of  "Kraft  TV  Theatre"  in  selling  products. 
Order  comes  several  weeks  after  Kraft  nixed  NBC's  bid  to  go  alternate 
weeks  sc  U.S.  Steel  could  have  other  week  for  Theatre  Guild  hour. 
Niles  Trammell  was  called  from  retirement  to  make  this  pitch  to  Kraft. 

-SR- 

While  ABC's  new  talent  was  signed  primarily  with  TV  in  mind,  ABC  is 
making  plans  to  use  some  of  its  stars  in  radio  too  come  fall.   In 

works  is  musical  variety  show  9:00-10:00  p.m.  Wednesdays.   Among  those 

mentioned:  George  Jessel,  Joel  Gray.   ABC  Radio's  experiment  with  15- 
minute  strips  between  8:00  and  9:00  p.m.  during  week  will  be  watched 
closely  by  trade,  especially  serialized  dramas. 

-SR- 

Why-magazines-are-trembling  dept.:  General  Foods,  $54  million  adver- 
tiser in  1952,  reported  among  those  planning  to  switch  some  of  its 

huge  magazine  expenditures  to  TV  when  color  video  arrives.   GF's  spon- 
soring 7  radio,  4  TV  shows  during  summer.   Jell-0  line  will  return  to 

net  TV  with  shared  sponsorship  of  "Our  Miss  Brooks,"  Bob  Hope  night- 
time show,  and  participations  on  "Mama"  after  two-year  absence.   Spon- 

sorship of  daytime  Bob  Hope  radio  show  will  continue. 

-SR- 
Lever  Bros,  quietly  market-testing  sensational  new  powdered  fertilizer 

"Feralon"  on  fairly  extensive  scale.   Made  by  Oswego  Soy  Products  Mfg. 

Co.,  Oswego,  N.Y.,  product's  for  ama'  eur  gardeners  (window  box  variety) , 
guaranteed  not  to  burn  your  plants.   Incidentally  Lever  execs  highly 
amused  by  rumors  soap  firm  about  to  be  sold  to  General  Foods  or  Gen- 

eral Mills.   Firm's  owned  by  Unilever,  British-Dutch  corporation. 
-SR- 

Does  sponsoring  Bishop  Sheen's  "Life  Is  Worth  Living"  pay?  Ross  D. 
Siragusa,  Admiral  Corp.  president,  told  SPONSOR  Admiral  sales  of  ap- 

pliances first  half  of  1953  rose  58%  over  same  period  1952.   Firm' s 
$1  million  TV  show  is  given  much  credit.   Program  returns  13  October 
on  Du  Mont.   (See  page  31  for  article.) 

\ru-   national  spot   radio  and  TV   business 
SPONSOR PRODUCT AGENCY 

STATIONS-MARKET CAMPAIGN,   start,   duration 

Colgatc-Palmolive- Halo    shampoo 
Sherman    &    Mar- 150   radio    mkts,    throughout Radio:    anncts    campaign;    st    early    Sep; 

Peet,     Jersey    City 
quette,    NY 

country 

52   wks 
Fanny    Farmer    Shops 

Candy 

Wyatt   &   Schuebel, Radio,    TV    stns    in    17    major Radio-TV     minute-anncts;     st     mid-Nov: 
NY cities    on    Eastern    Seaboard 6    wks 

Licbmann     Breweries. Rheingold    Beer Footc.  Cone  &  Beld- 25   stns   in    NY,    Conn Radio:  anncts  campa'gn;  st   17  Aug;   5!A 
NY 

ing,   NY 

wks 

Monarch   Wine   Co, Manischcwitz  Wine Donahue  &  Coe,  NY 50    radio,    some    TV    mkts    scat- Radio-TV:    anncts.     partic:     st     mid-Sep; NY tered    throughout    country IS    wks 
Procter  &  Camble. Drene lompton  Advertising, 30    mkts    scattered    throughout Radio-TV:    anncts    campaign;    st    7    Sep; 

Cinci NY 

country 

52   wks 
Reader's    Digest. Reader's    Digest BBDO.   NY 20    radio    mkts Radio:    60-sec    anncts;    st    mid-Sep;    13 

Pleasantvillc.    NY 

wks 

Southland  Coffee  Co. New   coffee   product Donahue  &  Coe.  NY Radio,    TV    in    Norfolk Test  campaign;   st  Sep;   duration   not   set Atlanta.   Ca 

SPONSOR 
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ARTICLES 

Ms  Bishop  Sheen  a  good  salesman  for  Admiral? 
Appliance  maker  was  thought  daring  for  sponsoring  Catholic  prelate,  but 

sales  are  up  58r<  and  Admiral  has  renewed  Du  Mont  show,  seeking  132 
station    lineup    for   coming    fall    and    winter   season  «-» 

If.     Beware  of  these  media  research  pitfalls 

Part  8  of  SPON-OR's  All-Media  Study  contains  quotes  from  eight  researchers, 
seven  agency  executives,  two  advertisers,  and  four  air  media  experts,  outlining 

the  most  important  factors  to  be  considered  in   planning  and  using  media  research  «*•* 

5  ways  to  cut  eommerelal  eosts 
A  picture  story  pinpointing  methods,  gadgets  for  trimming  costs  of  live  TV 

commercials  as   demonstrated   at  WNBT  clinic   for  agencymen  «fo 

An  ex-magazlne  man  looks  at  rrirlio 
After  25  years  in  the  magazine  field  Edward  Lethen  Jr.  joined  CBS  Radio. 

Now,  after  two  years,  he  gives  his  views  on  how  radio  has  been  under-selling 

itself,    cites   fallacies    in    selling    points    magazines    use    to    woo    advertisers  *»© 

SPONSOR  Index  for  first  half  of  1953 
Articles  and   departments   are   indexed    here   under  convenient   headings.      Extra 

copies   of  this    index   are   also   available   to   subscribers   without   charge  41 

\EGRO  RADIO  SECTION Starts  page  65 

The  Negro  market:  S15  billion  to  spend 
Advertisers    are    discarding    notion    American    Negroes    constitute    second-class 

market.    Article    includes    brand-preference    data  '»'» 

Negro  radio,  keystone  of  community  life 
Stations  which  concentrate  on   Negro-appeal  radio  often  come  up  with  astonish- 

ingly   high    share-of-audience    figures  '*« 

Negro  radio  results:  no  product  limitations 
Specific    sales    results    stories    from    around    the    country    show    *hat    an    air    ad- 

vertiser can   sell    Negroes   anything  from   Cadillacs  to  fried    shrimp,    real    estate  4  4 

Tips  on  using  Negro  radio 
Don't    talk    down,    try    to    unload    second-class    merchandise,    or    overlook    the 
opportunity    to    have    your    commercials    delivered    by    local    personalities  3  '* 

COMING 

SPONSOR'S  All-Media  I  valuation  Study:  Part  9 
72   national  advertisers  reveal  inside  secrets  of  how  they  evaluate  media.     First 

report   on    SPONSOR'S    3,000-questionnaire    survey    of   agencies    and    advertisers      •    Sept. 

Block   Drug  Co.   rediscovers  radio 
After  more  than  a  year  away  from  network  radio,  Block  now  has  one 

network  and  two  regional  radio  shows  in  addition  to  net  TV  show,  is  looking 

for  more  radio  coverage  for  future  •    Sept. 
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b/  More  people 

hear  KWKH 
than  all  other 

Shreveport 
stations 

combined! 

1WKH  is  by  all  odds  the  most  listened-to,  most 
productive  station  in  the  Arkansas-Louisiana- 
Texas  area. 

1WKH  gets  22.3rc  more  Average  Daily  Listeners 
than  all  other  Shreveport  stations  combined — 
set  costs  44.2%  less! 

le  audience  figures  above  are  from  the  new  Standard 

Station  Audience  Reports — the  more  conservative  ot 
the  two  recent  audience  surveys  made  in   this  area. 

Write  direct  or  ask  your  Branham  representative 

for  the  whole  50,000-watt  KWKH  story. 

AIL   OTHER KWKH STATIONS   COMBINED 

AVERAGE   DAILY   LISTENERS 

KWKH 
A   Shreveport  Ti 

tt,000  Watts    •    CBS  Radio 

^t«x 

as 

SHREVEPORT f  LOUISIANA 
The  Branham  Co..     I      l>L>a>>»a 

Representatives         ̂   «rKOIIl«S 
Henry  Clay,  General  Manager 

Fred  Watkins.  Commercial  Manager 



bowWOW! 

The  Biue  Ribbon  already 

—and  just  a  year  old! 
"The  Best  News  Reporting  of  any  non- 

network  radio  station." 

That's  the  inscription  on  the  trophy 
just  awarded  KBIG,  the  Catalina  sta- 

tion, by  The  Radio  and  Television 
News  Club  of  Southern  California. 

With  men  who  know  news  best  .  .  .  the 

writer  at  the  teletype,  the  newscaster 

at  the  mike  .  .  .  these  expertly  handled 

hourly  5  minute-news  gems  of  KBIG's 
Alan   Lisser  rank  tops! 

A  long  list  of  KBIG  news  sponsors 

verify  this  judgment  with  pen  on 
contract. 

You  can  join  them  with  your  own 

newscast  every  day  of  the  month  for 

only  $25  a  day  .  .  .  twice  daily  for  $36. 

10,000  WATTS 

AT740 

STUDIOS  IN  AVALON 

AND  HOLLYWOOD 
GIANT 

ECONOMY 
PACKAGE  OF 
SOUTHERN 
CALIFORNIA 

RADIO 

John   Poole   Broadcasting   Co. 

KBIG     •     KBIF     •     KPIK 

6540  Sunset  Blvd.,  Hollywood  28,  Calif. 

Hollywood    3-3205 

Not.   Rep.   Robert  Meeker  Associates,   Inc. 

rcns,™ iDiipr 

Carl  E.  Httsst'l.  Ross  Roy,  Detroit,  tells  a  story 

that  illustrates  spot  radio's  flexibility.    He 
had  just  completed  buying  announcement   time  for 
Dodge's  "Job-RatecT'   Trucks  this  spring,  when 

Dodge  reduced  prices.    "We  had  to  get  new  copy 

to  200  radio  stations  throughout  the  Midwest" 
says  Carl,  "and  we  did  it  overnight,  thanks  to 

the  fine  cooperation   of  all  the  stations."    Carl 
placed  half  the  announcements  in  early  morning  to 
i each   car  radio  listeners,  half  near  early  evening 

news  and  late  sports   to   reach    men   at   home. 

Ira  Singleton,  Humbert  &  Jones,  New  York, 
bought  announcements  only  between   7   and  8  a.m. 

for   his    new   Sonneborn    Sons    account — the   Amalie 
Division.    The  reason  for  concentrating  his  fire: 
The  manufacturer  of  Amalie  motor  oils  and  grease 
wants  to  be  sure  to  reach  men  who  are  car  owners 

while  they're  driving  to  work.    "Hence,"  explains 
Ira.  "we're  sticking  to  minute  announcements  near 
7  to  8  a.m.  news  and  d.j.  shows  in  the  nine  A  eiv 

England  markets  which   coincide  with   firm's  dis- 
tribution." Agency  specializes  in  automotive  accounts. 

Hililri'tl  Gannon,  French  &  Preston,  New  York, 
has  made  the  swing  from  selling  securities  to 

pushing  groceries.    She  used  to  work  for  Doremus 
&  Co.,  financial  specialists,  now  buys  time  for 

Grand  Union  Super  Markets.    Here's  the  parallel 
she's  found  between  selling  bonds  and  selling 
biscuits:   "To  sell  bonds,  specific  offers   of 
booklets  were  made  to  attract  leads  for  security 

salesmen.    To  get  women  into  Grand  I  nion 

Super  Markets  we  stress  specials."   Announcements are  bunched  on   heavy  shopping  days. 

Howard  A.  Schwartz,  Beacon  Advertising 

Assoc.  New  York,  is  bin  Ling  the  tradition  of  "hard- 

sell spots  only"  which  i>revails  among  IS  ew   )  ork retailers.    For  his  Michael  Bros,  account,  a  chain  of 

10  retail  furniture  stores  in  New   York  and  New 
Jersey,  he  recently  bought  New  York  Page  One, 

11-11:15  p.m.  across-the-board,  to  start  in  September. 
"II  c'll  he  using  this  TV  show  tor  institutional 

advertising."  he   explains,  "supplementing  it 
with    flexible    Tl     spot    announcements    keyed 

In     Michael    Bros.'    daily    sales    needs." 

SPONSOR 



Mc  McAdoo, 
FARMER^  FRIEND 

Dick's  shingle  might  be  so  worded,  if  he  had  one  up.    It  so 

happens  though  that  he  reaches  his  audiences  through  our  microphones. 

WBIG,   Greensboro,   broadcasts  to  one  of  the   most   important   industrial 

and  distribution  centers  in  the  South.     It  could  occasionally  be 

overlooked  that  we  are  also  in  the  heart  of  a  prosperous  agricultural 

area.    McAdoo  heads  up  two  "Farm"  shows — early  morning  and  midday — 

with  emphasis  on  the  problems  and  interests  of  this  special  group  of 

listeners.     Entertainment   is  about  the   same   as  we  would  offer  every- 

one;  but  Dick  is  especially  adroit  in  the   lingo  of  tobacco  curing, 

sheep  shearing,  or  how  to  make  apple  jelly. 

/Pi 

This  is  a  Personality  Series.  Watch  for 
other  ads  featuring  Bob  Poole,  of 

"Poole's  Paradise;"  Add  Pcnfield,  Sports 
Director  &  Xewscaster;  Dick  McAdoo. 
Farm  Director. 

Represented   nationally   by   Hollingbery 

GREENSBORQN.C. 

In  27th  Year  of  Broadcasting 
CBS     AFFILIATE       5000     WATTS 

24  AUGUST  1953 



NOW  SERVING-  OVER. 

217,9001V  HOMES 
IN  OKLAHOMA! 

•June    1,    1953 

Affiliated    with 

THE   OKLAHOMA   PUBLISHING   CO. 

The    Doily   Oklohoman 
Oklahoma   City   Times 
The    Farmer-Stockman 

WKY   Radio 

Represented  by  KATZ  AGENCY,  INC. 

Id,  IllW 
III  111 

J. 

I) 

by 

Robert  J.  Landry 

Tax  and  sympathy 

Radio  broadcasters  have  been  obliged  for  some  five  years  now  to 

"sweat  it  out'"  against  the  inroads  and  threats  of  the  new  "monster" 
called  television.  Only  lately  have  thev  felt  that  radio  was  regaining 

lost  ground,  reestablishing  former  standing.  In  anv  event  it  did 

radio  no  good  to  beef.  During  its  ordeal  radio  got  about  as  much 

sympathy  as  self  pity  usuallv  elicits  in  this  life. 

What  radio  has  been  obliged  to  live  with,  and  rise  above,  in  recent 

seasons,  will  suggest  that  radio  broadcasters  are  not  perhaps  the 

ones  to  feel  an  overpowering  compassion  for  moving  picture  ex- 
hibitors when  the  latter  complain  of  the  same  television  menace  and 

seek  amusement  tax  relief.  Radios  likelv  reaction  is  this:  "It's 

tough  all  over,  chum!"  The  movies  must  find,  as  radio  has  found 
and  is  finding,  its  own  technique  for  survival  in  a  television  age. 

Not  that  the  movie  exhibitors  don  t  have  a  legitimate  case  to 

support  their  plea  of  "distress.  "  In  five  vears.  5,700  theatres  closed. 
This  year  alone,  so  far.  500  movie  parlors  have  folded.  Preciselv 

this  sort  of  evidence  of  "distress"  influenced  both  houses  of  Congress 
and  prompted  them  to  the  exceptional  legislative  action  of  voting 

a  special  repeal  of  the  20'  {  tax  still  in  force  as  a  war  measure. 

In  his  not  unexpected  "memorandum  of  disapproval"'  President 
Eisenhower  pocket  vetoed  this  special  exemption  for  movies  because. 
he  said,  the  government  could  not  in  1953  forego  any  taxes  and 

because,  in  his  opinion,  to  give  one  industry  relief  from  a  20'  <  ad- 
mission tax  while  so  many  other  industries  also  complained  against 

a  20'  (    luxury  purchase  tax  was  unjust. 
*  *        * 

Getting  the  movie  exemption  through  Congress,  even  though  now 

killed  by  Eisenhower,  was  a  considerable  accomplishment  in  lobby- 
ing. Credit  is  apparently  owing  to  COMPO  I  Conference  of  Motion 

Picture  Organizations!,  and  its  legerdemain  may  be  attributed  to 

enterprise  and  imagination.  But  the  principle  was  prettv  extreme. 

It  could  be  argued — it  was  argued — that  if  movies  were  entitled  to 
special  relief  via  tax  repeal  then  the  way  would  be  opened  for  all 
sorts  of  other  industries  to  demand  similar  consideration.  Whisky, 

for  example,  can  plausibly  argue  that  a  810.50-a-gallon  excise  tax 
is  not  onlv  a  disproportionate  burden  on  a  legal  and  tax-paying 

business  but  that  it  direct!)  encourages  bootlegging,  a  "competitor" 

pa)  ing  no  tax  at  all. *  *        * 

Theatre  men   contended   that    the   2.0%    tax  converted-into-added- 

gross  would  be  socially   justified  if,  as  predicted,  it  halted  the  de- 
i  Please  turn  to  page  131  I 
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AT  THE  SIGN  OF  THE  ROOSTE 
PROVIDENCE 

CHANNEL  10:  POWER,  PRESTIGE,  PERSONALITIES 
WJAR-TV's  upped  225,000  watts  serves  1,214,530  sets  in  $8,257,877,000  market 

YtJAR-TVs  <ynibol  is  a  crowing 
Rhode  Island  Red  rooster.  In  the  four 
\ears  it  has  been  on  the  air  WJAR-TY 

has  accumulated  a  record  of  perform- 
ance that   warrants  a  lot  of  crowing. 

The  mood  of  thi^  WJAR-TY   ston 

i-    restrained    and    factual,    with    the 
focus  on  these  si*  i  e — pelling  tan  I 

power,  prestige,  personalities. 

This    pr«»*nt«ilon    w»j    rnearrhed    an    th*    ime    tnd    prepared    In    lu 
entirety  by   SPONSOR  PTwentttioni,    Inc..    fot  WJAB-TV.   Providence. 



market 

TEST  YOUR  PRODUCT  IN  THIS  $8-BILLI0N  MARKET 
Here  are  sonic  of  the  hard  eco- 

nomic facts  that  make  the  market 

served  by  WJAR-TV  a  "must"  buy 
Eoi   national  and  regional  advertisers: 

The  net  effective  buying  income  ex- 

.  reds     s;;.2.~)     hillioll. 
The  bin  inji  income  per  fainilv  in 

ihis  area  is  $5,495,  as  against  a  na- 

tional average  of  s.">. ()!!()  per  family. 
The  economy  as  a  whole  in  the  mar- 

ket is  now  stable  as  a  result  of  the 

greater  diversification  of  industry;  I  p- 
ward  employment  trends,  as  pointed 

out  in  a  recent  roundup  of  industrial 

developments  in  the  New  York  Tribune 
have  become  increasingly  noticeable. 

Rhode  Island,  specifically,  is  the 

most  highl)  industrialized  state  in  the 
nation,  with  a  still  more  vigorous 
trend  toward  diversification.  While  tex- 

tiles and  jewelry  still  dominate  manu- 
facturing, the  machinery,  fabricated 

metals  and  plastics  and  rubber  goods 

industries  have  been  expanding  rap- 
idly. 

There  is  no  keener  index  to  an  area 

or  state's  economic  health  than  its 
comparative  aggregate  payrolls.  In 
1952  total  payrolls  in  Rhode  Island 

were  3.5'  i  higher  than  they  were  in 
1.951,  Manufacturing  accounted  for 

S470.026.000  of  1952's  total  payroll, 
$769,826,000.  The  ratio  for  manufac- 

turing was  66'  i  . 
Rhode  Island,  itself,  is  the  most 

denser)  populated  state  in  the  union. 
A  graphic  example  of  this  density:  five 

@f  its  municipalities  are  absolutely  con- 

tiguous. Providence,  Cranston.  War- 
wick. I'awtucket  and  Central  Falls  are 

so  crowded  together  that  it's  difficult 
for  the  motorist  to  tell  when  he's  enter- 

ing or  leaving  a  city. 
In  terms  of  effective  buying  income 

per  family  Providence  ranks  eighth 
anions;  the  cities  of  America. 

More  and  more  national  advertisers 

are  finding  Providence  and  the  sur- 
rounding area  an  ideal  test  market. 

Following  is  an  excerpt  from  a  letter 
from  Fdward  Felhin.  of  Philip  Klein 

Advertising,  Philadelphia,  that  testifies 
to   this   fart  cloquentlv  : 

"We  decided  to  use  nothing  but  day- 
time WJAR-TV  participating  spots  in 

order  to  first  sell  the  women  of  Provi- 
dence and  the  surrounding  area  on  the 

merits  of  \  ylast.  As  a  test  market  your 
station  was  the  best  by  far  of  the  jour 

we  used.  In  fact  the  results  jar  ex- 
ceeded our  expectations. 

"On  the  basis  of  the  Nylast  results 

we  are  happy  to  again  use  WJAR-TV 
and  the  Providence  market  as  an  exclu- 

sive lest  for  another  new  product,  Nu- 
Suede. 

"I  appreciate  the  coordination  of 
your  merchandising  effort  to  really 

make  the  advertising  pack  a  wallop." 

Basic  market  data  on  PV JAR-TV  coverage  area 
COUNTIES POPULATION FAMILIES RETAIL   SALES FOOD GEN'L    MDSE 

DRUG 
NET    EFFECTIVE 
BUYING    INCOME 

EFFECTIVffl 

NCOME  PE-H 

RHODE  ISLAND: 

Bristol 
30,100 8,500 $20,676,000 $7,456,000 $704,000 $812,000 

$46,836,000 

$5.tl 
Kent 83,900 24,700 68337,000 21,037,000 2,156,000 2,028,000 

134,204,000 

5-    \ 

Xewport 66,200 16,700 57,078,000 21,785,000 2,616,000 2,173,000 
105,892,000 6,al 

Providence 583,500 172,700 641,535,000 168,380,000 65,644,000 21,196,000 898,890,000 

5,    
 ' 

Washington 50,900 13,800 45,103,000 14,715,000 3,012,000 1,608,000 60,325,000 

4  '      , 

MASSACHUSETTS: 
Barnstable 49,100 15,800 79,229,000 24,310,000 3,021,000 2,717,000 64,172,000 

4.C    
 ' 

Bristol 388,800 116,400 364,889,000 1  11,936,000 26,118,000 12,204,000 

544,449,000 

4  t 

Dukes 5,700 
1,800 

7,656,000 3,211,000 
307,000 

41  1,000 

6,206,000 

34 

Essex 532,200 160,200 545,974,000 172,164,000 34,843,000 16,659,000 
819,521,000 5 

Middlesex 1,091,600 304,200 943,266,000 307,457,000 64,743,000 33,781,000 1,834,322,000 

6.C 

\orfolk 411,800 116,000 355,519,000 113,994,000 14,205,000 12,655,000 768,875,000 6,6 

Plymouth 196,400 59,600 202,851,000 61,467,000 1  1,970,000 5,456,000 278,1  13,000 

4,6 

Suffolk 896,300 255,300 1,375,513,000 315,756,000 294,225,000 
37,454,000 1,408,374,000 

55 

Worcester 557,800 160,100 608,145,000 175,306,000 48,456,000 15,499,000 841,950,000 

5,2 

CONNECTICUT: 

\e\v  1    Ion 147,800 42,700 172,551,000 50,747,000 8,787,000 4,683,000 254,648,000 

59 

Tolland 47,900 12,800 34,078,000 11,315,000 1,376,000 640,000 
84,379,000 

6,5 

\\  i  lid  ha  ill 63,400 18,900 85,658,000 21,868,000 4,318,000 
1,700,000 

106,721,000 56 

TOTAL 5,203,400 1,500,200 $5,608,058,000 $1,602,399,000 $585,954,000 $170,675,000 
$2,257,877,000 

Avg.    4 

Percent  of  U.S.A. 3.3 
3.2 

3.4 
4.0 

3.1 

3.6 

3.6 

U.S.  Avg. 

S( 
)URCE-    l 

•       M..i   i sin  v<  v   of    Km  Ing    Power 

This    prcsenlat on    mu    research) d    on    the    scene and    prepared    In    Its 

entirety  by  SP OXSOR   Presenta lions.   Inc.,   for  V WAR-TV,   Providence. 
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PREDICTED  FIELD  INTENSITY  CONTOURS  FOR  225  KW  OPERATION  ON  CHANNEL  10 

Prepared  by 

CRAVEN.  LOHNES  &  CULVER 

Consulting  Engineers 
Washington  4.  DC 

WJAR-TV  CHANNEL  IO 
*7fe  OtUUt  g*mfiA*tf 



POWER  •  PRESTIGE  •  PERSONALITIES 

Programing 
PROVIDENCE 

WHEN  A  LOCAL  afternoon  program  becomes  a  "must"  stop  for  visiting 

theatre  and  screen  luminaries  the  show's  presiding  personality  must  have 

something  special.    Olive  Tinder   (above  center)    has  proved  that  her  "Mati- 

nee Time"  has  that  via  ratings  and  sales,  Flanking  her  are  Joan  C 

Zachary  Scott  and  Pam,  Miss  Tinder's  Kerry  Blue,  who  shares  regula 
In  the  adjoining  gallery  are:    (top)    starring  singer-m.c.  Russ  Emery, 

mini   iiiiiiiiiiiiiimiii   iiiiimiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiimiiiii   mini   mi   11   iiiiiiini   limn 

WJAR-TV  DOMINATES  NEW  ENGLAND  TV 

IN  LOCAL  SHOWS,  PERSONALITIES 

Whenever  a  seasoned  ad  agency  man 
makes  a  tour  of  TV  markets  one  of  his 

prime  points  of  interest  is  the  degree 

and  quality  of  each  station's  local  live 
programing.  He  especially  notes  the 

roster  of  locally  developed  personali- 
ties and  the  variety  of  fields  of  pro- 

graming  they   encompass. 

In  his  observations  the  seasoned  ad- 
man thinks  not  merely  in  terms  of 

what  are  good  buys  at  the  moment. 
He  also  tends  to  project:  how  will  the 

station's  local  programing  structure 
slack  up  under  expanding  station  com- 

petition in  the  area? 
The  agency  man  recalls  this:  when 

the  real  competitive  showdown  came  in 

radio  it  was  the  station  with  the  strong- 
est local  programing  setup  that  tipped 

the  scales   in   its   favor. 

WJAR-TV's  programing  philosophy 

is  geared  to  the  future  as  well  as  the 
expediencies  of  the  day.  In  the  degree 

and  quality  of  local  programing  it  is 
the  dominant  station  in  New  England. 

The  ratings  demonstrate  that  it  has 

mastered  the  business  of  producing  suc- 

cessful commercial  programs  and  de- 
veloping personalities  who  are  as  adept 

at  selling  as  at  entertaining. 
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3.  of  the  high-rating  "New  England  Talent  Club,"  (cen- 

!ack's  crew  of  western  performers  and  (bottom)  sports- 
en   Walden   with    Rocky    Marciano   and    George   Araujo 

Thrro's  st'lliiui  iiiijMM-l'   in  f /•«•*«•  \\  .f  \lt-  I  \    slum's 

^iicur  '/■'  Spit  r         I  kitchen  show  pri  Hetty  Adm 
reputation  as  a  home  economist  is  matcht  ability  to  tell  a  product. 

Shares   recipe   demonstrations    with    guesting    '<;■  / 
it  includes  best  <•'••■!  buys  <■'  the  dm.    I  Way   "53  Pit  Wonn 

a.m. 

Sem   I  ngland   l  ni,  Hi  (lull       This  it 
has  di  '  Pulse 
and  Mm-.  '  edits  it  with  looming  sales.   Has  the  twin  magnetii   pull 
at  adult  and  childri  Hon.  tl  IS  p.m. 

litiltllr   Skits        Wallet   Covell,  "man  with    100  nmes  and  fact 
rs  to  identify,   lot  prizi  v  the  subject  mattei  i-i   si. its  that 

I    tip-off   in   his   pulling   power:    the    April     >i    Pulse   rates    this    time   a 
24.8     Hon    through 

1  In-  Sant  s   Dixon   Shot*        It  iih  the  savvy  loaded  Sant  v   /hum.  wl 
mi   If  hi  I,   Boston,  iil'Iu   consecutive   years   un   Cluett-Pt  I 
her  tips-to-shoppers  program,  which  includes  the  showing  oj  a  feature  film, 
she  helps  merchandise  what  she  advertises  with  point-c  local 

stores,     t/nil  \~>.i  Pulse,  13.4.   She's  on  n  9  to  10,  Mmi    through  Fri. 
It      Sports    I'll-;!-  Voted    "thr    limn    ul    ihr    year",     It  m  i  i  ti     Walden 
us   Vcti   England's  top  Tl    personality.    Walden' s  guests  are  invariably   the 
reigning  •>/""'••  figures  oj  the  day.   His  sports  strip  <  Won.  through  Fri.,  7:15- 

p.m.)   :s  virtually  alums  sold  out.    Just  one  index  <<>  //'■.  popularity, 
he  had  a  30  Pulse  for    tpril 

Weather  Shots        Something  distinctly  different  in  format     Pretty     I   ■■ 
WacPhee  musically   ■  the  weather  via  appropriate  \<<<\t  tunes,  while 
l  •     }  ni  in  nil  I  forecaster,  backs  her  up  with  figurt 
maps.    Mnn.  through  Iri.,  6:55  to  7  pjn.   (A  0), 

Matinee  Time  The  famous  stage  and  screen  suns  who  have  been  inter- 
viewed  by  her  rate  Olive  Tinder  as  professionally  pretty  much  in  a  class  by 

Ileitis,  blended  into  the  program  are  news  ni  the  women's  world, 
the  theatre  ami  books,  plus  mi  excerpt  from  <m  outstanding  Hollywood  film. 

Shim's  April  '53  Pulse  uns  l.'l.u.  Program  on  Won.  through  In..  _'  in  3  pjn. 
Late  Vetvs,  Sports  ami  Weather  Final  trlhur   Lake  and   Russ   Ian 
irsdale  alternate  through  the  week    in  make  /Ins  on*    •■'   tin    area  •   must 
potent  viewing  spots.    Consistently   among  the  top   in  mult  hows. 

The  rating  [Pulse)  in    tpril  "53  was   11.4.    Won.- through  Sat.,  11-11:10  pjn.; 11:15-11 :25  p.m. 

Today  in   Vet*  England       <  usual  Ted  Met  call  fa  la  Garroway)   delivers 

'!   miis.   using     II'   and   INS   news,    Telenews   clips,   Ms    ■■■simile 
photos,  weather  reports  and  late  urns  and  pictures   from   If  J  l/V-71 

department,    "Tallin's"  five-minute  segments  at  ~ :!'■>.  7:55,  '.'■:2~>  am 
through  Fri.     Ipnl  '."> !  Pulse  averaged  6.6. 

Milkman's    Movies        Versatile    Ted   Knight    does    pantomima 
patter,  sines,  den  his  talented  sell  into  the  \<lat  of  the  movie  he 
introduces  oh  each  slum .     r  the  him  he  intt 
the  entertainment   WOrld,     Man.  through    Fri..    11:1(1   pjn.   to    1:30   a.m. 

">.'.  average  Pulse;  18.0. 

The   Kdilie   Zack    SttOtt         Visually    exciting,    tins     \.-i     /  n gland   hillbilly 
troupe   offers   a  ■'    entertainment    in    the    western    TOttHi     field    with 

Country's  biggest  names  in  that  fieh-  /    ■  I.   and  his  Dudl 
dreu    a  24.1  n   April  '.V!.     Saturdays,   5:30-6  pjn.    0  from 
If  J  IRradio  coast-to  VBt     Saturday  nights. 

■     II 

WJ.lR-TV's  strong  new*  schedule    maintains   /ii?//i    virirvr    interest 
Believing  that  news  is  of  super  importance  to  a  TV  schedule,   this  station 

maintains  a  large  staff  of  newscasters.    It   provides  for  20-second    photo 

Pete  Cardncr 

spots   on   station   breaks,   using    :he    INS   facsimile   sorvice   as   well    as    :he 

regular  reports  at  well-spaced  intervals.  Below  are  just  the  Telenews  crew 

Tht»    presentation    »i<    r*<e*rebed    on    the 
•Btlrtu    bj    STONSOH    Pr««n:»ti  ci     tat. 

trmr    ••  in    iu 

:   I    "MR  TV.    i'roTl  !,r»i 
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PROVIDENCE 

THEY  MAKE  WJAR-TV  A  PERSONALITY  POWERHOUSE 

Warren   Walden 
trea's  top  sportst  aster 
who  has  nun  countless 
awards   \oi   his  work  in 
i  ommunity  campaigns 
and  humanitarian   efforts 

Betty  Adams 
Admen   agree  slie  nut 
onh    handles   a  kitchen 
shaic  magnificently 

but  flinches  a  commer- 

cial in   topnotch  style 

Kif.t-.s-  l-lmeru 
Reiore  his  big  click  un 

"N.E.   Talent   Club"  he 
appeared  on   many  Tl 
net  shows  and  starred 
in    leading   niteclnlis 

\aney  f>i.von 
/    )  &R  syndicated 
show   gained   her   top 
ranking  as  authority 
in    fashion   retailing, 
retail   merchandising 

Ted  Knight 

An  extensit  e  u<  ting 
< areer  pat  ed  the  way 
tor  his  smash   success 

as   mirth-making   m.c. 

at  "Milkman's  Movies" 

Olive  Tinder 

Did  all  sorts  o)   com- 
mentaries  in   rail  in. 

including    the    woman's 
angle    on    the    Indianap- 

olis  auto    races 

Eddie  Zaek 
Seven   years   in   radio 
has  established  his 

western,  hillbilly 
troupes  as  tops  in 
\  ew   England  area 

Aliee   Jaekson 

(.onducted  "Homernak- 
ers'   Institute"    on    radio 

before   aiming   to 
"Let's    Go    Shopping" 
three  years  ago 

Wfilter   Covell 
Spent  years  in  theatre, 
radio.   Tl     perfecting  art 
ol   the  one-man   type  of 

dramatic  show,  such  as 

his  "Riddle  Skits" 

Jim  Lu  Terriere 
He's  the  figures  and  map 

reader    on    "Weather 
Slum."    IT  hen  not  on  Tl 
Jim  series  as  R.I.  traffic 

rep  tor  Eastern  Air  Lines 

Wleen    MuePhee 

She's  the  vocalist  hah 
oi  the  "Weather  Show." 
Her  i  nrci  r  int  hides 

much   radio  and   supper- 
room    work    in    Huston 

It  ay  Smith 
Started    strum  tiling   his 

guitar,   localizing  and 
aiting   in   radio   back   in 
1938.  Has  been  recording 

lur  (.oral  past   '.V  ■_>   \  ears 

Ted  Meteali 

IT  ith  15  years  of  radio 
and  TV  and  master  oi  all 

types  of  announcing,  he's now   star  attraction    oj 

"Today  in  New  England" 

littss  Van  Arsdale 

Graduate  of  IT  .1  IR  radio 
and    l.i   years  in    both 
media  as  announcer,  now 

iloing   many    lire    shows, 

including  "The    \  cws 

Art  Lake 

Has  been  with  IT  JAR  ra- 
dio   lor  nine   vrs.  and 

with  WJAR-TV  fouryrs., 

doubling   from  announc- ing spots  to  newscaster 



plant,   facilities,    services 
ft  ̂-f.s  POWtR  •  PW£SIIG£  •  PEKOMLIIKS 

This  award-winning  public  service  series,  "An   Evening  on  College   Hill,'    got  a   55  average   rating 

WJAR-TV  EXCELS  IN  PUBLIC  SERVICE 
,__^  Public  sen  i<  :e  pro- 

graming ai  \\  .1  \\\- 
lija,  tjL  T\   has  achieved  a 

In  i-lii  niche  all  its 
<>w  n.     I  he  amount 

^^A        -^rf  of    lime'     it     drv.ili-. 

Warren     Park  '"    lmlni-      religion 

and  education,  is 

probabl)  unmatched  l>\  am  othei  I  \ 
station  in  Vmerica,  with  particular  ref- 

erence to  single-station  markets.  Prob- 
ably on  no  other  TV  station  have  so 

main  staff  personalities  been  heaped 
with  honors  for  services  performed  in 
behalf  of  tlio  community . 

Recognition  of  WJAR-TV's  special 
Hair  for  public  service  shows  has  been 
numerous  and  frequent  l>ut  the  kudo 
that  the  station  i<  deepl)  proud  of  con- 

cerns   tlic    week  I  \     Brown    University 

half-hour,  "An  Evening  on  College 
Hill.  It  was  |'ii  ked  for  top  honors  For 
the  1952-53  season  in  the  field  of  edu- 

■  ational  television  programs  bj  Ameri- 
can t  lollege  Public  Relations    Asso. 

The  importan  e  that  \\  I  \l>- 1  \  at- 
tai  hes  to  its  public  sei  \  i  e  program- 

ing i-  graphically  demonstrated  bj  the 
I,',  i  that  the  spot  assigned  the  Brow n 
I  niversitj  show  was  the  one  following 

the  No.  I  rating,  "1  I ,o\  >•  I  .u<  j ." 
Among  the  other  public  sen  i<  e  se- 

ries that  have  gained  \\  l\l!-l\  a  set 
ol  appreciable  ratings  as  well  a-  public 

plaudit-  are  "'Small  Fr\  5<  tei 
"Birds  for  Kids,"  "Mayor's  Traffic 

Safet)  Program,  "Portrait  ol  Rhode 
Maud"  and  "Wildlife  in  R.   I."" 

Heading  up  WJAR-TV's  public  ser- 
vicing programing  is  the  knowledge- 

able and  enereetii    \\  arren  Park. 

Personalities  on  WJAR-TV's  public  service  programs 

(I  to  r)  Grace  Black,  with  13  years  as  m.c.  in  radio-TV,  moderates  the  Mayor's  T-affic  Safety 

Program":  Dr.  Renato  Leonelli  ("Small  Fry  Science")  has  been  teachinq  science  in  R.  I.  for 
15   years:    Pete    London's    a    showman    with    birds:    Roland    C.    Clement    shows    "R.    I.    Wildlife" 

*  r  THg  mom  00  rut  moomrtm 

PROVIDENCE 

EVERY  FACILITY 

FOR  ADVERTISERS 

.Sl  11  (fi  ov 

Studio    I.  ninth  u   16  by    17  feet    util- 
■■  0  r?(    '   /  K  1 1 1  /  stud  "  cam<  ras. 

Su  /!■  ■  1/    control    fa*  ilities    at  ■ 
available  foi  a  ilunl  camera  and  such 

a  1  ante r a  is  u  ted  u  /■■ 
lm  target  produt  I  Stud  >•    I  has 
complete  lighting  equipment,  inclu 
a  Kliegle  dimming  control  panel 

lighting  nearly    100  lineal  ■■/■ 
This  arrangement  permits  several  pro- 

grams to  be  set  a"  in  the  tame  sit 
n  ith   n   minimum    oj    inlet  '• 

dio  />'  is  designed  foi  small  interx 
and  news  shows.    This  25  by    16- 
studio  utilizes  two  Rl   I  TK30A  cam- 

eras ni"!  complete  Kliegle  light  board. 

Production  facilities 

Studio  i  1 1 m!iii us  n  complete  modern 

electric  kitchen,  /»///•>  many  other  basic 
sets  which  are  stocked  foi  various 

types  of  shows,  t  fully  trained  staff 
is  available  for  consultation  with  cli- 

ents concerning  sets,  properties,  light' 
ing  and  othei  production  problems. 

Film  ami  slioe  facilities 

Two  RC  \  16  mm  projectors,  two  auto- 
matic selectroslide  projectors,  an  s'  / 

strip    film    projector,    a   Gray     Telop 
opaque  projectot  and  a  1 1><    slide  pro- 

jector mi-  available.    This  equipment 
is  utilizt'<l  in  conjunction  with  two  Ri    I 
TK20  I  film  cameras  with  nil  the  la 
improvements.     16   mm    cameras,    in- 

stantaneous Polaroid  cameras,  plus  u 

completely    equipped    laboratory 

rapid  processing  of  stills  and  motion 
pictures  are  in  constant  use.   <  on 
film  editing  facilities  by   n  competent 

staff  are  available. 
Resnete  facilities 

/  completely  equipped  mobile  unit  is 
available  for  special  events.  Tin-  re- 

mote truck  is  equipped  with  tuo  field 

cameras  and  a  complete  control  and 
switching  system  tor  televising  a  live 
show  nt  remote  I 

Ifasie 

Transcriptions,     vertical    and    lateral. 

and   78  rpm;   library    service — 
II  odd,  Sesac,  sound  effects.    Mason  & 
Hamhhn   grand  piano  and  spinet. 

•:sent»tloo    ni    researched    on    the    %rv.t   and    prepared    in    hi 
entirety  bT  SPONSOR   rreteoUtiocj.   Ine.,    fcr   WJAR  TV.   Prtrtldeoc* 



POWER  •  PRESTIGE  •  PERSONALITIES 

PROVIDENCE 

a  n  a  ge  m  e  n  t   &    staff 

Norman   A.  Gittleson,  WJAR-lV's  managing   drector  and   sales  chief,   takes  time   out  to  extend 

hospitality  to  guesting  luminaries.    Here  are  Hollywood  stars  Viveca  Lindfors  and  Barry  Sullivan 

HERE'S  FOUR  YEARS  OF  SOLID  KNOW-HOW 
Four  years  of  intensive  know-how  are 

behind  the  operation  of  WJAR-TV. 
The  man  behind  the  over-all  opera- 

tion is  Norman  A.  Gittleson.  With  tre- 

mendous experience  behind  him  in  ra- 

dio, he  helped  put  WFMY-TV,  Greens- 
boro, N.  C.,  on  the  air.  His  policy  is 

utmost  service  to  the  client  and  the 

community,  creating  a  feeling  of  good- 
w  ill.  He  takes  a  personal  interest  in 

every  aspect  of  TV  operations. 
It  is  a  know-how  that  is  apparent 

in  every  facet  of  TV  station  operation: 

topnotch  program  production,  the  de- 
velopment of  both  commercial  and 

public  service  personalities,  commu- 

nity goodwill  building,  efficient  servic- 
ing of  the  advertiser  and  merchandis- 
ing support  for  the  product. 

WJ  AR-TV's  225,000  watts  on  chan- 
nel 10  serves  one  of  the  most  densely 

populated  areas  of  America  and  1,214,- 
530  sets  (as  of  1  June  1953).  Its 

range  extends  from  Marblehead  to 

Mont  auk  and  from  Cape  Cod  to  Con- 
necticut and  vet — this  is  one  of  WJ  \H- 

TV's  great  prides  in  sales  effectiveness 
— the  station  is  used  by  scores  of  ad- 

vertisers in  many  relatively  small  com- 
munities in  the  two  states  adjoining 

Rhode  Island. 

Divided  by  states,  here's  a  list  of  the communities  whose  merchants  have 

used  WJAR-TV:  Massachusetts 

Dighton.  Buzzard's  Bay,  Franklin. 
Middleboro,  Wrentham,  Milford.  At- 
tleboro,  Hyannis,  Boston.  Mansfield. 
Taunton.  Plymouth,  Dennis,  Falmouth: 

Connecticut — Mystic,  Norwich,  Put- 
nam, New  London,  Danielson  and 

Willimantic. 

Rhode  Island's  only  TV  station, 
WJAR-TV  is  owned  by  the  Outlet  Com- 

pany of  Providence,  which  also  oper- 
ates WJAR.  founded  in  1922  and 

NBC's  first  affiliate.  Although  primar- 

ily an  NBC  affiliate.  WJAR-TV  trans- 
mits programs  from  CBS.  ABC  and  the 

Du  Mont  networks,  as  well  as  originat- 

ing 90  local  programs  a  week.  WJAR- 
TV  was  among  the  first  to  sign  a  color 
TV  contract  with  NBC. 

NATIONAL  SALES   REPRESENTATIVES:    WEED   TELEVISION 
NEW    YORK     •     BOSTON     •     CHICAGO    •     DETROIT    •     HOLLYWOOD     •     SAN     FRANCISCO     •     ATLANTA 

|;iiiilli'!llllllillimiiilililimiillllimiiiiliimii!lilliimii: 

Sri/iiiidir  Horowitz 

Program    manager: 

applies  thorough  TV  and 
theatre   background  to 
lorn/  programing  and 

new  show  dei  elnpments 

>f (limine;  Tesser 

I'r  oduction   coordinator : 

his  keen  creative  flail 

a  big  WJAR-TV  asset: 
had   extensive    Tl 

freelancing  in  N.Y. 

MiclctM/    Korden 

Promotion  manager;  has 
intelligently  applied 

14  years  theatre,   TV 

experience  as  producer, 
director,  writer  to  job 

Dodfl  Shu-lair 
Director  oi  public  rela- 

tions and  merchandis- 

ing; here  since  1949: 

production  manager  un- til recalled  to  Navy 

T.  C.  J.  Prior 

Chief   engineer;    also 
director  of  technical 

operations  of  both 
WJAR-TV  and   WJAR; 

with   latter  29   years 

Bill  Cooper 

Film  director  since 

1950;    background: 
tisual  education  and 

distribution    of 

lilm  libraries 

Ben  Bouih'ii 
News    director    foi 

past    four   years;    tops 

in    his   field   and   ranks 
as  dean  oi  news  bureau 

chiefs   in    Providence 

iiniiii'iiiiiii   minim   I   miiiiiiuiiii   milium   iiiiuini 

This    presentation    \\n*    r.-searrhed    on    the    srcfie    and    prepared    in    its 
entirety  by   SPONSOR    Presentations,    Inc..    for  WJAR-TV.    Providence. 
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STILL  IN   USE 

\  couple  "I  days  ago  one  "I  oui 
t  lien  is  wa-  in  the  office  <  onfei  ring  on 
a  new  T\  show.  On  the  waj  out,  he 

spied  a  cop)  i'i  sponsor  on  our  to 

be  read"  table. 

I le  hadn't  been  acquainted  w  ith  the 
magazine  before  ami  asked  a  lot  ol 

questions. 
Then      he  decided    lie   would    like  to 

take  the  cop)   with  him.    "Might  have 
some  interesting  information  lor  me, 
he  said. 

But  as  he  started  out  mj  assistant 

•topped  him.    He  pointed  out  that  this 

wa-  a    file  cop)       lor   Use!     He  Bhowed 
the  client  the  turned  down  pages,  the 

red-lined  paragraphs  for  attention  of 
different   departments,   the  classifying 
of  material   for  use  on   future  projects. 

The  client  was  promised  a  cop)  ol 

SPONSOR)  with  our  compliments  -but 

not  the  file  copy.  Then-  were  other 
magazines  we  might  be  willing  to  part 

with      hut  SPONSOR  wasn't  one  of  them. 
I    suspect,    after    the  client    finishes 

reading  the  copj   of  sponsor  we  sent 

him — that    you'll    receive    a    subscrip- 
tion.   He  wa-  impressed  that  there  was 

a  trade  publication  that  could   -till   he 
in    use   long    after    it    was   thoroughl) 

read  l>\  everybod)  in  the  office. 
Thanks  for  such  a  publication. 

I'm  \\i  i  i    DEMB1 
Demby  Productions,  Inc. 
Sew  York 

SPANISH-LANGUAGE    RADIO 

We  were  ver\  pleased  to  note  the 

"P.S."  in  the  Jul\  27  issue  regarding 
the  Ceneral  Mills  purchase  of  a  quarter 

hour  aeross-the-hoard  on  KIWW,  San 
Antonio.  .  .  .  We  were  a  hit  distressed, 

however,  to  see  that  SPONSOR  neglected 

to  mention  that  simultaneously  Gen- 
eral Mills  also  bought  a  quarter  hour, 

daily.  Monday  through  Fridaj  Juana 
Maria  Slum  on  XEO-XEOR  of  tin- 

Lower  Rio  Grande  Vallej  in  Texas,  to 

reach  the  250,000  Spanish-speaking 
people  there. 

In  addition.  General  Mills  will  be 

using  a  quarter-hour,  daily  show  on 
XEJ,   which   serves  the  approximately 

180,000    Sp  inish  speaking    people    in 
and  around  the  I  I  Paso  area, 

i .'  iiri.il    Mill-   i-  al-o   utilizing   the 

personalities  ot  unique  programs  thej 

bought  to  i.i.i  handise  then  product 

the  personalities  involved  will  he  male- 

appearances  in  stores  in  then   re 
spective  mat  kets,  doing  a<  tual  broad- 

•  asts,  givin  i  awaj   photos,  ami  in 
ei  ,il    peral  ing    w  ith   the   Ioh  .il   •  Jen- 
•  i .il  Mill-  people  to  reall)  promote  ami 
-ell  Gold  Medal  Flour. 

\  tuall)  business  has  i  ontinued  to 

boom,  with  man)  ol  the  oldei  Spanish- 
language  radio  advertisers  expanding 
tl.eii  ciinii-  and  othei  new  one-  com- 

ing in.    Verilj  Spanish-language  radio 
in    the    Southwest     ha-    become    major 
league. 

\i;  tin  i;  (  rORDOlS 

Sales  Manager 

Motional  Time  s<//ev 
\eu   )  ork 

FALL  FACTS  ISSUE 

f  n<  losed  i-  a  .  heck  foi   two  <  opies 
ol  \our  full  Facts  number.   The  issue 

i-  lull  ol  useful  information,  even  for 

one  who.  like  myself,  i-  concerned  with 

the  export  phase  of  the  business.  .  . 

If  you  plan  to  publish  an  edition, 
thi-  year,  Bhowing  international  basics, 

please   he  sure  to   put    me  on   the   li-l    to 
receive  it.  .  . 

H.    I"..    \\  I  IMlnl   i  / 
International  Media  Supervisoi 

)  oung  iV   Rubicam,  Inc. 
Men    Yorh 

•        -I'ON-OK'-     second     annual    International    Srr. 

lion      ".I-      published      ill      ill.       !!'>       Inn.-       1953      1--U.-. 
contains    facts    and    eharti    .a    Interest    la    a.l\rr- 

tlserfl       .l.r..  i.l 

Congratulations!  You  have  pro- 
duced again  with  youi  seventh  annual 

Fall  Facts  Issue. 

Ma\  I  plea-e  have  five  reprints  of 

the    "Radio    Basi<  -     se<  tion    for    our 

sales  and  traffic  department-.'' 
\\  if.  I'.  Rippi  i"i Manager 

II  HOI!  .  Terre  Haute 

•         K.  print- 

l\    Basics" 20.     i,,r   25 

,<    th 
I>>.-.  t      ■  It... I...      Basil  -'•      anil 

irallable.    Pries   i-    lit.-   rarh. 
ii.it.     15c    for    lint    copies 

RADIO  BASICS 

In  the  Ma\    1!'..    1953   i  — lie  of  SPON- 

SOR    you    published    a    considerable 
amount    of    information    on    radio    set 

ow  nership  ("CBS  Radio  turn-  sponsor, 
page  34).     i  on  also  published  a  break- 

down   of    auto    radio-,    kitchen    radio-. 

WRJF-TV n     / L  ncinnel 

53 
PA  PITT'S  TV  PREFERENCE 

'NOW  ON  THE  AIR 

WITH  OUTSTANDING 

NBC  PROGRAMS 

AND  THE  BEST  IN  LOCAL 

ENTERTAINMENT 

YES      .      a      a 

WKJF-TV 
Takes  Pittsburgh's 

2'4  Billion 

MARKET 

OUT  OF  SINGLE  STATION 

Phone    Wire    Or    Wrirc 

for  Complete    Data 

EFFECTIVE     SEPT      1 

^VEED  TELEVISION 
NATIONAL    REPRESENTATIVES 
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CUSTOMER     WRITES: 

"We  have  been  very  well  satis- 
fied with  your  long-range  serv- 
ice, and  definitely  feel  that  it 

has  been  helpful  in  our  sales 

planning." 

Western  Union 
offers  tested 

Weather 
Forecasts 

You  can  make  or  save  money  by 
making  weather  work  for  you. 
Accurate  long  range  weather 
forecasts  help  you  to  plan  and 

time  your  sales  —  purchases  — 
production  —  inventory  control 
—  and  advertising  more  effec- 

tively. Cooperating  with  famed 
National  Weather  Institute, 

Western  Union  provides  scien- 
tifically based,  time-tested  fore- 

casts. They  range  from  one 
month  to  six  months  in  advance, 

and  can  be  pin-pointed  to  any 
desired  specific  areas. 

For  informotion  and  rates, 
wire  or  write  to: 

Direcfor  of  Collateral  Services 

WESTERN  UNION  TELEGRAPH  CO. 

60  Hudson  Street 

New  York  73,  N.  Y. 

and  other.-,  as  well  as  information  on 

the  listening  in  mid-morning,  mid- 
afternoon,  and  mid-evening. 

We  are  in  the  process  of  compiling 

a  promotional  piece  on  this  station  and 
I  think  the  information  contained  in 

your  May  18  issue  very  important 

reading  for  the  prospective  advertiser. 

We  would  like  your  permission  to  re- 
produce these  figures  and  information 

contained  in  this  issue.  Of  course,  full 

credit  will  be  given  to  the  May  18, 
1953  issue  of  sponsor. 

M.  M.  Rochester 
General  Manager 

KSEL 
Lubbock,  Tex. 

e  Pennluion  t..  reprint  SPONSOR'-  IK  May article  on  radio  listening  is  accorded  KSEL. 

Readers  seelting  permission  to  reproduce  articles 
from  SPONSOR  should  request  permission  in 

writing.  Address:  10  E.  49th  St.  Permission  is 
usually    granted    provided    credit    is    given. 

Please   send   us   50   reprints  of   the 

"TV  Basics,"  and  the  "Radio  Basics"' 
in  your  July  13.  1953  magazine. 

Donald  Telford 
Commercial  Manager 

KIEM  &  KRED 

Eureka,  Cal. 

FILM   RERUNS 

Some  time  ago  we  saw  an  article  in 

your  fine  magazine  on  the  subject  of 

feature  film  reruns  I  "Is  the  rush  to 

film  shows  economically  sound?"  28 
July  1952,  page  19 ) .  The  article  stated 
that  the  second  and  third  run  had  high- 

er ratings  than  the  original.  Would  it 

be  possible  for  you  to  furnish  us  with another  copy? 

Everett  L.  Thompson 

Radio-TV  Director 

Baldwin,  Bowers  &  Straehan.  Inc. 

Buffalo 
•       SPONSOR    is    glad    to    furnish    extra    copies    of 
back    Issues    when    available.     Cost    is   50c    each. 

15%  COMMISSIONS 

Regarding  your  article,  "Do  agen- 
cies earn  their  159?  on  aif  accounts?" 

(29  June  1953,  page  32),  here  is  my 
thinking  on  the  subject. 

In  the  first  place,  I  think  there 
should  be  a  separation  as  to  whether 

you  are  talking  about  radio  or  tele- 
vision. I  would  say  that  quite  general- 

ly in  radio  most  everyone  would  agree 

that  agencies  do  earn  their  15r< .  There 
aren't  so  main  outside  packages  as  in 
television.  There  are  still  lots  of  soap 

operas  and  other  agency-produced  pro- 
grams— plus  a  lot  of  spot  time  buying 

— all  of  which  involves  a  substantial 
amount  of  overhead  for  the  agency, 

apart  from  writing  the  copy  for  the 

program  or  spots. 
As  for  television,  my  only  answer 

would  be  that  it  would  depend  on  the 

agency.  If  the  agency  does  a  super- 
ficial job,  as  so  many  of  them  are 

doing,  then  they  certainly  are  not  earn- 
ing their  15%.  Even  though  most 

shows  are  not  agency  productions,  if 

the  agency  does  a  conscientious  job  on 
all  the  other  things  that  they  have  to 

do  in  connection  with  that  particular 

appropriation,  they  would  have  more 
overhead  per  dollar  of  billing  than 

they  would  have  in  any  other  media. 

Consequently,  they  would  be  entitled 

to  more  than  15'  <  . 
Speaking  for  our  agency,  we  have 

as  many  agency-created  and  produced 
shows  as  we  have  packages  bought  on 
the  outside.  Yet  in  all  instances  we 

render  the  kind  of  service  in  connec- 
tion with  the  various  appropriations 

that  we  just  cannot  come  out  even  with 

only  the  15%.  We  have  been  charg- 
ing all  our  clients  a  service  fee  in  ad- 

dition, and  none  of  them  has  objected. 
Emil  Mogul 
President 

Emil  Mogul  Co..  Inc. 
New  York 

FORD  ON  "OMNIBUS" 
I  am  ashamed  to  say  that  I  missed 

your  June  15  issue  and  so  have  just 
been  made  aw  are  of  the  figures  in  your 

"Report  to  Sponsors"  in  that  issue. 
The  Foundation  has  budgeted  over 

$2,000,000  for  the  two  programs  in 
the  coming  season:  $1,560,000  for  26 
weeks  of  Omnibus,  and  8520,000  for 
26  weeks  of  the  new  show,  currenth 
titled  Excursion. 

Not  one-third  but  virtually  all  of 
this  mone\  will  be  recovered  in  the 

event  of  100'  {  sponsorship  since  both 

programs  are  being  offered  for  sale  at 
breakeven  prices. 

It  should  be  obvious  that  Omnibus 

last  season  cost  quite  a  lot  more  than 

$858,652  and  that  sponsors  paid  a 

good  deal  more  than  $187,850. 

The  program  budget  for  Omnibus 
was  exactly  the  same  last  year,  and  we 
also  underwrote  station  payment  for 

the  unsponsored  portions  which  cost 

us  $46,320  during  the  first  eight  weeks. 
The  Foundation  received  a  net  income 

from  sponsors,  after  agency  commis- 
sions, of  $1,182,350.  Your  figure  of 
I  Please  turn  to  page  132) 
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A  TELEVISION  NETWORK  IS  BORN 
THE     CDC   -    TRI-STATE      NETWORK 

WKRC-TV       WHIO-TV   \/WTV 

x 
s 

. 

\ 

Now  at  one  low  cost  the  CDC  offers  advertisers  con- 

centrated coverage  of  three  major  Southern  Ohio  mar- 
kets, Cincinnati,  Columbus  and  Dayton,  plus  Northern 

Kentucky  and  Southern  Indiana. 

For  more  detailed  information,  call  or  write  Don  Chapin. 

Co-ordinating  Director,  800  Broadway,  GArfield  1331, 
Cincinnati  2,  Ohio. 

/ 

/ 

J 

mINCINNATI 
WKRC-TV    •    CBS 

Katz     Agency      < 

AYTON 

WHIO-TV»CBS*ABC*DUMONT 

Columbus 
WTVN  •  ABC  •  DUMONT 

George     P.     Hollingbery     Company     •      Katz      Agency 





station  in  the 

is  the 

TV  market 

NOW  MORE  THAN  EVER!  For  now 

KNXT  delivers  a  nighttime  audience  25%  bigger  than 

its  nearest  competitor... a  daytime  audience 

48%  bigger ...  half-again  as  much  audience  per  dollar 

as  the  second  station.  That's  the  picture 
latest  research  paints  (ARB,  July  1953).  For  the 

No.  1  buy  in  the  $11,000,000,000  Los  Angeles  television 

market... the  biggest  audience  at  the  lowest £ 
Channel  2 

CBS  Television's key  station  in 
Hollywood... 
Represented  by 

CBS  Television 

Spot  Sales 



in d  Plioeni\ 

ws  Standard  Operating  Procedure 
TO  BUY  THE  MEREDITH  STATION 

SYRACUSE  •  •  •  WHEN 
Central  New  York's  most  powerful  station  (190,000 
watts  on  Channel  8).  Sets  in  station  area:  220,041. 
Retail  sales:  $430,077,000.  CBS  Basic,  ABC,  DuMont. 
Represented  by  The  Katz  Agency. 

OMAHA  •  •  WOW-TV 
Truly  a  regional  station  that  covers  the  big  Omaha 

market  (191,096  sets)  and  Lincoln  (60,000  sets).  Re- 
tail, sales:  $469,879,000.  100,000  watts  on  Channel 

6,  maximum  power  allowed  for  this  channel.  NBC 
Basic  and  DuMont.   Represented  by  Blair  TV. 

PHOENIX  -KPHO-TV 
Arizona's  first  TV  station  that  sells  the  prosperous 
natives  who  watch  71,500  sets.  Retail  sales:  $435,- 
643,000.  CBS  Basic,  ABC  and  DuMont.  Channel  5. 
Represented  by  The  Katz  Agency. 

TIME   BUYERS  AGREE    IT'S  SOP* 
TO    BUY   THE    MEREDITH   STATION 

*S.O.P.  —  Armed  Forces  lingo  for  Standard  Operating  Procedure  .  .  .  "the  way  it 

should   be  done  according  to  the  book." 

Sources:    Survey  of  Buying  Power,  1953;  Broadcasting-Telecasting's  Telestatus 

affiliated  wnH   Better  Homes  and  Gardens  •  Successful  Farming  Magazines 

THREE 

BIG 
MARKETS! 
Combined  retail  sales  of  the 
Syracuse,  Omaha,  and 
Phoenix  metropolitan  coun- 

ty areas:  $1,335,599,000. 
Combined  TV  set  total  in 
these  three  big  markets: 
542,637. 
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New  and  renew 
SPIISIl 
24    AUGUST     1953 

1. 

2. 

3 

► 

IVetc  on  litidlo  Network* 

SPONSOR AGENCY STATIONS 

Amcr    Dairy    Assn.    Chi Campbell   Mithun.    Mpls 
NBC 

Anh,  u  . -r-Busch.     Inc.     St D'Arcy.    St    Louis ABC   343 
Louis 

Colcmjn  Co.  Wichit.i.   Kin N     W     Ayer,    NY NBC   175 

Consolidated    Cosmetics, BBDO     Chi CBS    203 

Chi 
Healing  Waters.   Inc.  Tuls.i White    Adv.    Tuls.i ABC  236 

Int'l    Harvester.    Chi Y&R.    Chi 
NBC     53 

Knomark    Mfg.    NY Emil    Mosul.    NY CBS    201 

Litiqctt   &   Myers Cunningham  &  Walsh.   NY 
MBS  565 

'Chesterfields'.   NY 
lo-kc    Stove    Co.    Kansas Potts.   Calkins  &   Holden. CBS      20 

City.  Mo Kansas    City.    Mo 

PROGRAM,  time,  start,  duration 

Bob  Hope  Show:  F  8  30  9  pm;  25  Sep;  5.'    -■ 
Spo-ts    Ted  ly    with    Bill    it     n.    M-F    6  30-15    pm . 

14    Sep.    52    wks 
II     I  in. I.  m      R  irric    Crjig,     T    8:30-9    pm . 

tddic  Cantor.   Th  9:30-10  pm     The   Si»   Shooter. 

Sun    9  "0   10    pm.    15    Sep:    •»    *  ■ 
Coin    D  r  i  k .  .    Sat    10:15-30  am;   8-22  Aug  only 

Dr     Or'l    Rob.  :t-     Sun    3  3:0  pm:   4  Oct.    52   wks 

Al    <    Droitr;    M   F    7-7  15   pm;   7   Sep;   52   wks 

Arthur    Codtrcy.    M-F    alt    days,    10-10  15    am      31 

Aug;    39    wks 
Perry   Como    Show      M     W     F    7  45-8   pm :    31    Au~. 

52 

Duke  of  Paducah;  F  9:30-10  pm;    14  Aun.    13  wks 

Renewed  on  Radio  Networks 

SPONSOR AGENCY 

Electric    Auto-Lite    Co. 
Toledo 

Hall  Brothers,  Kansas  City. 
Mo 

Andrew    Jergcns  Co.   Cinci 
Mirs.    Inc.    Chi 

Prudential     Ins    Co     of 

America,    Newark.    N| 

R.    J.   Reynolds  Tob.  Win- 
ston-Salem.    NC 

Cecil  &   Prcsbrcy,   NY 

FC&B.    Chi 

Robert   Orr.    NY 
Leo    Burnett.    Chi 
Calkins  &  Holden.  Carlock. 

McClinton   &    Smith.    NY 

William    Esty,    NY 

STATIONS 

CBS    191 

CBS    200 

CBS  130 

CBS  171 ABC  302 

NBC     95 

PROGRAM,   time,  start,   duration 

Suspense;    M    8-8:30   pm;   28   Sep.    52   wks 

Hallmark    Radio    Hall   of   Fame;   Sun   9-9:30   pm:    6 

Srp;     52     wks Time   for   Love;   Th   9:30-10   pm :   3   Sep:   52   wks 

People   Arc    Funny.   T.   8-8  30   pm     6  Oct:    52   wks 
lack     Berch     Show;     M-F     1225-30    pm;    21     Sep 

52    wks 
Crand  Olc  Opry;  Sat  9  30  10  pm;   14  Oct;   52  wks 

r       \        Kitloni     9     I    Bidlo  tnd  T\     B 

D.iqc 

■      \atioiml   Brooilvast  Sales  Executives 

NAME FORMER    AFFILIATION NEW  AFFILIATION 

Milton    F.    Allison 

|ohn    H     Bachcm 
Roger    M     Biker 

Charles    Bell    |r 

Ted    Bcrgmann 

James   E.    Blake   |r 
Nick    Bol»on 
Irvin    C.    Boudreau 

George    E.    Burgess 

Carl   |     Burkland 

Larry   Butler 

Wendell    B.    Campbell 

Boyd    B.    Carrigan 
Harold    C.    Carrow    |r 
|ohn   P    Clciry 
Edward   R.   Conne 

C     M.    Conner 
Charles   W.    Curtin 

Charles   E.    Denney   |r 
Henry   R     Flynn 
Dick    Foote 

Don    W     Frost 
C.   T.   Carten 

|ohn    Cibbs 
Alma    Cnef 

Hugh    Crauel 

David  T.   Harris 

Fred    Horton 

Kingslcy  F.    Horton 

WiAV-T.    Cinci      sis    mgr 
Du    Mant   TV    Net.    NY.    isst    dir    sis 

WKBW.    Buffalo,    vp.    gen    mgr 
WNHC.   New  Haven.  Conn,  acct  exec 

Du    Mont    TV    Net.    NY     sis    dir 

Ma's    Star   &    Tnb.    Mpls.    natl    adv    stf 
William    Rimbeau.    Chi    office    head 
WKNB.    New    Britain,    acct   exec 

New    Engl    Adv    Agcy,    consultant    chg    radio    &    TV 
accts 

CBS  Radio,  dir  stn  admin 

KX'C.    Iowa   City,   comml    mgr 
CBS    Radio   Spot   Sis.   gen    sis   mgr 
Arow  TV   Prodns.   Hywd.  acct  exec 
Armed    Forces 

NBC.    NY.    radio   net   prog   mgr 

Self-employed    (making    survey    of    TV    field • 

KENI.    Anchorage.    Alaska,    acct    exec 
Yankee    Net.    Boston,    acct   exec 

Paramount    TV    Prodns.    special    pro;ect    exec 
CBS    Radio    Soot    Sis.    NY,    eastern    sis    mgr 
Clinton    Foods.   Clinton,    la.   slsmn 

Weed   &    Co.    NY.    acct    exec 

WSAZ.    Huntington.   W     Va.    stn    msr 

KOV     Pittsb.  public  scrv  dir 
MBS.  NY.  mgr  sis  serv  dcit 
ABC    TV.    West   Coast    slsmn 

KWC.    Stockton.    Cal.    mgr 

k'BC.    NY.    acct   exec   sis   dcot 
CBS.    Hywd.    hd    West   Coast   sis 

CBS   Ridio   Spot   Sis.    NY    eastern   sis  mgr 
Same,   natl  sis  mgr 

WBES-TV.    Buffalo,    gen    mgr 
WHAY.    New    Britain,    sis    ragl 

Same,  gen  mgr 

KSTP,    Mpls.    natl   sis  dept 
KMr      Chi      radio    ,1s    stf 
WDRC     Hartfoid.  acct  exec 

Screen    Ccms.    NY.   sis  dept 

Portsmouth.    Va      Radio    Corp     'WSAP        i-xcc    vp gen    mgr 

WNAX.    r.inktrn.    SD     sis   scrv    mgr 
CBS  Radio   Div.   vp  chg  stn  admin 
Forjoc    &    Co.    LA.    sis    acct    exec 
WXYZ.    WXYZ   TV     Di.tr.    publicity    dir 
Same,    dir   radio   net    progs 

Prorktcr   TV    Enterprises     Hywd   &   NY.   vp   chg   natl 

sis 

KTVA     Anehorncc     Ahska.    natl    adv    mgr 
WDRC      Hartford,    acct    exec 

KECA-TV.    LA.    asst    gen    sis    mgr 
Sime.    gen    sis    mgr 

Forjoe     NY,    accl    exec 
Free    &    Peters.    NY.    acct    exec 

SatM      asst    gen    msr 
Same,    prog   dir 
Same      mgr    comml    opers 

RCA   Recorded   Prcg  Scrv.  Chi     Central   N-   I 

-■n    sis    rep 

KM|.    Fresno.   Cal.    cpers   mgr 
Same,    dir   radio   net    sis 

Ccorgc   F     Foley     Hswd     vp   chg   Wist   Coast   office 
new    office,    address    6087     Sunset    B   ■ 

In     next     issue:     ̂   #'ir     and     Renetved     on     Television     (\  eticorl; )  :       \dverti-ins      tsene?     1'rrsoiinrl 

Changes;  Sponsor  Personnel  Changes;  Station  Change*  (rep*,  network  nlliliation.  poicer  infTtMWtlt) 

A  urn '  ■  ames 

refer  to  A'esr  and  Re- nrw    rnlrcnrt 

Frank  Woodruff 

Fred  Hnrtnn 

John   P.  Clear* D.  II.  VtcGamu 

24  AUGUST  1953 
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2  4    AUGUST    1953 

\fif  ami  renew 

3 
■      \tttional  Broadcast  Sales  Executives  (cont'd.) 

5 

NAME FORMER   AFFILIATION NEW  AFFILIATION 

Henry    Howard    |r 
Allen    Hundley   )r 

Edwin    T.    Jameson 

Hugh   0.    Kerwin Frank    C.    King 
Carl    E.    Lee 
Frederick    A.    Long 
Ralph   W.    Long 
William   C.    Martin 
Donald   H.   McCannon 
John    D.    McTigue 
Edwin   C.    Metcalfe 
Paul    E.    Mills 
Bill    Morgan 
Merrill    Mueller 

John    |.    Mulvihill Robert    P.    Murray 
Bill    Newton 
Floyd    Ottoway 
Martin    S.    Pollins 

fames    Pollock 
James  H.   Ranger 
Stan    Raymond 
Bok    Reitzel 
Stephen   R.    Rintoul 
Elton    H.    Rule 
Emanuel    Sacks 

Hugh    Sebastian 
William    H.    Shaw 
Hamilton    Shea 

I.    E.   Showerman 
George  T.   Shupert 
Robert    H.    Silverman 
Bert    Somson 
John    C.    Stilli    |r 
Ceorge  D.  Tons 

Dirk    A.    Watson 

John    D.    Wilson 
Helen    Wood 
Frank    Woodruff 
William   R.  Wyatt 
Walter   S.    Zahrt 

CBS   TV,    Hywd,    chg   bus   affairs 
KDSX,    Denison,    Tex,    prog   dir 
Free    &    Peters,    NY,    acct    exec 
Crosley  Distrib   Div,   St  Louis,  adv,  sis  prom   mgr 
KECA-TV,    LA.    gen   sis  mgr 
Fctzer   Bdcstg,    Kalamazoo,   admin   asst  to   pres 
Ceyer    Adv,    NY,    dir   radio   &    TV 
Quick    Mag,    adv   mgr 
Wiliam   Esty,   NY,   radio  bus  mgr 
Du    Mont  TV   Net,    NY,   admin   asst   to  mng  dir 
WJZ,    NY,    dir    publicity 
KECA-TV,    Hywd,    sis   stf 
WOWO,    Ft    Wayne,    sis   mgr 
WXYZ.  WXYZ-TV.   Detr,  dir  adv,  sis  prom 

NBC,    NY    news    ed.    commentator,    "Today" 
Ccn    Artists   Corp,    Hywd.    dir    radio-TV    dept 
Branham  Co.   NY.  radic  &  TV  slsmn 
Filmack   Studios.   Chi,   creative   sis 

WSYR,    Svracuse,   asst    prog   dir 
WN|R.    Newark.    Nj.   natl   sis  mgr 
WPTZ.    Phila,    film    &    prog    dir 
KWC.   Stockton.   Cal,   sis  dept 
WATL,    Atlanta,    comml    mgr 
CPRN,    Eastern    sis  rep,    NY 

WXKW.   Albany,   pres.   gen   mgr    i  stn   off  air) 
KECA-TV.    LA.    spot    sis   mgr 
RCA.  Camden.  N),  vp,  gen  mgr  RCA  Victor  record 

dept 

Lever   Bros   NY.  res  analyst 
Broadcasting    mag,    Midwest    sis   mgr 
WTAM.   WN8K.   Cleve.   gen   mgr 

NBC.    vp    chg    central    div 
United    Artists    TV.    NY,    vp,    gen    mgr 
WABF,    NY,    sis    mgr 
United    Film    &    Recording    Studios,    Chi.    dir    sis 
WBZ.    WBZ-TV.    Boston,    sis   prom    hd 
KDKA,    Pittsb,    sis   mgr 

N.   W.   Ayer,   NY,   acct   exec 
Bloom    Adv.    Dallas.    radio-TV   dir 
Forioe,    NY,    acct    exec 
Dancer-Fitzgerald-Sample,    NY,    vp 
Ceorge   W.    Clark,    vp   chg    NY   office 
Tracy-Locke  Co.  Dallas,  acct  exec 

C8S   Radio,    NY,    prog   bus   affairs   dept 
Same,   stn   mgr 

NBC   Spot   Sis.    NY.   slsmn 
WTVI,    St    Louis,    adv,    sis   prom    mgr 
Same,   gen    mgr 
Same,  mng  dir 

United   Artists  TV,    NY,   vp,   gen   mgr 
Ceorge   P.    Hollingbery,   NY,   sis  stf 
Du    Mont  TV  Net.   NY,  dir  sis 
Same     asst   mng  dir 
NBC   Radio.   NY.   acct   exec,   radio   net   pre; 
Weed    &    Co.    Hywd,    sis    stf 
WBZ.    Boston,    mgr 
WXYZ-TV.    Detr.    acct    exec 
Same,   radio   news  &    features  exec 
WOR-TV.   NY,   acct  exec 

Katz   Agcy,   NY,   radio   sis  stf 
Kling  Studios.   Chi.  acct  exec 
Same,  prog  mgr  for  radio 
World   Bdcstg.    NY,   field   sis  rep 
WILS-TV,    Lansing,    Mich,    TV   prog  dir Same,    mgr 

Dora-Clayton  Agcy.  Atlanta,  acct  exec 
CBS   Radio   Net.    Pacific   Coast  sis  mgr 
WPTR.    Albany,    gen    mgr 

Same,    gen    sis    mgr 
Also    NBC.    NY,    staff   vp 

C.    E.    Hooper.    NY,   res   analyst 
KHMO.    Hannibal,    Mo.    gen    mgr 
WNBC.   WNBT,    NY,    gen    mgr 

Ziv  TV,   NY,  sis  exec 
ABC.    NY.    vp   ABC   Syndication 
WQXR.    NY.   acct   exec 
Kling   Studios.   Chi,   acct   exec 
KDKA.    Pittsb,   sis  mgr 

Westinghouse    stations,    Midwestern    sis    mgt 
fice   in   Chi) 

Forjoe,   NY,  acct  exec 
Screen    Cems.    NY.    Southwestern   sis   mgr 

Richard  O'Connell.   NY,  acct  exec 
Free  &   Peters,   NY,   dir  radio  prom   &  res 
BAB.    NY,    dir    memb    serv 
Ceorge   P.    Hollingbery,   SF   office,   sis  stf 

■       ><>■<•    \geney  Appointments 

SPONSOR 

American  Corn  Millers  Federation 

Charles   Antell,    Bait 

Charles   Antell,    Bait 

Dwight  Edwards  Co.  SF    i  Div  Safety  Stores) 
Finlay   Straus   Stores,    NY 

Cipps    Brewing    Corp,    Peoria,    III 
Industrial    Research,    Miami 
Lewal    Industries,    NY 
Sterling    Ins    Co.    Chi 

PRODUCT    (or   service) 

Leading    corn    millers'    national    ad campaign 

New    products   div 

Fastabs   (weight  reducing  tablets) 
Edwards  Instant  Coffee 

Credit    jewelry    chain 

Cipps    Beer Hydrocap  Catalyst  Battery  Cap 
Instant    Dip    Silver    Cleaner Insurance 

AGENCY 
Arthur   Meyerhoff,   Milw,  Chi 

erly  Hills Dowd.  Redfield  &  Johnstone. 
Boston 

Ruthrauff    &    Ryan,    NY 
Erwin,    Wasey    &    Co,    LA 

Hirshon-Carfield,    NY    <  for  rj 

TV  I 

Mace    Adv.     Feoria.    Ill 
Hirshon-Carfield,     Miami 

Harry    B.    Cohen,    NY 
Schoenfeld,   Huber  &  Creen 

■      .Veur  Firtns,  \etc  Offices,  Changes  of  Address 

Boiling    Co,    new    Chi    hdqtrs:    Tribune    Tower,    Rm    1817 
Branham  Cc,  new  address  in  Charlotte:  2001    Liberty  Life  Bldg. 

Charlotte   2,    NC 

Compton    Adv,    NY,    to    move    to    261     Madison    Ave    in    Dec; 
present    address.    630    Fifth    Ave 

Donald   Cooke.    Inc.    new    NY   address:   331    Madison    Ave 

Joe    Harry,    new    Spanish-lang    radio   &    TV    rep   firm.    San    An- 
tonio;   to    commence    opers    1     Sep;    Joe    Harry    to    resign 

as    mgr    KCOR,    San    Antonio 

Hilton    &    Riggio.    new    Hywd    office:    Hollingsworth-Tjft 
Nona  Kirby  Co.  reps,  new  New  England  hdqtrs:  Statler  C 

Bldg.    Boston.    Mass 
A.    C.    Nielsen    Co.    new    radio-TV    sales-serv   office   i 

Coast:  100  Bush  St.  SF;  Joseph  R.  Matthews.  Wester* 
Robert  M     Purcell  TV.   Hywd.  new  TV  consulting  firm,  kc 

by    Robert   M.    Purcell,    formerly  dir  opers  at   KTTV. 
Rowe   Cr   Wyman   Co.   ad   agency,    new  address:   3800  R( 

Rd,   Cinci   29.   Ohio 

X umbers  after  names 

refer  to  New  an 

d  Re- 

new  category 

Joe  Harry 

(5) 

Bok  Reitzel 
(3) M.  F.  Allison 

i  3  1 

Carl  Lee 
(3) 

\  i,  k   Bolton 

l  I) 

Emanuel  Sacks 
(3) 

C.  T.  Garten 
(3) 

G.  T.  Shupert 

1 3  1 

John  I).  Wilson 

(3) 

Bill  Morgan (3) 
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(.11X11  PLURALS 
(including  clonder, 

murmuration  and  giggle) 

We  have  been  investigating  group  desig- 

nations for  the  animal  kingdom.  In  the 

interest  of  keeping  you  informed,  we  pub- 
lish a  passel  of  our  findings. 

A  bunch  of  cats  is  a  clowder;  one 

speaks  of  a  cover  of  coots,  a  stud  of 

mares,  a  tribe  of  goats,  a  bale  of  turtles, 

a  murmuration  of  starlings,  a  rafter  of 

turkeys  and  a  gang  of  elk.  There  are  also 

a  dray  of  squirrels,  a  pace  of  asses,  a 
barren  of  mules,  a  crash  of  rhinoceroses, 

a   gaggle  of  geese. 

In  a  certain  part  of  the  Midwest,  where 
consumers  herd  and  listeners  muster, 

there's  a  plural  for  human  being  which 
gives  point  to  our  prose:  \V M T listeners. 
This  is  a  collective  term  for  338,480 

families  who  listen  to  WMT  every  week, 

the  pluralest  assemblage  that  ever. 

For  a  clutch  of  data  (a  group  of 

datum),  see  the  Clowder     man. 

^V    AA  CEDAR    RAPIDS 
600  kc  5,000  watts 

Basic  CBS  Network 

*Thc    Kji;    Agency,    our    national   reps. 
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BILL  BRAMHALL,  one  of  WEMP's  famous 
air  salesmen,  emcees  two  great  shows 

daily.  His  homespun  style  is  all  his  own, 

yet  fits  Nice  a  glove  in  the  WEMP  family. 

One  thing  is  sure,  if  Bill  says  it's  good, 
they  buy  it.    Some  of  his  advertisers  are: 

Coca-Cola,  Oxydof,  Omar,  Simonize, 

Robert  Hall,  Household  Finance, 

Miller  Brewing  Co.,  Wheat/es, 

Sch/;rz  Beer,  R.  G.  Dun  Cigars, 

Bab-O,    Squirt,    Manischewitz    Wine. 

WEMP  delivers  up  to  twice  the 

Milwaukee  audience  per  dollar  of 

Milwaukee  network  stations.*  Call 

Headley-Reed ! 

*Based    on    latest    available     Hooper 
Comprehensive  and  SR  &  DS  rates. 

WEMPwEMP-FM 
MILWAUKEE 

HUGH  BOICE,  JR..  Gen.  Mgr. 

HEADLEY-REED.  Natl.  Rep. 

HOURS  OF  MUSIC,  HEWS.  SPORTS 

Richard  Owen  Jr. 
Acting    Advertising    Manager 

B.  T.  Babbitt,  Inc.,  New  York 

Dick  Owen  became  Babbitts  assistant  advertising  manager  at  a 

crucial  point  in  the  company's  history:  1950  was  the  year  when 

Bab-O's  competitor,  Ajax.  began  its  heavy  inroads  into  the  cleanser's sales. 

As  a  newcomer  in  the  soap  business  at  the  time.  Dick  got  a  con- 
centrated course  in  the  philosophy  and  practice  of  soap  selling  from 

his  part  in  the  battle  for  housewives  favor. 
Here  are  some  of  the  lessons  he  learned: 

Consumer  taste  is  fickle:  Women  are  the  soap  buyers,  and  a 

woman's  preference  today  is  no  guarantee  of  sales  for  tomorrow. 
Everything  from  premiums  to  sweet  scents  in  the  cleanser  have  been 

used  in  the  ding-dong  leadership  struggle  between  Bab-0  and  its 
arch  rival,  Ajax. 

Competition  is  keen:  It's  the  boxing  game  of  advertising — a  con- 
stant case  of  "he's  up,  now  he's  down.  New  ingredients  are 

hitched  up  with  new  advertising  strategy  in  order  to  get  a  fresh  sales 

punch.     (See  "Bab-0  bounces  back,"  sponsor.  22  October  1951.1 
And  although  Babbitt  flatly  refuses  to  disclose  its  advertising 

budget,  its  fairly  easy  to  figure  it  out  by  simple  arithmetic.  It  is 
known  that  the  firms  budget  has  fluctuated  between  S2  million  and 

$2.5  million  in  recent  years.  According  to  PIB  and  Media  Records. 
Babbitt  spent  $273,000  in  network  TV,  $23,000  in  network  radio. 

$212,000  in  newspapers  and  newspaper  sections.  $5,500  in  maga- 
zines in  1952.  Subtotal:  $513,500.  Conclusion:  Babbitt  is  spending 

at  least  $1.5  million  in  spot  radio  and  TV. 

The  philosophy  of  Babbitts  selling  was  explained  to  SPONSOR  by 

Dick  Owen:  "It  isn't  enough  to  keep  tabs  on  the  competitions  ac- 

tivities and  to  keep  close  track  of  your  ad  campaign's  sales  pull. 
You've  got  to  stay  on  top  of  new  product  developments,  consumer 

preferences,  individual  market  problems.  That  doesn't  make  the 
soap  business  different  from  other  parts  of  the  grocery  field  .  .  . 

only  more  so." Before  joining  Babbitt.  Dick  was  assistant  ad  manager  of  the 

Boyle-Midway   Div.  of  American  Home  Products  for  a  few  years. 

Going  to  his  Westburv.  L.  I.,  home  doesn't  take  him  away  from 
advertising.  His  three-year-old  daughter  has  a  toe-hold  on  the  busi- 

ness.   "She  thinks  in  slogans."  Dick  says.  •  *  * 
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Rub-fi-cJub-c/Hb-  tap 

And    how   those    kids   con   sell    mom 

on    the    products    advertised    on    VVSPD- 

TV's  "Fun  Farm' 

Dow  Chemical  Company,  through  its  Saran  Wrap  Division, 

purchased  participation  to  promote  its  new  crystal  clear 

plastic  wrap  in  the  Toledo  Test  Market.  After  a  few  short 

months,  Saran  Wrap  enjoys  21%  of  the  total  wrap  sales 

in  Toledo.  Happy  local  and  regional  sponsors  include 

Toledo  Edison,  Kuehmann  Potato  Chip  Co.,  and  Corn 

City  Chicken. 

Lovely  and  talented  Mary  Ellen  superbly  handles  the  fun- 

making  and  the  commercials  five  mornings  a  week.  Activi- 

ties range  from  dancing  the  Hokey  Pokey*  to  learning 

about  safety  in  the  water  (above  picture  with  Red  Cross 

Instructor).  A  weekly  drawing  contest  attracts  over  300 

entrants,  with  such  prizes  as  bicycles,  phonographs,  pop- 

corn poppers,  and  pet  shop  certificates  being  awarded. 

Personal  appearances  of  Mary  Ellen  in  Toledo's  leading 

super  markets  the  past  six  weeks  have  drawn  over  8,000 

kiddies  and  parents  to  watch  her  draw  funny  faces  from 

their  initials.   She  has  definitely   proven  to  be  the   idol   of 

the  younger  set.  Letters  from  parents  indicate  strongly  that 

the  adults  drop  everything  to  watch  "Fun  Farm"  also,  and 

mail  pours  in  from  every  town  within  the  WSPD-TV  cover- 

age area. 

A  call  to  the  Katz  Agency's  nearest  office,  or  Adams  3175 
in  Toledo  will  be  the  first  step  in  bringing  you  outstanding 

sales  results  in  Toledo's  Billion  Dollar  Market. 

Storer    Broadcasting    Company 

TOM  HARKER.  NAT  SALES  OIR.  118  £.  57th  STREET.  HEW  YORK 

AM-TV TOLEDO,     OHIO 

Represented  Nationally 

by  KATZ 
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CLEVELAND'S 
CHIEF    STATION 

5,000   WATTS  — 850   K.C. 

BASIC   ABC   NETWORK 

REPRESENTED 
BY 

H  •  R   REPRESENTATIVES 

r 

CLEVELAND'S  Glti^l  STATION 

NO  DOUBLE 
SPOTS  .  .  . 

NO  SECRET 
RATES  .  .  . 

Your  Advertising 

Travels 

FIRST  CLASS 

San  Antonio's Leading 

Independent 

Natl.    Rep.   John    E.    Pearson    Co. 

See:  '"The    five-minute    network    radio 

show" 

Issue:  17  November  1952,  p.  34 

Slll»io*»t*       ̂ °   ra*n  °f   new  capsule   programing ■  in   fall   1953;   trend   reverts  to  news- 
casts,   news    commentary 

In  November  1952  there  were  31  sponsored  five-minute  programs 
on  the  four  radio  networks.  By  September  1953  the  total  number  of 

sponsored  capsule  shows  will  be  reduced  to  25.  Last  fall  the  format 

of  these  midget  shows  ranged  from  comedy  and  music  to  philosophy 

and  news.  This  fall  the  overwhelming  majority  of  five-minute  shows 
are  news  programs. 

Said  one  agency  radio-TV  man:  "It's  difficult  to  develop  audience 
loyalty  for  that  brief  a  show  period.  The  ratings  of  such  capsule  pro- 

grams therefore  hinge  upon  those  of  their  adjacencies.  A  news  pro- 

gram featuring  a  well-known  commentator,  however,  usually  has  its 
own  drawing  power,  more  because  of  the  commentary  than  for  the 

scope  of  the  five-minute  news  coverage." 

TIME PROGRAM SPONSOR AGENCY 

ABC:  Sponso red  five-minute 
p  r«»«/  I'll  mv 8:55-9:00   a.m. 

Time   for    Betty 
Ceneral    Mills Dancer-Fil 

zgerald- 

M,  W,  F Crocker 

Sample 

2:30-2:35   p.m. Time    for    Betty 
Ceneral    Mills 

Dancer-Fi 

zgerald- 

M,  W,  F Crocker 
Sample 

4:25-4:30   p.m. Time    for    Betty Ceneral    Mills 

Dancer-Fi 

zgerald- 

M,  W,  F 
Crocker 

Sample 

10:30-10:35    p.m. Edwin  C.   Hill    (news) 

Philco 
Hutchins 

Advertising 

M,   F 

-'- 

CBS:  Sponsored  five-minute 
programs 11:00-11:05    a.m. Bill    Shadel    and    the Campana   Sales   Co. 

Wallace-F 

erry-Hanly 

Sat 

News 

1:55-2:00   p.m. Calen   Drake Sanka 

Y&R 

Sat 
4:00-4:05   p.m. 

Robert  Q.  Lewis  Show 
Calumet,  Post 

Foote,   Co 

ne  &   Beld- 

M-F 

Toasties 

ing 

4:15-4:20   p.m. Sunshine   Sue Corn   Products  Sales C.    L.    Miller    Co. 

M-F 
Co. 

4:55-5:00   p.m. Robert  Q.  Lewis  Show Calumet,    Post 
Foote,   Cone   &    Beld- 

M-F 

Toasties 

ing 

5:55-6:00   p.m. Cedric  Adams  Inews) 
Sonotone    Corp. 

Kudner  Agency 

Sun 6:20-6:25   p.m. Robert  Q.  Lewis  Show Calumet,  Post 
Foote,   Co 

ne   &   Beld- M-F 
Toasties 

ing 

MBS:  Sponsored  five-minute 
programs 8:55-9:00   a.m. Gabriel     Heatter 
il  )   Block  Drug  Co. (1)    Cecil 

&   Presbrey 

M-F 

(news) 
12)  VCA  Labs. 

(2)    Kastor,    Farn 
Sponsors  alternate  M, 

Chesley 

&   Clifford 
W,   F  first  wk,   Tu, 
Thu    second   wk 

10:30-10:35    a.m. 
Headline    News — 

S.  C.  Johnson  &  Son 
Needham, 

Louis  & 
M-Sat 

Frank    Singiser 

Brorby 

11:25-11:30    a.m. 
Headline    News — 

S.  C.  Johnson  &  Son 

Needham, Louis  & M-Sat 

Holland    F.ngle 

Brorby 

12:15-12:20    p.m. Capital    Commentary S.  C.  Johnson  &  Son 
Needham, Louis  & 

M-F 

Brorby 

2:25-2:30  p  m. 
Headline    News — 

S.  C.  Johnson  &  Son 
Needham, Louis  & 

M-Sat 
Frank    Singiser 

Brorby 

3:25-3:30   p.m. 
Headline    News — Sam S.  C.  Johnson  &  Son 

Needham, 
Louis  & 

Sat 

Hayes 

Brorby 

5:55-6:00   p.m. 
Cecil   Brown.  Com- 

S. C.  Johnson  &  Son 
Needham, 

Louis  & 

M-F 

mentary 

Brorby 

6:25-6:30   p.m. 
Cecil   Brown,  Com- 

State  Farm   Mutual 
Needham, 

Louis  & 

Sun 

mentary 

Auto  Insurance  Co. 

Brorby 

7:45-7:50   p.m. 
Titus   Moody Emerson    Drug  Co. Lennen    & 

Newell 

T.   Th 
7:55-8:00   p.m. 

Cecil   Brown,  Com- 
State  Farm   Mutual 

Needham, Louis  & 

Sat 

mentary 

Autc  Insurance  Co. 

Brorby 

9:00-9:05   p.m. Bill    Henry    and    the Johns-Manville     Corp. 

J.   Walter 

Thompson 

M-F 

News 

5  min.  M-Sat  fol- 
Camel   Scoreboard 

R.    ).    Reynolds    To- 

Wm.   Esty 

Co. lowing     "Came 

bacco  Co. 

of   the    Day" 5   min.    Sun-Sat Vitalis   Warm-up 
Brisfol-Mycrs    Co. 

Doherfy. 

Clifford. 

preceding Steers 
j    Shenfield 

"Came    of    the 

Day" 

5    min.    Sun    fol- 
Whcatics Scoreboard Ceneral   Mills Knox-Reeves  Adver- 

lowing    "Came 

tising 

of   the   Day" 
1%'BC:  i\n  sponsored  five-minute  programs 
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,ive  Talent,  Live  Audience 
„■  area   W  N 

,•  live  talent. 

NAXo70  coven  is  immenic  and  predominantl)    rural.     Uur.il 

\VNAX->70  delivers  it.  with    \o' ,    oi  our  .m   time  live  and 

Big  Aggie  I  and  meets  station  personalities  on  the  air  and  in  person. 

ie  II   V  l\   Bohemian  Band  regularly   tours  our  coverage  area — 

innesota,   the    Dakotas,   Nebraska   and    Iowa.    On   Saturda)    nights 

iizable  group  travels  to  \arious  towns  presenting   The  Missouri 

tile-)  Barn  Dance.    Wynn  Speece  takes  Youi   Neighbor  /../</>. 

r  kitchen  program,  on  a  scries  of  summertime  picnics. 

-.  1  ).i\  is,  dean  of  Midwest  coaches,  covers  major 

lorts  events  play-by-play  and  on-the-spot.   The  popularity 

i  these  and   other  WNAX-570  personalities   is   attested 

[  31,462  requests  for  picture  postcards  oi  our  "talent"  in 

~  irecent  77-day  period.  And   by   Diary  Study   ratings: 

ir  average  '  4-hour  rating  is  twice  that  of  any  one  of  tin 

t  other  stations  mentioned   in  the  Study. 

To  sell  live  and  lively  in  our  countrypolitan 

irket,  see  the  Katz  man. 

WNAX-570 

Yankton-Sioux  City 
A    Cowlcs   Station 

Represented   by    The   Katz    Agency 

CBS  Radio 



JUNE  5,1953-100,000  WATTS 

MARCH  9,  1953-50,000  WATTS 

JULY  15,   1949--16,300  WATTS 

UJBTV 
CHARLOTTE];;!    CHANNEL 

operating  at  television's  top  powet 

. . .  the  Carolinas'  first  television  station  is  also  first  to  reach  maximum  power.  Twenty-fin 

station  in  the  nation  in  sets  served  (eighth  among  single-station  markets)  WBTV  reache 

out   to   almost   4,000,000    people  with   effective   buying    income   of   $3,800,000,000 

The  Television  Service  of 

JEFFERSON  STANDARD  LIFE  INSURANCE  COMPANY 

Represented  Nationally  by  CBS  TV  Spot  Sales 

According  to  FCC  Engineer,  Edward  Allen,  100,000  watts 

on  Channel  3  equals  316,000  watts  on  Channels  7-13,  5,000,000 

watts  on  UHF  Channels.  WBTV's  low  channel,  maximum  power  and 
mountain-top  transmitter,  located  1090  feet  above  average  sur- 

rounding terrain,  give  the  station  exceptional  geographical  coverage. 
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Has  sponsoring 
llishop  Sheen  sold 

for  Admiral? 
Madison   Avenue's  Doubting  Thomases 

know  for  sure  a  religious  personality  was  "too 

controversial"  but  facts  confounded  them 

m  t  took  faith  to  sponsor  Bishop  Sheen. 

Any  hardened  programing  man  could  t  *  - 1 1  you  why  buying  the  show 
was  good  charity  hut  poor  business. 

1.  Non-Catholics  in  the  audience  urn-  bound  to  be  lukewarm  it  riot 

hostile  to  a  high  church  official  of  another  religion. 

2.  The  program  was  -lotted  opposite  Milton  Berle  (Tuesday  8:00- 
8:30  p.m.,  I)n  Mont),  a  period  general!)  conceded  ,i-  hopelessly  losl  to 
Berle  and  \BC. 

3.  The  format  called  for  23  minutes  of  uninterrupted  talk  from 

Bishop  Sheen.  No  props,  no  guest  stars,  no  visual  devices  except  a 
blackboard. 

But  Ro>-  I).  Siragusa,  president  of  Vdmiral,  who  founded  the  com- 
pany with  borrowed  capital  totaling  S3. 100  in  1934,  was  used  to  being 

fii>t.  i  First  to  make  low-cosl  record  changer  phonographs;  first  to  make 

low-cost  T\  consoles  with  molded  plastic  cabinets;  firsl  to  sponsor  Sid 

Caesar  and  Imogene  ("oca.  I  He  swung  from  sponsoring  Lights  (hit 
(chilling  drama)  and  Stop  the  Music  (quiz  and  gags)  to  Bishop  Sheen 

in  November  1032  |  along  w  ith  coverage  of  special  events,  including  the 

Golden  Gloves  boxing  tournament,  the  \II-Star  football  game,  the 
Democratic  and  Republican  conventions,  and  election  night  returns). 

THIS  WE  FICHT  FOR    Tin  industry  caust  s  sponsor  stands  for  ;i 

following  as  <  xpn  sst  d  hi  a  F>  bruary  1953  <  ditorial :  "Wt  fight  to  >  ncouragt 
advertisers,  agencies,  networks,  and  stations  to  <  tperiment  with  and  i 

>u  ir  program   tonus,  to  help  thi    industry  realizt    that  such  experimenta- 
tion (Did  creativeness  is  essential  to  fht   growth  of  radio  and  televis 

Admiral's  sponsorship  of  Bishop  She*  n  is,  sponsor  •      s,   i  notabU  exampU 
of  creative  sponsorship.    (Se(   editorial  pagi    136 

Would  Sesus  httve 

appvtivvtl  on  television? 

Sunt  Bishop  Sheen  in  reply  t«>  thi- 

qaestion  from  Cottier's:  "It  would  hi 
;i-  acceptable  as  Hi-  entrance  into 

i  donkey.    Be  used  the  best 

means  available." 
i-  own  appearance  nn  TV  under 

eommereia]  sponsorship,  he  harl   thi-  to 
Bay:  "Obviously  it  would  not  be  in 
taste,  tor  example,  tor  me  to  sponsor 
•My  Sin'  perfume.    My  program  and  the 
advert  of  the  sponsor  must  be  in 

good  taste.   There's  no  problem  ther> 
us  that  I  can  - 
His  view-  are  shared  by  the  Admiral  Corp. 
which,  after  -ix  months  of  sponsoring 

Bishop  Sheen'-  Tuesday  night  talk- 
the  I >u  Mont  network,  feels  that  the  pro- 

gram  ha.s   been   an   unqualified    -u< 
article    for  detail-. 



Admiral  ordered  record  132  stations  for  Bishop,  is 

allotting  nrouram  hatf  its  I. *>."►. 'J  television  butlyet 

Bishop  Fulton  J.  Sheens  Life  Is 

11  01 th  Living  started  for  Admiral  with 

a  lineup  of  55  stations.  This  October 
it  returns  to  the  air  after  a  summer 

hiatus  with  a  scheduled  132-station 

lineup,  probably  the  longest  skein  yet 
ordered  b\  a  T\  sponsor  lover  100 

stations  had  been  cleared  1>\  sponsor's 
presstime  ) .  In  six  months  of  sponsor- 
sbip  during  the  1952-53  season.  Sira- 

gusa  and  his  agency  for  air  media  I  Er- 
win.  Wase)  I  had  seen  enough  to  con- 

vince them  that  the  Bishop  was  indeed 
a  commercial  success  in  refutation  of 

direst  prophecies  by  the  Doubting 
Thomases  of  Madison  Avenue. 

These  were  some  of  the  factors  in 

Admirals  decision  to  continue  with 

Bishop  Sheen,  allotting  his  program 

half  of  the  firm's  $2  million  1953  tele- 
\  ision  budget: 

•  The  Bishop  has  drawn  8,000  let- 
ters weekh.  almost  half  of  them  from 

non-Catholics.  This  is  considered 

strong  evidence  that  the  program  has 

widel)  based  appeal.  A  negligible  num- 
ber of  the  letters  have  been  antago- 

nistic. 

•  Ratings  have  been  good  in  pro- 

portion to  expenditure — and  consis- 

tent. The  Bishop's  Nielsen  averaged 
19.8  for  the  six  months  of  Admiral 

sponsorship.  ( Berle's  rating  for  the 
same  period  was  50.9. 1 

•  Sales  during  the  first  half  of  1953 

wire  5b" .'(  higher  than  in  the  compar- 
able 1952  period.  The  increase,  Ad- 
miral executives  feel,  is  a  reflection  of 

effective  advertising  as  well  as  several 

marketing  factors.  (TV  set  sales  were 

up  generally  in  the  industry  because  of 
opening  of  new  TV  areas.  Admirals 

refrigerator  and  range  sales  were  up 

following  postwar  years  of  establishing 
a   name  in  the  hard  goods  trade.  I 

Admiral  liked  the  Bishop  so  well  that 

in  the  last  four  months  of  the  1952-"53 
season's  sponsorship  it  signed  to  put 
the  sound  track  of  the  program  on 
over  500  Mutual  stations.  This  10- 

week  sponsorship  in  non-TV  areas  cost 

an  approximate  $70,000  for  time.  Ad- 
miral will  probabh  again  sponsor  the 

Bishop  on  radio  this  season. 

When  Ross  D.  Siragusa  started  spon- 

case    history 

sorship  of  the  Bishop  Sheen  program, 

he  had  these  objectives  in  mind:  I  1  i 

selling  TV  sets  and  appliances:  (2i 

identifying  the  Admiral  trademark 

with  high-quality  products,  partialh 
through  prestige  lent  by  the  program; 

l  3  i  consolidating  Admiral's  relation- 
ship with  its  88  distributors  and  32,- 

000  retail  dealers  throughout  the  coun- try. 

The  latter  goal  is  particularly  impor- 
tant to  Admiral,  newest  of  the  com- 

panies in  the  big  three  of  TV  set  sales. 
i  Rank  order  of  dollar  volume  is  moot, 

but  trade  sources  say  the  big  three  in- 
clude RCA,  Philco,  Admiral,  not  neces- 

sarily in  that  order.  Admiral  claims 
number  one  spot.) 

Admiral  sponsored  "Lighls  Out"   '49-'52.   Firm 
was    first    Sid    Caesar-lmogene    Coca    sponsor 

It  was  partly  because  Admiral  prizes 
its  relationships  with  distributors  and 
dealers  that  it  extended  Bishop  Sheen 

to  non-TV  areas  via  radio.  Distribu- 

tors had  begun  to  catch  wind  of  the 

show's  effectiveness,  and  Admiral 
wanted  them  to  feel  they  were  being 

backed  up  on  an  even  basis  with  the 
TV-area  distributors. 

You  have  to  know  Bishop  Sheen  to 

understand  his  program's  success.  The 
Bishop  approached  TV  informally, 

drawing  upon  bis  long-time  experience 
as  a  teacher  rather  than  upon  a  pre- 

pared script  for  his  material.  The  sub- 
ject for  each  26-minute  talk  is  one  of 

wide  human  appeal,  not  limited  to 

members  of  a  particular  church.  He 
has   discussed   such   varied   themes   as 

Communism,  boredom,  freedom,  and 
love. 

In  each  instance,  his  approach  is 

philosophic,  rather  than  theological 

I  although  the  Bishop  himself  would 
object  to  the  differentiation  between 

the  two  I .  His  talks  are  informal,  un- 
cluttered with  religious  terminology. 

And  while  the  principles  upon  which 

they  are  based  are  the  cornerstones  of 
all  Western  religions,  the  viewer  never 

feels  that  he  is  listening  to  a  sermon. 

Although  Bishop  Sheen  is  famed  not 

only  as  an  author  I  Peace  of  Soul  is 

among  his  best-known  books),  but 

also  as  a  dynamic  converter  to  Cathol- 
icism I  Clare  Boothe  Luce  was  one  of 

his  renowned  personal  converts),  he 

never  touches  upon  controversial  re- 
ligious themes.  Yet  he  feels  that  the 

broad  appeal  of  his  program  is  not  due 

to  factors  of  "omission,''  but  rather  to 
the  very  positive  fact  that  he  is  speak- 

ing to  people  about  their  everyday 

problems,  giving  them  advice  and  sug- 
gestions in  simple  language,  under- 

standable to  all. 

As  Monsignor  Charles  M.  McBride, 
assistant  national  director  of  The  So- 

ciety for  Propagation  of  the  Faith,  ex- 

plains it:  "The  Bishop  feels  that  peo- 
ple are  seeking  more  than  entertain- 

ment. They  want  to  be  stimulated  to 

thinking." 

Chris  Witting,  Du  Mont's  general 
manager,  had  long  had  the  same  feel- 

ing about  TV  viewers.  The  idea  of 

starring  Bishop  Sheen  in  his  own  pro- 
gram originated  with  him,  but  he  did 

not  immediately  approach  the  Bishop 

with  that  suggestion  because  he  didn't think  the  Bishop  would  be  interested. 
This  is  the  story  Witting  tells  about 

the  origination  of  Du  Mont's  Life  Is Worth  Living. 

When  Father  Edwin  Broderick  be- 
came radio-TV  director  of  the  Arch- 

diocese of  New  York.  Witting  wrote 

him  a  congratulatory  letter.  Father 
Broderick  immediately  called  v>  itting 

on  the  phone  to  thank  him.  'You  were 
the  only  network  executive  to  write 

such  a  letter.""  he  said.  Then  he  sug- 
gested that  v\  itting  join  him  for  lunch. 

They  met  for  lunch  in  mid-January 
1952  and  at  the  luncheon  Father  Brod- 

erick asked  Witting:  "What  can  we  do 

for  you?" 

V\  itting  thought  the  question  over, 
and  then  mentioned  his  interest  in 

Bishop  Sheen  as  a  one-man  TV  pro- 
gram. I  Witting,  a  Protestant,  had  long 

I  Please  turn  to  page  122  I 
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\  early  half  Bishop's  8.000  letters 
each  tceek  come  from  non-Catholics 

Bis)       -  :  of  35  ans  8,000 
rs  weekly,  dictates  m  I  malty  to 

people  with  pressing  problems.   Almost  half 

of  b  '■  Djn  non-Catholics.    Sir 

waiter  of  Bishop's  weekly  26-mtiHit«  faMs  is 

p&tfoaopA*  \al  and  gen-  er  than 

mon."     Topics  have  included  love,  bor^ 
Communism.     Bishop  speaks   without    > 
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Those  criteria  far  advertising  ami  marLeiina  research  van 

heip  i/oif  evaluate  ret iabllit a  of  studies  bu  uilrertlslna  media 

opyrighted  />>     tdverliting  Hrsfunli  Foundation;  reprinted  bj   six-rial  permission. 

1.     Untler  what  conditions   was  the  study  made? 

A  statement  of  the  methods  employed  should  he  made 

available  in  such  detail  that  the  study  could  he  duplicated 
therefrom.  In  addition  to  the  information  revealed  in 

answer  to  questions  2  through  8,  the  report  should  pro- 
vide: (a)  Full  statement  of  problems  to  be  resolved  by 

the  study,  (b)  Who  financed  it.  (c)  Names  of  organiza- 
tions participating  in  study,  together  with  their  qualifica- 
tions and  extent  of  their  interest,  if  any,  in  the  findings, 

(d)  Exact  period  of  time  covered  in  collection  of  data, 

with  a  statement  as  to  the  representativeness  of  the  time 

period  regarding  subjects  surveyed,  (e)  Date  of  publica- 
tion of  report,  (f)  Definition  of  terms  used.  Ig)  Copies 

of  questionnaires  and  instructions  to  interviewers,  ihl 
Sources  of  collateral  data.  ( i  I  Complete  statement  of 

methodology  to  be  issued  concurrently  with  the  findings. 

2.    Has  the  questionnaire  been  well  ffc.sic/iiccf? 

The  questions  must  clearly  convey  their  meaning  uni- 
formly to  all,  without  suggesting  answers  either  by  their 

context  or  sequence.  Unreasonable  demands  on  the  memo- 
ry or  on  the  actual  knowledge  of  the  respondent  should 

not  be  made.  Responses  to  simple  "why"  questions  are 
often  inaccurate  and  to  "why  not"  questions,  more  so. 
Diversification  of  subject  matter  tends  to  reduce  the  in- 

terest bias. 

The  phrasing  should  avoid,  or  compensate  for,  a  choice 

of  responses  which  would  reflect  such  influences  as  pres- 

tige embarrassment,  reward,  or  retaliation.  "Usually  or 

regularly  buy  or  read"  questions  maximize  such  biases. 
Individuals  should  answer  only  for  themselves. 

Monotonous  questioning  induces  antagonism.  Lengthy 

questioning  may  induce  fatigue  and  cause  incomplete  re- 
sponses. If  the  questionnaire  was  one  of  several  com- 

pleted at  the  same  time  with  a  single  respondent,  the  total 
content  of  the  interview  must  be  revealed  to  indicate  any 

conditioning  induced  by  questions  preceding  the  questions 

involved  in  the  study.  Limiting  of  space  for  replies  limits 

the  completeness  of  the  answers.  Repeat  interviewing 

also  ma)  condition  the  response.  To  check  on  internal 

consistency  of  response,  "catch"  questions  may  be  used. 
I  he  questionnaire  should  be  pilot  tested. 

'.I.     lias  the   interviewing   been    adequately 
and  reliably  done? 

I  suall)  a  questionnaire  form  will  be  used;  the  inter- 

viewer  must  be  well  acquainted  with  it  and  with  the  pre- 
scribed  interview  procedure.  Where  no  form  is  used,  the 

interviewer  musl  lia\e  greater  maturity,  training,  and  ex- 
perience: where  extended  interviews  on  attitudes  are  in- 

\ol\ed.  special  reporting  means  such  as  a  tape  recorder 
ma)  well  be  required.  Per  interview  compensation  usuallx 

leads  to  lower  qualit)  interviewing;  full-time  interviewers 

generally  provide  more  satisfactor)  work  than  do  part- 
time  interviewers.  I  nsuitable,  ill-trained  or  irresponsible 

interviewers  are  not  justified  b)  economy.  L\en  experi- 
enced interviewers  should  be  trained  and  instructed  for 

each  survey's  problems. 
Only  interviewers  who  can  he  compatible  with  re- 

spondents should  be  employed,  because  good  rapport 

must  be  established.  If  the  sampling  plan  does  not  spe- 
cifically designate  those  to  be  interviewed,  a  bias  often 

is  introduced  by  the  interviewers  picking  respondents 
who  tend  to  be  like  rather  than  unlike  himself.  The  inter- 

viewer should  be  able  to  influence  the  progress  of  the 
interview,  but  must  not  influence  the  answers;  it  is  often 

desirable  that  the  interviewer  not  know  the  main  purpose 

of  the  survey.  The  identity  of  the  sponsor  should  not  be 

known  to  the  interviewer  nor.  least  of  all,  to  the  respon- dent. 

Not  only  should  spot  checks  be  made  of  the  total  inter- 
views, but  interviewer  by  interviewer  comparisons  should 

be  made  as  well.  More  complete  checking,  to  the  extent 

of  partially  repeating  the  interview,  is  required  if  quota 

sampling  was  employed.  The  interviewing  process  should 

he  pilot  tested.  On-the-scene  supervisors  improve  inter- 
viewing quality. 

4.   Has  the  best  sampling  plan  been  followed? 

The  population  being  surveyed  is  most  accurately  rep- 
resented when  a  random  sample,  in  the  mathematical 

sense,  is  employed.  Each  unit  must  have  an  equal  chance 

or  a  known  relative  chance  of  being  included  in  the  sam- 

ple; listing,  enumerating  and  interviewing  in  every  house- 
hold in  each  defined  interviewing  area  are  tools  for 

achieving  this  aim.  Stratification  and  clustering  help  to 

make  pure  area  sampling  more  economical.  Dispropor- 
tionate sampling  may  be  employed  to  increase  sampling 

reliability  in  a  survey  of  a  given  size,  but  re-weighting 
must  be  employed  in  tabulating.  The  laws  of  probability, 

permitting  calculation  of  error  margins,  only  apply  to 

truly  random  sampling,  not  to  quota  samples  or  to  sam- 

ples that  are  "random"  only  in  an  accidental  or  hap- 
hazard sense. 

Quota  sampling  is  preferable  to  accidental  sampling, 
but  still  it  is  a  matter  of  judgment  as  to  how  effectively 

various  pertinent  quotas  have  been  introduced  and  fol- 
lowed in  individual  surveys.  Thev  should  be  set  so  as  to 

maximize  the  range  of  coverage,  especially  b)  geographic 

and  economic  groupings.  Consistency  with  census  or 

other  basic  data  is  not  in  itself  proof  of  sampling  repre- 
sentativeness unless  it  can  be  proven  that  the  subject 

being  investigated,  itself,  has  perfect  random  distribution. 
Other  than  in  the  latter  case,  there  are  instances  where 

well-constructed  quota  samples  max  he  acceptable.  The 
rale  of  non-cooperation  in  main  surveys,  especially  of 

I  Please  turn  to  page  120) 
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II.  llnvaiT  of  Micse  media  research 
||l  j   )  •)  I  1(1?     Pggj  M  ol  All-Media  Stodj  quotes  21  expert!  oh 

1/ 1 1  I  II  1 1  lj«     iiou   10  ««»i  your  research  mono \  worth 

by  Ray  I. a  pica 
mi 

J  he  lust  luil i  ot  'Beware  oj  these 

media  research  pitfalls"  i  sponsor,  27 
lulx  L953)  listed  Hi  media  research 

traps  for  the  unwary.  It  ulsii  described 
how  one  agency  checks  media  weekly, 

quoted  experts  to  show  a  In  most  net- 
work Studies  in   the  past  hail  jailed  to 

prove  that  the  mere  fact  of  listening 
hail  increased  buying  oj  the  products 
advertised,  and  summarized  some  oj 

the  media  theories  of  independent  re- 

searchers  Hie  Hired  Politz,  Frank  A'. 
Coutant,  and  Richard   Manville. 

This   concluding   portion    oj    "Media 
Pitfalls"  quotes  eight  researchers,  sev- 

en agency  executives,  two  advertisers, 
and  four  air  media  experts  on  what 

they're  found  to  he  the  most  important 
considerations  in  planning  test*  and 

using  media  research.    "  Mediamatiis." 
an  attempt  to  reduce  media  evaluation 

to  a  mathematical  formula,  is  dis- 
cussed.   In   addition  the  entire  text   oj 

the  Advertising  Research  Foundation's 

"Criteria  for  Marketing  and  Idvertis- 

ing  Research"  is  published  (starting 
on  opposite  page) . 

Part  below  continues  with  the  views 

of  independent  research  authorities  not 
connected  with  any  one  medium. 

Lucas:  I)r.  Darrell  B.  Lucas  wrote  a 

7(>5-page  book  entitled  Advertising  Psy 
chology   and   Research    together    with 

Dr.  Steuart  H.  Britt  in  which  the)  de- 
vote entire  sections   to   strengths   and 

weaknesses  of  various  research  tech- 

niques. 

In  speaking  with  sponsor  Dr.  Lucas 
boiled  the  pitfalls  in  media  research 
down   to    three    basic    one-: 

1 .  Use  oi  -|"-.  ious  measures  and  es 
timates  "I  -i/e  oi  advertising  audi- 

ences. I  In-  applies  especial!)  in  fig- 

uring the  i  <>m  pei  readei ,  You  can  t 
measure  an  advertising  audience,  Dr. 

I  in  ,i~  says,  -impK  b)  hunting  b>i  ad- 
mitted reader-  or  listeners.  i  "n  have 

to  find  mil  from  ,i  representative  -am- 
ple oi  people  jusl  how  man)  have  Been 

or  heard  specific  advertisements. 

2.  Fault)  assumption  that  a  i  onta<  i 
in  one  medium  i-  equivalent  to  a  con- 

tact in  ever)  other  medium.    Example: 

In    a    situation    H  hen-    all    media    >  OSts 

seem  to  be  the  same  per  thousand  peo- 

ple reached,   it  doesn't   mean  that  ea<  h 
i-  as  good  as  the  other.  Too  mam  oili- 

er fa<  t < > r-  entei  in,  su<  h  a-  classes  "I 

people,  prestige  "I  the  medium,  and 
amount   "I   exposure. 

.'-I.  Confusing  the  audien  e  "I  a  pub- 
lication with  the  audience  oi  an  ad  in 

it.  It's  not  the  same  in  sponsored 
broadcasting  a-  in  publications  since 

the  program  belongs  I"  the  advertis- 
er, and  the  program  audience  ma\    i> 

spond  favorabl)  without  hearing  spe- 
i  ific  advertising  messages. 

Dr.  Lucas  made  this  additional  im- 

portant point:  He  disagrees  \%  i 1 1 1  the 

experts  who  argue  that  \<>u  can  "'turn 
off  \our  mind"  to  a  spoken  message. 
He  says  exposure  t"  a  Bpoken  ad  ma) 
have  some  value  even  if  on  an  uncon- 

scious level  ("Ask  am  teacher  in  a 
« la--  room!").  You  can't  turn  <>ff  \  <>ur 
mind  although  there-  no  doubt  that 
alert  attention  will  enhance  the  unpad 
oi  a  commercial.  (From  this  SPONSOR 

concludes  that  measurements  oi  com- 
mercial audiences  based  on  the  re<  all 

if,  hnique  would  underestimate  the  au- 
. I i.-t i< .-.  o i  ai  least  the  effa  t  of  the 
commercial  on  listeners  oi  viewers.) 

Freiberg:  Dr.  Uberl  D.  I  reiberg,  v.p. 

of  the  Psy<  hologu  al  <  orp.,  urges  you 

i   nsidei  these  five  la-  tor-  in  mak- 

ing a  sales  test : 
1.  Impact  of  novelty.  Foi  example. 

don't  a'  i  ept  \  oui  bub  audiern  e  fi-Mite- 
for   a    new    TV    market    01    espo  i  all)    a 

new  program  a-  permanent  one-.   Nov- 

elt)    wear-   oil. 2.  Competition.  It  ma)  do  some- 

thing on  purpose  to  throw  you  off  if  it 
know  -  \  ou're  running  a  test. 

.'{.   Time  periods.  Watch  the  seasonal la<  lor. 

1.  Projection.  Isthecit)  you're  test- 

ing analagous  to  the  nation.' 5.      Enthusiasm     oj    the    sales     /■ 

Whether  high  or  low.  it's  a  variable 
you   have   to   watch. 

Finally,  Dr.  Freiberg  Bays,  be  .  .ire- 

ful  that   yoUl    ads   ar'n't    the  kind   thai -ell  the  competitor-  products,  or  vice 
versa,  rests  run  b)  the  Psychological 

Corp.  have  shown  this  to  happen.  W  hat 

this  does  to  the  research  department's 
•  ah  illation-,  be  hinted,  i^  unspeakable. 

'  I'hase  turn   to  page  '  '7  I 
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survey  oi  leading  advertisers,  agen- 
■n   how  thrx  rhnosr.  use.  and 

trst  the    various  media. 
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7.       ROBERT    HALL    SAVES    $1,350    !N    TV    SET    CONSTRUCTION    EACH     YEAR    BY     USING    FHOTOMURAL    BACKGROUND 

Robert  Hal!  Clothes  planned  to  use  $375  set  to  represent  store  inte- 
rior. Set  wcjld  last  three  months,  bringing  annual  construction  cost  vo 

$1,500.     Labor    charges    for   each    use:    $25.     Peter    Affe,    mgr.    opera- 

tions, WNBC-WNBT,  demonstrates  Photo.nural  background  (blown-up 
picture  of  store  or.  canvas).  Initial  cost:  $150.  It  lasts  indefinitely. 
Annual   construction   saving   is   $1,350.     Each   us?   costs   sponsor  only   Jl 

$ 

5  ways  to  cot  commercial  costs 
You  can  make  your  TV  budget  shrink  when  knowhow  substitutes  for  dollars 

gf  ou  tan  save  a  lot  of  monc\   on  li\e  TV  commercials  if 

you  know  the  right  gadgets  and  camera  tricks  to  use. 

Pictured  on  these  pages  are  five  ways  to  cut  camera. 

scenery,  other  production  costs.  These  devices  were  dem- 

onstrated recentl)  at  WNBC-WNBT's  first  monthly  "TV 

Camera  Clinic"  for  ad  agency  personnel  attended  hy  over 
H)  New   ̂   ink  agenc\   people.     The  next  clinic  is  scheduled 

36 

for   17  September.     (For  tips  on  cutting  the  cost  of  film 
commercials,  see  29  June  1953  sponsor,  page  36.1 

\\  NBC-WNBT  personnel  conducting  the  clinics  include 
Ernest  I)e  La  Ossa.  station  manager:  Peter  Affe.  manager 

of  operations.  \\  \RC-Y\  NBT,  who  originated  idea  of  the 
clinics;  Duncan  Mounse\ .  \\  \BT  studio  supervisor:  Sol 

Cornberg,  supvr.  plant  and   facilities,   NBC.  *  *  * 

SPONSOR 



2.     GOrOS    COST    AS    LITTLE    AS    $5,    GIVE 

ATTENT.  ON-CATCHING    BACKGROUND    EFFECTS 

Gobos    are    miniature    scones    painted 

and   cut   out   on    cardboard,    miy 

ba   used    as   windows,    port    holes, 

a  rplanos,    to    crento    illusion 

that    actors    in    background 

are    in    sceno    cut    out    on    gobo. 

Gobos    can     be     made     for     as     litth 

as   $5.     In    picture   at   right,    Duncan 

Mounsey,    WNBT    studio    supervisor 

stands    behind    goho    with    cut-outs 

simulating     "Life"     magazine 

logo.     TV   viewers    get   effect 

he's    on    "Life "    cover 

4.     PORTOVOX,    WIRELESS    MIKE,    HELPS 

REDUCE  EXPENSES  FOR  LABOR,  EQUIPMENT 

New    wireless    mike,    Portovox,    will    be    available 

shortly.    It  can   be   used   where   ordinary   mikes 

cannot,    in    such    places    as   cars,    other    enclosed 

spaces.     Its   operation   requires   one   less   boom,    one 

less   man,    cutting    costs.     At    right,    Ed    Cook, 

president.    Century    Lightinq    Co..    explains    use. 

wears   mike   in    button-hole    like    flower 

3       YOU    CAN    SAVE    97.7',     ON    ANIMATING    TV 

COMMERCIALS    WITH    THE    USE    OF    TELERAMA    PICTURES 

$ 

$ 

s 

Telerama    is    method    of    animating    part    or    all    of    monochrome,    color 

pictures.     Artwork   suitable   for    reproduction    in    magaiines.    newspapers     or 

other   media,   is  translated   into  transparency.    Areas  to   be   laminated 

are    marked;    processing    takes    two    hours.     Laminations    c»n    be    mass- 

produced    for   s'muhanecus   use    in    different    locations.     Any    desired 

movement    can    be    produced.     Cost    of    Telerama    photo    with    one    basic 

movement:   $25;   animation   via   other   processes:   $300.     Saving:   91.5' » 

At   left,    Scl    Cor- bo-q.    NBC    (ho'dinq    mike),    demonstrates    process 

5.     REAR  PROJECTION  G  VES   AUTO  SPONSOR   3   SCFNfS 

FOR   S39.50,    ONF   ACTUAL   SET   WOULD   HAVE   COST    S1.S00 

s 
§ 
$ 

$ 

Recently    auto    sponsor    wanted    to    build    background    scenery    for    car. 

Cost    would    have    been    $1,530.     WNBT   suggested    use    of    rear    projection 

instead.    Photographer  was  sent  to  shoot  outdoor  scen°s.   photos  were 

converted  into  glass  slides.    This  gave  client  three  scenes  to  project  a'  total 

cost    of    $39.50.     Process    involves    projecting    scene    from    rear    onto 

lage   screen    photographed   by   TV  cameras.    Slides  can   be   mailed 

throughout   the   country.     Rear   projection    is   used    most   for   scenes   hard    to 

create    in    live    scenery.      Left     girl    stands    before    "garden" 

24  AUGUST  1953 

37 



An  ex-magazine  man  looks  at  radio 
Former  acl  tlireetor  of  "True  Story"  Woman's  Group,  now  a  net  executive, 

says  s€>mc  magazines  are  "getting  away  with  murder-*  in  selling  advertisers 

by  Edward  F.  Lei  hen  Jr. 

WW  hen  I  joined  CBS  Radio  two  years 

ago  after  25  years  with  magazines,  ni\ 

friends  thought  I  was  crazy.  Enthusi- 
asm for  TV  was  very  high,  interest  in 

radio  very  low . 

But  over  the  years  I  had  been  study- 
ing all  media  and  what  I  knew  of  radio 

made  me  feel  it  was  healthy  and  vigor- 
ous and  not  the  ghost  that  competitors 

and  some  downhearted  people  in  the 

broadcasting  business  were  trying  to 

make  it.  I  knew,  moreover,  that  maga- 

zines were  caught  in  a  nutcracker  be- 

tween rising  costs  and  television's  com- 
petition for  attention.  What  I  had 

learned  up  to  then  made  me  willing  to 

take  the  step  my  friends  called  a  gam- 
ble. 

I've  learned  a  lot  about  radio  in  the 
24  months  since  and  in  a  way  I  think 

my  perspective  is  unique.  As  I  explore 
the  facts  about  radio  I  can  see  them 

in  relation  to  the  magazine  medium  I 
iiot  to  know  so  well  in  my  vears  with 

Dell. 
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ing  houses. 
What  1  can  see  so  clearly  now  is  that 

some  magazines  are  getting  away  with 
murder! 

I  want  to  explain  why  that  s  so,  not 

with  the  view  of  condemning  maga- 
zines, but  with  constructive  aims  in 

mind:  Radio  is  too  often  undersold  in 

the  offices  of  advertisers  precisely  be- 

cause claims  of  printed  media  aren't 
fully  explored  in  relation  to  the  facts 
about  radio. 

Here  are  seven  points  I  want  to  de- 
velop which  I  feel  will  be  beneficial  to 

advertisers  and  agency  people  if  kept 
in  mind: 

1.  One  great  advantage  of  magazines 

is  selectivity,  but  many  advertisers  who 

pay  extra  for  this  advantage  do  not 
need  it. 

2.  The  circulation,  or  total  audience 

of  a  magazine,  means  nothing  to  an 

advertiser,  except  as  it  relates  to  the 

audience  to  his  advertisement.  The 

average  ad  is  read  by  only  a  small  per- 

centage of  the  magazine's  readers. 3.  Magazine  costs  are  up  sharply  in 
the  last  few  \ears.  while  radio  costs  are 

up  little,  if  any. 

4.  Broadcast  media  have  "captive 
audiences"  who  hear  advertising  for  all 
products  as  their  messages  come  along. 
Readers  of  print  media  may  tend  to 

read  ads  for  products  in  which  the\ 
are  already  interested. 

5.  In  print,  or  in  TV,  pictures  may 

be  valuable,  but  often  they  are  not. 

Frequently  they  are  used  only  as  "eye 
catchers"  to  induce  readers  to  read  the 
ad. 

6.  Radio  is  underrated  in  audience 

and  effectiveness.  Many  sets  in  and  out 

of  the  home  do  not  figure  in  ratings  at 

all.  Comparing  three  separate  full- 

minute  commercials  with  mere  "not- 

ings"  in  magazines  is  unfair  to  radio. 
7.  Even  in  the  biggest,  heavily  TV 
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Magazine  eost-per- 1,000  ad  impressions  way  up 

since   1946  in  contrast  to  small   radio  increase 

CBS   RADIO 
1946 1953 

RISE 

COST-PER- 1,000  COMMERCIAL 
MINUTE   LISTENER   IMPRES- 

SIONS, AVERAGE  HALF-HOUR 
EVENING   PROGRAM  SO. 68 

EIGHT  MAJOR  MAGAZINES 

S0.70 

3% 

COST-PER- 1, 000   NOTERS, 
AVERAGE  FULL-PAGE  AD 

BLACK  AND  WHITE  SI.83 

FOUR  COLOR  $2.00 

S3. 06      +67% 

(est.) 
S3. 1 6      +58% 

Cost-per-1.000  ad  noters  in  8  magazines  caries 

tcith  product  category.    Motion  pictures  are  lowe 

Average  full-page  ad  in  eight  major  magazines,    1946  vs.  1951 

MAJOR   CATEGORIES 

Automotive  &  Supplies  ...  . 

Clothing  &  Accessories 
Foods  &  Food  Drinks 

Household  Equipment    
Household  Supplies      
Insurance.  Banks.  Finance 

Liquor.  Wine.  Beer    
Motion    Pictures 
Pharmaceuticals    _     

SOURCES:    CBS    Radio:    Average    of    half-hour    evening    averages    for    eight   reports. 
January  through   April  each  year.    Nielsen  AA  basis,  projected  to  T*.    S.    radio  homes 
as  of  1  January.     Listeners  per-hoi  1  at  2.3.    Time  cost:  full  network  basis. 
allowing  maximum  discount!     Talent  costs:  variety,  average  of  available  data.    Three 
commercial    minutes    allowed    per    half-hour  program.      Eight    major   magazines:   Life. 

Look.   Saturdaj    Evenli       P         C  lllei        Good    Housekeeping,    Ladies'    Home  Journal. 
McCall'!     and    Woman's    Home   Companion — 1952   circulation,    July    19.31 — .June    1952 

ami  January   inr.3   rates    (February   for    McCall's)    used   to   produce    18 
Circulation    ABC.    30    June    1952,      Readers    per    copy.    Magazine    Audience 

Group  Studv.    1949.     Noting  percentages,   Daniel  Starch.  July  1931 — June  1952;  space 
&    Data   Service.   January  1933    (February   foi    McCall's) ;   cost- 

per  1  000  noters  data  were  weighted  by  number  of  ads   as  reported   by  Starch. 

Radio.  Phonographs.  T\ 
Tobacco  &  Accessories  .. 

Toilet  Goods,  Cosmetics 
Travel  &  Hotels 

BLACK  AND  WHITE 
FOUR  C 

1946 1952 
1946 

SI. 72 
S2.69 SI. 78 

2.03 2.65 
1.95 

2.32 4.10 1.98 

1.73 3.44 2.08 2.5© 4.02 2.45 
J. 93 3.46 2.74 2.80 

4.01 2.10 1.45 1.43 
1.40 1.98 3.09 

2.13 
1.53 

2.60 
1.65 

1.67 

2.68 
1.71 

1.66 
3.06 2.25 1.68 
2.32 1.81 

SOURCES:  Kiclit   major  magazine-     Life.  Look.   Saturday  Evening  Tost.  Collier's.  Good 
ing.    Ladies'    Home    Journal,    McCall's,    Woman's    Home    Companion.      ABC    Circulation 
Including  bulk.  3n  June  of  each  year.    Readers  per  copy  from  Magazine  Audience  <i 
Noting  percentages  front  Daniel  Starch,    averages  for  all   advertisements  in  the  pr<* 
space   group  for   Hie  year.     1951   figures  used  for   1932      r..r  the  four  weekly  magazines 

of   men   and   women    noters   was   used     !<>r   the    four  women's    magazines   women   noters  onl 
u.rc  not   available  if  there  were  less  than  five   inserts   during  the  year.     Space  costs  fret, 
Rate   &    Data    Service,   one-time    rate   in   effect    30   June  of   each   year.     Cost-per-1.000 

Sighted  by  the  number  of  ad-  »<  repotted  by  Starch. 
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saturated  markets,  radio  gives  better, 

cheaper  coverage  than  magazines.  In 

oilier  places,  radio's  advantage  i-  more 
0D\  ion-. 

Taking  them  in  order,  here  are  the 
!.!<  i-  to  back  up  m\  contentions. 

They're  numbered  and  headed  in  hold 
face  italics. 

of 

iii 
•  •i 
..I 

I  tl  I  ftlu-n  it  ri(«'\   in   'J..~tOO  \|iimimii  \  iiimJ  mjeiiiies  I'ccri/   ircr/. 

Each  week  >/  lettei   from  I      I  "itt 

In    it    //v/    o/    J.'.IMI     \i„,ns,,r\    ,r r,  at,- .  ■  ,   ■      i  ,  ome  a 

iii   radio's    tixt   <"    strength   at   u   medium. 
I    ■    letters  have  been  widely  quoted   <;" 

i    aitenlioi 

hardened  /<»   /""*■  exposure  to  media  daunt. 
I     CBS   Radio  <lii- 
Ed's  duties  imlmli  delivering  pitches  m  which 
he  drau  t  01  in   telling 

,  .i  .      //.    u  a \   u  ith    Mm  fadden 
Publi  6 

nil  ilu  i  I  -  I  I  ;•  »' 
nes  a  ii>>  ■  •,000  < '"  ulation. 

thai  In   u  rn  managi 

Publishing  Co     /      is  married,  has  in"  chil- 
lives  in  Ryt     V.   )  ..  is  yachting  fan. 

I.    Seleetiritti:     (),,l\    ,,    |,.u    l.n 

thousands  oi   people  Bre  interest© 

\  achting  or  boating.     Radio,    I  \ 
newspapers     rea<  li     these     people, 

course,  I >ut  thej   reach  so  man)  others 

that, even  with  verj  high  cost-per-1, 000 

the  yachting  magazines  reach  the  pros- 
pects more  cheaply.  This  is  an  extreme 

and  obvious  example,  l>ut  it  i-  ;i  basic 

one.  It  applies  to  photography,  women's 
fashion  items,  Bome  products  for  home 
owners,   and    main    others    for    which 

there  are  specialized  magazines. 

Often,  yachting  magazines  carr)  beer 

and   liquor   advertising,   men's   maga-      map  for  a  long  time,  but  it  is  probably      zine    Advertising   Bureau    reveals  thai 

sines  carr]    perfume  advertising,  and      true  thai  the  average  income  oi  a  read-      over  ball  of  .:ll  magazines  are  Bold  to 

class  magazines  carr)   public  relations      1 1  of  the  Post  is  mm  li  highei  than  the      one-fifth  of  the  people,     fhal  fifth  buys 

advertising  aimed  at  the  masses.  national  average.     For  man)   products      two  and  one-half  times  as  man)  as  the 
\<>t  only  are  the  -mailer  magazines      and   purposes  the  ability    to  gel   this      average.  \t  the  other  extreme,  it  shows 

selective,  hut  so  are  all  magazines,  in-      type  of  coverage  with  little  waste  is  a      that  almosl  a  third   (31.19!  '    read  no 
eluding  the  largest.  Vs  I  have  said,  this      real  advantage.    What  applies  to  Curtis      magazines, 

i*   one   of  the   advantage-    magazines      applies,  in  some  degree  al  least,  to  all 
have.     Years  ago,  when  I  was  a  cub      magazines, 

magazine  salesman,  Curtis  regularl)  is-  Magazine  selectivity  is  not  strictl)  on 
an  income  basis,  as  we  have  Been,  hut 

magazine  readership  does  go  up  as  we 

compare  one  level  of  income  with  a 

lower  one.      \  stud)   made  hs  the  Maga- 

sued  map-  of  the  country,  market  h\ 
market,  which  showed  that  Curtis  Pub- 

lications concentrated  in  the  hetter. 

wealthier  areas.     I  haven't  -een  such  a 

' 

«»  nettrttrk  radio  eost-per- 1 .000  listeners  in  three 

television  markets  is  below  the  average  (or  I  ttitetl  States 

NEW  YORK  1.62 

CHICAGO  1-67 

LOS  ANGELES  1.78 

NATIONAL  AVEI 

PHILADELPHIA  2.59 

BOSTON  2.84 

"C  IaxjI  I*ulse  »nil  national  NleUen  figure*  for  a  top-rated  nighttime  program.   Norfmbw-Decrmbfr  1952 

Fifteen  oi  -'i '  years  ago,  this  ini  ome- 

group  Belectivit)  was  more  important 
than  it  i-  today.  Vmerica's  tremendous 
development  in  productive  i  apa<  it\  has 

resulted  from  the  facl  thai  today,  "al- 
mosl everyone  is  a  prospeel  for  almosl 

ever]  thing." 
\-ain-t  tlii  —  background  a  medium 

which  fails  to  reach  one-third  and  con- 

centrates three-quarters  of  it-  efforts 

against   another   one-third   i-   nol   the 
right  kind  of  a  medium  for  ma—  prod- 
Hi  t-.       \\  hen    Used    w  ith    radio,    whi'  h 

reaches    almosl    everyone,    the    extra 

punch  which  magazines  give  in  certain 
|l.i<  es  i  an  be  very  useful 

\\  hen  used  h  ith  I  \  .  the  •  ombination 

of  magazines  and  television  give  far 
from  universa]  coverage.  TV  dot 

powerful  job,  but  fails  to  -i\.-  full  «  ov- 
ographically.  Magazines  them- 

selves tend  to  i  on'  entrate  i  in  ulation  in 
the  areas  where  IN  coverage  exists. 

Magazines  and   l\.  without  radio,  are 
not   a   g   I    team. 

'1.    C'irnilnf ion:  -  idvertisers 

misled  b)  (  in  ulation  and  audieno 

ures  for  magazines.  It  must  be  rev 

bered  thai   U$C  figures  for  circulation. 
and    audi- in  e     figures     which     include 

-    >n.  are  for  the  magazine  and  not 
for   \"iir   ad.     \n   average   full 1 1'Irase  turn  to  p 

24  AUGUST  1953 
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Now  the  Strongest 

Quad-City  Radio  Team 

WHBF  and  CBS 

On  July  1st  WHBF,  the  Quad-Cities'  favor- 
ite, joined  CBS  the  nation's  favorite  in  a radio  affiliation  which  augurs  well  for  radio 

listeners  in  the  Quad-City  metropolitan  area 
of  a  quarter-million  people. 
Thus  WHBF  radio  (5  KW  full  time  on 
1270  kc)  now  28  years  old  in  the  service  of 
the  Quad-Cities,  marches  on  in  its  steady 
growth  .  .  .  and  strengthens  its  position  to 
provide  this  area  with  the  finest  in  radio 
programming  and  service. 
WHBF  began  operations  in  1925  as  a  100- 
watter.  Present  ownership  took  over  in  1932. 
The  station  then  had  a  staff  of  six  people. 
Today,  WHBF  serves  this  area  with  AM  and 
FM  radio  plus  television  on  Channel  4.  With 
a  staff  of  75  people  the  station  is  located  in 
its  own  building  .  .  .  enjoys  a  fine  reputation 
as  a  community  service  institution  .  .  .  and 
is  one  of  the  Quad-Cities  respected  business 
organizations.  This  reputation  extends  into 
the   industry  field  as  well. 
Advertisers,  local  and  national,  know  WHBF 
as  a  stable  operation  with  sound,  honest  and 
constructive  policies  —  reflecting  the  good 
business  philosophy  of  its  affiliate,  the  102- 
year-old  Rock  Island  Argus. 
So  today,  more  than  ever,  WHBF  radio  is  a 

necessary  'must'  on  the  list  of  many  aggres- 
sive advertisers  who  sell  profitably  to  the 

242,200  people  of  the  Quad-Cities  .  .  .  and 
to  the  additional  thousands  in  the  trading 
area  adjacent  to  this  important  midwest market. 

JOHNSON— VP     and    Ccn      Mgr— Telco    Bldg..    Rock     Island.    Ill 

AVERY-KNODEL,    Representatives 
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2  ■  M  ,■ 

'i  \pr. 
\  M  n 

Druas   and   (osmetics 

Chesta  <..  Cifford,  Schick,  In...  profile 

I  \  I    i\   •  opj    approach  on  radio 
-  hull/.  Shulton,  In. ..  profile 

Super- \nahi-t  i  ilea  slide  via  spot 

Joseph    forda,   Mennen  •  ...  profile 

I  arm  Radio 

■  il  powerhouses  aim  foi   farm  market 
Purin  promotion  ■  onti  -t  on  farm  radio 

I  \   habits  of  farm  magazine  readers 

IK 

16 

9  Mar. 

23  M  u 

P- 

23  Mar. 

1  Ma) 

P- 
P- 

SK 

1    Mix 

P- P> 

1  June 

29  June P 

P. 

P 

20   Vpr. 

!'■ 

1  June 

P- 

1  June 

;• 

29  June 

P- 

26  Jan. 

p.     In 

IS  June 

Fttods  and  Bereraqes 
irofile 

V  V    Sevt  d  I  p    H  itllins    ' 

'     I     Dool  n.  Frit. 

Sidne)    P.    Mudd, 

•  ■ 

Mogen  I '  tvid  w  ine  uses  M    and  : ■-••    liiatr) 
Herman    \.  Kav.  Jacob  Runner!  Brewery,  profile 

Zests    II  "ii  WBNS-TV   kid  -h..w   
How  Stan  th-    I    

H   n    Mill,  r  H.  •  r  buys  ■  radio  network   
Nabis  i  brands  <  airy  200  other-         

Ralph-  supermarket   beats  rnal-  with  radi.. 
Daniel  F                           t  Products,  profile 

Fhler-'  .  otT"'  puts  whole  ad  budget  in  -p..t    \M 
H'.w    Borden  buys  -pot  radio  and  TV    

n.     p.    li> 

P- 

14 

26  Jan. 

P- 

28 

P- 

P 

P. 

P- 
P- 

P- 

51 ■ 

P- 

20 

P- 

29  June 

P- 

30 
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Foreign  ami  Intermit  tonal 

Radio  i-  strong  in  Hawaiian  Island-  12  Jan. 
Foreign-language  radio:  1953  26  Jan. 
World  radio:  600  million  listeners  23  Mar. 
International  radio  and  TV:  1953  29  June 

Forum:  How  can  American  advertisers  make  tin- 
best  use  of  air  media  in  other  countries?  29  June 

Paul  H.  Kruming,  National  Export   \d\..  profile  29 June 

Furniture  ami  Furnishings 

Masland  carpet-  hit  top  5  with  TV  23  Feb. 
Castro  -ell-  convertible  sofas  via  T\  18  May 
Frank    E.    Ma-land   Jr.,   C.   II.    Masland   &   Sons, 

profile             15  June 
Chicago  furniture  firm  finds  radio  impact  la-t-  29  June 

P- 

34 

p- 

38 

p- 

38 

p- 

39 

p- 

62 

p- 

61 

12 
33 

20 
35 

Miscellaneous   Products  ami  Services 

Tulsa  lady  ups  flower  sales  500rc  with  radio  26  Jan.      p.    31 
Shell    Chemical    sells    in-ecticide    to    farmers   via 

ladio  during  insect  emergencies    

Playskool  gives  post-Yule  push  to  toy  logs 
Hamilton  Watch  directs  TV  pitch  to  local  jeweler 
Jackson  &  Perkins,  flower  firm,  expands  air  use- 

Gilbert's   TV    formula   sells   electric   train- 
American    \irlim  -   hij;   after-midnight  radio  user 
Scott  Paper  plunges  $3  million  into  TV 
Postage  stamps  on  TV 

i*rograming.  General 
Political  sponsorship  boosts  appliance  sales  12. Ian. 
Sponsors  snap  up  radio  folk  music  shows  23  Mar. 
American     Airlines     happy     with     after-midnight 

radio              1  May     p.    32 

Sponsor's  -how  should  reflect  company  "per- 
sonality"          1  Ma\ 

26  Jan. 

P- 

36 
23  Feb. 

P- 

68 
9  Mar. 

P- 

38 6  Apr. 

P- 

22 20  Apr. 

P- 

38 
4  May 

I'- 

32 

1  June 

ll- 

30 
29  June 

P- 

10 

32 

62 

23  Feb. 

P- 

35 

23  Feb. 

P- 

40 

9  Mar. 

P- 

36 

23  Mar. 

P- 

34 

23  Mar. 

P- 

36 20  Apr. 

P- 

51 

4  May 

P- 

22 
18  May 

P- 

33 

1  June 

P- 

32 

15  June 

P- 

34 

29  June 

P- 

66 

Should  a  sponsor  hire  his  competitor's  star?  15  June 

56 

32 

SB  \  endorses  new  way  to  project  radio  ratings  15  June    p.    24 
Media  study,  part  5:  How  to  choose  media  15  June    p.    38 

Media  -tody,  part  6:  "Life'-"  new  4-media  survey       29 June    p.    27 

Retail 

How  Sears  in  Tucson  uses  radio 
Retailers  need  both  radio  and  print:  ARBI 

ARBI  an-wer-  retailor-'  questions  about  radio 
Robot    retailing   growing    in   importance 

How   Springfield,  Ma--,  grocer  uses  radio  to  jack 
supermarket    sale- 

Ralph's  supermarket  bests  new  rivals  with  radio 
R.  H.  Macy  finds  radio  success  formula 
Castro  expands  from  one  store  to  seven  via  TV 

Kroger  counts  customers  via  ARBI  study- 
Shoe  supermarket  doubles  sales  with  radio 
Dickies  work  clothes  retailers  boost  business  with 

transcribed  local  radio  show 

Soaps  aitff  Cleansers 
Bab-0  fight-  Ajax  with  -pot  radio  and  TV  18  May     p.    17 

I  t-'f  visum 

Agencies  see  500  TV  stations  by  '55  12  Jan. Attitude  of  agencies  toward  TV  12  Jan. 
Listing  of  209  post-freeze  TV  grants             _  9  Feb. 
Two   key  post-freeze   problems         23  Feb. 
What  timebuyers  want  to  know  about  UHF        23  Feb. 
Forum:  What  problems  does  a  UHF  station  face?  23  Feb. 
Three-D  TV  is  still  far  off                     _           23  Mar. 
TV  unions:  what  they  contribute  to  cost  spiral ....  4  May 
Daytime  TV:  where  is  it  headed?                        18  May 
Three-D  TV  viewed  by  agency  radio-TV  directors  1  June 
The  top  10  cliches  on  TV                   1  June 
Effect  of  TV  on  living  habits         1  June 
TV   feature   films:    1953  15  June 

p- 

23 

p- 

38 

p. 

43 

p. 

29 

p- 

32 

p- 

64 

p- 

32 

p. 

27 

p. 

27 

p. 

22 

p. 

34 

p. 

48 

p. 

41 

Programing,  Television 
Forum:   How    can  TV  develop  enough  new    talent 

to  supply  its  need  for  variety  of  faces?    9  Feb. 
Will  competition  kill  your  TV  show?  23  Feb. 
Political  campaigning  on  TV:  Miami  Univ.  study  9  Mar. 

Bigger  stars,  lower  costs  for  TV  shows  in  fall  '53  9  Mar. 
TV  kid  show  sells  food,  household  products  9  Mar. 
T\     homemaker    programs:    Univ.    of    Oklahoma 

-tudy                   1  May 

Public  Utilities 

Boston  Edison  employees  double  on  TV  to  pare 
cost9           

p- 

62 

p. 

30 

p. 

22 

p- 

27 

p- 

42 

p.    36 

Television  Film 

sPONSOR-TelePulse  rating-  of  top  -pot  film  shows: 
chart      

9  Feb.     p.    40 

T\    film   shows   newly   available   for  syndication: 
listing    .            

Status  of  TV  feature  films:   1953 

26  Jan. 

P- 

52 

23  Feb. 

P- 

56 
23  Mar. 

P- 

46 20  Apr. 

p. 

60 

18  May 

!'• 

68 

29  J  une 

P- 

56 
9  Feb. 

P- 

56 
9  Mar. 

P- 

46 

6  Apr. 

P- 

44 

4  May 

P- 

52 

1  June 

P- 

46 

15  June 

P- 

50 
15  June 

P- 

41 

p.  28 

p.  50 

p.  25 p.  34 

Research 

Will  1953  be  the  big-fact-finding  year  for  radio?  12  Jan. 
Out-of-home  viewing  adds  to  N.Y.  TV  audience ....  12  Jan. 
Are  better  Nielsen  ratings  coming?     26  Jan. 
How  to  get  the  most  out  of  SAM                       26  Jan. 
ARBI:  retailers  need  both  radio  and  print      23  Feb. 
Water  department  measures  TV  audiences  23  Feb. 
Will  NCS  and  SAM  both  be  used  by  buyers?  ..  6  Apr. 
Why   SPONSOR  spent  time  evaluating  ad  media  6  Apr. 
Research  facts  on  summer  radio  and  TV._      6  Apr. 

Today's  coverage  data:  use  and  misuse        20  Apr. 
Media  study,  part  1:  Why  evaluate  ad  media?  20  Apr.     p.    41 
Media    study,   part   2:    Newspapers,    direct    mail, 

radio  and  magazine  basics          1  May     p.    39 
Needed:  a  way  to  project  ratings      18  May     p.    37 
Media  study,  part  3:  Television,  hu-iness  papers, 

outdoor,  transit  advertising  basics  _  18  May     p.    39 
Media  study,  part  4:  How  to  choose  media  1  June    p.    25 
Kroger-ARBl  study:   firms  need  newspapers  plus 

radio                                                                 ...  ljune    p.   32 

40 
68 
27 
32 
65 
36 

Time  Ruying 

TV  puzzler:  what  new  markets  to  buy  9  Feb.  p.  37 
What  timebuyers  want  to  know  about  LTIF  23  Feb.  p.  32 
Reexamination  of  nighttime  spot  radio    23  Feb.  p.  38 
SRA  spot  radio  estimator  speeds  cost  gaging—  9 Mar.  p.  40 

Forum:   How  has  the  SRA's  spot  radio  estimator 
been  of  practical  value  to  timebuyers?     9  Mar.  p.  58 

Are  reps  selling  timebuyers  today  on  1947  basis?  23  Mar.  p.  30 
Will  timebuyers  use  both  NCS  and  SAM?    6  Apr.  p.  27 
Daytime  TV  costs  lower  than  nighttime  TV  18  May  p.  27 
Is    dropping    radio    show    in    TV    market    false 

economy?              1  June  p.  28 

Why  cost-per-M  buying  hurts  spot  radio  sponsors  15  June  p.  27 

Tobacco 

Air  media  help  Pall  Mall  zoom  to  No.  4 
Robert  M.  Ganger,  P.  Lorillard,  profile 

Bay uk  recoups  with  90r,    TV  budget   

23  Mar.  p.  28 
20  \pr.  p.  22 
15  June    p.    30 

BINDERS  accommodating  a  six-month  supply  of  issues,  $4.00  each;  two  for  $7.00 

BOUND  VOLUMES  (two  volumes)  per  year,  $15.00 

42 
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IN  DETROIT 

.  .  .  IT'S 

•  Proctor  and  Gamble 

•  General  Foods 

•  Reynolds  Tobacco 

•  Sterling  Drug 
•  Coca  Cola 

•  Hollinator 

•  Chevrolet  Dealers  of  Detroit 

•  The  Kroger  Co. 

•  Troy  Laundry 

•  Miller  Jewelers 

•  Monsanto  Chemical 

•  Minute  Maid 

•  Glendale  Provision  Co. 

•  Lewyt  Vacuum  Cleaner 

•  Michigan  Bell  Telephone 
•  Serutan 

•  Junket 

•  Eastern  Airlines 

•  Shulton,  Inc.  (Old  Spice) 

•  Bayer  Aspirin 
•  New  York  Central  Railroad 

•  Quaker  Oats  (Aunt  Jemima) 

In  the  motor  city,  music  fans  play 

favorites.  Best  of  all  local  DJ's,  they 
like  Bob  Maxwell  and  Ross  Mulholland,  who  play 

their  favorite  music  on  their  favorite  station  .  .  . 

WWJ.  Top  audience  ratings  prove  it.  Top  advertiser 

demand  substantiates  it.  Glance  at  the  list  of  current  spot 

announcement  advertisers— most  selective  in  the 

tiation  and  in  the  market— then  check  your 

Hollingbery  man,  for  facts  and  figures. 

Auoeial* 

fe/eviiion  Sfofion  WWJ. TV 

AM-J50  KILOCYCLES-SOOO  WATTS 
FM-CHANNEL  2*6— S7.1  MEGACYCLES 

Basic  NBC  Affiliate 

THE  WORLD'S  FIRST   RADIO  STATION   Owo.d  a»d  Op.-crf.d  by 

THE  DETROIT  NEWS    •    Nolnxol  *.pr.i„rfof,v.f.  THE  CEO.  P.  HOLLINGBERY  COMPANY 

24  AUGUST  1953 
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NEW  AND  UPCOMING  TV  STATIONS 
!lll!!llllllllllllllllllll!i!llll!lll!lllllllir 

f.     \<-u    construction  permits 

CITY   &   STATE 

ANCHORAGE,   ALASKA 
ANCHORAGE,   ALASKA 
BROCKTON,   MASS. 

CEDAR  RAPIDS.  I  A. 

DULUTH,    MINN.-SUPE- 
RIOR,  WIS. 

GREENVILLE,  S.  C. 
KNOXVILLE,  TENN. 

NASHVILLE,    TENN. 

NASHVILLE,    TENN. 
PORTLAND,  ME. 

SAN  JUAN,  PUERTO 
RICO 

SPARTANBURG,  S.   C. 
VALLEY  CITY,  N.  D. 

WILMINGTON,  N.  C. 
WORCESTER,    MASS. 

CALL LETTERS 

CHANNEL 

NO. 
DATE  OF 
GRANT 

ON-AIR 
TARGET POWER    (KW)* 

VISUAL 

WDSM-TV 

WROL-TV 

WLAC-TV 

WSIX-TV 

WCSH-TV 

WAPA-TV 

WBCU-TV 
KSJB-TV 

WMFD-TV 
WAAB-TV 

2 
11 

62 20 
6 

4 
6 

5 

8 
6 

17 

4 

6 
20 

29  July 
29  July 
29  July 

29  July 

13   Aug. 

29  July 

31   July 

6  Aug. 
29  July 
29  July 

13  Aug. 

29  July 

6  Aug. 

29  July 

13  Aug. 

13.8  8.32 

3.24  1.62 
195  105 

18.2  9.33 
100  50 

100  50.1 
100  50 

100  50.1 

31    Dec.  '53     316  158 
100  50.1 

56.5  33.9 

105  57.5 

10.7  5.37 

53.7  26.9 
181.4  92.8 

STATIONS 

ON  AIR 

SETS  IN 
MARKETt (000) 

0 
0 
0 

NFA 

NFA 
NFA 

0 
1 

23 

NFA 

UHF 1 
0 

NFA 
NFA 

1 
120 VHF 

1 
0 

120 
VHF 

NFA 

LICENSEE   &    MANAGER 

RAD 

REF 

NFA 
NFA 

NFA 
NFA 

NFA 

Kiggins   &    Rollins 
Northern    TV.    Int. 

Trans- American    TV 

E-t»rprlses 

Hawkeye  TV   Cc. 

Ridson.    Inc.  Free  4 

Peter 

Carolina    TV.    Inc. 

Mounteastle    Bdestg.  Avery. 
(WROL)  Kn« 

Life   &    Casualty   Ins.    C»   I 

of   Tenri. WSIX    Bdestg.    Cc.  Holling 

Congress    Sq.     Holel    Co.  Weed 
(WCSH) 

William    Rlnes 
Jose    Ramon    Quinonrs 

Sterling    Telecasting    Co 
North    Dakota    Bdestg.  Weed 

(KSJB    Jamestown) 
John     Boler 
WMFD-TV.    Inc.  B 

Wilson    Enterprises  M 

George    Wilson 

ff.     \<«ir   stations  on  air* 

CITY   S.   STATE 

ASHEVILLE,   N.   C. 

EASTON,  PA. 

GREENVILLE,  S.  C. 

KANSAS  CITY,  MO. 

KANSAS  CITY,  MO. 

PITTSBURGH,   PA. 

TACOMA,    WASH. 

CALL 
LETTERS ,  CHANNEL NO. 

POWER   (KW)' ON-AIR 
DATE AURAL NET 

AFFILIATION 
STNS. 

ON  AIR 

SETS  IN MARKETt 

(000) 
LICENSEE   &   MANAGER 

WISE-TV  62 

WGLV  57 

WGVL  23 

KMBC-TVI  9 

WHB-TV!  9 

WKJF-TV  53 

KMO-TV  1 3 

2  Aug. 

14  Aug. 
1  Aug. 

2  Aug. 

2  Aug. 

1  Aug. 

1    Aug. 

24.1 

99.78 

17 

32.5 
32.5 
13.35 

95.5 

13 

49.89 

8.51 
15 

15 

7.21 
57.5 

All  four 

DuM,    ABC 
ABC  basic; 

DuM,   NBC 
CBS 

CBS 

NBC    basic 
NBC   suppl. 

15  UHF 

15  UHF 

28  VHF 

302   VHF 

301  VHF 
78  UHF 

267  VHF 

WISE.    Inc. 
Harold     Thorns 

Eastnn   Publ.   Co. 

N.    Z.    R.Mjnsley 
Greenville    TV    Co. 

Ben    K.    McKinnon 

Midland    Bdestg.    Co. 
George    Higgins 
WHB   Bdestg.   Co. 
Don    Davis 

Mrs.    A.    J.    R.    Greer 
F.    G.    Raese 
KMO.    Inc. 

Jerry    Geehan 

Hiadlej 
Reed 

HR   Re 

Free  i 

Peters 

Blair  V 
Weed  T 

Branhaa 

Iff.    AtUlemUt  to  previous  C.P.  listinus 

Balcersfield,    Cal.,     KERO-TV,    ch.     10,    to    be     NBC, 

CBS   affil.;    est.   :ets,    24,124    ( RTMA-Nielsen) 
Des    Moines,    la.,   ch.    17,    new   call    KGTV    (formerly 

KTLV);   gen.   mgr.,   S.  H.   McSovern 

Fairmont,    W.    Va.'    WJPB-TV,    ch.    35,    target,    Feb. 
'54;    new   nat'l   rep,    Headley-Reed 

Henderson,     Ky .,    WEHT,    ch.    50,    target    fail     '53; to  be  CBS  affil. 

Honolulu,    Hawaii,    ch.   4,    call    assigned    KABS 

Kearney,   Neb.,  ch.    13,  call   assigned    KHOL 

Louisville,    Ky.,    WKLO-TV,    ch.   21,    new    target,    21 

Sep.   '53;    nat'l   rep,    O.    L.   Taylor 
New    Orleans,    La.,    ch.   26,    new   call    WCKG    (for- 

mer.'y    WMRY-TV) 

No-folk,    Va.,    ch.    27,    call    assigned    WTOV-TV 
Oklahoma   City,   Okla.,   ch.  9,   call   assigned    KWTV 

St.  Joseph,  Mo.,   KFEO-TV,  ch.  2,  new  target,  e. 

Sep.  '53;  to  be  CBS,  DuM  affil.;  est.  sets,  48' 
St.    Louis,    Mo.,    KSTM-TV,   ch.    36,    new   target, 

Sep.  '53 

Tyler,   Tex.,    KETX-TV,   ch.    19,    target,    end    of  A 

'53;    new   nat'l    rep,    Headley-Reed 

Utica,   N.  Y.,  ch.    19,  call  assigned  WFRB 

Worcester,   Mass.,  ch.    14,  call  assigned  WWOR 

ions  may  '"    fitted  in  on  original  chart  ■■;•    (  .P.'s  appearing   in   sponsor's  9  February   issue   and   in    issues  thereafter. 

BOX  SCORE 
Total     I  ,S.     stations     on     nir. 

incl.  Honolulu    ill     tug.  '53) 
No.   of   markets   covered 

\  o.  of  grantees  on  air 

210 

I  12 

io:t 

No.  of  post-freeze  CP's  grant- ed (excluding  18  educational 

grants;  1 1  dug.  '53 )  411 't No.  oi  Tl  homes  in  U.S.  (1 

Jul)  '53)  24,5l9,00m 

Percent     ot     alt     I  .S.    homes 

with  7T  sets   (]  July  '53)  .'»3.7%§ 

/'client    of   all   homes    in    Tl 
coverage  areas  (1  June  '53)  78.3 %§ 

■Both  new  C.P.'i  and  stations  going  on  the  air  listed  here  are  those  which  occurred  between 
30  July  ami  11  August  or  on  which  Information  could  be  obtained  in  thai  period,  stations  are 

ed  to  be  on  tne  air  when  commercial  operation  starts.  ••Power  of  CI'  .  Ij  thai  recorded 
in  IPOC  applications  and  amendments  of  Individual  grantees,  tlnformatlon  on  the  number  of  sets 
in   markets   whero   not   designated    as    being    fl  ■„n,    the 

or   reps    and    must    be    deemed    approximate       {Data    from    NTtc    It  running 

44 

Percentages  on  homes  with  sets  and  homes  in  TV  coverage   areas  are  considerd  approxinute- 
most  cases,  the  representative  of  a  radio  station  which  is  granted   a  C.P.   also  represent*  tb»  ' 
TV  operation.     Since  at  presstlme  it  is  generally  too  early  to  confirm  TV  representations  of  a 
grantees    SPONSOR,  lists  the  reps  of  the  radio  stations  in  this  column   Iwhen  a  radio  station 
heem    given    the    TV    grant.)      rThese    reps    have    already    confirmed    their    representation   of 
new  TV   static-      MA      No  figures  available  at  presstlme  on   number  of   sets   In   market. 
:T1h-   two   Kansas    CltJ    stations    are   operating   em    a    shared-time    crant. 

SPONSOR 



"more  comment 
than  any  other 

advertising" Over  a  year  ago,  Haymarket  Mills  of 

Nashville  started  a  small  announcement 

schedule  over  WSM-TV  to  sell  their  stone 

"round  Haymarket  Corn  Meal.  Since  then, 

the  schedule  has  been  increased  several  times 

through  Buntin-Smith  and  Associates.  Here, 

in  the  words  of  an  official  at  Haymarket 

Mills,  are  the  reasons  for  the  increases: 

". . .  these  announcements  have  provoked  more 
comments  from  dealers  and  consumers  than 

any  other  advertising  we  have  used.  Our  jingle 

is  a  familiar  tune  throughout  this  area.  Jt  is  for 

these  reasons  that  our  television  schedule  has 

been  increased  from  time  to  time.  WSM-TV 

now  receives  more  of  our  annual  advertising 

budget  than  any  other  medium,'* 

If  you  want  to  grind  out  a  similar  success  story 

for  your  product  better  put  WSM-TV  to  work 
for  you.  Irving  Waugh  or  any  Petry  Man  can 

give  you,  show  you  many  success  stories  to 
match   this   one. 

Channel  4 

WSM-TV Nashville 

24  AUCUST  1953 
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Chart  covers  half -hour  syndicated  film  program 

tank      Past* 
now        rank 

2   I  2 

:;      i 

I     .1 

.»     3 

6 

7  I  7 

A       8 

0      9 

Rank  now 

Top    7  0   shows   in    10   or   more   markets*  ' 
Period:    6-72    July    7953 

TITLE,    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

Average rating 

Favorite  Story.  Ziv  (D) 

Cisco  Kid,  Ziv   (W) 

Foreign  Intrigue,  JWT,  Shel.  Reynolds  (A) 

2.'i.0 

20.1 

20.0 

Boston  Blackie.  Ziv  (Ml 

Hopalong  Cassidy,  NBC  Film  (W) 

Li5«?rac«?,      Snader,   Guild    Films  Co.    (Mu) 

Kit  Carson,  MCA,  Revue  Prod.  (W) 

Wild  Bill  Hickok,  W.  Broidy  (W) 

Superman.  MPTV,  R.  Maxwell  (K) 

lU.fl 

l»Ai 

#«..> 

Iti.R 

7-STATION 

MARKETS 

8.2 

8.7     70.2 wnbt 

10:30am 

k     tl 

7:00pm 

76.0     74.0 wnbt 

10:30pm 
knhh 

10:30pm 

4- STATION 

MARKETS 

6.4      70.2 wabd 

9:30pm knbh 

9    ii 74.2 
unlit 0:30pm 

9.9      70.9 

nhl 

1   pm 

klac-ti 

7 :30pm 

77.9 

keca-tv 

7 :30pm 

Hi.i 
7.2       9.7 

wabd 

:    n, 

kila 
|.     mi 

I4.it 
7.2      7  7.4 

wall'    U 

I    1'i.in 

kecs-fr 

8:30pm 

Chi. Wash. 
74.8 77.6 

wbbm  ti wtop  tl 

1"  30pm 

9.2 
70.8 wbkb 

2:00pm 
rnibw 
6  30pm 

7  7.8 74.6 

wnbq 

fi  :30pm 
wnbw 
10:30pm 

74.4 
74.2 

wgn-tv 3  i   in 
WtOP-tV 

8:30pm 

8.2 
wnbw 1:30pm 

8.2 6.0 

wgn-tv 

tl  :30pm 

wttg 

li   pin 

3STATI0N    MARKETS 

Clrvt.    Columbus    Det. 

Fa. 

72.8     79.3       76.5 :80pm 

n-bm  ■- 

10:00pm 

74.3     74.3     22.3     20.8       76.0      75.3      7  0 

9.2 

H  hkh 
2:30pm 

ul.'tl    I\ 

7:   rn 

5:00pm 

wnbk 

6:00pm 

whns-tv 

7 :110pm 

w  xyz-tv 

7:00pm 

79.3     78.8 

wkr.    tv 

wou  * 

10:00pm 
78.5      7  I 

wjhk-tv    wrL 10:00pm    10  m 
70.3 

24.8 
78.8 

24.3 

75.3 

wbal  'v 

10:30pm 

H  lu  •  t 

7 :30pni W<-V.S 10:30pm 

u  bns-tv 

8:30pm 

9:00pm      7 
72.5 

73.3 
77.5 

72.3     7 
6 :30pm 

wnbk 

6:1   m 

wbns  tv 
13:00n 

wn  j  - 1  v       \ 
5:30pm     1 

75.5 
7.5 

wbal-tv 

10:30pm 

wxyz-tv 

6:30pm 

73.3       8.0 
10.3       79.3        9.8      7  I 

wlw-a 

6 :30pm 

wmar-tv 

6:00pm 

wnbk 

6 :00pm 

wbni-tv 

6 :30pm 

njbk-tv 

6:00pm 

8.6      7  7.4 wbkb 
1 :30pm 

wr,.]i-rv 

l:iHipm 

72.2 wbkb 

7:30pm 

76.3     72.5     75.8     7  7.3      20.5        9.5      7  J 
vsb-tT 
:30pm 

wbal-tv 

7  :00pm 

wkrc-tv 

5:30pm wnbk 0 :00pm 

wbnt-tv 

i  ':i*ijim 

wxyz-tv 

5:30pm 

8.8     10.0     10.3     72.3       73.5        9.5      7  ) 

I 
wsb-tv 
3  30pm 

wbal-tv 

7  :00pm 

wkn  -tv 

5:30pm wnbk 

wtil:-    tv 

6:00pm 
w  xyz - 1  v     Wf  j 5 :30pm 

Top    10    shows    in    4    to    9    markets'; 

Range  Riders,  CBS  Film,  Flying  "A"  (W) 

City  Detective.   MCA,  Revue  Prod.  (D) 

Hank  MeCune.  Video    Pictures    (C) 

Dangerous  .Assignment.    NEC  Film  (A) 

« 

10 

Doug.  Fairbanks  Presents.  NBC  Film  (D) 

211.3 

22.0 

2l.n 

nt.fi 

lit  art  of  the  City,   United  TV   Programs    (D) 

Abbott  &  Costello,  MCA,  TCA  (C) 

Hollywood  Off  Beat.  United  TV  Programs    (M) 

March  of  Time,  March  of  Time  (Doc.) 

fi»«?u«?    Autry.    CBS  Film   (W) 

IR.U 

7.2 

kn\t 

7.7 

knbh I   fin 

2.2 

klao-tv 

7  :00pm 

77.5 

70.4 

10 :30pm     9:30pm 

I  R.I 

17.2 

IK.Z 

iH.:i 

Hi.  1 

7  7.5 
wnbt 

10:30pm 

5.5 
km 

10:30pm 

7.2 

kttv 

30pm 

73.0 "  ■';   11 

3.5        3.5 wnbt 

'  :00pra 

kttv 

:30pm 

8.2 

wgn-tv 

9  30pm 

9.5 

5.2 
wbkb 

9:00pm 

70.4      70.4 

wbkb       un'm 9:30did    ]"  30pn 

j  30pm 

72.8 

wsb-ti 

10:30pm 

6.8 wnbk 

10:30pm 

7  7.8 
wnbk 10:30pm 

74.3 

wbal  i\ 

10:30pra 7  7.8 

rxn-ti 

10 :30pm 

77.3 

w  \< 10:00pm 

76.3 

wkrc-tv 

-  OOprn 

75.3       70.0 

74.7 

in  ti-t\ 

-    im 70.2 

I  uhhm-tv 
7:00pm 

wews 
9 :00pm 

wbns-ti 

10:30pm 

75.3     75.5      27.3 

\ki      tv        iir.i' :  00pm     B  00pm 
ivbns-tv 

7:00pm 

7( 

WClT 

8:1* 

sl"'"   ' '  "  ■      ■  K     kid   -1,  .11 IW)    Weitem;    (M     -      tary;    1  Mu)   music.     Films 
cut    in  four  or   mora  ..t   above   marked      Thi  an   unwclghl 
vldual  market  ralint-   listed  above      Blank   Indicates  Him  not   broadcast   in  tlii~   market   a; 

July   L953.     While  network   shows   air   falrl]  stable  11. 'in  one   month  to  another  in  the  n 
which   they  run,    this    is    true    i>-   much    tesi.et  extent    with    syndicated   *h..w*      This   ̂ ImkiM 
in  mind  when   analyzing    '  fr<  m  one   month   to  another    in   this  rhart.     'Refer 

month's    chart       t20    markets    art     covered  in    thi«    chart.      Show<    playinc    only    few 
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II  MIS 
^specially   mndc   for   TV 

I 
I 
28 

98 

5  5 

2  3 

0.5 

2.8 

8.8 

J  STATION 

Blrm.         Boil. 

MARKETS 

Dayton        Mplt 

24.0     75.8 26.3 

28.0     15.8 27.5 

78.3 25.5 

kitp  ti 

75.5     23.8     20.0     26.0 

in  Mpo 

73.5 

I  00pm 

20.5 

20.5 

20.3     7  7.0     75.8 
»nfin  fv 

win  ,| 

79.3       9.8       9.3     79.3 

I  Npm     '.  00pm 

i>l»    I 
00pm 

77.5     70.8       7.5       8.5 
i.irm   11 
  pill 

wl-v  ,1 unpin 

l-STATION 

BufTalo     N-  •  Or 

MARKETS 

Srattlr      St.   Loull 

46  5 50  8 

44  5 

42.0 26.5 
47.3 

305 

52.5 
22.0 

u.i-ii  r. 

47.0 38  0 

24.0 39.0 38.8 25.0 

ulirll    t\ 
1  30pm king  tv 

7 :00pm 

50.5 
44.0 

39.5 

wdiu  i> 
2  CK   i 

32.5 

27.5     42.0     23.8     27.5 

nbcn  n i  00pm tlm  n 

47.5     26.0     23.8     26.5 

wben-ti 

0.3 

98 

7.3 

6.5 

8.8 

8.8 

79.8 

111,/     IV 

25.8 

79.0 

27.0 

76.0 22.3 

k-ip  n - 

79.8 

27.8 75.0 

M  15pm 

70.8 

mtc-ti 

79.3 

k.in  iv 

27.3     77.3 

f'^-iv        nfm-tT   tvnac-tt 
"»n       ,:  00pm 

44.5     36.3 

;  :00pm 

47.0     38.0 

45.3 

46.5 

47.5 

78.5     49.5 

nrben-ti 

46.5 

57.5 

markris    an-    nut     fully     rt-n«vi>.l     in     r:i-  ir- 
'wins    shovi-n    in    10    or    uH.re    mtrki 
m    tan    to   nine    markets    were    not    r.mke.1 

111    he    ranked    from    one    to    10 

Oi July 

-    .  INSOB       I 

n 
GREENSBORO, 

N.C. 

I DURHAM, N.C. 

T 

\wiNSTON-SA 

i ASHEBORO, N.C. 

I 
I 

DANVILLE, 
VA. 

I    I 
HIGH  POINT, 

N.C.. 

I REIDSVILLE, N.C. 

I 
I 

LEXINGTON, 
N.C. 

I BURLINGTON, N.C. 

I 
I 

I 

THOMASVILLE, 
N.C. 

■    I 

I 

SALISBURY, 
N.C. 

■    I 

MARTINSVILLE, VA. 

direct  route 

to  $ales 

$uccess! 
If  you  believe  in  signs,  we  have  some 

mighty  interesting  ones  down  here  in  the 

mid-South's  rich   mid-section. 

They're  dollar  signs  .  .  .  and  they  represent 
a  buying  potential  of  $1,500,000,000 

—  waiting  to  be  spent  on  what  you 

have  to  sell.  This  income  is  comfortably 

spread  across  an  important  area  whose 

prosperity  stems  from  a  sound  balance 

of  industry  and  agriculture. 

ONE  television  station  —  WFMY-TV — 

opens  the  way  to  this  money. 

For  four  years,   watching  WFMY-TV  has 

been  a  steady  habit  with  the  people 

who  have  this  fine  purchasing  power  in 

their  pockets.  And  so,  logically,  they 

buy  what  they  see  advertised  over  the 

pioneer  station  of  the  Piedmont. 

All  signs  point  to  your  success  when 

you  travel  into  mid-South  homes  with 

the  mid-South's  favorite  TV  station. 
No  time  like  now  to  start  your 

profitable   journey! 

wfmy-tv 
Basic  CBS  Affiliate -Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington.  Righter  &  Parsons,  Inc. 

New  York  — Chicago-San  Francisco 
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Radio 

■a  ..«.»««>»« i""""'  sjs. 

/n  fio6  Foreman 

^Although  I've  never  envied  the 
gent  who  trains  big  cats  in  the  cir- 

cus, I'm  not  sure  I  wouldn't  prefer 
his  type  of  work  to  that  of  being  a 

station  rep.  I'll  admit  a  chair  isn't 
much  protection  if  one  of  the  ani- 

mals gets  really  sore,  but  the  train- 
er does  know  what  to  expect  and 

can  usually  manage  to  keep  the 
roughest  beasts  in  front  of  him. 

Not  however  the  time  salesman. 

Armed  with  only  a  rate  card  and 
a  martini,  he  seldom  can  anticipate 

the  angle  from  which  trouble  will 

come,  mainly  because  the  folks  he 
deals  with  are  so  varied  in  tem- 

perament. Then,  too,  there's  the 
bigger  problem  of  the  varied  re- 

sponsibilities allowed  timebuyers 

by  the  agency  for  which  they  work. 

It"-  this  last  quirk  that  makes 
station-repping  and  the  -elling  of 
local  time  Mich  a  hazard.  Every 

agency  has  a  different  attitude  to- 
ward it-  timebuyers 

In  agencies  large  enough  to  sup- 
port  two  or  more  buyers  there  will 
I  e  as  many  different  ways  of  doing 

1  usiness  as  there  are  people  in  the 

department.  Going  one  step  fur- 
ther into  confusion,  a  single  time- 

buyer  working  on  two  accounts 
may  shoulder  entirely  different 
burdens  on  those  two  accounts.  He 

or  she  may  be  permitted  to  make 
the  decisions  on  one  account  and 

merely  carry  out  someone  else's orders  on  the  other. 

In  some  instances  timebuyers 

are  treated  like  grownups  and  are 

'I'd    rather    be    a    lion    trainer   than    a    station    rep,"    says    Bob    Foreman    in    this    issue's    column 

present  at  client  meetings.  They 
know  the  account  man  by  first 
name  and  are  party  to  and  part  of 
decisions  that  affect  the  spending 
ol  broadcast  money.  They  may 

even  have  an  idea  or  ideas  that 

help  determine  how  and  where  the 
budget  will  be  used. 

However,  in  the  very  next  in- 
stance  the  decisions  may  be  made 
somewhere  else.  Within  the  tele- 

vision department,  for  example,  an 
operation  that  is  often  completely 
divorced  from  time  buying  and 

comes  under  "media."  In  this  ca^e 
the  timebuyer  may  be  told  what  to 
do  and  given  little  or  no  latitude  in 
carrying  out  the  decisions,  perhaps 

having  no  idea  at  all  why  the  time 

is  being  bought  as  it  is.  Confusion 
is  thus  rampant  at  the  rep  offices! 

Depending  on  the  personality 

and  capability  of  the  account  ex- 
ecutive, he  too  may  be  the  guiding 

light  in  time  buying  decisions  con- 
sulting timebuyers  when,  as,  and 

if  he  pleases,  bypassing  them  com- 

pletely if  that's  his  whim.  Or  he 
may  keep  as  far  away  from  this 
vital  detail  of  his  job  as  he  would 
from  a  leper  colony. 

Since  these  variations  and  com- 
binations make  it  extremely  tough 

for  the  folks  selling  time  to  know 
whom  to  talk  to.  the  intelligent  time 

salesman  goes  all  out  to  learn  not 

only  the  peculiarities  (an  under- 
statement )  of  the  agencies  he  is  as- 

signed  to  but  those  in  each  account 
he  is  involved  with.  He  not  only 
must  delve  into  the  account  setup 

and  the  personalities  of  those 
working  on  the  account  but  figure 
out  the  screwball  relationship  of 

all  these  people  so  he  can  be  at  the 

right  place  at  the  right  time.  Other- 

w  ise  he  just  won't  get  the  business 
that  is  available. 

Of  course,  by  contacting  an  ac- 
count executive,  the  time  salesman 

often  makes  the  timebuyer  sore  or 

by  taking  someone  from  the  TV  de- 
partment to  lunch  he  may  antagon- 

ize the  account  man.  All  of  which 

i-  the  state  of  affairs  so  many  nice 

guys  are  deeply  concerned  with 
five  days  of  every  week. 

If  anyone  thinks  I  have  a  solu- 
48 
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More  Advertisers  buy  WIP. . . 
19%  more  than  network  station  A 
35%  more  than  network  station  C 
39%  more  than  network  station  B 

More  National  Advertisers  buy  WIP. . . 
6%  more  than  network  station  A 

26%  more  than  network  station  B 
29%  more  than  network  station  C 

More  Local  Advertisers  buy  WIP. . . 
42%  more  than  network  station  A 
42%  more  than  network  station  C 
54%  more  than  network  station  B 

More  Advertisers  buy  WIP  Exclusively . . . 
30%  more  than  network  station  A 
53%  more  than  network  station  B 
108%  more  than  network  station  C 

More  National  Advertisers  buy  WIP  Exclusively . . . 
50%  more  than  network  station  A 
91%  more  than  network  station  B 
110%  more  than  network  station  C 

More  Local  Advertisers  buy  WIP  Exclusively . . . 

MBS 5000  WATTS 

6IOKC 

19%  more  than  network  station  A 
35%  more  than  network  station  B 
107%  more  than  network  station  C 

$  when  ally  ie file  sen  fed '  ii/ EDWARD  PETRY  CO.,  INC. 

35    SOUTH    9th    STREET    •    PHILADELPHIA,    PENNA. 

SOURCE:      BROADCAST     ADVERTISERS'     REPORT  —  PHILADELPHIA     WEEK     OF     JULY     5.     1953.     6     A.M. .12     MIDNIGHT —  SUNDAY     THROUGH     SATURDAY 
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"I'll  get    em  EASY 

with  this  fire-power!1 
Some  situations  may  call  for  an  all-out  bombardment     but 

believe  us,  doing  a  smart  radio  job  in  Kentucky  isn't 
one  of  them.  .  . 

More  than  50%  of  Kentucky's  total  retail  sales  are  made  in 

WAVE'S  "home  precinct" — the  prosperous,  concentrated 
Louisville  Trading  Area  which  includes  the  economic  heart 

of  Kentucky,  plus  a  quarter-billion-dollar  slice  of 
Southern  Indiana! 

5000-watt  WAVE  is  powered,  priced  and  programmed  exclusively 

for  this  one  important  market.   WAVE  covers  it  thoroughly, 
without  ivaste  circulation! 

Ask  Free  &  Peters  for  all  the  facts. 

WAVE 5000  WATTS 

NBC   AFFILIATE         •  LOUISVILLE 

Free  &  Peters,  Inc.,  Exclusive  National  Representatives 

x  tion  to  this,  he  is  very  wrong  in- 
deed. All  I  can  do  here  and  now  is 

return  to  my  premise  that  I  think 
it's  a  far  easier  job  to  train  jungle 
cats  than  to  be  a  time  salesman. 

Therefore,  I  shall  drop  the  whole 
matter. 

commercial  reviews 

sponsor: 

AGENCY: 

PROGRAM  : 

TELEVISION 

American  Greetings  Cards 
Fuller  &  Smith  &  Ross, 
Cleveland 
Announcements 

A  competently  created  and  well  filmed 

series  for  this  advertiser  makes  smart  use 

of  mood  choral  music  with  lyrics  especial- 

j  ly  tailored  to  fit  Mother's  Day,  Father's 
Day,  Christmas,  etc. 

From  this  audio-intro  we  look  in  on  a 

nicely  constructed  set  pertaining  to  a  rele- 

vant scene — for  example,  Father  on  Fa- 

ther's Day  reading  the  card  youngster-in- 
a-cowboy  suit  has  sent  him.  The  people 
are  well  cast  and  well  directed. 

The  young  lady  who  does  the  on  cam- 

era selling  in  front  of  a  greeting  card 

counter  has  poise  and  a  quiet  sincerity 

most  suitable  for  the  product.  The  opti- 

cal work  is  excellent,  especially  that  in 

which  the  product  name  in  script  dissolves 

onto  a  card  to  form  a  sign-off. 

Without  being  saccharine,  these  an- 

nouncements create  the  right  atmosphere 

for  selling  the  product. 

sponsor:  Collier's 
acency:  Kudner  Agency,  New  York 

procram:  "Today,"  NBC  TV 

Collier's  provides  another  good  example 

of  straightforward  "personality  selling"  by 
its  use  of  Dave  Garroway  to  plug  the  new 

biweekly  issues.  As  usual,  Mr.  G.  is  re- 

laxed, convincing,  and  effective.  He  holds 

the  magazine  open,  cover  camera-ward 

(for  newsstand  identification)  and  riffles 

through  the  book  featuring  an  item  here 
and  there.  When  he  came  to  the  article 

about  midget  subs  the  camera  took  an  in- 

sert of  an  illustration  from  the  magazine. 

Camera  work  was  a  bit  sloppy  in  the 

way  the  cover  was  cropped,  the  way  it 

covered  Dave's  face  and  the  way  it  made 

obvious  the  fact  that  Dave  was  reading 

his  copy  from  inside  the  magazine.  De- 

spite these  problems,  however,  the  gen- 

eral   impression   was    good.  *    *    * 
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KXLY-TV 

KKLV-TU 
Channel  4    Spokane,  Washington 

PACIFIC  NORTHWEST  BROADCASTERS  "u  THE  WALKER  COMPANY 

SEATTLE.  WASHINGTON           SAN   FRANCISCO  5.  CAL.F.          HOLLYWOOD  M.  CAL.F               MINNEAPOLIS   7.    M.NN                   NEW  TOM    17     N.  1  CWCAfiO  I.  lUiWOrt 

•  3*1   Hollywood  d»d.                H»7  N  W    N.t    l«>i  Ildg.                 3«7  M.d.ioa  A».n«.  HO  North  M.ch.g.n 

Holly-ood  *    S40I                                    GEn...  till                                    tl*IH|Mi  3-SIJO  Aadovtr  1S77I 

Jontj  Building 
MUtu.l  3377 

lie  New  Montgomery   St. 

EXbrook   28033 



KFH 

JOHN  BLAIR  &  company 

EFFECTIVE  OCT.  1 

KFH WICHITA,  KANSAS  .  .  .  CBS  for  25  Years  . . .  5000  Watts  1330  KC. 

— — — 



JOHN 
BLAIR 
&  COMPANY 

REPRESENTING   LEADING 

RADIO  STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN   FRANCISCO     •     LOS  ANGELES 

On  October  1,  KFH,  Wichita,  Kansas,  joins 

the  list  of  radio  stations  nationally 

represented  by  John  Blair  &  Company. 

KFH,  noted  for  31  years  for  its  fine 

public  service  record,  is  every  advertiser's 
assurance  of  dominant  penetration  of  the 

rich  Wichita  market,  where  sales  response 

is  matched  by  high  purchasing  power. 

KFH  is  a  strong  selling  force  because 

its  local  area  programming  is  smart, 

personalized  and  sales  minded.  As  "The 

Radio  Voice  of  the  Wichita  Eagle," 
KFH  is  able  to  offer  the  finest  news 

coverage  and  sports  services  in  the  area. 

Coupling  its  CBS  affiliation  and 

outstanding  local  programs,  KFH  has 

for  years  maintained  a  leading  position, 

with  more  audience  than  the  next 

two  stations  combined. 

If  you  need  a  top  selling  job,  you  need  a 

station  that's  been  tops  for  thirty-one 

years.  Call  your  John  Blair  man! 



BUILDING  SUPPLIES 

SPONSOR:    Standard   I  umber  <  o.  \(.K\(  "i  :    Direcl 

I  ̂ PSULE  I  VSE  HISTORY:  When  Standard  Lumber 

finished  constructing  an  entire  home,  it  wanted  to  pub- 

licize the  (>i>en  house  to  be  held  there.  The  company  pur- 
chased 866  a  01  tli  of  lime  signals  on  KREM,  lire  a  da) 

from  Thursday  through  Sunday  of  one  week.  Of  the  61 

interested  jinnies  who  viewed  the  home,  one  purchased 
it.  ii  second  ordered  anothei  house,  and  a  third  party 

arranged  for  an  extensile  remodeling  job.  This  amounted 

in  ovei  $30,000  in  business  from  a  $66  air  investment. 

Vo  other  advertising  uas  used. 

KRE  VI,  Spokane,  Wash.     PROGR  \,M:  Tunc  signal  announcements 

~  *      '.  !'«  >*■»• 

results 

USED  CARS 

kPO.  Wenatchee.  Wash PK(M.K  \M:    Vnnouncements 

FURNITURE 

SPONSOR:    Esquire    Motors  AGENCY:    Direct 

(  \PM  II  (  W  HISTORY  :  [\  hen  business  slumped  in 

\lu\.  Big  Steve,  Esquire  Motors'  owner,  derided  to  shift 
his  entire  budget  from  newspapei  advertising  to  three 

KI'O  announcements  a  day.  fie  aimed  the  advertising 
at  the  irorking  rlass  audience  which  he  knows  burs  most 

used  ears.  He  tool,  eare  to  ill  tell  the  true  jaets  about 

the  cars  for  sale — thus  building  a  good  reputation :  and 

i2i  reassure  buyers  thai  payments  could  be  made  up  at 

a  later  ilate  i  without  forfeiting  the  car  I  by  purchasers 

who  lost  income  through  sickness.  Since  then,  he  has 

sold  up  to  six  cars  a  day  at  a  radio  cost  of  *12  daily. 

SPONSOR:    Wilson's    Furniture  VGENCY:    Direcl 

CAPSULE  CASE  HISTORY:  "Len"  Wilson,  owner  of 
this  furniture  business,  bought  a  package  announcement 

schedule  on  KRIZ  at  a  cost  of  $150  per  week.  He  reports 

direct  sales  results  immediately  following  the  start  of  the 

campaign.  In  one  week  alone,  he  sold  $]  (.,000  worth  of 

clearance  furniture.  The  greatly  expanded  business  vol- 

ume has  enable/I  It  ilson  to  add  a  door-to-door  sab  \  staff 
to  the  organization.    II  ilson  describes  the  KRIZ  results 

us  "sensational  lopping  am  other  medium  he  has  ever 
tried     and  is  continuing  use  of  the  station. 

KRIZ,   Phoenix.    Ui/. PUOCK  \M:    \nnouncements 

CARPETS 

SPONSOR:   'I'll.    I  arptl    House  \(.K\<  ">  :    Din- 

<  VPSULI  <  VSE  HISTORY:  Carpet  retailers  gene, all 

experience  a  shai  i>  slump  in  summer.  In  an  effort  to  bet 

this  slump,  the  Carpet  House  revamped  its  merchandising 

put  in  a  Ion  ei  -priced  line,  decided  to  accent  a  friendh 

informal  customer  relationship.  To  advertise  the* 

changes,  it  bought  a  schedule  of  fire  participations 

week  in  KUDO's  morning  Yawn  Patrol  program.  Rutht 
than  slumping,  sales  rose  L5  to  20',.  a  business  increas 
of  scleral  thousand  dollars  per  month.  Monthly  radi 

investment:    *(>f). KliDO.   Co 

>pnng< 

'ROGF  \M:    Yawn   Pair, 

RANGES.  TV  SETS 

SPONSOR:    Stark-Davis    Co.  VGENCY:    Dim 

CAPS!  IK  CASE  HISTORY  :  Appliance  dealer  Stark-Da 

lis  Co.  of  Portland.  Ore.,  wanted  to  up  sales  on  electri 

ranges  and  television  sets.  Firm  purchased  a  series  oj  2i 

announcements  on  h  11  .1.1  in  order  to  obtain  sales  leads 

As  a  direct  result  of  the  air  pilches,  the  company  re 
ceired  or  a  Kill  leads  foi  the  stores  and  video  sets.  At 

investment  oj  $151.20  brought  a  potential  sales  relun 

of  $80,000  nilh  $3,200  in  sales  realized  to  date. 
K\\. 

Portland,    Ore. PK(  •(  ,K  \  M  :     \ n non in ■•  in. -ii' 

SUMMER  THEATRE 

SPONSOR:   Old  Town  Theatre  AGENCY:   Lynn  Kimm- 

CAPSULE  CASE  HISTORY:  This  summer  theatre  a 

Smithtown  Branch.  Long  Island,  was  to  open  on  a  I  rid  a' 
night,  .lames  S.  .Moreno,  producer  at  the  theatre,  pur 

chased  four  30-second  daytime  announcements  on  II  GSn 
to  run  on  the  Tuesday  and  Thursday  prioi  to  the  open 

ing.  Announcements  told  the  play's  title  and  the  llieati 
phone  number.  My  Friday,  the  Old  Town  had  receivet 

more  reservations  than  in  any  similar  interval  in  lh< 

theatre's  eight-year  history.  \o  other  advertising  uv 
used.  Radio  cost:  $22.50  per  day.  In  past  years,  expend) 
lures  in  local  newspapers  averaged  $60  weekly. 

PKOCKVM:     \nnminr. WGSM.  Huntington,  I  .  I. 

SERVICE  STATION 

SPONSOR:  Singer  Sunoco  Service  Station  VGENO  :   Dicw 

CAPSULE  CASE  HISTORY:         Automobile    owners,    espt 

dally  those  planning  summer  vacations,  were  this  servw 

station's   target    when    it    scheduled   a    tiro-day   cam: 
on    WXLW.      Mr.    Singer   purchased   six    one-minute  an 
nouncemenls.  three  to  run  each  day.  telling  about  a  frt> 

lire  inspection   service   for  one  day.    Objectives   were  to 

create   goodwill,    increase    station    traffic,    and   sell   tires. 

Though    copy    included    no    direct    sales    pitch    for   tires. 

approximately   $1,000  worth  were  sold  as  a  result  oj  th<> 
free  inspection  service,  in  addition  to  extra  sales  of  - 

line  and  other  products.     Total  advertising   cost:   845. 

\\\1\\.    Indianapolis.   Ind.  PKOCRWI:     VnnouncrinenW 



|n  ihck  2nd  Largest  Massachusetts  Metropoli- 

tan >l;irk«'l.  Moro  unci  >loni  National  Spot 

Advertisers    are    improving*'    local    coverage 
Oil      .      .      . 

When  if  I  ̂.L  marks  the  spot  on  your 

scheds,  spot  saturation  means  market 

domination  in  Springfield,  Massachu- 

setts .  .  at  lowest  cost  per  thousand  of 

any  area  station.  Many  spot  advertisers 

know  this  .  .  .  they  repeat  scheds  regu- 

larly, running  morning,  noon  and  night. 

But  you  he  the  judge  .  .  .  try  saturation 

spots   this   fall   on       WIXL 

For  avails  and  other  information, 
call  Larry  Rcilly.  Cien.  >Igr.. 
WTXL.  Springfield.  Mass..  «K17fi8. 
or  any  office  of  The  Maker  Rep- 

resentation Co..  Inc. 

MARKS 

THE 
SPOT 

ON 
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^EVEN  SCIPIO  WATCHES' 

Ivery  day  —  every  night, 
people  in  SCIPIO  watch 
WHEN,  and  then  shop 
the  Syracuse  market. 

Scipio,  N.  Y.,  is  only  one  of 

over  200  communities  in  up- 
state New  York  whose  buying 

habits  are  influenced  by  view- 

ing Channel  8.  WHEN  -  and 

only  WHEN  -  gives  a  26- 
county  coverage  in  an  area 

of  2Vi  million  people— people 

with  diversified  occupation  — 

people  with  high,  stable  buy- 

ing income  — and  all  potential 

purchasers  of  WHEN  adver- 
tised products.  Get  complete 

coverage  of  this  rich  upstate 

New  York  Market  with  its  high 

spendability  over  WHEN. 

MEREDITH 

STATION 

agency  profile Eugene  Lessere 
Director  of  TV  CoTnerrialj 

William    H.  Weintraub  Co.,   Inc.,   New  York 

Eugene  Lessere's  two  newest  responsibilities  were  acquired  within 
three  days  of  one  another:  on  3  July,  his  first  child,  a  son,  was  born; 

on  6  July,  he  joined  William  H.  Weintraub  as  director  of  TV  com- 
mercials for  the  agency. 

Lessere's  past  training  and  experience  are  helping  him  master  the 
second  job  more  easily  than  the  first.  His  record  includes  turning 
out  radio  and  TV  commercials  for  four  agencies,  operating  a  college 

radio  station,  and  dabbling  in  art  and  photography.  These  last  two 

pursuits,  he  feels,  are  among  the  most  useful  for  anyone  in  TV. 

"Every  agency  today,"  he  says,  "is  faced  with  the  problem  of  estab- 
lishing a  topnotch  television  department.  Many  times,  they  hire 

spacewriters  or  radio  people  for  TV. 

"Actually,  it  isn't  as  simple  as  all  that.  Television  is  a  visual 
medium  with  a  fourth  dimension :  pictures  that  move  in  time.  You 

have  to  be  able  to  visualize  what  story  board  drawings  will  look  like 

when  in  motion  accompanied  by  sound." 
Television's  effectiveness — and  its  problems — will  be  doubled  with 

the  advent  of  color,  Lessere  believes.  "No  doubt  color  will  add  a  lot 
more  excitement  to  the  medium.  With  color  comes  more  depth,  defi- 

nition, and  distinctiveness.    But  there  are  dangers  in  its  use,  too. 

"At  the  start,  there'll  probably  be  a  lot  of  garish  colors  used  in- 
discriminately as  attention-getters.  The  really  smart  producers, 

though,  will  plan  color  carefully  to  achieve  the  desired  psychological 

effects.    They'll  be  more  subtle  about  it,  in  other  words." 
Lessere's  chief  criticism  of  present-day  TV  commercials:  "Just  as 

there's  not  enough  experimentation  in  programing,  there's  not  enough 
in  commercials.  When  there  is  one  outstanding  commercial,  you 

can  be  sure  there  will  be  a  dozen  poor  imitations." 
Thirty-one-year-old  Lessere  is  a  native  of  Rochester,  N.  Y.,  and  a 

graduate  of  Cornell  University.  After  college  he  worked  at  Buchanan 

Advertising  as  a  radio  copywriter,  was  instrumental  in  the  Texas 

Co.'s  decision  to  renew  its  opera  broadcasts.  He  did  radio-TV  com- 

mercials for  Compton  and  BBUO  (he  worked  on  80'7  of  the  latter"s 
TV  accounts),  and  was  cosupervisor  of  TV  copy  and  production  at 

Ted  Bates  before  joining  Weintraub 

In  his  present  position,  he  is 

such  accounts  as  Blatz,  Revlon,  Kaiser-Frazer. 

creating  television  commercials  for 

•  •  ■* 
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Only  a  combination  of  stations 

cut}  cover  Georgia 's 
major  markets. 

The  Georgia  Trio 
WAGA 

5000  .w 
590  kc 

CBS  Radio 
WMAZ 

represented 
individually  and 
as  a  group  by 

The  KATZ  AGENCY,  inc. 
NEW  YORK  CHICAGO 

24  AUGUST  1953 

DETROIT ATLANTA 
DALLAS 

The  TRIO 

offers  advertisers 
at  one  low  cost: 

• 

CONCENTRATED 
COVERAGE 

• 

MERCHANDISING 

ASSISTANCE 
• 

LISTENER  LOYALTY 

BUILT  BY  LOCAL 
PROGRAMMING 

DEALER  LOYALTIES 

In  3  major  markets 
KANSAS  CITY  LOS  ANGELES  SAN  FRANCISCO 

57 



Mill 
a  forutn   on   questions  of  current   interest 

to   air  advertisers   and   their   agencies 

Are  there  any  particular  characteristics  of  Negro-audience 

radio  that  advertisers  ought  to  he  aware  of 

Mr.    Cosse 

THE  PICKED  PANEL  ANSWERS 

Advertisers 

should  be  careful 

that  the  Negro- 
aimed  radio  sta- 

tion has  the  good 

will  of  the  Negro 
listener.  Some 

stations  program 

to  the  Negro  on 

a  haphazard  ba- 
sis and  therefore 

lack  the  sales 

punch  that  a  station  that  truly  caters 

to  its  audiences  achieves  by  so  doing. 
Advertisers  should  be  aware  that 

Negroes  object  to  being  talked  to 

rather  than  talked  with  on  a  friendly 

impartial  neighborly  basis.  Negroes 

are  sensitive  listeners.  They  can  sense 

if  a  disk  jockey  or  radio  station  is 

friendly  to  them.  They  know  where  to 

turn  their  dial,  and  it  is  most  impor- 
tant that  the  advertiser  who  is  going 

after  that  market  learn  the  advantages 

of  catering  to  this  audience. 

Advertisers  should  be  aware  of  the 

friendly  contacts  bevond  the  air  waves; 
for  instance,  how  much  does  the  radio 

station  do  for  them  on  public  service 

benefits?  An  outstanding  service  of 

this  nature  was  done  recency  by 

WDIA.  Memphis,  which  sponsored  the 

first  all-Negro  night  at  the  Fairsrounds 
Amusement  Park.  The  event  drew  the 

biggest  crowd  in  the  park's  history. 
Advertisers  should  be  aware  of  rat- 

ing surveys,  Negroes  will  not  alwavs 

reveal  their  true  listening  habits  to  a 

white  person.  Verv  often  the  Negro 

(especially  in  the  South)  is  timid  to 

tell  a  white  person  his  true  listening 

choices.  Also,  since  Negroes  have 

fewer  phone  homes  than  the  whites, 

their  choice  of  programs  does  not  al- 

ways show  up  in  the  phone  surveys.  In 

the  case  of  a  personal   interview  they 

very  often  misinterpret  the  interview- 

er's questions.  On  the  other  hand,  if 
both  surveys  are  done  by  Negroes  you 

would  be  surprised  as  to  the  difference 
in  the  results! 

Advertisers  should  be  careful  not 

to  overtype  their  products,  excepting, 
of  course,  if  their  product  is  entirely 

for  Negroes.  National  brands  have  lit- 
tle to  fear  about  this  in  as  much  as  the 

Negroes  look  for  brand  preferences. 

They  like  to  buy  what  the  white  per- 
son buys. 

Finally,  the  advertisers  should  be 

aware  of  the  lovalty  the  Negro  has  for 

a  particular  radio  station.  When  the 
Negro  learns  that  he  can  depend  on  a 
certain  station  to  give  him  programs 

of  his  own  liking  and  kind,  he'll  turn 
his  dial  to  that  point!  Sure  he  listens 

to  name  personalities,  but  his  first 

preference  and  loyalty  are  to  the  sta- 
tion that  "caters"  to  him. 

Clayton  J.  Cosse 

Partner 
Dora-Clapton  Agency 

Atlanta,  Ga. 

The  phrase  "par- ticular charac- 

teristics" of  Ne- 

gro radio  audi- ence is  vague. 

Radio  advertis- 
ers should  be 

aware,  however, 

of  certain  defi- 

nite Negro  audi- ence attitudes.  I aynes  sketch   here   onlv 

three  out  of  many:  (1)  Negro  lis- 
teners, from  ditch-diggers  to  divines, 

from  domestics  to  college  professors, 
have  a  keen  sense  of  their  dignity  as 

human  beings,  which  thev  have  strug- 

gled to  protect.  Their  h'story  is  elo- 
quent with  evidence  of  this  fact,  which 

expresses  itself  in  many  different  ways. 

Advertisers  should  be  sensitive  to  any- 

thing that  might  offend  this  attitude. 

(2)  Negroes  as  consumers  seek  to 
be  on  a  par  with  others,  especially  the 

people  they  work  for  or  with.  They 
want  and  they  are  buying  the  same 

kind  of  products  from  liquor  to  limou- 
sines, from  lipsticks  to  baby  grands, 

from  cabins  to  garden  estates. 

(3)  Negroes  are  aware  that  Negro 

spirituals,  jazz,  swing,  and  boogie- 
woogie  have  captured  America  and 
Europe:  but  thev  also  know  that  thev 

have  other  racial  group  gifts.  There- 

fore, other  types  of  rad-o  programs 
could  be  presented  such  as  sports,  hus- 

band-wife teams,  kiddie  shows,  audi- 

ence participation,  and  news  commen- 
taries, etc..  which  would  play  up  their 

full  life  and  history. 
Radio  advertisers  who  want  to  sell 

goods  and  services  to  Nesroes  should 
seek  more  counsel  and  knowledge 
about  these  consumers  and  thus  use 

this  full  range  of  rad'o  potential. Georce  E.  Haynes 

President Four-F  old    Associates 

Netv  York 

The  Negro  radio 

audience  is  ex- 
tremely loyal  to 

Negro  personali- ties and  pro- 

grams. This  loy- alty arises  from 

the  Negro's  rec- 
ognition that  the 

program  provides him  with  equal 

cultural  represen- 
tation in  his  community  and  makes 

him  feel  that  his  race  is  recognized. 
The  common  bond  of  understanding 

between  the  Negro  personality,  who 

does  the  program,  and  his  audience 

creates   a    feeling   of   trust   and   confi- 

58 \':<!ro  Radio  Section   appears   in    this  issue,  starting   page  65) 
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drii<  <■  for  the  statements  he  make-. 

\\  ben  a  Ne  pro  personalit)  gives  a  com- 
mercial lor  an  advertiser  the  audience 

is  mosl  willing  to  accepl  the  commer- 
cial statements  and  to  bu)  the  prodw  t. 

Negroes  have  learned  to  appreciate 
the  value  <>f  living  for  today.  Thej 

are  realists.  The]  want  the  best  and 

the)  will  buj  the  beet.  The)  do  not 

want    cheap,    second-rate    imitations. 
When    the)    bu)    lend.   t!ic\    prefer   the 

best  brands.  When  the)  bu)  automo- 

biles, washing  machines,  appliance-. 
and  an)  other  home  Furnishings,  the) 
Inn  the  best  Branded  merchandise 

has  always  enjoyed  the  strongest  ac- 
ceptance so  long  a-  the  pocketbook 

could  possibl)  bu)  it. 
These  are  essential  characteristics 

of  the  Negro  audience,  and  advertisers 

who  recognize  these  factors  enjo) 
high,  profitable  results. 

Joseph    Bloom 
President 

I  01  oe  &  Co. 
\  in    )  in  I. 

1  here  are  so- 
called  primar) 
characteristics  of 

Negro-aimed  ra- dio a<  currendy 

broadcast  which 
advertisers 
should  seriously 

evaluate  when 

planning  to  bu) 

Negro  radio  time. 
These  charac- 

teristics  fall  into  three  categories: 

1.  Spiritual  shows 
2.  Personality  shows 

3.  Blues  and  Rh\thm  shows 

Obvioush  .  each  show  classification 

finds  its  affinitv  among  listeners  with 

completeK  different  personal  interests 

and  or  physical  activity.  Each  seg- 
ment infers  the  economic  strata  within 

the  market  pattern  from  which  its  fan- 
dom   is  drawn. 

Spirituals  very  definitely  attract  the 

older,  wiser,  and  presumably  more 

economically  sound-type  fan. 

These  followers  of  spirituals  have 
shed  their  frivolities,  feu  can  dance. 

most  are  either  homemakers  or  heads 

of  families.  Thev  take  greater  pride  in 

property  ownership,  and  spend  their 

recreational  time  through  membership 
in  churches,  fraternal  orders,  and  civic 

*  Please  turn  to  page  1331 

Mr.    Wootron 

wnnl  z>«T0lDER 

^PROMOTION ALL  OUT     •.    the    w< 

.-.-■. 
.mpre 

to  promote    '  prod- 
ucts— Continuously.      Tr^     u'. and    see! 

LETTERS 

BULLETINS 

WINDOW  DISPLAYS 

LOBBY  DISPLAYS 

n 

WRNL'S 
OWN  SPACIOUS  THEATRE 

5000  Warts 

ABC  Affiliate 

Richmond,  Virginia 

NEWSPAPER 

ADVERTISEMENTS 
There's   more   sell   on 

Edward  Petry  &  Co..  Inc.,  National  Representatives 
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NBC  programs  rate  highest 

in  71%  of  evening  time  periods 

NBC  programs  reach  the  largest  audiences  in  television... 

And  in  the  evening  when  all  four  networks  are 

most  competitive,  NBC's  lead  is  especially  impressive. 

Of  the  84  weekly  quarter-hour  evening  periods 

(7:30-10:30  P.  M.),*  NBC  rates  highest  in  60  periods, 
or  71%  of  the  time;  and  the  No.  2  network  in  20 

periods,  or  only  24%  of  the  time. 

Here's  how  the  networks  rank  by  time  periods: 

NUMBER    OF    EVENING    QUARTER-HOUR    LEADS 

NBC NETWORK    -2            NETWORK    =3            NETWORK    r4 
TOTAL 

60 
20                                     4                                    0 

84 

In  ratings  by  time  periods,  as  in  every  other  measure  of  audience  size, 

the  results  are  the  same... NBC  is  America's  No.  1   Network. 

Next  week  . . .  further  proof. 

NBC's  Audience  Advantage  is  to  Your  Advantage ..  .Use  It. 

[Ptpf  tWTELEVISION <;$&*•  *•*&#•>'  *%# 
a  service  of  Radio  Corporation  of  America 

SOURCES:  Nielsen  Television  hides,  January-April,  195.1 

NOTE:  The  accuracy  of  the  above  data  has  been  verified  by  tkt  A.  C.  Nielsen  Company 

*AU  evening  option  time  periods  on  NBC 



Ijlllllll 
KI.VG-TV  meets  ad  emergency  when  newspapers  abdicate 

Television  recently  proved  it  could 

do  an  effective  selling  job  under  criti- 
cal conditions  and  in  a  big  hurry. 

Since  last  March,  Seattle's  big  Bon 
Marche  and  other  department  stores 

had  been  planning  a  huge  summer  sale 

to  take  place  in  mid-July.  The  Bon 
Marche  bad  made  elaborate  prepara- 

tions, had  stocked  more  than  a  quar- 
ter million  dollars  worth  of  goods  for 

the  event. 

The  sale,  to  start  on  16  July,  was  to 

get  the  bulk  of  its  promotion  in  news- 
papers. But  it  so  happened  that  on  the 

very  day  the  sale  was  to  begin,  the 

Seattle-Tacoma  Newspaper  Guild  went 
on  strike,  making  newspapers  unavail- 

able at  the  crucial  moment  (at  spon- 

sor's presstime,  strike  was  still  on). 

To  help  meet  the  crisis,  the  Bon 

Marche  called  on  KING-TV  shortly  be- 
fore noon  of  the  opening  day.  By  1 :00 

p.m.,  the  Bon  Marche  was  on  the  air 

sponsoring  a  motion  picture  (KING- 

TV's  Tom  Dargan  had  had  15  minutes 

WAT©,  Oak  KUIae  station, 
to  get  atomic  power 

The  first  radio  station  in  the  nation 

to  speak  with  an  "atom-powered  voice" 
will  be  WATO,  located  at  the  Oak 

Ridge,  Tenn.,  atomic  installation. 

According  to  WATO  Executive  Vice 
President  Ross  Charles,  the  station 

has  already  taken  the  first  steps  aimed 

at  powering  itself  with  atomic-reactor- 

produced  electricity.  A  five-minute 

"proof-of-the-pudding"  broadcast  dur- 
ing which  \\  VIO  will  operate  solely 

on  this  power  is  scheduled  for  the  near 
future. 

"We  realize  that  large-scale  'peace- 
ful' atomic  power  for  industry  gen- 

erally may  be  some  years  away,"'  said 
Charles,  "but  we  look  forward  to  being 
the  first  industry  in  the  world  to  dem- 

onstrate in  a  practical  way  the  poten- 

tiality of  this  new  source  of  energy." •  •  • 

to  prepare  five  live  announcements  to 
be  delivered  during  the  movie). 

Before  the  movie  was  over,  the  Bon 

Marche  had  also  bought  three  studio 

shows  to  be  presented  as  remotes  from 
the  store  the  next  day.  All  that  night, 

KING-TV  engineers  worked  at  the 

store  to  set  up  equipment  for  the  re- 

mote, drilling  through  12-inch  concrete 
walls  to  make  way  for  the  cables. 

The  remotes,  with  studio  person- 
alities showing  store  merchandise,  were 

a  rousing  success  almost  immediately. 

Record-breaking  crowds  came  to  the 
store  to  see  the  telecasts,  to  meet  the 

TV  stars — and,  most  important,  to  buy 
merchandise.  The  Bon  Marche  signed 
for  two  weeks  of  the  remotes,  also 

bought  announcements  on  some  base- 
ball telecasts. 

John  Keeler,  sales  promotion  and 

merchandising  manager  of  The  Bon 

Marche,  sums  up  the  experience  with: 

"What  was  certain  disaster,  KING-TV 
turned  into  a  very  successful  achieve- 

ment." •  •  • 

Men  can  sew,  Pfaff 

expert  discovers 

When  two  WABC-TV  cameramen 

started  to  kid  sewing  expert  Lucille 

Rivers  about  her  references  to  "gus- 
sets" and  "galloons"  on  her  Pfaff  Sell- 

ing Center  show  (Thursdays,  1:00- 
1:30  p.m.)  she  threw  out  a  challenge 

to  them  to  show  her  they  could  sew. 

So  they  took  her  up  on  it.  They 
marched  themselves  down  to  the  Pfaff 

Sewing  Center  on  New  York's  Fifth 
Avenue,    rolled    up    their   sleeves   and 

Fr.orlnifln    and    Brown    model    self-sewed    shirts 

proceeded  to  lay  out  patterns,  cut  fab- 

rics and  sew  away  on  sponsor  Pfaff's 
machines,  while  bulbs  of  press  photog- 

raphers popped  all  about  them.  Result 
(after  several  days)  :  two  finished  sport 

shirts.  These,  Lucille  said,  were  "as 
good  a  job  as  many  women  turn  in 

after  years  of  experience." 
On'  WABC-TV  for  the  past  six 

months,  the  Pfaff  program  is  sched- 
uled to  go  on  a  network  in  the  fall  (see 

sponsor,  23  February  1953,  page  36, 

for  full-length  article  on  Pfaff).  Pres- 

ently, producer  Demby  Productions  is 
offering  the  show  to  department  stores, 

soap  product,  foundation  garment,  and 
other  women-interest  advertisers  for 

local  or  national  sponsorship  on  addi- 

tional days  each  week.  *  *  * 

WOR  makes  $1,000,000 
deal  for  new  shows 

Demonstrating  its  firm  faith  in  ra- 
dio's future,  WOR,  New  York,  recently 

transacted  for  over  $1,000,000  worth 

of  big-name  transcribed  dramatic 
shows  which  will  form  the  basis  of  a 

new  two-hour  afternoon  series.  The 

series  is  to  incorporate  special  advan- 
tages for  participating  advertisers,  says 

James  M.  Gaines,  General  Teleradio 

v.p.  in  charge  of  WOR. 
WOR  Radio  Playhouse,  the  Monday- 

through-Friday,  3:00-5:00  p.m.  series, 

includes  program  packages  from  Fred- 
eric W.  Ziv  Co.,  valued  at  $650,000, 

and  from  Harry  S.  Goodman.  Among 

the  packages:  /  Was  a  Communist  for 
the  FBI,  Bold  Venture,  Freedom 
U.S.A.,  Favorite  Story  (Ziv) ;  Let 

George  Do  It,  Mystery  House,  and 

Thirty  Minutes  to  Go  (Goodman). 
Ziv  Executive  V.P.  John  L.  Sinn  says 

this  is  the  largest  single  sale  of  its  kind 

Ziv  has  made  to  any  radio  station  in its  history. 

Advertisers  participating  in  the 
Playhouse  series  will  get  air  pitches 

not  only  in  the  afternoon,  says  WOR, 

but  also  in  the  station's  nightly  block 
of  mystery  and  adventure  programs — 
for  the  same  price.  This  will  give  the 
advertiser  two  minutes  and  10  seconds 

of  commercial  time  for  each  participa- 
tion he  buys,  plus  the  opportunity  to 

reach  the  variety  of  audiences  covered 
by  romance,  adventure,  mystery,  and 
classic  drama  programs. 

The  series  is  slated  to  start  14  Sep- 

tember: each  two-hour  Playhouse  pro- 

gram will  present  three  of  the  tran- 
scribed shows  woven  together  w ith  spe- 

cial commentary.  *  *  * 
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Briefly  .  .  . 
Steve  Mien  now  works  foi  Knicker- 

bocker Beer  i»  ■  oightlj  I  Mondaj 

through  I'  i  idaj  I  vai  iet)  show  on 
\\  Mil  from  II  :20-12:00  midnight. 
To  launch  \ lien  in  i !««■  new  show 

i  which    started    last    month  I,    \\  MM 

Allen    and    Taylor    admire    SPONSOR    plaque 

threw  a  kick-off  part)  for  him.  spon- 
sor contributed  to  the  proceedings  1>\ 

presenting  Allen  with  a  special  plaque 

— a  framed  ad  commemorating  the 
three-hundredth  anniversary  ol  New 
York,  showing  Father  Knickerbocker 

with  the  face  of  Steve  Allen.  Joe  Tay- 
lor, ad  manager  of  Knickerbocker 

Beer,  got  as  big  a  kick  out   of  it  as 
Allen  I  see  photo  i . 

*        #        » 

One  cigar  smoker  who  watches  the 

Phillies  -  sponsored  Saturday  Night 

Fights  (ABC  TV  i  over  WNAC-TV, 
Boston,  demonstrated  his  loyally  by 

sending  in  a  box  filled  with  8,909  cigar 
bands.     The  viewer.  Carl  F.  Anderson. 

WNAC-TV's  Gregson  shows  8,909  cigar  bands 

Saugus.  Mass..  collected  the  bands 
from  fellow  workers  at  a  General  Elec- 

tric plant  in  L)  nn.  then  took  the  trouble 
to  count  them.  Result:  His  survey 
shows  Phillies  a  five-to-one  favorite. 

Announcer  Jack  Gregson  told  the  story 

and  showed  the  hands  on  the  program. 

[Please  turn  to  page  132) 

WTK* 
Personality 

#fot/    Shtattt 
MOBILGAS   SPORTSCASTER     6:15    P.M. 

"FIFTH    AT    SARATOGA"         4:30    P.M. 

Roy  Shudt  didn't  know  whether  to  say  "yes"  or  "no"  when  asked 
several  years  ago  to  call  the  trotting  races  at  Saratoga.  The  track 

for  trotters  had  just  opened,  and.  although  a  seasoned  sports  ■  onnncn- 

tator  and  play-by-play  star  on  WTRY,  Roy  had  never  described  the 
trotters  before. 

Fortunately,  he  finally  said.  '"Yes."  He  used  his  fine,  clear  voice 
and  crisp  st\  le  to  develop  the  most  distinctive  and  successful  tech- 

nique in  the  business.  Now  he's  the  country's  highest  paid  trotting 
race  caller;  a  sportscastcr  with  a  national  reputation  for  being  tops 

in  his  specialty.  He  has  broadcast  the  Hambletonian  coast-to-coast 

for  CBS.  He's  the  star  performer  at  Hollywood  Park  on  the  coast. 
He  opened  the  fabulous  Ponce  de  Leon  Raceway  at  Jacksonville  this 

season.  He  helps  pack  'em  in  at  Rosecroft  in  Baltimore. 
Naturally,  his  success  abroad  has  made  him  a  hero  at  home  in 

the  Albany,  Troy.  Schenectady  market.  His  large  WTRY  audience  is 

nothing  short  of  enthusiastic.  He's  a  great  booster  for  his  home  town 
area  and  will  work  and  live  no  place  else  on  a  permanent  basis — no 
matter  how  attractive  the  many  offers  are. 

Ro\">  6:15  p.m.  sport  show  ever)  day,  Moil  thru  Fri..  has  the 
biggest  audience  of  sports  fans  in  the  area  and  certainly  one  of  the 

most  vigorous  and  articulate  in  the  country.  He's  the  Mobilgas 
Sportscastcr  for  Socony  -\  acuum  on  the  6:15  show  and  during  the 

racing  season  he's  on  the  air  everj  afternoon  with  the  "'Fifth  at 

Saratoga"  for  Owen  Cartwright,  one  of  the  top  Ford  dealers  in  the country. 

Rov  Shudt's  top-notch  performance  is  \er\  much  in  keeping  with 
the  quality  programming  W  TRTl  maintain-  .  .  .  the  kind  local  radio 

people  like  to  call  "network  qualitx  '.  \nd  when  you're  with  CBS 
"network  quality"  means  aiming  higher  all  the  time. 

WTRY  CBS— 5000 W— 980  KC 
Albany-Troy-Schenectady Represented  by  Headley-Reed  Co. 

24  AUGUST  1953 
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Leonard    Evans 

ANNOUNCES 

a  dramatic,  transcribed 

daytime  radio  serial  for 

the    Negro   Market! 

"RUBY  VALENTINE,  first  dramatic  radio  serial  created  especially 

for  the  Negro  Market  is  available  for  sponsorship  in  ̂ 4  hour  segments  five 

times  a  week  on  September  1st. 

1.  Featuring  top  Broadway  and  Hollywood  Negro  talent. 

2.  Based  on  realistic,  believable  situations  in  Negro  life. 

3.  Designed  to  build  maximum  audience  loyalty  and  sales  response. 

The  dramatic  story  of  "RUBY  VALENTINE"  and  other  packaged  programs 

designed  to  sell  the  Negro  consumer  are  created  and  produced  by  Wyatt  and 

Scheubel  in  association  with  Leonard  Evans,  Negro  Market  Consultant. 

For  further  information  contact — ■ 
LEONARD  EVANS  ASSOCIATES 

203  N.  Wabash  Ave.,  Chicago  1     Franklin  2-6444 

WYATT  &  SCHEUBEL 

40  East  51st  Street,  Kew  York  22   Eldorado  5-7785 
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prosperous  community  life, 

group  of  U.S.  radio  outL  ts, 
itions  in  the  East  (WOOK, 

VJMO)  to  Santa  Monica's 
)ast,  arc  aiming  all  or  part 
Negro*  s.  R<  suit:  More  and 
ng  to  tin  st  stations  and  ai  e 
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radio  is  growing  so  fast  that  few  agencies  and  ad- 
vertisers can  keep  up  with  it.  As  a  result,  sponsob 

therefore  is  proud  to  present  its  third  spotlighting 
of  the  U.S.  Xcfiro  market  as  well  as  the  latest  data. 

tips,  results,  and  research  to  aid  advertisers  in  plan- 

ning successful  radio  campaigns  b<  amt  d  at  A'<  grot  s. 

Project  editor:  Charles  Sinclair 
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Negro  market:  the  facts, 

figures  of  today's  U.S.  Ne- 
gro economy,  with  new 

data  on  bu> ing  habits, 

brand  preferences.  and 

latest      marketing      trends 

2.  Negro  radio:  a  l.S.-wide 

round-up  of  latest  research 

on  what  the  Negro  listens 

to  and  reacts  lo   and  whv 
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Leonard    Ev 

ANNOUNCE 

a  dramatic,  tra 

daytime  radio  < 

the    Negro   Mark 

"RUBY  VALENTINE,"  first  dramatic  radio 

for  the  Negro  Market  is  available  for  sponsorshi] 

times  a  week  on  September  1st. 

1.  Featuring  top  Broadway  and  Hollyivood  Negt 

2.  Based  on  realistic,  believable  situations  in  Ne 

3.  Designed  to  build  maximum  audience  loyalty 
■  '  (  "   'M  ,'<      . 

The  dramatic  story  of  "RUBY  VALENTINE"  and  other  packaged  programs 

designed  to  sell  the  Negro  consumer  are  created  and  produced  by  Wyatt  and 

Scheubel  in  association  with  Leonard  Evans,  Negro  Market  Consultant. 

For  further  information  contact — ■ 
LEONARD  EVANS  ASSOCIATES 

203  N.  Wabash  Ave.,  Chicago  1     Franklin  2-6444 

WYATT  &  SCHEUBEL 

40  East  51st  Street,  Kew  York  22   Eldorado  5-7785 
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Loyalty  of  \eyroes  to  programing  aimed  at 

IVegro  listeners  ean  boost  a  elient's  sales 

MMehind  the  Color  Curtain  which  some  advertisers 

hare  dropped  on  tfie  15  million  U.S.  Negroes,  tin  Ne- 
gro lircs  a  busy  and  prosperous  community  life. 

And  an  ever-incr easing  group  of  U.S.  radio  outlets, 
from  the  four  UBC  stations  in  the  East  (WOOK, 

WANT,  WSID,  and  WJMO)  to  Santa  Monica's 
KOWL  on  the  Pacific  Coast,  arc  aiming  all  or  part 

of  their  programing  at  Negroes.  Result:  More  and 

more.  Negroes  are  tuning  to  these  stations  and  are 

buying  the  floods  and  sen-ices  then  hear  airsold  by 
Negro  radio  personalities.  In  fact,  Negro-appeal 

radio  is  growing  SO  fast  that  few  agencies  and  ad- 
vertisers can  keep  up  with  it.  As  a  result,  sponsob 

then  fore  is  proud  to  present  its  third  spotlighting 

of  the  U.S.  Xif/ro  market  as  well  OS  the  latest  data, 

tips,  results,  and  research  to  aid  advertisers  in  plan- 

ning successful  radio  campaigns  beamed  at  Negrot  s. 

Project  editor:  Charles  Sinclair 

24  AUGUST  1953 

Negro  market:  the  facts, 

figures  of  today's  U.S.  Ne- 
gro economy,  with  new 

data  on  buying  habits, 
brand  preferences.  and 
latest      marketing      trends 

2.  Negro  radio:  a  l.S.-w  ide 
round-up  of  latest  research 
on  what  tbe  Negro  listens 
to  and  reacts  i<»   and  whv 
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3.     Negro       radio       successes: 

Everything        from        fried 
shrimp     to    new     Cadillacs       UtttlC    7~i 
has    been    airsold    to    loyal 

Negro     listeners     recently 

4.  Tips  on  Negro  Rndio: 
Negroes  are  a  sensitive 
audience  and  can  spot 

phoney  selling  in  a  min- 

ute. Here's  how  to  avoid 
traps    in    Negro    airselling 
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1.  The  Negro  market:  $15  billi 
U.    S.    Negroes    buy    top-quality,    brand-name  goods  of  all  types.     But  you 

£  s  the  U.S.  Negro  a  good  customer 
for  U.S.  consumer  goods? 

The  answer  to  this  question,  on  the 

basis  of  the  latest  group  of  facts  and 

figures  on  the  U.S.  Negro  market  to 

be  gathered  by  sponsor,  is  "Yes." 
As  Norman  Stewart,  commercial 

manager  of  Nashville's  WSOK,  a  sta- 
tion with  a  sizable  Negro-appeal  pro- 

gram  schedule,   stated: 

"It  cannot  be  emphasized  too  much 
that  the  Negro  is  no  different  from  the 

average  white  person  in  his  needs  and 

luxuries.  He  buys  and  uses  the  same 
merchandise  and  services  that  the  av- 

erage white  consumer  uses.  He  wants 

the  same  quality  .  .  .  often  a  little  bet- 

ter quality  .  .  .  offered  to  anyone  else." 
And,  as  Robert  D.  Williams,  man- 

ager  of  WBCO.   Birmingham,   an  all- 

Negro-programed  station,  puts  it: 
"Don't  let  anyone  try  to  kid  you 

into  thinking  this  is  a  poor  market. 

According  to  the  1951  Sales  Manage- 

ment 'Survey  of  Buying  Power,' 
$150,000,000  in  retail  sales  were  made 

to  Negroes  in  1950  in  the  Birmingham 
area,  and  later  estimates  are  far  above 

this.  We  advertise  and  sell  to  Negroes 

the  most  expensive  automobiles,  the 

biggest  and  most  expensive  television 

sets,  appliances,  home  furnishings." 
But  the  answer  to  the  question,  "Is 

the  Negro  a  good  customer?"  is  a 
"Yes"  with  certain  qualifications,  even 

though  the  country's  15,000.000  Ne- 
groes have  a  combined  annual  income 

estimated  to  be  over  $15,000,000,000. 

The  Negro  is  still  not  on  an  entirely 

equal  basis  with  U.S.  whites.    He  may 

be  welcomed  at  a  Cadillac  showroom 

in  New  York  or  New  Orleans  but  he  is 

not  particularly  welcome  at  many  of 

America's  leading  resorts  and  most  fa- 
mous  retsaurants. 

Because  of  continuing  of  racial  seg- 

regation, the  Negro's  1953  buying  hab- 
its in  the  U.S.  are  not  identical  with 

those  of  the  country's   whites. 
Negroes,  for  instance,  still  buy  larg- 

er-than-average  amounts  of  drug  prod- 

ucts and  patent  medicines,  since  the 
medical  services  and  facilities  available 

to  whites  are  not  always  available  to 

Negroes.  Negroes  still  extend  a  lower- 
than-average  patronage  to  many  res- 

taurants, night  clubs,  theatres,  hotels, 
and  vacation  spots  and  generally  spend 
less    for    out-of-home   recreation    than 

8  key  facts  to  remember  about  the  U.S.  Negro  market 

I        1.  NEGRO  POPULATION  OF  U.  S.    15,000,000*         | 
2.  LONG-TERM  TREND  IN  U.S.  POPULATION: 

NEGRO  (SINCE  1940)    UP  15.8% 
WHITE  (SINCE  1940)    UP  14.4% 

3.  TOTAL  U.  S.  NEGRO  INCOME,  ESTIMATED   $15  billion* 
4.  TREND  IN  U.  S.  NEGRO-VS.-WHITE  MEDIAN  IN30MES: 

NEGRO  (SINCE  1940)     UP  192% 
WHITE  (SINCE  1940)     UP  146% 

5.  U.  S.  NEGROES  WHO  LIVE  IN  URBAN  AREAS   60% 

6.  TREND  IN  U,  S.  URBAN  HOME  OWNERSHIP: 

NEGRO  (SINCE  1940)     UP  129% 
WHITE  (SINCE  1940)        UP    84% 

7.  EMPLOYMENT  OF  U.  S.  NEGRO  LABOR  FORCE  (OVER  14)   91.5% 
8.  OWNERSHIP  OF  RADIO  RECEIVERS: 

U.  S,  AVERAGE  (1  JAN.  '53)   98% 
NEGRO  AVERAGE  (1  JUNE  '53)   90% 
SOURCES:  U.  S.  Bureau  of  the  Census;  Joint  P=dio  Network  Committee;  SPONSOR  survey  of  Negro-appeal  stations         *Or  over 

i  ■[!iimiiiiii;iiiiiiiiiiiiiiiiii!i:!niniiiiiiiiiiiiiiiiiiii]i   iiiiiiiiiiiiiiiiiiiin!iiiiiiiiiiiiiiiiiiiiiiiiliiillilliiiiiiiiiiiimiiiiiiiit)i;t^.Niiiiiiiiiuiiii:iiiiiiiiiiiiiiii[iiiiiii   iiniiimiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiniiiiii'tim!   miimiiimniraiiiimiiiiiiiiiitimiiitiiiitiiiiiiiiiiiiiitiiniiir  i 
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where)  whee,  smcl  why 

whites,  since  ihr\  can'l  always  be  Bure 
tlics  won't  be  embarrassed. 

Having  lower  median  incomes  to 

start  with  ($1,569  foi  Negroes  va. 

$3,135  for  whites,  according  to  the 

i  -  Census  I,  the}  usually  live  in  low- 
er-rent sections  than  whites,  even 

though  Negroes  today  nun  nearly  a 
third  oi  the  homes  in  which  the)  live. 

What  does  all  this  mean  to  the  aver- 

age radio  advertiser?  One  good  an- 

Bwer  was  given  b)  D.  Courtenay  Jami- 
son, advertising  advisor  to  Vtlantas 

Negro-staffed  WERD,  who  said: 

■"The  fact  is  that  sine  Negroes  pay 
less  For  rent  and  recreation  Mho  large 

items  in  the  white  family's  budget) 
they  pay  more  and  bu)  more  of  the 

things  that  are  nationally  advertised. 

They  insist  upon  quality,  and  will  not 

stop  at  anv  sacrifice  of  price  to  get  it." 
But  this  is  only  part  of  the  answer. 

Modern  psychology    provides  the  rest. 

The  U.S.  Negro,  main  top  psycholo- 
gists and  social  researchers  feel,  suf- 

fers from  an  "insecurity  neurosis."  As 
far  as  manufacturers  of  nationally  ad- 

vertised products  are  concerned,  this 

"insecuritj  neurosis  means  two 
thin§  - 

1.  \  Negro  will  often  buy  the  very 

best  of  those  things  he  inn  bin  read- 
ily in  order  to  prove  if  only  to  other 

Negroes  or  even  to  himself — that  he  is 

just  as  good  as  anybody  else.  A  well- 
known  marketing  consultant,  himself  a 

Negro,  told  sponsor:  "Until  prejudice 
disappears  in  this  country.  Negroes 

will  always  feel  in  competition  with 

whites.  That's  why  a  Negro  may  drive 
a  Ford  now  hut  hopes  some  day  to  be 

able  to  drive  a  Lincoln  or  a  Cadillac." 
2.  Being  denied  the  same  general 

entertainment  opportunities  as  I  ,S. 

whites — particularly  in  the  South  and 
Southwest — Negro  families  are  likely 
to  spend  more  than  the  white  average 

{Please  turn  to  page  86 

Negro  housewives  buy  premium-price  food 
and  household  items  as  photo  taken  in  New 

York's  Harlem  area  shows  (right).  Develop- 
ment of  super  markets  in  Negro  communities 

heightens  importance  of  airselling.  (Picture 
courtesy     station     WWRL.     New     York     City) 

24  AUGUST  1953 

67 



^  -  -Ml 

Public  service:  New  Orleans  mayor  praises  Mort  Silverman  of  WMRY  (top  left)  for  job 

done  by  ouiler  in  helping  United  Negro  College  Fund.  In  Miami,  WMBM's  Junior  Jamboree 
(bottom  left)    packed  in  the  small  fry.      In   New  York,  WLIB  explored   Harlem   housing   problems 

Guest  stars  are  frequently  heard  on  local  Negro-appeal  shows.  Martha  Raye  (top  left)  ap- 

peared on  WFEC,  Miami  benefit  show  for  local  P.T.A.;  ex-champ  Joe  Louis  traded  quips  on 
WBOK,    New    Orleans;    bandleader    Lionel    Hampton    presented    latest    recording    to    WWCA 

2.  Mm  rail 
Research  shows  Negro-fe 

**  Why  Negro  radio?" 

The  advertiser's  best  answer  to  this 
basic  question  comes  from  a  simple 

fact:  Negroes  like  Negro-appeal  radio. 
They  like  it  and  they  listen.  As 

WDIA,  soon  to  celebrate  its  fif'h  anni- 
versary as  one  of  the  country's  top  Ne- 

gro radio  outlets,  told  SPONSOR: 
"Some  months  ago  a  special  C.  E. 

Hooper  survey  showed  that  an  average 
of  69.6%  of  Memphis  Negro  homes 
had  their  radios  tuned  to  WDIA  at  any 

one  time  of  the  day.  That's  almost 
seven  out  of  10  Negro  homes  in  a  ma- 

jor market  where  there  are  over  562,- 

212  Negroes." Such  high  share-of-audience  figures 
as  these  are  not  uncommon  in  other 

markets  where  Negro-appeal  outlets 
have  done  a  good  job  of  integrating 

themselves  with  the  life  of  a  citv's  Ne- 
gro community.  But  such  audience  fig- 

ures provide  only  part  of  the  answer 
to  the  question. 

Another  reason  for  the  success  of  the 

200-odd  U.  S.  radio  stations  now  beam- 

ing all  or  part  of  their  schedules  at 

Negro  listeners  is  found  in  the  com- 
ments of  Nesro  marketing  specialists. 

Says  Joe  Wootton,  a  Negro  himself 
and  station  rep  for  some  two  dozen 

Negro-appeal  outlets: 
"Certainlv  Negroes  listen  to  Arthur 

Godfrey  and  watch  /  Love  Lucy.  But 

seldom  can  a  Negro — particularly  one 
who  is  getting  more  and  more  proud 

of  his  racial  heritage  as  his  status  im- 

proves— find  anything  in  the  ordinary 

air  show  sponsored  by  a  national  ad- 
vertiser with  which  he  can  identify 

himself. 

"He  listens  to  ordinary  radio  news- 
casts, too,  but  rarely  finds  that  they 

answer  the  question,  'How  will  this 

news  affect  me  as  a  Negro?'  And  so 
on  and  on. 

"Negro-appeal  radio  therefore  is  the 
radio  in  the  increasingly  race-con- 

scious, race-proud  world  of  millions  of 

colored  Americans." 
Another  Negro  market  researcher, 

Dr.  George  E.  Havnes,  president  of 

New  York's  Four-Fojd  Associates,  con- 

i      ,    -i 



ptiine  of  riiiiiiniiiiily  life 
""•"ins  roach  as   many  as   70%    «>*    !\Vf»'ro  homes  in  a  market  during  «la> .  ni-hi 

sultant  specialists  in  the  Negro  market, 
Carries  this  thesis  further.    Said  he: 

'"The  Negro  consumer  market  i-  aol 
limited  to  large  urban  centers  or  an) 

segregated  area  or  even  to  -mall  Negro 
communities  and  individual  families. 

No  matter  where  the)  live,  the  social 

life,  organizational  connections,  feel- 
ings, and  attitude-  of  Negroes  are  tied 

into  Negro  life  and  the  Negro  conimu- 
nit\  as  a  whole. 

"Negroes  with  feu  exceptions  be- 
long to  churches,  lodges,  fraternities, 

sororities,  social,  and  welfare  groups 
made  up  of  Negro  members.  News  and 
features  of  special  interest  to  Negroes 
are  often  omitted  or  not  slanted  to 

them  in  the  general  press.  Therefore, 

Negroes  turn  regularly  to  Negro-edited 
newspapers  and  magazines. 

"This  is  true  of  radio  and  TV  as 
well.  Negroes  enjoy  many  general  pro- 

grams.   But  they  give  special  attention 

jus)  as  the)  ̂i\<-  t"  the  Negro  press 
to  programs  and  sports  events  thai 

embrace  Negro  life  and  which  feature 

•  .nii-i-  and  athletes.*1 
I  spei  iall)  in  the  southern  I  ,  S. 

where  the  Negro  pen  entage  of  a  <  it\- 
population  almost  invariabl)  runs 
higher  than  in  the  North,  Negro-appeal 
ra    i-  often  th<'  keystone  of  commu- 

nity life.  A-  Julc-  Paglin,  president  <>f 
[lie  (>K  Group  I  \\  BOK,  New  Orleans; 
\\  \(>K.  Baton  Rouge;  K  \<>k.  Lake 
Charles)  which  beams  programs  at 
some  1,000,000  Gulf  Coast  Negroes, 

puts  it: "I  hi-  vast  Negro  population  with 
high  purchasing  power  i^  a  potential 
gold  mine  for  advertisers  who  will  Beek 
it  out  and  contact  it  through  radio. 

Negro  radio  listeners  are  loyal  listen- 
ers. In  the  South,  the)  read  few  news- 

papers, magazines,  or  hooks  as  com- 
pared  with   the  time   they   spend   with 

In  tin-  Ncu  Orleans  area,  for 

instance,  Negroes  read  fewer  hooks 
from  the  public  tibrar)  l>\  50^5  than 
an)  other  <  it\  of  the  same  size. 

"Negroes  get  1 1  n  i  r  information, 
theii  entertainment  and  their  educa- 

tional gains  from  radio  and  ever)  -ur- 
\e\   has  shown  this.    Ra  io  is  the  one 

medium   the)    all  can   hear  and   under- stand and  enj< 

Radio  research 

Mow  well  are  Negro-appeal  -tationa 

attracting  and  holding  Negro  audi- ences? 

An  over-all  answer  was  furnished  to 

SPONSOR  h>  Clayton  J.  Cosse  of  At- 
lanta's Dora-Clayton  station  rep  firm, 

specialists  in  Negro  radio: 
"Sets-in-use  by  Negro  listeners  has 

shown  consistent  strength.  Ratings 
have  increased  due  to  the  fad  that 

I  Please  turn  to  page  72  i 

Local  stars  seen  below  have  loyal  Negro  followings.  Top  row:  King 

Porter.  WBCO:  Chuck  Richards,  WITH;  "Rockin"  Lucky."  KSAN. 

Bottom    row:    Clarence    Welch    plays    spirituals    on    KALI;    white    d.j.'s 

Hunter  Hancock  and  "Jumpin'  George  Oxford"  are  heard  on  KGFJ 

and  KWBR.  Negro-appeal  d.j.'s  and  gospel  music  are  the  backbone 
of     Negro     programing     on     some     200-odd      United     States     station* 
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ZIV's  NEW  SHOW  IS 
TV  DYNAMITE ! 

t *0 
f. 

STARRING     HOLLYWOOD'S     BRILLIANT     ACTOR 

RICHARD 

i 
IN   THE  TRUE-LIFE  STORY  OF  A  PATRIOTIC  YOUNG  AMERICAN  WHO  LED  3  LIVES  IN  THE  SERVICE  OF  OUR  COUNTRY! 

1.  CITIZEN!    2.  COMMUNIST!    3.  COUNTERSPY    FOR    THE    FBI! 

I  LED  3  LIVES' TENSE  because  it's  FACTUAL!    GRIPPING  because  it's  REAL!   FRIGHTENING  because  it's  TRUE! 

EACH    HALF-HOUR    A    TRUE-LIFE    ADVENTURE! 



OF  A 
COUNTERSPY 

# 

^P^
 

AY 

i$w» 

Not  just  a  script  writer's  fantasy — but  the  authentic  story  of  the 

Commies'  attempt  to  overthrow  our  government!  You'll  thrill  to 

the  actual  on-the-scene  photography  ...  the  factual  from-the- 
records  dialogue. 

Taken  from  the  secret  files  of  a  counterspy  for  the  FBI.  Authen- 

tic sets  and  scripts  personally  supervised  by  Herbert  Philbrick, 

the  man  who,  for  9  agonizing  years  lived  in  constant  danger 

~ommunist  who  reported  dairy  to  the  FBI! 

ZIV  TELEVISION  PROGRAMS,  INC. 
1529  MADISON  ROAD.  CJNONNATI.  OHK> 
NEW  YOtK  MOUYWOOO 



STATIONS    HAVE    DEVELOPED    OTHER-THAN-D.J.    PROGRAMS:    WOV'S    "BELLES    OF    N.Y."    AMATEUR    HOUR;    WDIA'S    SPORTSCASTS 

most  Negro-programed  stations  are 
daytime  operations.  Since  more  disk 

jockeys  are  programing  to  the  Negro, 
naturally  the  mail  pull  has  shown  an 
increase.  Even  in  television  markets, 

radio  sets-in-use  has  not  declined  be- 

cause of  more  purchasing  of  radios  by 

Negroes." In  individual  markets,  research 

shows  that  Negro-appeal  stations  are 

attracting  ever-growing  numbers  of  the 

nation's  15,000,000  Negroes.  Here's  a 
quick  coast-to-coast  round-up  of  the 
latest  audience  research  figures: 

New  York:  Station  WWRL,  a  multi- 
language  independent  with  a  sizable 

Negro-appeal  program  schedule,  told 
sponsor: 

"The  Negro  population  in  New 
York  has  increased  to  the  point  where 

there  are  more  Negroes  in  New  York 

than  the  entire  population  of  Cleve- 
land, St.  Louis,  Boston,  San  Francisco, 

or  Houston.  According  to  the  1950 

Census,  there  are  1,014,371  Negroes  in 
New  York.  Later  estimates  are  even 

higher. 

"On  the  basis  of  the  latest  Pulse 
Report  on  Negro  Listening  Habits  in 

New  York  sets-in-use  in  Negro  homes 

averages  about  30% — much  higher 
than  the  over-all  New  York  average 
which  is  only  22%.  The  Pulse  survey 
also  showed  that  programs  like  Morn- 

ing Spirituals  with  'Doc'  Wheeler  had 
a  higher  Negro  listening  audience  than 

72 

such  top  network  shows  as  Don  Mc- 

Neil's Breakfast  Club,  My  True  Story, 

Martha  Deane,  When  a  Girl  Marries." 

Philadelphia:  "In  June  1951,"  stated 
WDAS,  "Pulse  took  a  special  survey 
for  us  on  Negro  listening  habits  during 

our  original  Negro  program,  Randy 

Dixon  s  Ebony  Express.  The  results  of 

this  survey  indicated  that  this  segment 

had  43.7%  of  all  Negroes — and  there 
are  over  450,000  Negroes  in  Philadel- 

phia— listening  in.  Dixon  had  almost 
as  many  listeners  in  the  Negro  areas  as 
all  other  stations  combined. 

"We  are  still  able  to  claim  validity 
for  these  figures  after  two  years.    The 

regular  eight  -  county  Philadelphia 
Pulse  indicates  that  Dixon  has  held  or 

increased  his  audience  since  1951." 
Charlotte,  N.  C. :  WGIV,  which  de- 

votes about  a  third  of  its  program 

schedule  to  Negro  programing,  told 

SPONSOR  that  "when  Genial  Gene  and 

Chatty  Hatty,  WGIV's  two  top-flight 
personalities,  hit  the  air  Pulse  says  the 

Negro  audience  flocks  in  by  the  thou- 
sands. They  start  tuning  in  on  the 

average  15  minutes  before  show  time 

and  stay  for  15  minutes  or  more  after- 

ward. Now  get  this,  because  it's  im- 
portant: 52%  of  the  white  audience 

stays  all  the  way  through  these  Negro 

IN-PERSON    VISITS:    WBOK    D.J.'S    AT    DRUG    STORE;    WJLD    SINGERS    AT    CLOTHIER 



ma 

^RADIOBROADCAST 
MAN  ON  THE  STREET 

LOUISVILLE'S    WLOU    CONDUCTS    INTERVIEWS.     HOWEVER,    D.J.'S    LIKE    KAOK'S    "eUB3ER"    LUTCHER,    ARE    BASIC    SHOW    TYPE 

segments."  Cost-per-1,000  homes  on 
both  shows  ranges  from  43£  to  67£. 

Incidentally,  Genial  Gene  last  month 

was  voted  "Man  of  The  Year"  1>\  the 
local  Negro  newspaper,  Charlotte  Post. 

Louisville,  Ky.\  In  a  recent  checkup 
of  its  own.  WLOl  learned  the  follow- 

ing on  Louisville  Negro  listening: 

a.  Some  97. .VI  of  Negro  homes  in 

WLOU'a  area  (Negro  population: 
160,000)  have  one  or  more  radios  in 

the  home.  Average  per  home:  2.15 
radios.  In  addition,  some  25.8%  have 

portable  radios. 

b.  Of  Louisville's  Negro  families, 
some  77.6'  <   owned  cars  or  trucks  that 

.hi-  equipped  with   radios, 

c.    I  Sorts  io  build  l<>\al  Negro  Ii-- 
tening  in  a  larue  ana  were  effective. 

Said  the  station:  "Our  Negro  person- 
alities have  made  personal  appeal 

— arranged  because  of  popular  demand 

—in  areas  .">()  miles  away  from  Louis- 

ville itself." St.  Louis:  In  a  city  where  nearly  one 

person  out  of  five  is  a  Negro  (total 

Negro  population:  250,000),  station 
K  \  I  \\  onlrred  a  radio  survey  con- 

ducted 1>\  Western  I  oion.  The  Bets- 

in-use  figure  among  Negro  homes  was 

found  to  be  26.6' ,  . 
The  station  commented  as  follow-: 

"llii-  i-  indicative  of  the  Fad  that 

Negroes  'Io  depend  on  their  radios  for 

day-in  and  day-out  multi-houred  enter- 
tainment. We  found  that  our  Sjiider 

Burks  and  The  lG'  (George  Logan) 
took  some  two-third-  <>f  all  votes 

anion"  Negroes  where  any  preference 

was  indicated.  Cost-per-1,000  for  this 

enthusiastic  audience?  U)out  loc? 
based   on   national   rate-. 

Los    Ingeles:    According   to  KALI: 

'"I  In-  Negro  popula  ion   in  Los    \n- 
geles  Counts  is  approximate!)  350,000 

and    some    1.0(10    Negro    families    mo\e 

to  the   I  os    \n-eles  area  erch  month. 

{Please  turn  to  page  7.".  i 

MORE   VISITS:    KPRS'    ED    PATE   AT   GROCERY:    WOPAS    FITZHUGH    AT   CURBSIDE.     WMFS    SWITCH:    A    "GUEST    D.J."    PROMOTION 

r l^M'KIE  FITZHUGH 
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Negro-appeal  stations  can  move  a  wide  variety  of  brand-name  prod- 
ucts, as  WWRL,  N.  Y.  photo  (top  left)  attests.  Part  of  air  success 

of    Mogen    David    Wine    has    come    from    its    use    of    air    advertising 

beamed  to  Negroes,  as  on  WMRY,  New  Orleans  (lower  left). 

Other  products  using  Negro-appeal  stations  vary  from  Ideal  Dog 
Food    (on    WDIA)    to    Pet    Milk    (on    WSOK)    pictured    at    the    right 

I  Mm  radio  results 
Listener  loyalty  means  big  results  for  long  list  of  advertisers 

it  egro  radio  can  sell  almost  any- 
thing you  can  name. 

The  list  ranges  from  Cadillacs  to 

fried  shrimp,  from  houses  to  soap.  The 

Negro  trusts  his  station,  is  loyal  to  its 
disk  jockeys  and  homemakers,  will  buy 
with  faith  when  the  commercial  mes- 

sage comes  from  someone  he  can  iden- 
tify himself  with. 

Sales  result  stories  culled  by  SPON- 
SOR from  a  mass  of  material  on  Negro 

radio  are  presented  in  brief  form  be- 
low. Not  all  of  them  are  specific  in 

terms  of  dollars  and  cents,  for  obvious 

reasons,  but  the  list  illustrates  the  va- 

riety of  products  the  Negro  buys 

through  Negro   radio's  selling   power. 

Appliances,  IV  If  OK,  Mow  Orleans: 
The  Wilken  For  Furniture  store  told 

the  station  that  "it  was  no  mere  coinci- 
dence that  we  started  selling  washing 

machines  within  an  hour  after  our  first 

spot  announcement  on  WBOK  ...  in 
our  initial  advertising  campaign  with 

your  station.  ...  It  will  interest  you  to 
know  that  a  number  of  sales  of  gas 

ranges,  television  sets  and  some  furni- 
ture, in  addition  to  approximately  25 

washers,  can  be  directly  traced  to  these 

spot  announcements  (during  the  first 

month   of  the  campaign)." 
Shoes,     WRAP,     Norfolk:     Marks 

Shoes,  a  local  retailer,  used  a  small 
schedule  of  announcements  for  a 

month,  sold  more  than  3,500  pairs  of 

advertised  shoes.  Compared  with  the 

corresponding  month  the  year  before, 
when  the  store  used  no  advertising  by 

WRAP,  sales  were  21%  higher.  Beef: 

Advertising  a  cut  of  economy  beef, 

Big  Chief  Super  Market  bought  two 

announcements  daily  for  six  days.  Dur- 

ing those  six  days  1,600  pounds  were 
sold  by  Big  Chief  Super  Market. 

Beer,    WMBM,   Miami   Beach:   On 

a  Friday  morning  this  past  May,  Jock- 

ey Jack,  program  director  and  featured 
air  personality  of  the  station,  made 
one  announcement  to  the  effect  that 
the  first  motorist  to  arrive  at  the 

WMBM  studios  with  the  correct  an- 

swer to  a  question  would  be  awarded 
a  case  of  Ballantine  Beer.  To  quote 
the  Miami  Whip.  Negro  weekly: 

"\\  ithin  15  minutes  the  roads  were 
blocked  with  cars  for  hundreds  of  feet, 

causing  a  spillage  of  traffic  into  Mac- 
Arthur  Causeway,  main  artery  to  Mi- 

ami Beach."  The  traffic  jam  on  the 
causeway  attracted  police  who  arrested 

the  disk  jockey  as  well  as  the  station 

manager,  Jim  Vaughn,  for  creating  a 
tiaffic  disturbance  in  the  area. 
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House*.    11  E  IS,    OvcatHr-  Xtlutitu: 

'I In-  Paradise  Park  Development  Co. 
sponsored  the  Echoes  oj  Zion  program 

on  Sundays,  L2:15-12:30  p.m.  \l><>ut 
a  month  and  a  hali  alter  it  started  ad- 

vertising, the  firm  wrote  the  station: 

"The  results  obtained  from  thr-  medi- 

um of  advertising  have  been  astound- 
ing. A  few  minutes  alter  the  program 

starts  the  phone  starts  ringing  and  we 
have  had  <  all-  as  late  as  7:30  p.m. 

'in  the  past  we  have  used  ever}  me- 
dium known  in  advertising,  including 

direct  mail,  which  we  had  considered 

the  ver\  besl  n.n  to  reach  the  indi- 

vidual. Our  experience  with  your  fa- 
cilities is  thai  we  have  obtained  as 

good  if  not  better  results  at  a  far  less 
cost  in  outla\  than  am  source  of  ad- 

vertising has  ever  produced  for  us." 
Appliances,    IV.SOK,   Mashvillv:    \ 

local  retailer  of  a  major  national  ap- 
pliance and  auto  accessor}  chain  spent 

$729.75  on  WSOK  during  January 
1953.    More  than  $15,000  in  TV  set 

sales  and  a  substantial  gain  in  other 

appliance  sales  were  credited  to  the 

station.  Toiletries:  White's  Specific 
Toilet  Co.  increased  sale-  65'  i  over 

die  corresponding  month  the  year  be- 
fore during  the  first  month  it  adver- 

tised OB  W  S(  >k.  1  he  -e.  ond  month, 
sales  were  up  60095  ■ 

I  lour,  titiftf..  Vote  Yorhi  Using 

onl)  WW  l!l  and  no  other  medium, 

Quakei  Oats'  tant  Jemima  Self-Rising 
i  bread  I  I  lour,  increased  it-  1952  sales 

IV  ,  over  1951 ,  1  he  client  uses  par- 

ticipations in  two  disk  jocke]  -hows — 
Dr.  Jive  and  Doc  8  heeler.  Commer- 

cials are  done  in  the  d.j.'s  own  word- 
from  fact  sheets  furnished  bj  the  cli- 

ent.  'I  be  produ  t  is  now  going  into  it- 
sixth  year  on  WWRL.  Since  it  has 
been  advertised  on  the  station,  the 

product  has  risen  from  third  to  first 

place  in  bread  floui  -ale-  among  Ne- 
groes in  the  New  \  ork  area. 

Bolting  Powder,  \\  )llt\.  rVete  Or- 
Ioosm:  Calumet  Baking  Powder  Bpon- 

sors  segments  of  the  Laura  Lane  home- 
maker  show.  The  General  Fond-  dis- 

trict manager  told  the  station:  "Indi- 
cations are  that  the  station  has  been 

effective  in  reaching  the  Negro  mar- 
ket. We  picked  up  main  reinstatements 

iii  -tore-  catering  to  the  Negro  trade. 
The  store  owners  were  acquainted  with 

the  Laura  Lane  promotion  and  com- 
mented favorably  on  Station  WMrW  . 

On  top  of  these  factors,  the  New  Or- 
leans territon  -bowed  the  best  increase 

in  the  di-ti icl  foi  the  12-month  period 

ended  30  June  1953." I  uvniturv.        WBCO,        BOMOMOT, 

\ia.:  The  W  illoughb .  Fui  niture  '  o. 

of  Fairfield,  Via.,  said  thi-  in  a  letter 
to  the  -tat ion :  "During  a  two-daj  pe- 

riod recentlj  we  sold  ovei  11,700  worth 
i,i  furniture  whi<  h  we  attribute  diro  I 

\\  to  advertising  on  your  station.  \ 

very,  ver)  large  portion  of  our  total 
sales  volume  consistentl)  comes  from 

WBCO  advertising."  The  two-daj  pe- 
riod on  W  in  ',( )  <  osl  I  ew  i-  Willoughby, 

who  runs  the  furniture  store,  a  total 
i,f  - 1 1)  in  advertising. 

Fried  shrimp,  \\  lion.  Homettemd, 

f'«.:    "Hot    Sauce    William-."    with    a 
half-ton  shipment  of  shrimp  on  hand. 

bought  -i\  announcement-  on  the   HOT) 

Dee  Show.  Mi-  Dee  told  WHOD'a 

listeners  that  "Hoi  Sauce''  had  just 
received  a  shipment  ol  "those  big,  fat 

shrini])  from  Boston  and  he's  cooked 
up  an  extra  special  sauce  to  go  with 

them."'  The  shrimp  were  gone  in  three 

days.  Cost:  $10  per  announcement  or 

64  per  pound  of  shrimp  -old.  No  other 
means  of  advertising  were  used. 

I'ishlna  equipment.  HftIV,  Char- 

lotte, IV.  C:  Thome's  Variety  Store 

[Please  turn  to  j>agc  (x >  I 

Quartet  of  Negro  cuties  promotes  Carnation  Milk  campaign  on 

four  outlets  with  large  Negro  radio  listening  (top  left).  De- 

troit    Negroes     ask     the     man     for     Ballantine     when     it's     airsold     on 

WJLB  (lower  left).  Same  firm  uses  Negro-appeal  Hal  Jackson 
show  on  WABC.  New  York,  while  Ward  Baking  Co.  uses  a  long  list 

of     Negro-appeal     stations     which     includes     WAAA     (below     right) 
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4.  Tips  on  how  io  get  most  out 
IV w  can  airsell  a  product  to  Negroes  faster  than  a  good  Negro  entertainer,  a  pi 

Jf<\>i  some  time  a  leading  manufac- 

ture! oJ  household  soap  had  been  air- 

ing ;im  announcement  schedule  on  a 

large  Negro-appeal  station  in  the  Mid- 
Soiilh.  Then  lie  decided  to  add  a  pre- 

mium offer  to  his  commercials. 

The  premium:  a  bottle  of  a  low- 

priced   brand  of  perfume. 

The  soap  companj  had  used  the 

same  premium   in   middle  and  low-in- 
c<   ■    white   areas   with   great   success 
and  fell  there  was  no  reason  why  it 

shouldn't  work  among  Negro  audi- 
ences  in  the  same  general  income 
bracket. 

The  campaign  started — and  proceed- 
ed to  lay  an  egg,.  The  sponsor  was 

amazed.  What  had  gone  wrong,  he 
wanted  to  know.  A  man  was  sent  from 

the  sponsor's  regional  office  to  make  a 
surve)  in  the  area.  The  interviewer 
found  his  answer  after  ringing  only  a 
few    doorbells. 

"Certainly  I  heard  your  offer,"  a 
pretlv  young  Negro  housewife  snapped, 

"and  if  it  had  been  something  I  could 
reallv  use  in  my  kitchen  I  might  have 
sent  for  it.  But  when  I  buv  perfume 

I  buv   Chanel  Number  Five." 
Stories  like  this  one,  told  to  spon- 

sor by  the  manager  of  the  Negro-ap- 
peal station,  are  all  too  numerous. 

Take  the  case  of  one  of  the  top 

bakery  firms  in  the  country  which  de- 
cided to  air  a  series  of  transcribed  an- 

oouncements  on  a  Negro-appeal  outlet 
in  one  of  the  largest  cities  on  the  Gulf 
Coast.  As  an  executive  of  the  station 

lecalls  it,  "One  of  the  announcements 
was  to  be  a  transcribed  jingle  which 

wenl  'Mammy's  little  baby  likes  Tip 

Top.  Tip  Top'  to  the  tune  of  Shortnin 
Bread.  Can  vou  think  of  a  better  way 
to  alienate  the  Negro  listener  who  is 

on  the  lookout  for  so-called  'Uncle 

Tom-ing'  anywav?" 
Or  the  Nashville  advertiser  who  had 

hi-  agenc)  cop)  writer  concoct  a  series 
of  annoum  ements.  against  the  advice 
of  a  local  station,  which  featured  the 

agencyman's  conception  of  jive  talk. 

'I  he  sponsor  fell  he  was  •"talking  the 
Negro's  language" — but  he  couldn't 
have  been  more  wrong,  as  irate  ohone 
calls   from   Listeners  later  showed. 
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.Mistakes  like  these  are  common  in 

use  of  Negro  radio.  Most  admen  still 
have  to  rely  on  a  mixture  of  facts  and 

guesswork  when  they  design  campaigns 

for  Negro  ears,  sponsor  took  this  into 

consideration  in  surveying  a  cross-sec- 

tion of  the  country's  outstanding  Ne- 
gro-appeal stations.  It's  hoped  that 

this  quartet  of  tips  based  on  replies 
from  stations  will  prove  valuable  to 

those  agencies  and  advertisers  who  are 

comparatively  new  to  Negro-appeal  ra- 
dio advertising,  and  a  good  refresher 

course  to  those  who  are  old  hands. 

I.  Don't  try  to  sell  stereotyped 
or  second-rate  products  on  the 
air  to  JSegroes. 

"Negroes  buy  Ivory  soap  and  Camel 
cigarettes  and  many  other  top  products 

in  abundance  when  they  hear  these 

products  advertised  through  Negro  ra- 

dio. Therefore,  don't  try  to  sell  some- 
thing you  would  not  sell  to  a   group 

that  is  non-Negro,"  is  how  Jim 

Vaughn,  manager  of  Miami's  WMBM, 
one  of  three  Negro-appeal  stations 

(others:  Louisville's  WLOL  and  Cin- 
cinnati's WCI\  i  owned  by  R.  W. 

Rounsaville  of  Atlanta. 

I  For  further  details  on  Negro  brand 

preferences,  see  Negro  market  story  on 

page  G(>.  i 

Most  Negro-appeal  stations  w  ill  warn 
an  advertiser  against  appealing  to  the 

bargain-hunting  insinct.  Tvpical  com- 

ment, from  Norfolk's  WRAP:  "Pres- 
sure selling  gets  quick  results.  But 

quality  selling  gets  lasting  results." 
However,  some  stations  go  even  fur- 

ther. New  York's  multi-language 
\\  LIB.  which  has  won  the  respect  of 

the  million-plus  New  York  Negro  com- 
munity with  a  well  balanced  program 

schedule,  told  sponsor:  "WLIB  has  re- 
jected many  advertisers.  For  instance, 

one  client  wanted  to  advertise  a  cream 

that  would  lighten  a  person's  skin. 
Such  advertising  would  ruin  a  station. 

WHEN    NEGRO   AIR   STARS  TURN   ON    SELLING   CHARM    IN    OWN    STYLE,    RESULTS  h 
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15 i'o  radio Ml  OH  survey  shows 

i r i < ]  goes  along  ̂ iili  tli<-  premise  thai 

nt\y  attempt  to  'plaj  down1  to  the  Ne- 
gro market  can  onlj   lead  t<>  failure. 

2.  C'oimii<>r<'i(if.v  (liiiifif  at  V«*- 

f/ro  Ii.sliMKT.s-  pfrfHCC  *#§<•  f»«".\l 

ri'.suil.v  i:-fii*ii  </•«'•/  nrc  pel fll'Wtfd 

hi;  >«'f/ro  «rf:.vf*  «n«f  «f »»»•«•  in  l/i<» 

nrrisl'v  mm   sti/le. 

'Iliis  should  be  obvious  to  an}  spon- 
sor who  has  had  experience  in  airsetl- 

ing  his  product  on  women  Vappeal  par- 
ticipation shows  of  the  \Sarj  Margaret 

McBride  type  <>r  who  has  used  network 

shows  built  around  a  strong  person- 
ality. 

Nevertheless,  the  stations  replying  to 

sponsor's  survey  of  Negro-appeal  air 
outlets  stressed  the  above  tip  strongly 
almost  without  exception. 

Here  are  just  a  few  of  the  comments 

of  stations  and  organizations   familiar 

with    the    procedure    (and    problems) 
of  beaming  shows  to  Negro  audiences: 

(Please  turn  to  page  93) 

i  iifhi  waiis  t»  Improve  IVearo  air  cumpulgn§ 

l. 

3. 

5. 

ro-appeal  radio  t>>   tell  a   tecond-rate  prod 
which    is   Uer eo typed   ns    u   "colored?    product.     Segroes    today 
good  wages,  prefer  t"  /<»>  premium  priced  and  top-quality  merchandise 

Don't  try   i"  use  high-pressure  telling  methods  in    Vegro  radio.    The 
resents  it,  mil  thoto  his  dislike  at  the  cash   i< 

Said  Norfolk's   WRAP',  "Quality    telling  always  gets  lasting  results" 

!  ■  m  es    ni    leading    Segro-appeal    ttatiom    and    top    advertisers 
slmu    that,  with  iiu   exceptions,  commercials  aimed  at  Negro  dialers 
produce  the  best  results   when   tiny  are  done  live  //»    Vegro  artists 

Attempts   /<»    advertisers   to  produce  <i   synthetu    "Negro    tpeeciV   in 
copy    usually    don't   work    <<ui     if  ̂ i>K   recommends   that   the 

in/nil  be   furnished  in' i  sheets,  be  allowed  t<>  work   "in  nun    ttyle" 

Don't    expect    short-term    miracles    from     Vegro    radio.     Camp 
inusi  be  consistent,   just  <i\  they    are  m   "regular''  radio  to   get  the 
inji  results.   U  II AT  sa\s:  "Results  often  proportionate  to  expenditures" 

6]ue  programs,  and  music  slums  composed  of  race  records  are  not  the 
only  way  t<>  sell  the  Negro  <nr  audience.  True,  they  attract  a  big 
audient  <•.    Hut  gospel  programs,  homemakers  reach  more  Negro  women 

7. 
Although  quality  oj  available  radio  research  in  Negro  market  is 
improving,  there  are  still  many  gaps.  A  good  picture  of  local  \  egro 

radio  can   often   be  obtained  quickly  from   sponsor's  own  distributors 

8  Don't   be  afraid  to  seek  the  adviee  of  Negro   stations,  either.    In   nor- mal   radio   practice,    agencies    and    clients    usually    know    more    about 

successful    airselting    than    do    stations.     Here,    it's    just    the    reverse 

-VHOD'S  MARY  DEE  SOLD  SHRIMP;  A  THEATRE  WAS  PACKED   BY  WGIVS  "GENIAL  GENE";  WMBMS  "JOCKEY  JACK"  MADE  HEADLINES 

I 

  e   

FREE  BEER  OFFER 
LANDS  JOCKEY  IN  JAIL 
iniqifttifnu 

UR1 
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NEGRO  RADIO 

{Continued  from  page  ~'i>  I 

Negro  sales  are  estimated  to  be  at  §20 
million.  The  average  Negro  family 
here  has  at  least  one  radio  in  the  home, 

and  72%  have  car  radios. 

Oakland,  Cat.:  KWBR  conducted  a 

survey  among  the  150,000  Negroes 
who  live  in  the  San  Francisco  Bay 
Area.  The  station,  which  beams  some 

25%  of  its  programs  at  Negroes,  con- 
cluded as  follows: 

"Radio  is  the  only  advertising  me- 

dium that  penetrates  this  vast  audience 

in  widely  separated  areas.  A  personal 

survey  showed  that  96%  of  the  inter- 
viewees are  acquainted  with  our  Sepia 

Serenade  programs.  Some  03%  prefer 

to  listen  in  the  morning,  91%  in  the 

afternoon,  48%  in  the  evening,  and 

65%  on  Sunday.  Of  those  sampled, 
62%  had  TV  sets  in  their  homes.  Our 

principal  show  aimed  at  the  Negro  lis- 
tener, incidentally,  has  been  on  the  air 

on  a  daily  schedule  for  the  past  six 

years  and  has  expanded  from  the  orig- 
inal half-hour  presentation  to  three  edi- 

tions, totaling  six  hours  per  day." 

Here's  the  key 

to  the  great 

$100  MILLION 
NEGRO  MARKET 

on  Florida's Gold  Coast! 

ear  channel  coverage  from  West  Palm 

■  ̂xj&nS^/^^  to  Key  West  .  .  .  from  Nassau  to  the  Gulf 

^f&Coast!  It's  a  100-million-dollar  Negro  market,  and  WMBM 
all-negro  programming,  plus  top  all-negro  personalities  con- 

sistently deliver  the  goods!  They'll  deliver  your  goods  to  this 
profitable  market  of  190,000  Negroes  with  sound  advertising 

and  merchandising  techniques;  and  they'll  do  it  most  econom- 
ically! See  our  Reps  for  the  complete  story. 

Get  complete  coverage  with  Miami's 
all'tiegro'p  rog rammed 

wm 
1000  watts 800  kilocycles 

ACTUAL 
RESULTS: 
ALMOST 

FANTASTIC! 

Many  "Per  Inquiry"  merchandisers  have 
bought  WMBM  on  a  straight  time-buy 
basis  {!'.  I.s  are  not  accepted)  .  .  .  and 
hare  found  their  cost-per-sale  over 
WMBM  actually  less  than  average  P.  I. 

cost.  That's  ample  proof  of  power! 

NATIONAL    REPS:    FORJOE    AND    COMPANY 

SOUTHEAST:   DORA-CLAYTON  AGENCY,   INC, 
c4  J\ouniaville  Station 

Negro  programing 

Two  basic  program  ingredients  make 

up  Negro-appeal  radio  today:  The  Bi- 
ble and  The  Blues. 

The  chief  reason :  These  two  pro- 
gram elements  are  generally  the  path 

of  least  resistance  for  a  station  that  is 

setting  out  deliberately  to  woo  Negro 
ears. 

High-rated  d.j.  shows  have  been  de- 
veloped by  the  simple  process  of  pick- 

ing a  lively  Negro  disk  jockey  and  then 

giving  him  plenty  of  airtime  and  a  big 
stack  of  the  latest  recordings.  Other 
music  shows  have  been  developed  using 
the  low-cost  live  musical  talent  to  be 

found  in  almost  any  market  with  a 

large  Negro  population. 
On  the  religious  side,  it  is  just  as 

easy  to  build  programs  out  of  the  li- 
braries of  recorded  gospel  singers, 

spiritual  artists,  and  the  like  that  are 
readily  available.  Also,  local  Negro 

churches  and  Negro  ministers  are  usu- 

ally only  too  glad  to  have  the  oppor- 
tunity of  going  on  the  air  live. 

There's  another  big  reason  why  only 

a  handful  of  Negro-appeal  stations 

have  tried  to  go  beyond  the  gospel-and- 
jazz  formulas  of  programing. 

There  is  no  Negro  radio  network  to 

feed  big-name  programs  from  a  central 

point  to  Negro  radio  outlets.  Indepen- 

dent program  producers,  too — both 
those  who  package  live  shows  and 

those  who  produce  transcriptions — 
have  developed  only  a  few  successful 
shows  aimed  at  the  nationwide  Negro 

audience,  although  this  situation  may 

change  in  the  near  future. 
And,  no  national  advertiser  has  yet 

accepted  the  challenge  to  develop  a 

transcribed  Negro-appeal  dramatic  se- 
rial or  variety  show  or  some  other  type 

of  program  to  suit  the  listening  tastes 

of  those  U.  S.  Negroes  who  want  some- 
thing in  addition  to  standard  Negro 

program  fare. Do  Negroes  want  other  types  of  pro- 

grams? 
Research  seems  to  indicate  that  they 

do.  A  survey  conducted  for  Winston- 
Salem's  WAAA  in  1951  among  some 
2,000  Negro  families,  for  example, 

showed  this  pattern : 

NEGRO  LISTENING  PREFERENCES* 
PROGRAM  TYPE  M  ENTIONS  AS  NO  I 

Spiritual  music     736 
Blues  music  _.       ,_      459 

Soap  operas       212 

•Study  conducted  in  the  Winston-Salem  area  by  Rus- 
sell's Commercial  College.  Panel  included  2,000  homes 

containing  8.723  people.  Interviewing  was  done  between 
7:00  a.m.   and  7:00  p.m    for  five  days. 

78 SPONSOR 



America's 
Number  1 

Negro  Market 

Station . . . 

WilU 

Monro* 

Nat   D     Williams 

(j^^ie^^ 
$nt 

Ford 

Nelson 

|3 
IEGR0  MARKET 

Radio  Station  WDIA,  programming  exclusively  to  the  Negro  audience, 

completely  covers  the  562,212  Negroes  which  make  up  46.9rf  of  the 
total  population  in  the  27-county  WDIA  Nielsen  area.  For  nearly 
5  years  now  WDIA  has  consistently  proved  to  local,  regional  and  na- 

tional advertisers  alike  that  here  is  a  truly  great  market  that  cannot 
be  as  effectively  sold  any  other  way!  So,  be  sure  you  are  not  just  selling 
half  the  Memphis  market.   Add  WDIA  and  sell  the  entire  market! 

Starr 
MeKinney 

'
<
 

FIRST  by  PULSE! 
Out  of  48 Daytime  %  Hrs. WDIA  Rated: 

FIRST 
SECOND THIRD 

31    Times 

(1    tie) 

16  Times 

(1    tie) 1    Time 

Source:   "The   Pulse  of  Memphis" 
June,    1753         Monday-Friday.   6  A.M. -4   P.M. 

FIRST  by  HOOPER! 

JOIN    THE    LIST    OF    BLUE-CHIP 

NATIONAL    ACCOUNTS,    INCLUDING 
Rufus 

Thomas Arrid 

Bayer  Aspirin B  C 

Camel  Cigarettes 

Carnation  Milk 
Cheer 

John  E.   Pearson  Co 

Representative 

Dora-Clayton    Agency 
(Southeast) 

HOOPER    RADIO    AUDIENCE    INDEX 

May-June    1953                             M-F,  T.R.T.P. 

WDIA B c D E F S H 
22.5 

21.2 
16.8 15.0 1  1.3 

9.7 

9.6 

2.5 

(Note:    WDIA's   share    Sat  :   20.4;    Sun.:    24.4) 

Crisco 

Folqer's  Coffee 
Gold  Medal  Flour 
Gulf  Oil 
Maxwell  House 

Pet  Milk 

Purex 

S.S.S.  Tonic Tide 

Shell  Oil 
Wilson  &  Co. 

Wonder  Bread 

and  many  others 

Get  the  Full 
WDIA  Story  Today 

SOON 

50,000 
WATTS 
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Housewife  shows     193 
Contest  shows  121 
General  dramas        66 

Swing  music               45 
Classical  music       41 

Hillbilly  music      28 

Some  stations  meanwhile  are  serving 

up  a  balanced  diet  of  local  Negro-ap- 

peal programing  which  includes  every- 

thing from  Negro  versions  of  the  "Mr. 
and  Mrs."-type  show  ( such  as  the  Har- 

lem Frolics  show  with  Sara  Lou  Harris 

and  Buddy  Bowser,  husband  and  wife, 

on  New  York's  WL1B)  to  the  Negro 
Man-on-the-Street    program    scheduled 

soon  to  start  on  WHOD  in  the  Pitts- 

burgh area.  Such  stations  however  are 
in  the  minority. 

Warned  Walter  Suttler,  a  Negro  ra- 

dio consultant:  "Gospel-and-blues  pro- 
graming is  rapidly  reaching  a  satura- 

tion point  today,  in  terms  of  attracting 

new  listeners  to  Negro-appeal  stations 

and  to  advertiser's  commercials. 

"Sponsors  and  stations  are  soon 
going  to  face  a  situation  where  they 

will  have  to  collaborate  on  the  develop- 
ment of  new  forms  of  programing  in 

order  to  maintain  the  strong  position 

Negro-appeal  stations  have  today  with 

CINCINNATI 
has  its  own 

all -Negro -programmed 
radio  station 

1000  WATTS 1480  KC 

whatever  your 

product... 
whatever  your 

budget . . . 
WCIN  will 

tailor  a 

promotion 
to  assure 

your  share 
of  this 

$150  MILLION 
NEGRO  MARKET 

Yes,  it's  new  .  .  .  and  a  sister  station  to 
those  two  fabulously  successful  all-negro- 
programmed  stations,  W  MBM,  Miami  and 
WLOU,  Louisville!  (See  their  ads  in  this 
issue.)  Call  our  reps  for  success  stories. 
One  look  and  you  11  know  .  .  .  the  way  to 

Cincinnati's  225,000  Negroes  is  through 

WCIN,  for  it's  built  on  a  sound  foundation 

of  fxist  successes  in  two  of  America's  most 
profitable  markets! 

CINCINNATI'S  NEW 
ALL-NEGRO  PROGRAMMED 

c4  J\oun*aiille  Station 

National  Reps:  For  joe  and  Company 

Southeast:  Dora-Clayton  Agency,  Inc. 

NOW  UNDER  CONSTRUCTION  .  .  .  WCIN-TV! 

80 

Negro  listeners  throughout  the  land." 

Negro  availabilities 

The  pattern  of  availabilities  in  to- 
day's Negro-appeal  programing  seems 

to  shape  up  roughly  as  follows: 

1.  Spot  announcements:  Slots  adja- 

cent to  top-rated  shows  on  the  better- 

rated  Negro  radio  outlets  are  general- 

ly scarce,  as  you  might  imagine.  How- 
ever, many  national  advertisers  use 

short-term  saturation  campaigns  in  Ne- 

gro radio,  so  the  turnover  is  fairly 
high  and  constant  checking  usually 

produces  a  good  station  list. 
2.  Participations:  Most  of  the  disk 

jockey  shows  in  Negro  radio  are  han- 
dled on  a  participating  basis,  occa- 

sionally with  extra  charges  for  talent 

fees  or  placement  within  a  high-rated 
participation  show.  The  same  applies 

to  the  growing  number  of  participa- 

tion shows  aimed  at  c'aytime  or  after- 

noon Negro  women's  audiences. 
3.  Programs:  Some  of  the  d.j.  and 

religious  programs  are  available  on  a 
"block"  basis  of  sponsorship.  Most  are 

not.  A  rep-by-rep  market-by-market 
check  by  timebuyers  is  the  only  answer 
to  the  question  of  what  programs  are 
available. 

4.  Costs:  The  price  of  Negro  radio 
- — since  it  includes  everything  from 

network  affiliates  who  devote  part  of 

their  time  to  Negro  programing  to  top- 
rated  independent  stations  who  spend 

all  of  their  airtime  in  Negro  program- 

ing—runs all  over  the  lot.  However, 
here  are  a  few  example  of  actual  costs 

furnished  to  SPONSOR  by  Negro-appeal 
stations: 

For  the  Hunter  Hancock  Show,  a 

KGFJ  d.j.  program.  Hollywood,  Cal. 
1  time  26  times  78  thnre 

15   minutes         $30.00  $27.00  $24.00 
10   minutes            22.00  19.75  17.50 
5   minutes             17.00  15.25  13.50 
1   minut"            10.00  9.00  8.00 

30   seconds                7.50  6.75  6.00 

For  the  Timekeeper,  Gospel  Caravan 

and  Bob  King  shows  on  Norfolk's 
WRAP,  the  312-time  minute  announce- 

ment rate  is  $5.60.  However,  WRAP 

adds: 

"Regular  rates  prevail  on  all  pro- 
grams on  WRAP.  No  talent  is  payable 

on  any  programs.  In  the  event  a  spon- 
sor wishes  to  take  over  one  of  our  Sun- 

day programs,  usually  sole!  to  local  ad- 
vertisers, at  regular  rates,  he  may  do 

so,  with  a  guarantee  of  live  talent  with- 
out extra  cost. 

"The  only  requirement  is  that  the 
sponsor  allow  the  group  involved  one 

personal  announcement  of  local  ap- 

pearances.    More    than    20   live    pro- 

SPONSOR 



HAS  VM 

IN  TW  SOUT
HS 

NEGRO r^OIO  AUDttN
Ct 

GREATEST  negr
o  mm 

5SrSIS^71,873,000. 
BIRMINGHAM    NEGROES     -    37%    OF    THE    TOTAL 

MARKET!      43-1/3%    OF   THE    POPULATION!! 

Can    now    afford    all    the    things    they've    wanted 

•  Reach  this    wealthiest    Southern    Negro    Market    with    WBCOI 

•  MORE  NEGRO  AUDIENCE! 

•  MORE  SALES    PUNCH) 

•  MORE  RESULTS    PER    RADIO    DOLLAR! 

WBCO  gets  and  holds  the  Negro  audience,  makes  the  sales,  and  keeps  the 

sponsors  —  because  WBCO  is  the  only  Radio  Station  in  the  vast  Birmingham 

market  that  programs  night  and  day  exclusively  for  the  Negroes  with  an 

all-Negro  announcing  and  production  staff!  No  one  can  sell  a  Southern  Negro 

as   well   as    another    Southern    Negro. 

SHARE  NEGRO 
RADIO  AUDIENCE 

O'Connor  Sun  ey,    1953 

Average   Monday  through   Friday 
6:00  A.M.  —  11:00  P.M. 

2.600    Radio    Homes 

WBCO 
NIGHT  AND  DAY 
Birmingham,  and 
Bessemer,  Alabama 

NEGRO 

POPULATION 

PARTIAL    LIST   OF    SATISFIED    SPONSORS: 

A   &   P  Teo   Company 
Carnation    Milk 
Pan-Am   Petroleum   Products 
Firestone  Rubber  Company 
Four-Way   Cold   Tablets 
Westinghouse   Appliances 
General    Electric   Appliances 
lipton   Tea   Company 
Sears-Roebuck   &  Co. 
S.S.S.  Tonic 

Vick's   Vap-o-rub 
Hotpoint  Appliances 
Budweiser   Beer 
Double   Cola 

Burger  Brewing   Company 
Coca   Cola 
Buick   Motor  Company 

Feen  a   Mint 
Griffin   Shoe   Polish 
Admiral   Appliances 

Goodyear  Tires 
Roller   Champion  Flour 
Stan  back 
Southern   Bell  Telephone 
Philco  Appliances 

Youngstown  Kitchen's 
Pepsi   Cola Black   Draught 

Forjoe  &   Company  —  National   Representatives 
Dora-Clayton  —  Southeastern   Representatives 

MEDIAN  INCOME 
NEGRO  FAMILIES 

24  AUGUST  1953 
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grams  are  carried  on  Sunday  and  the 

day  is  devoted  entirely  to  spirituals 
and  church  programs,  as  are  four 

hours  daily  during  the  week." 
In  New  Orleans  WWEZ  beams  the 

Jack  the  Cat  show  at  the  Negro  air 

audience,  and  charges  $10  for  a  single 

announcement  and  $6.35  per  an- 
nouncement if  two  are  bought  daily  for 

a  year.  The  15-minute  rate  for  the 
show  is  $30.60  for  a  one-time  shot; 

for  two  quarter  hours  a  day  for  a  year 

the  price  is  $20.94  per  segment. 

WDIA,  Memphis,  soon  to  go  to  50,- 
000  watts  daytime  and  5,000  watts  at 

night,  offers  only  one  program  as  an 

availability — the  others  were  sold  out 
as  sponsor  went  to  press.  The  pro- 

gram: Teen  Town  Singers,  supervised 

by  A.  C.  Williams,  one  of  the  station's 
top  disk  jockeys  and  a  well-known  local 
choral  director.  Commissionable  cost, 

on  a  52-week  basis:  $44.65  for  time 

and  $30  for  talent  per  broadcast. 

Merchandising 

Most  Negro-appeal  stations  offer 

merchandising  assistance  to  air  adver- 
tisers, usually  basing  the  amount  of 

merchandising    on    the    dollar-volume 

in 

most  every 

istens  to 

W)W 
.  .  .  HERE'S    WHY  .  .  . 
LOU  is  the  radio  station  nith  Negro 

Louisville.  Metropolitan  Louisville's 
180,000  Negroes,  plus  a  bonus  audience 
in  surrounding  counties,  appreciate 

LOU's  all-Negro  programming.  It  plays 
an  important  part  in  their  religious, 
social  and  civic  life. 

They  believe  in  LOU  .  .  .  and  in  her 

sponsors!  It's  proved  consistently  with 
over  2,000  letters  a  week  from  a  60-mile 
radius. 

To  expand  you  r  market  in  Louisville, 

sell  to  this  closely  knit  audience.  It's  a 
powerhouse,  with  80  million  dollars  a 
year  to  spend!  You  11  get  your  share  if 
LOU  is  selling  for  you! 

GET  THE  BEST  RESULTS 

WITH  LOUISVILLE'S 
ALL-NEGRO  PROGRAMMED 

National  Reps:  For  joe  and  Company 

Southeast:  Dora-Clayton  Agency,  Inc. 

c4  J\ounAaville  Station 

LOU'S  appeal 

plus  strong 
merchandising 

has  made  her 
first  choice 

for  results 

with  scores 

of  sponsors . . 
local  and 

national!  See 

our  reps  for 
the  facts! 

NOW  UNDER  CONSTRUCTION  .  .  .  WLOU-TV! 

value  of  the  sponsor's  contract. The  minimum  schedule  which  an 

advertiser  can  carry  and  still  hope  for 
merchandising  assistance,  judging  by 

the  results  of  sponsor's  survey  of  Ne- 
gro-appeal stations,  is  one  spot  an- nouncement per  day. 

When  the  campaign  goes  beyond 
three  or  four  announcements  per  day, 

the  majority  of  Negro  radio  stations 
will  extend  such  support  as  mailings  to 
local  retailers,  store  displays,  personal 

appearances  by  local  air  talent,  plugs 

in  station  ads  in  local  Negro  print  me- 
dia and  such  promotional  gimmicks  as 

free  pictures  of  personalities. 

Here's  a  brief  round-up  of  comment 

by  Negro-appeal  stations  on  the  sub- 
ject of  merchandising: 

WERD,  Atlanta:  This  large,  Negro- 

owned  independent  station  stages  siz- 
able merchandising  campaigns  for  its 

clients,  which  include  the  following 

services  for  various  categories  of 
WERD  advertisers: 

1.  Fifteen  -  minute  programs  or 

longer,  five  or  more  days  per  week  for 
52  iveeks: 

a.  Promotional  cards  and/or  letters 

to  retailers  and  wholesalers  in  the  At- 

lanta area  every  13  weeks. 

b.  Billboard  advertising  once  dur- 
ing schedule.  (Advertising  is  for  one 

month. ) 

c.  Car  card  advertising  once  during 

schedule.  (Advertising  is  for  one 
month.  I 

d.  Promotional  announcements  each 
day. 

e.  Publicity  in  the  program  sched- 
ules. ( Schedules  sent  to  advertising 

agencies,  manufacturers,  distributors, 
etc.,  and  listeners  requesting  same). 

f.  Pricing  labels  distributed  to 
trade. 

2.  Fifteen-minute  programs  or  long- 
er, three  or  more  days  per  week  for  26 

weeks  or  more: 
a.  Promotional  cards  or  letters  to 

retailers  and  wholesalers  in  the  At- 
lanta area  each  13  weeks. 

b.  Billboard  or  car  card  advertis- 

ing for  one  month  during  schedule. 
c.  Promotional  announcements  each 

dav. 

d. 

ules. 
e. 

trade. 
3.  One-minute  spots — five  or  more 

days  per  iveek  for  52  iveeks: 
a.  Promotional  cards  or  letters  to 

retailers  and  wholesalers  at  beginning 

of  schedule  and  once  during  schedule. 

Publicity  in  the  program  sched- 

Pricine     labels     distributed     to 

82 SPONSOR 



WRAP 
1000  WATTS   DAYTIME 1050   KC 

anil  C  hedapeabe  Ji/i on\S 

SPECIALIZING  IN  THE  NEGRO  MARKET 

Serving  Newport  News  -  Warwick  -  Hampton 
South  Norfolk  -  Portsmouth  -  Suffolk 

Lm  NORFOLK,  VIRGINIA 

ITAL    STATISTSCS 
A  :cording    to   official    sources, 

the  Negro  birthrate  in  Virginia's 
Tidewater    area     represented 

we  than  a  third  of  the  total  during 

1952 ;  more  than  a  I  hird  of  the 

marriage  licenses  issued   were  for 

Negro    marriages!    Logically, 

more  than  a  third  of  Tidewater's 
m  households  are  Negro,  and  n  ore 

than  a  third  of  family  expansion 

needs  in  every  category,  including 

•id  and  clothing  budgets,  represent 

\    :n>  homes '  Yel .  onlj  ont  radio    < 

station   broad  -asts  exclusively 

r  that  population  '. 

All  announcers,  disc  jockeys  and 

other  talent  heard  on  WRAP  are 

the  Negro   race   themselves.    An 

efficient     program     department 

insures  good  copy,  effective  place- 

I'nt  and  top-notch  delivery. 
The  format,  audience  and  non- 

directional  power  of  1,000  watt- 

add  up  to  just  one  thing  .  .  .  you 

can't  sell  half  a  million  Negroes 
in    Eastern    Virginia    without 

ins  WRAP! 

SM 

Rocky  MoOrH 

Wilton     , 

NEGRO    POPULATION 
WITHIN    2.0    MV   M    CONTOUR 

204,000 

WITHIN    0.5    MV   M    CONTOUR 

283,100 

WITHIN    0.1    MV   M    CONTOUR 

579,000 

Y"ii  've    heard    siir 

.  lmt  where  have  yon  I 

like  tliis  .  .  .  u it h  //;•';'. 
ACCORD  NG    TO    A    SURVEY    OF 

NEGRO    HOMES    IN    THE 

NOR-CLX    AREA,    MADE    BY 

INC.,    EVERY    PROGRAM 
O.N    WR\?    .    .    .    ALL    DAY    LONG 

.    .    .    HAS   A    HICHZ2    SHARE    OF 

AUDIENCE    THAN    OPPOSING 

TR03RAMS   ON    ANY    OTHER   STATION 

NETWORK    OR    INDZPENDZNT! 

If  the  product  in  which  you 

intereste  1  can  be  ̂ "M  I 

.  and   if  you    feel   that 
more  than  I  illion  N 

suital  1>-  market  .  . .  1 

I  thai  oed  th<- 
rigl  '    '  ndationf 

vou  for  the  radio  time  you  purchi 

in 

SDURCES-  .'•■nsiij  of  population   an  : 

HE  PULSE,  INC, 103  \  YARDSTICK THE  PULSE  OF  NORFOLK  NEGRO  HOMES  .  .  ,  MAY,  1953 
RADIO    STATION    AUDIENCES    BY    TIME    PERIODS. 
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33  0% 
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SUNDAY 45.5  % 
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Represented  nationally  by 

I0HN  E.  PEARSON  CO. 
WRAP 

300     PORTIOCK     BUILDING.     NORFOLK.     VIRGINIA 

PHONE  4-8307 
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1st*
 IN  THE  NATIONS 

15th  NEGRO  MARKET 

►  KSAN  * 

SAN  FRANCISCO 
(*    PULSE    SURVEY    APRIL    1953) 

6 
HOURS  DAILY  OF 

PERSONALIZED  SELLING  BY 

LEADING  NEGRO  ARTISTS 

12-4  P.M.  DAILY 

9-11  P.M.  DAILY 
•    •    * 

ALSO  DAILY  PROGRAMS 

IN  7  FOREIGN  LANGUAGES 

•      •      • 

DON'T  OVERLOOK  THIS 

TERRIFIC  BUYING  POTENTIAL 

►  KSAN  < 

—  SAN    FRANCISCO  — 

Xational  Sep.: 

JOSEPH   HERSHEY  McGILLVRA 

NEW   YORK        CHICAGO        BEVERLY    HILLS 

1   I 
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b.  Mention  in  program  schedule. 

c.  Pricing  labels  distributed  to 
trade. 

4.  One-minute  spots — three  or  more 
days  per  week  for  26  week  period  or 
more: 

a.  Promotional  cards  or  letters  to 

retailers  and  wholesalers  once  during 
schedule. 

b.  Mention  in  the  program  sched- 
ule. 

c.  Pricing  labels  distributed  to 
trade. 

KNUZ,  Houston :  "We  maintain  a 
mailing  list  of  stores  catering  to  the 

Negro  trade;  one  complete  list  for 

grocery  stores  and  another  for  drug 
stores.  Once  a  year  KNUZ  maintains  a 
booth  at  the  Houston  Home  Show 
which  has  an  attendance  of  80.000  to 

100.000.  Along  with  the  promotion 
for  our  other  shows,  both  of  our  Negro 

shows'  sponsors  are  given  display 
space  along  with  the  other  merchandise 
shown.  On  June  19  of  this  year,  for 

instance,  we  had  a  booth  at  Playland 

Park,  featuring  our  Negro  disk  jockey, 
with  a  show  for  the  benefit  of  all  Ne- 

groes attending.  Airsold  products  were 

displayed  and  merchandised." 
WOV,  New  York:  "Advertisers  us- 

ing one  or  more  broadcasts  daily,  Mon- 
day through  Saturday  on  a  minimum 

13-week  non-cancellable  contract,  will 

benefit  by  WOV's  comprehensive  mer- 
chandising plan  aimed  at  the  New 

York  Negro  market."   Plan  includes: 
1.  Personal  calls  on  grocers,  drug- 

gists or  package  stores  in  Negro  areas. 

2.  Placing  window  or  store  stream- 

ers in  Negro  outlets  featuring  clients" 
products  I  streamers  to  be  furnished  by 
advertisers). 

3.  Letters  to  grocers  or  druggists 

calling  attention  to  advertisers'  WOV 
broadcasting  —  and  urging  them  to 
stock  and  feature  the  product. 

4.  Where  the  advertisers  organiza- 

tion prefers  to  place  the  streamers — a 
procedure  that  many  advertisers  find 

highly  effective — WOV  will  participate 
up  to  50%  of  the  cost  of  producing 
the  streamers. 

5.  Advertisers  using  a  minimum  of 

six  broadcasts  weekly  in  Italian,  in 

conjunction  with  six  Negro  broadcasts 
weekly,  will  receive  the  same  type  of 

merchandising  support  in  Italian  groc- 
er) .  drug,  and  package  goods  stores. 

WFEC,  Miami:  "We  do  everything 
possible  to  aid  in  the  promotion  of  a 

sponsor's  product.  When  a  sponsor 
signs  up  with  us — taking  one  or  more 
announcements  per  day   for  a  period 

of  at  least  13  weeks — we  send  out  pic- 
ture postcards  of  the  person  or  persons 

whose  show  they  have  selected  to  re- 
tail distributors.  The  card  merely  in- 

forms the  retailer  that  such-and-such 

a  product  is  now  being  advertised 

legularly  on  a  particular  show. 

"\\  e  then  follow  up  with  a  letter 
suggesting  that  they  take  advantage  of 

the  sponsor's  campaign  by  setting  up 
tie-Ln  displays.  For  retail  outlets  we 
cooperate  by  having  our  personalities 

visit  the  slores  to  meet  their  fans." 

WMOZ,  Mobile:  "National  advertis- 
ers can  receive  local  tie-in  promotion — 

in  proportion  of  course  to  the  amount 
of  their  order — but  including  personal 
letters  from  the  station  to  local  outlets, 

personal  calls,  and  point-of-purchase 
placard  service.  Mailing  pieces  fur- 

nished by  the  advertiser  will  be  mailed 

by  the  station." 
KSAN,  San  Francisco:  "Normally, 

the  advertiser  who  buys  two  announce- 
ments daily  for  long  periods  of  time 

will  receive  some  or  all  of  these  mer- 
chandising aids: 

"1.    Direct  mail  pieces  to  retailers. 
"2.  Point-of-purchase  displays  in 

local  Negro-area  stores. 
"3.  Personal  appearances  by  KSAN 

Negro  personalities."  *  *  * 

OF  118,000  NEGROES  IN 

GREATER  KANSAS  CITY 
KPRS  sells  its  vast  Negro 

audience.     Follow   tue   had 
of  such  satisfied  advertisers 
as   Worder    Bread,    Admiral,    Crosley, 

Hamm's    Beer,    Frigidaire,    Carling's Red    Cap  Ale. 

KPRS  is  the  only  station  in  K.C. 
beamed  exclusively  to  the  Negro market. 

KPRS 1000  W   I 

KANSAS    CITY.     MO.      •       HUMBOLT    3I0O 

^ 
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i„  PITTSBURGH it  $ WHOD 

ivlarii      oDee Wat    Qoo<L 

At  3:00  P.M.  when  Mai  Goode  Does  the  News 

On  the  Mary  Dee  Show  PITTSBURGH  NEGROES  listen! 

STATION  A  5.4 

STATION  B  .8 

STATION  C          2.6 

WHOD 
STATION  E 

STATION  F 

STATION  G 

STATION  H 

MISC. 

.12.0 

SOURCE:    Pulse    of    Pittsburgh    Negro    Homes 

5.4 

1.2 
.2 
.8 

A 
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WHOD 

PITTSBURGH'S NEGRO  STATION 
Represented  by  FORJOE       &       CO. 



$PON$OR 
$UCCE$$ 

WITH  1000  WATTS 

AND  NOW... 

5000  WATTS 
UNDER   CONSTRUCTION 

KALI 
1430  KC 

500,000  SPANISH-SPEAKING 
listeners  say  "$i,  $i" 
when  they  hear  your 
announcements  on  our 

Spanish  programs, 

featuring  Latin  Lassy, 

Alma  Leonor  Beltran, 

and  Tony  Garcia, 

Salvador  S.  Hernandez, 

C.  C.  Solis,  Frank  Calatayud, 

Angel  Lerma  and  others. 

*  *  *  $UCCE$$  PLU$ 
on    the 

BROTHER   CLARENCE   WELCH 

Negro  Spiritual   Program 

Beloved  by  350,000 
ardent  listeners. 

and 

Negro  D.  J.  "WOODY  HOLLAND" 
and 

"Central  Avenue  Calling" 

Complete   coverage   in   the   Metro- 

politan  Los  Angeles  area. 

KALI, 

Pasadena,  Calif. 

NEGRO  MARKET 
{Continued  from  page  67) 

for  a  similar  income  bracket  to  buy 

products  which  can  be  enjoyed  at  lei- 
sure in  the  home.  This  is  heightened 

by  the  fact  that  Negro  racial  identity 
tends  to  build  a  strong  community  and 

home  life.  Thus,  the  Negro  is  a  good 

customer  for  merchants  who  sell  fur- 

niture, radios,  appliances,  TV  sets,  and 
home  furnishings. 

The  I  ,S.  Negro  market,  1953  style, 

therefore,  shapes  up  something  like 
this: 

The  average  Negro  household — both 
in  the  North  and  the  South — is  a  bet- 

ter-tban-average  consumer  of  nearly  all 
of  the  products  regularly  advertised  on 

radio  anywhere  in  the  U.S.,  since  near- 
ly all  of  them  can  be  used  or  enjoyed 

without  risk  of  embarrassment  and  can 

be  purchased  within  the  average  Negro 

family's  budget. 
Consumption  of  airsold  products  in 

Negro  homes  falls  to  subnormal  levels 

only  when:  ll)  the  product  is  high 

priced  even  by  wealthy  white  stand- 
ards, (2)  the  product  is  sold  at  such 

high  pressure  and  low  prices  that  Ne- 
groes feel  they  are  being  patronized. 

(3)  there  is  suspicion  that  the  airsold 

product  involves  some  racial  embar- 
rassment, and  (4)  the  airselling  does 

not  reach  Negro  homes  effectively. 

Those  are  the  highlights  of  today's 
Negro  market.  For  other  interesting 

detail — particularly  as  it  applies  to  Ne- 

gro-appeal air  advertising — SPONSOR 
has  drawn  on  a  variety  of  sources,  in- 

cluding surveys  by  Negro-appeal  radio 
stations  and  admen  familiar  with  sell- 

ing to  the  Negro  consumer. 

Here  then  in  question-and-answer 
format  are  other  data  on  the  buving 

power  of  the  one  out  of  10  Americans 
who  is  a  radio  listener  and  who  is  a 

Negro. 

Q.  Is  the  Negro  a  heavy  user  of 

"standard"   household   products? 
A.  According  to  the  latest  market 

surveys,  the  Negro  is  indeed  a  big  user 

of  most  "standard"'  household  items, 
particularly  categories  of  products 
which  are  consistently  among  the  top 
air  advertisers. 

This  is  clearly  indicated  in  a  study 

of  the  New  York  Negro  Market  con- 
ducted by  WOV,  one  of  several  large 

independent  stations  (others  include 

WI.IB.  WW'RL.  WHOM)  aiming  pro- 

trams  at  the  city"s  million-plus  Negro 

population. 

WOPA 
will  help  you  reach 

Chicago's  600,000 

Negroes  forming  a 

billion  dollar  market 

THROUGH 

WOPA's sensational  Negro  Show 

featuring  the  fabulous 

McKIE  FITZHUGH 
2-4:15  P.M. 

The  ratings  are  tops. 

The  costs  are  low. 

Merchandising 

help  available. 

WOPA 
CHICAGOLAND'S OUTSTANDING   NEGRO 

AND    FOREIGN    LANGUAGE 

RADIO   STATION 

F0RJ0E  &  COMPANY 

national  representatives 
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UJERD- SALES  RINGER  IN  BTLHnTB 

-S-v. 

HP   i. 

ST 

UJERD  delivers  a  vast,  scarcely  tapped 

market- Atlanta's  great  Negro  audience! 

UJERD  stimulates  sales.  Its  listeners  go  out  and 

BUY!  They  have  confidence  in  their  station -the  only 

Negro  owned  and  operated  radio  outlet  in  the  U.S. 

UJERD  wants  the  opportunity  to  sell  for  you.  Write  for 

'  our  "Proof  of  Performance."  We're  loaded  with  success 

\  stories!  Surprising— WERD  is  your  most  economical 

\  radio  buy  in  Atlanta.  Call  or  write  for  details. 

■:, '  - 

.-..- 

•x 

t** 

fc>v.:-v:. 
\<y V. 

\ 

WJ®F\ 

\ 

RADIO   DIVISION         \ 

Interstate  United  Newspapers,  Inc.       \ 
\ UJERD ATLANTA 

Represented  nationally  by        \         [m  mm  .  86„  QN  EVERY  ATLANTA  D|A|_ 

JOE    UlOOTTOd       '         J.  B.  Blavton,  ir,  o.  »„ 24  AUGUST  1953 
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only 

m 
1190  on  your  dial 

New  York's  No.1  Station 

in  the  Nation's  No.1  Negro  Market 

only ..  „ . station  in  New 
York  with  studios 
in  Harlem 

1 1 1 1  I \    .  .  a   .  .  .    independent      sta- 
tion  in    New   York 

to   win    1953    Bill- 
■  board    Award     for 

merchandising  - 

promotion 

unly .. station  providing 

complete  program 
service  to  Negro 
community  with 

music,  public  serv- 
ice and  special 

events 

Ollly..  B  •  ••    station  featuring 

five  daily  commu- 
nity  newscasts   by 

■  local  reporter 

Every  morning  WLIB  has  more 
Negro  listeners  from  6:30  to  10 
a.m.  than  any  New  York  station, 
network  or  independent. 

First  in  11  of  the  total  14; 

quarter-hours. — PULSE     ' 

WLIB 
207  East  30th  Street 

New  York  16,  N.  Y. 

ORegon  9-2720 

Harry  Novik,  General   Manager 

FLASH!!! 
Soon  broadcasting  from  new  trans- 

mitter in  heart  of  New  York  City 
on   East   River  opposite   86th   Street. 

In  a  cross-section  of  Negro  homes, 

the  following  usage  of  several  "stand- 
ard food  and  drug  products  was  dis- 

CO>  ered    l>\    the   surve\  : 

I  SAGElh 
PRODI  CT  \EGRO  HOMES 

Baked  beans  70.0% 

Making  powder  85.0 
Bread  97.0 
Hut  cereals     61.7 
Cold  cereals  74.4 
Salad  &  cooking  oils  44.1 
Flour  94.8 

Margarine  52.0 
(tinned    meat  29.4 
(anned    trait  84.2 

Canned  vegetables  70.2 
Catsup  72.7 
Coffee   (packaged)              _  71.8 
Coffee    i  instant)  ..  21.3 
Frozen    hurt      __  ...              28.0 

Frozen   orange  juice  36.0 
Frozen  poultry        16.0 
Frozen    vegetables         __  46.7 
Canned  milk   ._    _  78.0 
Peanut    butter  55.4 

Potato    chips    _  45.3 
Rice           96.6 

Salad  dressing        _.  90.0 
Shortening    Iveg.)    93.0 
Soda    crackers       75.0 

Soup    icanned)          79.0 

Soup    {dry   mixes)       17.0 
Spaghetti       ._   _..   _.  81.0 
Spaghetti  sauce    39.0 
Tea    {bag)  79.0 
Tea    {loose)           18.6 
Biscuit   mix   ._.      20.0 
Cake   mix          28.0 
Hot   roll  mix    14.0 

Muffin   mix     .._.   _    22.0 
Pancake   mix        46.0 
Pie  crust  mix   _   ._    16.7 

Baby   food    21.7 
Beer   {bottles)    .    50.0 
Beer   {cans)      40.0 
Cola  drinks     60.0 

Ginger   ale   ...           50.0 
Scouring  powder       97.3 
Bleach               88.0 
Starch    ._        81.1 
Floor  wax           90.7 

Paper  napkins  .   _    78.1 
Paper  towels         _  49.5 
Toothpaste   _  88.8 
Tooth    powder    19.0 
Razor   blades    73.8 

Cigarettes — men      56.1 
Cigarettes — women         46.2 
Cigars        ...._  11.3 

Q.  Do  Negroes  buy  the  cheapest 
available  brands  of  household 

items,  or  do  they  buy  quality, 

widely-advertised  brands? 
A.  Market  research  definitely  indi- 

cates that  the  choicer  brands  of  almost 

an)  household  item  are  purchased  h\ 

Negro  families.  In  booming  New  Or- 
leans, for  instance,  where  three  outlets 

I  WBOK.  WMRY.  WWEZ I  do  an  ex- 

cellent job  of  programing  to  the  area's 500.000  Negroes,  this  is  certainly  true. 

One  of  the  New  Orleans  Negro- 

appeal  outlets.  WMRY,  has  conducted 

a    series    of    regular    brand-preference 

In  MIAMI 

WFEC 
offers  you  the 

NEGRO  MARKET  PLUS 
For  example:  In  the  most  recent 

Negro  Pulse,  from   12  to  6  PM, 
WFEC  led  all  Miami  stations 

among  Negro  listeners.  In  the 
most  recent  overall  Pulse  from 

12  to  6  PM.  WFEC  led  all  Miami 

Independents  PLUS  one  I  two 

on  Saturday  I  network  stations. 

Hit  Miami's  100,000  Negroes 

PLL  S   a  large  bonus  non-Negro 
audience  with 

WFEC 
Florida's     first     all     Negro     program 
station. 

Contact  your  Pearson  Representative 
or   WFEC,    Miami 

KWBR 

WITH 

CENTRAL  CALIFORNIA'S 
NEGRO  AUDIENCE 

•  REACHES  155,000  NEGROES 

•  38    HOURS   weekly 

•  Six  Successful  Years 

•  Oldest  and    longest   Programs 

REPRESENTED    BY    FORJOE 
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studies  among  tin-  Negro  families  >*!<" 
make  up  . 1 1 •  •  •  •  1 1  .1  third  "I  the  area  s 
population  and  who  represent,  witli  .1 
total  income  oi  over  1500,000,000, 

;i!>i>ut  -'(I' 1  oi  the  purchasing  powei 
The  W  MIO  studies  are  made  among 

panels  thai  range  From  around  300  t" 
.">()<)  homes  at  a  time. 

The  following  figures  from  these  re- 
ports were  gathered  mostl)  during  the 

spring  <>f  this  sen.  \cliiicii  will  note 

that  man)  top-quality,  national!)  ail- 

vertiaed  products  appear  in  the  "Top 
Three"  listings  in  various  product 
categories.  However,  some  unfamiliar 
names  'Ja\  Beer,  Luzianne  Coffee, 

Barq's  Hoot  Beer,  among  others)  a|>- 
peai  among  the  leaders.  Invariabl) 
these  are  choice-qualit)  local  or  re- 

gional products,  priced  competitivel) 
with  national  hramls  and  backed  b) 

strong  local  advertising,  including  Ne- 
gro-appeal radio. 

Here's  how  actual  brand  preferences 
ranked  anion::  Negro  families  in  the 
New  Orleans  area  in  a  number  of  dif- 

ferent  household-product  categories: 

PRODI  <  /    \ 
\l    Mill  R 

i  \n      mi  \  now \u  \  rioNs 

1  Ivory 
2  Palmotive 
S.  (  .nii.1%  1 

S.  1  ux       1 

i    i 

Mil 105 
til 

21.11! 
20.1 
11.7 

11.7 

1.  Halo 
!    Drene 
1    Filch 

rl     Shampoos 
61 

S6 

29 
10.9 

I.    \i.i\ 

.'.  Old   Dutch 
3,  Octagon 

(            1    U  .!''-<-'< 
MS 

20 20 

l  ii 

in 

1.     K.-K.il 
Z     lax -■.  Dixie 

l)    l  m  oJ  beet  ■ 209 

151 S6 
SI.  2 
17.8 

1.    Hl.il/ 

.'    Budweisci 
J.   Pabsl 

1    Premium  been 
150 

26 
19 70.8% 

12  1 

/ 
1     Ballard 
:    Gold  Medal 
]    Swaiudown 

/  lout    i  all-purpose) 
106 - 

!l 

7  'i 
1  'i 

1.   lewd 
2    I   

\llMOUl 

o     Shortening 
151 

24  i 

'i  G 

1    (  ampbell'a t.  Del  Monte 

S,  I  ibby's 

//    (  anned  bee)  Mew 

in 

1 
50.01! 

jii  n 
10.0 

1     Faultless 

)    (  ameo 

/     /       nrfi 

2  -.'  7 

IT'l 

11 

I7.1K 

•■7  1 

- 

/       JO/1     ,llltlk^ 
1 .  C01 .1(0.1                          275 

.'.   Barq'a  R«x>i  Bed              213 
S.  Royal  Crown  *   ila           164 

Jii  "
 

15  '' 

1 .    1  u/i.iniii 

'-'.       R.l  .      | 
2     (DM       1 

"<.  1  ord  Howe 

k      < 
i  ;i 

44 
II 13 

II    'I'. 

in  5 

lO.i 
10  J 

1     1  ipton 
2.   I  uzianne 

S.     Ink.iv 

/      Tea 
237 - 

'i 

1-'  1 2.9 

1 .    1  ide 

8.  l>u/ 

M    Powdered  toap 

142 
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KGFJ  HOLDS  THE  KEY! 
TO  THE  NEGRO  MARKET  IN   LOS  ANGELES 

with 

the  only  program  beamed 
to  this  special  audience 
at  the  most  select  time! 

9:00  to  11:30  P.M. 
Monday    through    Saturday 

"The  Hunter  Hancock  Show" 
75' f    of    his    original    sponsors     STILL     ON! 
50^    of    his    current    sponsors   RENEWALS! 

25rr    of    his   current   sponsors    INCREASED! 

THERE  ARE  MORE  THAN  350,000  NEGROES  IN   LOS  ANGELES 

THAT'S     MORE     PEOPLE     THAN     THE     CITY    OF    Indianapolis! 

(Plus   over    200,000    Spanish-speaking    audience) 
(Plus    a    very    large    White    audience) 

GET  ON  THE  HUNTER  HANCOCK 

BANDWAGON    NOW1 

KGFJ 
1230  ON  THE   DIAL— "The  Original  24-Hour  Station" 

6314  Sunset  Blvd.  Hollywood  28,  California 

PHONE:  HOLLYWOOD  4-0201 

89 



Chew 
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Willi  regard  to  these  brand  stand- 
ings  in    Negro   homes,    \\  \\\\\    points 

mil  : 

"hi  all  these  surveys,  we  trj  to  cover 
i  olored  homes  in  all  sections  ol  the 

cit)  and  attempt  to  have  fair  represen- 
tation of  various  earning  groups.  We 

also  make  ever)  effort  to  eliminate  the 

possibilit)  of  'suggestion'  <>r  'helping 

the  respondent  answer  the  question.' 
"'In  studying  these  reports,  you 

should    hear    in    mind    that    these    rails 

were  mane  during  the  daj   to  women 
in   the  lioine.      \l-ii   \nii   should   hear   in 

mind    that    this   -ample    i-    a    small    one. 

Knowing  these  two  facts,  you  can  fig- 

ure thai  the  result-  ma\  not  be  loo' < 
true  of  the  whole  Negro  market.  How- 

ever, we  have  found  that  the  relative 

standing  is  usuall)  correct,  although 

the  peri  entages  ma)   be  olT. 

"No  doubt  \  mi  have  a  good  idea  "I 
the  standing  of  the  product,  in  which 

you  are  interested,  as  against  competi- 
tion in  the  New  Orleans  market  as  a 

whole.  These  reports  gi\e  you  the 

faets  on  the  standing  in  New  Orleans 
Negro    home-.     ̂   on    ma\     find    that    a 

Get  the  FACTS  on . . . 

NEGRO  MARKETS  and  STATIONS! 

Consult  the  South's  most 

active  representative  in  the 

negro  radio  field 

pioneers  in  ... . 

•  Negro  Programming 

•  Spot  Radio  Planning 

We  have  the  Know-How  based  on  long  experience.    Let 

us  help  you  cash  in  on  this  Rich  and  Responsive 

Audience. 

Full    Information    available    on    all    Markets    and    Stations 

DORA-CLAYTON  AGENCY,  INC. 
502    Mortqaqe    Guarantee    Bldg. 

Atlanta,    Georgia  Alpine    7841 

special  effort  toward  the  Negro  market 

w  ill  be  beneficial." 

Q.  What  percentage  of  Negro 

family  income  is  spent  on  products 

widely  advertised  on  the  air? 
A.  No  accurate  national  figures  are 

available.  But  an  interesting  set  of 

figures  were  provided  h>.  WJLB,  I)e- 
iioit.  which  draw-  high  ratings  among 

the  Motor  Cit\"s  361,925  Negroe- 

i  1  1.0'  i  of  the  total  I,  98.7*  -  of  whom 

have   radio-. 

Here  are  the  WJLB  figures,  from 

such  sources  as  surveys  by  the  I  ni- 
versit)  of  Michigan,  I  .  S.  Bureau  of 
Census.  Wayne  University,  and  the 

Booker  T.  Washington  Trade  Associa- 
tion. The)  are  measured  against  an 

annual  family  Negro  income  in  De- troit of  $3,750. 

//./  i-  the    \  <(.'i"  dollai   i>   spent 
foi   air-advert  Lied  categories 

(  ategor)  <i\  I nnual  average       %  of  ayeragt 
purchasi  "i  i  famil)  family  income 

I  m«\   products    fall)  $765.40  20.43 

Household  furnishings  $158.89  •■-"• <..,s  v  ml  Foi  autos  $270.00  7.23 

(  lothing,    accessories  SI20.00 
Vuto  repairs  $20.00  0.53 

Q.  Do  Negro  families  consume 

more  or  less  than  the  "average 
consumption"  of  food  and  drug 

products  in  proportion  to  their 

share  of  a  city's  population? 

A.  \  good  example  of  how  impor- 
tant the  Negro  consumer  can  he  to  a 

rit\"s  business  life  was  furnished  to 
sponsor  b)  station  WDIA,  Memphis. 

WDIA  gathered  its  information  pri- 

maril)  in  a  house-to-house  SUrve)  eon- 
ducted  among  a  cross-section  panel  <>f 

some  500  Negro  homes  in  the  Memphis 
area.  Field  work  was  done  earl\  in 

1  the  summer  of  1952  h\  an  independent 

firm.  Psychological  Service  Outer.  The 
stud\  also  drew  on  resources  of  the 

Memphis  Commercial  ippral  and 

Press-Scimilar. 

The  stud\  is  particularl)  interesting 

since  it  does  not  represent  Negro  pur- 

i  ha-ing  soleh  in  either  a  higher-than- 

average-income  Negro  area  or  in  a 
Negro  area  whose  econom)  is  tied  to  a 

single  fluctuating  source,  like  an  agri- 
cultural crop.  Memphis  is  a  good  com- 

bination of  both  and  fairl)  representa- 

tive of  the  "New  South.' \-  Berl  Ferguson,  \\  DI  Vs  general 

manager,  pointed  out  to  SPONSOR: 
"In  an  econom)  which  no  longer 

zigs  and  zags  with  the  price  of  cotton. 
the  Memphis  Negro  has  found  a  new 

financial  securit)    and   a   much   higher 
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LOS       ANGELES 

Represented   by 
Joieph    Hershey    McGillvra,    Inc. 

WHAT 
Philadelphia's    Leading 
Station    for    Negro    Programs 

•  • 
SERVING     OVER     450,000 

PEOPLE 

•  • 
46    HOURS    OF    PROGRAMS 

WEEKLY 

•  • 
FIRST   WITH    TOP   TALENT    & 

VOLUME     OF     COMMUNITY 

PROGRAMS 

•  • 
TO  REACH  AND  SELL  NEGRO 

PHILADELPHIA       WHAT"      IS 
A   MUST   .   .    . 

250   Watts — Unlimited    Time 

— 18'  2  HRS.  DAILY — 

AM — 7340  k.c. — FM — 705.3  meg. 

Represented   by 
hull,     Saitt,    Inc. 

standard  "t  living  from  the  present-da) 

industrial  growth  of  tin-  South.  In 
Memphis,  be  finds  steady,  well  paid 
employment  \%  i t ! i  a  host  of  local  busi 

nesses  and  industries  along  with  tin- 
great  bran<  hes  "f  the  Northern  giants, 
mi  luding  I  irestone,  Kimhei  l\  <  Hark, 
i  ■<  neral  I  lei  trie,  Bot  g  -\\  ai  nei .  I  ntei 
national  Harvester,  and  man)   others. 
\l   -i   overnight  the   Negro  and  his 
powei  i"  bu)  tun  c  made  the  different  e 
between  profit  and  I"--  foi  man)  ■• 
Main  Street  and  neighborhood  mer- 
chant. 

I  In-  m  as  the  basi<  fa<  t:  \<  <  ording 
to  the  1950  U.  S.  i  ensue,  there  are 

181 1, 1 85  Negi o  families  in  the  i  •  i n  "I 

Memphis,  representing  17.3'  I  of  the 
total  population.  B)  \\  Ml  \  -  estimate, 
there  are  562,212  Negroes  in  its  cov- 
ei  age  area  '  Memphis  and  27  coun- 

ties ' .  representing  16.9'  i  of  the  i"tal 
area  population. 

(  ompare,  therefore,  ilii-  16.9'  I  yard- 
stick with  tin1  following  unit  consump- 
tion figures  discovered  in  the  Mem- 
phis survey.  (The  percentage  figures 

represent  the  Negro  share  <>f  all  su<  li 
units  sold  in  the  area.  I 

\ir  advertisers  will  notice  an  inter- 
esting pattern  in  these  figures:  Negro 

families  consume  a  larger-than-average 
amount  <>l  certain  low-priced  items 
i  su<  li  as  lard,  ri.  e,  spaghetti ' .  \nA 
the  purchasing  power  holds  up  well 
in  mam  standard  items  (such  as  toilet 

l>ar  snap,  waxes,  mayonnaise,  deodor- 
ants, toothpaste,  and  t""tli  powder). 

Here  are  the  figures: 

///  M 

Baby  food 

linking    mixes 
Beer 

Bet  erages    i  carbonated  > 
Bread 

eats   i  cold  \ 
■:!$    i  cooked  I   

i  instant) 

Coffee    i  regular  l 

Flour    tall-iiurpose) 

I  rozen    'nods Fruit  juices 
Gelatin  desserts 
Lard 

Margarine 
Mayonnaise i  canned) 

Milk   {canned  &  pondered) 
Peanut  i    Met 

Puddings  &  pie  fillings 
Rice  (packaged) 
- 
Shortening 

s  hetli  &  macaroni 
i  laundry  bar  i 

Soup  i pa 

( toilet  ban 
Tea    
I  i  actable  juices 

W  axes  &  polish.  - 

\K,i 

21 
23.5 
\1J2 

27.9 
15.4 i6.9 

66.0 
11. 1 

30.9 
22.1 

17.8 

39.9 33.1 

17.1 
51.9 
64.1 

77.1 
16.1 

11.6 

19.1 

19.  \ 

46.9 

l  c  in    SELLING    -- 
M;irk.-1     i  n     I   1 1  r  i  Rich     <  i 
rail,   wire  or  write  Forjoe   I 

Pot    full    particulars    writ. 

in    Charlotte,     NorUi    Carolina.' WiilV     l'ii     BO 
CHARLOTTE, 

REP. FORJOE  &  CO. 
MGR.:    FRANCIS    M.    FITZGERALD 

24  AUGUST  1953 
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Each  year,  more 

National  Adver- 

tisers find  that  Joe 

Adams  is  their  best 

choice  to  reach 

and  sell  the  over 

335,000  Negroes 

in  Los  Angeles 
County. 

JOE  ADAMS 

Bigger  than  Ever  in  '53 Coca  Cola 
Old  Cold  Cigarettes 
Folgers 
Barbara  Ann   Bread 
Callo  Wine 

Royal  Crown  Cola 
Black   Draught 

Feen-a-minf Seven   Up 

Royal  Crown    Pomade 
5SS  Tonic 
Nehi 

Grove's  4-Way  Tablets 
Pream 

Pepsi   Cola Coebel   Beer 
Maxwell  House  Coffee 

Manischewitz  Wine 
Sulfur  8 
Par  T  Pak 

1580 

5000  WATTS 

SANTA      MONICA,      CALIF. 

Represented    Nationally    by: 

•  George   W.    Clark,    Inc. 

Chicago,    III. 

New  York,    N.  Y. 

• 

• 

Daren    McGavren    Agency 

San    Francisco,   Calif. 

Dora-Clay+on     Agency,     Inc. 

Atlanta,   Ga. 

'I  he  percentage  of  all  the  drug  items 
hought  in  Memphis  by  Negroes,  in 
main  ways,  is  even  higher  than  that 
in  the  food  field.    Here  are  the  figures: 

ITEM  \EGRO  % 

Deodorants  55.1% 
Facial  cream  42.5 
Face  powder  15.1 
Hand   lotion  47.5 
Laxatives  .     52.9 

Lipsticks  22.3 
Razor   blades  33.5 
Shampoo  ._      17.7 
Shave  cream  18.6 
Toothpaste  }6.2 

Tooth  ponder  or  liquid  .">2.5 

A  few  other  highlights:  The  stud\ 

estimates  that  Memphis  Negroes  ac- 

counted for  38'  i  of  all  department 
store  sales  in  that  city  during  1952.  a 

figure  less  than  their  population  per- 
centage of  the  area  hut  about  the  same 

as  the  city  percentage  figure.  Also, 

749?  OI  the  families  owned  refrigera- 
tors, 58$  owned  gas  stoves,  43$ 

owned  washing  machines  I  regular  or 

automatic  I.  28' r  owned  a  car.  56' , 

owned  their  own  homes,  70'  '<  had  tele- 

phones. 249?  had  TV  sets,  and  92.8' , 
owned  at  least  one  radio  with  28'  <  of 
the  homes  being  multiple-set  units. 

Q.  Do  Negro  families  shop  for 
household  items — like  food  and 

drugs — primarily  in  Negro  areas? 
A.  According  to  sales  executives  of 
several  national  advertisers  who  make 

a  strong  pitch  for  Negro  customers  in 
their  air  and  print  advertising,  the  an- 

swer is  "Yes." 
"\\  e  recentlj  checked  up  on  Negro 

purchases  of  ordinar)  household  items 
in  several  cities  along  the  Eastern  sea- 

board and  found  that  the  bulk  of  them 

was  done  in  stores  in  and  around  cit\ 

sections  where  colored  families  live, 
the  sales  director  of  an  Eastern  beer 

company  told  sponsor. 
"They    are    therefore    influenced    in 

the   buying  of  these  products   by    the 
kind    of    merchandising    and    display 

work    done  in  stores  in  Negro  areas, 
the  executive  added. 

Q.  Are  there  any  notable  trends 
at  work  in  the  development  of 

shopping  facilities  for  Negro  fam- ilies? 

A.  \  es.  For  one  thing,  man)  new 

Negro  housing  developments  have  been 

huilt  in  the  past  few  year*  in  cities  like 
\cw  York.  Los  Angeles.  Memphis. 

Atlanta.  New  Orleans,  and  others. 
\iul    when    such    a    new    apartment   or 
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suburban  communit)  i-  developed 

there's  usuall)  .1  move  on  the  pari  01 
one  "i  more  leading  food  01  drug 

■  hains  to  open  large  new  stores  usual- 

l\  of  tin-  self-service  type  in  t h<- 
1  ommunitj . 

The  point:  Advertising  and  mer- 

chandising aimed  at  "presetting  Ne- 
;i"  customers  is  going  to  become  in- 

creasing!)   important  in  the  next   few 

1000   WATTS 

years. 
*  *  * 

NEGRO  TIPS 

[Continued  from  page  77  1 

It  BCO,  Bessemer-Birmingham,  tin.-. 

'Make  Bure  1l1.1t  .1  Negro  handles  the 
announcing.  Forge)  about  your  fancj 

white  transcriptions.  \  good  local  Ne- 
gro announcer  will  sell  1  * >  times  the 

amount  of  merchandise." 

//  FEC,  Miami:  "Personality  3pol  an- 
nouncements seem  to  gel  much  more 

in  the  waj  <>f  results  than  straight  Mall 
announcer  spots.  Our  listeners  have 

developed  quite  a  loyaltj  to  the  dif- 

ferent personalities  on  our  station." 

//  SOK,  \ashville:  ""It  a  Negro  per- 
sonalitj is  handed  a  'fact  sheet'  about 

a  product,  or  handed  a  piece  <>f  regu- 
lar copj  that  would  be  used  on  anj 

other  station  and  told  to  put  the  con- 

tents "in  your  own  words."  that  will 
usuall)  work.  The  message  never  comes 

out  the  same  ua\  an)  two  lime-.  But 
the  meat  of  the  commercial  is  there 

every  time  in  the  word-  of  the  per- 

sonality, not  the  agency." 
WUSN,  Charleston.  S.  C:  "it  can- 

not be  over-emphasized  that  the  first 
step  in  successful  Negro  programing  is 

to  obtain  Negro  personalities  of  prom- 

inence in  the  Negro  community.  I roi 
example.  \\  1  SN  Nemo  newscasts  are 
presented  In  \rthur  \iken.  editor  of 

the  local  Negro  newspaper.  He  han- 
dles commercials  as  well.  While  we 

have  other  Negro  personalities  who 

might  sound  just  as  good  or  even  bet- 

ter, editor  Aiken's  prestige  and  recom- 
mendations are  true  selling  Factors." 

.7.  Don't  expect"  overnight  mir- 
acles from  \egro-appeal  radio 

M'irh  small  campaigns.  Selling 
here  must  he  con  si  strut  and  noil 

planned,  jnst  as  it  is  in  nut;  radio 
campaign. 

Some  valuable  advice  on  this  subject 
was  furnished  to  SPONSOR  b)  the  Dora- 
Clayton  station  rep  firm,  an  Vtlanta 

outfit  which  represents  a  long  list  of 
Negro-appeal  stations  and   which   a-ts 

Charleston's  most  far  reaching  station 

V 

WPAL  H?mr     ol    thr    top    flight    radio    per  tonaht  U% 

South*       I    V|l  1    rt(  *    mii\l'T  J»ft     W*ffirf  J»f! 

Join*    %ueh    ttalwa/tt    at    Bob    Ntrhol*     king    of    thr    Southern    dlw 
jo  i      t  mmHt     Lam  pk  in       along     with     Hill     Billy     John 

I    NN     WPAL    »ta/    lu. 
j-rr    mil    t' r     jrrt     Wanut     ̂ 'n>«     Monday*    through     Friday*. 

and     hold*     forth     Saturday     aft*  r  noon*     with     hit     llvrly     "Let'* 
program      J*- ft*    an    old    pro    with    trn    radio    yra/t    behind 

him.     M     thr     jump     lo     the     WPAL     alf-ttar     tt  am     donnl     fa/<- 
him    a    bit 

(      l    k    thr    WPAL    pmonahty    line-up    for    vale*    retultt.    MthV 

Ummrf.t.      Hooprr     rating*      and     ten*lblr     advrriiting     rata*. 

Hill  Billy  John  run*  "Cornfield  Frolic*  .  EmmMt  Lampkln  * 
guiding  hand  »tter*  In  The  Garden,  and  In  Thr  Gar- 

rVn  Vtiptn'  to  nrw  *uce«  **e%  « aeh  and  rvrry  wtwk 
HIM  Billy  John  *  witr  Honry,  join*  him  each  morning  to  taJta 

Ihr  HIM  Billy  John  and  Honry  Show'  through  thrfe  hour*  of 
fine  country  entcrtmnrm  nt  J*-fl  Warn»r  WPAL  |  nr*»*t,  hat 
tti>  J- ft  Warner  Show,  and  finally.  Bob  Nlcholt.  king  of  them 

all  ||VM  you  thnr  hour*  of  "Bluet  n  Boogu  >*>'i  «-Hiday. 
plu*  "Jivr  Parade"  on  Saturday*  and  "Harlrmoodt"  on 
Sunday*. 

That's    WPAL*    flrtt    team         .        check    our    rep*,    and    w^-    if 
th,  y    can    itev    a    tpot    for    you. 

of    CHARLESTON 
SOUTH      CAROLINA 

Forjoe  and  Company 

S.  E.  Dora-Clayton  Agency 
All   this  and    Hoopers   too! 

Bferybody  loves  KUDL 
.    .    .    and  flu  y  Ion    KUDL't ■■  Had   Lad"  toe 

Thai    cool   charactei    «li<.   spins    what    folk-- 
want  each  daj    from   1  :00  till  :: 

THE    ONLY    FEATURED    COLORED    DJ    IN 

THE    GREAT    KC    MARKET 

•  ■  mad  LAD"      ■■      ■•■■■   ■•■■  l<<    Mark  I 

Buy   KDUL   .   .  .   programmed  for  on   Kc 

" MAD   /..I/'"  1 

just  S10.    Quart*  r  hot      S30. 

FORJOE 

1000  WATTS  ...  250  WATT  RATE 

KUDL 

,/HSSOUfft 

\  m»- KDKD 

GREATER  KANSAS 

CITY  TRADE  AREA 

KOKO 

KUDL — KANSAS  CITY 
KOKO— WARRENSBU8G 
KDKD — CLINTON 

Covers  The  Greater  Kansas  City  Market 

24  AUGUST  1953 
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NEW   ORLEANS' 

radio 

ACCORDING  TO 

wok 
REACHES  MORE 

 HOMES 

PER  $  THAN  ANY
  OTHER 

NEW  ORLEANS    S
TATION! 

621 
5,081 
7,050 

10,435 
12,482 

16,658 

9,330 
12,181 
11,512 
16,776 

Represented  by 

NEW  ORLEANS    F„iM.«dco. 

as  the  Southern  office  of  Forjoe  &  Co. 

Stated  Clayton  J.  Cosse: 

"No  radio  schedule  beamed  to  Ne- 

gro audiences  should  be  done  in  a 

haphazard  manner.  You  seldom  hear 

oJ  a  success  story  on  the  basis  of  one 
spot  announcement  per  week.  \  ery  few 
advertisers  in  the  field  succeed  1>\  <jo- 
in<i  in  and  out  of  the  market.  Several 
brands  listed  in  success  stories  have 

first  started  on  Negro-appeal  radio  and 
grown  with  the  market  by  using  mail 
order  pitches  and  then  switching  to 

retail." 

Other  comments  from  stations  in- 
cluded these: 

WOP  A,  Oak  Park,  III.:  "Advertis- 
ing on  Negro  programs  will  achieve 

results  in  proportion  to  the  amount  of 
lime  used.  Results  will  not  increase 

substantially  if  a  client  uses  a  half 
hour  instead  of  15  minutes.  On  the 

other  hand,  a  regular  15-minute  show 
will  produce  better  results  than  spot 
announcements.  Past  experience  has 
shown  us  that  block  programing  is  of 

advantage  and  that  a  station  should 
have  at  least  two  hours  of  solid  Negro 

programing  a  day  to  be  effective. 

WBMS,  Boston:  "We  have  found 
from  our  own  experience  and  from 

that  of  our  clients  that  buying  15- 

minute  programs  across-the-board  is 

'he   most   successful." 

WOOF,  Dotham,  Ala.:  "Our  experi- 
ence has  shown  us  repeatedly  that  con- 

sistency in  advertising  is  the  only  way 

to  make  it  pay  off.  We  have  also  found 

it  a  good  policy  to  change  commercials 

frequently." 
WWCA.  Gary,  hid.:  "For  the  past 

four  \ears.  WWCA  has  been  doing  an 

outstanding  job  of  programing  to  Ne- 
groes in  the  great  Calumet  industrial 

area.  However,  interest  in  our  Negro 

programing  has  been  growing  among 

the  500.000  Negroes  in  Chicago.  Ef- 
fective 1  September,  we  will  therefore 

originate  Negro  programing  from  new 
studios  within  the  South  Center  De- 

partment Store  in  Chicago,  a  landmark 

familiar  to  that  city's  Negroes.  Pro- 

grams will  feature  our  d.j..  Sam  Evans." 
WLOU,  Louisville:  "If  a  client  really 

wants  Negro  business,  he  should  indi- 

cate it  by  carrying  a  schedule  substan- 
tial enough  to  create  this  impression 

over  an  extended  period.  This  extend- 
ed schedule  allows  the  Negro  listener 

to  be  aware  of  the  fact  that  the  adver- 

tiser is  supporting  the  Negro  radio  sta- 
tion and  not  just  dashing  in  to  grab 

(|uick    rewards    from    his   drive-. 

LEE  DORRIS "A-Troin"     (Part.)    & 

"Red    Hot    &    Blutt" 

(Port.) 

BILL  POWELL 
'Bouncing    with    Billy 

(Part.) 

Pick  any  spot  or  program  on  the  WSOK 

schedule  and  you'll  be  assured  of  a  big 

"package  audience"  for  your  product  or 

service.  All  day  .  .  .  from  sign-on  to 

sign-off  .  .  .  the  loyal  WSOK  audience 

(the  big  NEGRO  segment)  stays  tuned  to 
1470. 

The  one-station  WSOK  daytime  "package 

audience"  represents  almost  30%  of  the 

Nashville  radio  market.  It  takes  the  com- 

bination of  the  other  6  Nashville  stations 

to  deliver  the  balance  of  the  market. 

The  important  NEGRO  segment  can  only 

be  reached  through  WSOK,  day  in  and 

day  out. 

PARTICIPATING 

GOSPEL  PROGRAMS 
"Peace   in  the  Valley, 

"Old    Ship    of    Zion" 

FORJOE  and  DORA-CLAYTON 

10:15-10:55    AM 

2:00-    3:00    PM 

have   complete   program   schedules 

WSOK 
1000  WATTS  •  NASHVILLE 
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•••••••••••••••••••••••a* 

CHICAGOLAND'S 

1/2  MILLION 

NEGROES 

1/2  BILLION 

DOLLARS 

LISTEN  MOST 

SPEND 

AND 

TO 

SAM  EVANS 

a 
JAM  WITH  SAM 

DIRECT  FROM  WWCA's 
CHICAGO  NEGRO  STUDIOS 

V 

DAILY 

2:00-4:00  P.M. 

11:00  P.M. -2:00  A.M. 

WWCA 
1000      WATTS 

Call  JOHN  E.  PEARSON 

••••••••••••••••o«»***a«i 

f.  Diiii'i  fi«'vir«M<'  (<>  iff  I:  tin- 

ml f iff  «»>'  >ri|iii-(i|i|ic(il  rtiffio  \l«- 

Jions.  or  \ci|ni  iimi  r/.«'(  s|tc<i(il- 

isls.   in   planning  «!■•'  tlrirfx. 

\\  iili  Neg  1 1.  .i|p|umI  1  adio  na>  ing 

grow  n  ■  .1  ( •  i  <  1 1  \  in  tin  past  fi  h  j  eai  - 

the  advei t i — « - 1  todaj  i-  in  .1  battel  posi- 
tion   I"    "!>t.  till    -killed    1  ntin-rl    in    |ln- 

field.  Such  men  at  Joseph  I  ■  W  ool 
ton  (Radio  l>i\i-i<m.  Interstate  I  nited 
Newspapers,  Inc.,  a  Negro  media  rep 
in  in  1 .  .mil  bik  li  In  in-  .1-  Leonard  E\  - 

in-.  I  )..i a-(  l.i\  ton,  I ''"'i  joe,  John  I  , 
Pearson,  and  others  have  made  much 

progress  in  gathering  facts  on  Negro 
radio  l"i  a< K «i tisers  and  ageni  ies. 

Some  agen<  ies  have  even  hired  Ne- 

gro specialists,  such  as  BBDO's  Clar- 
en<  e  Eiolte.  Vnd  distinguished  Negro 

so*  iologists,  like  I  m  .  <  leoi  ge  Edmund 
Haynes  "I  Four-Fold  Associates,  have 
turned  their  talents  toward  market  re- 

-1  .in  li  designed  t"  assisl  the  advertiser 

using   Negro-appeal   radio. 
Bui  the  stations  themselves  -till  re- 

main a  primai \  source  "f  ad  tips: 
WMIl).  Veu  Orleans'.  "The  most 

important  suggestion  we  can  make  t<> 
advertisers  is  thai  the}  depend  on  the 
station  management  i<>  help  them  in 

making  the  '1  ighl  bu) .'  \  number  of 
mil  advertisers  have  taken  t fi.-  advice 
'if  others  and  as  ~\  result  have  put  on 
programs  which  were  nol  designed  t" 
reach  the  masses.  Main  advertisers 

Feel  that  the  onlj  waj  to  reach  the 

Negro  market  is  through  'jive  pro- 
grams. We  have  been  in  some  cases 

more  su<  1  essful  and  in  mam  1  ases 

equall)  successful  with  spiritual  pro- 

grams and  shows  directed  in  women." 
//  I//- v  Chattanooga:  "Manj  local 

distributors  are  reall)  frustrated  over 
the  waj  national  radio  spot  budgets 
ire  -pent.  I in  instance,  in  Chattanoo- 

ga 1  local  distributor  is  watching  his 
national  dollars  going  out  the  window 
with  a  no-result  station.  Of  course,  th< 
agency  could  nol  predict  thai  when 
the}  pi. 1  eil  the  advertising.  Bui  local- 

ly, the  distribute]  can  see  trend-  and 
would  do  a  good  job  of  placing  his 

nu  n  ad\  ertising.  .  .  ." 
II  ERD,  ttlanta:  "In  normal  -jn >t 

practice,  the  sponsor  and  agent  j  11-n- 
all)  know  more  about  the  technique  of 
reaching  and  selling  an  audience  than 
the  station  does.  In  using  Negro-ap- 

peal radio — perhaps  bei  ause  "I"  it-  fasl 
growth  and  complex  personality  this 
situation  is  reversed.  Sponsors  should 
not  lie  afraid  to  seek  the  advice  of  a 

station  experienced  in  handling  Ne- 

gro radin  campaigns.1  *  •*•  * 

1M1 
New  York's   No.    1 

Station    for   America's 
No.    1     Negro    Market 

Itr.    J,,, 

On*  „/  11  i»  RL'i lalet-prodm  ing 

pertonalitiet 

WWRL  has  a  larger  audi- 
ence in  the  1,001,371  New 

York  Negro  Market  than 

any  other  station — network 
or  independent — according 
to  Pulse  Reports. 

WWRL  moves  merchandise 

FAST  .  .  that's  why  more 
and  more  national  advertis- 

ers are  using  WWRL's  8 great  Negro  audience  shows 
to  outsell   all   competition. 

They  include. 
Camel  Cigarettes 
La  Rosa   Macaroni 
Aunt  (cmima   Flour 
BC  Headache  Powders 
Carolina  Rice 

•    Fcenamint 

Rem 

Carnation  Milk 
Miles  Shoes 
Callo  Wine 

Discover  today   why   WWRL's   spe' 
designed    programs    plus    sales- 
crsating    station    merchandising    can 

produce  greater  sales  for  you  in  New 

York's   one    million    Negro    ma'ket — 
at  a  cost  of   12c  per  thousand  listeners. 

Remember,    New   York  s   Negro 

population    exceeds    the    entire    popula- 

tion   of    Pittsburgh,    Boston.    St.    Louis    or 

San    Francisco. 

Pulse   Reports  on   request. 

DEfender  5-1600 
in  New  York  City 

at  5,000  Watts 

WMm 
24  AUCUST  1953 

95 



NEGRO  POPULATION 

CITY  OF   PHILADELPHIA 
DENSITY   BY  WARDS 

Estimated   for    1950 

Bosed   on   Registered   Voters 

fe^s 
/ 

LICtXD 

UDOl*    1.000 

^   I.OOO-  3.000 

j   3.OO0- 10.000 
I   OvCK    10,000 

A  MAP  FOR  TIME  BUYERS 
Here  in  a  basic  7  ward*  of  Philadelphia 
is  reflected  the  hard  core  of  a  city  within 

a  city  larger  than  90"7r  of  all  other 
American  cities. 

In  this  tightly-knit,  compact  area  resides  the 

majority  of  Philadelphia's  450,000  Negro 
population  (3rd  largest  in  the  U.  S.).  Com- 

posed of  a  brand-conscious  and  advertising- 
motivated  audience  whose  income  is  continu- 

ously on  the  up-grade  (spending  over 

$4,000,000  per  week  in  Philadelphia) — they 
offer  a  greatly  expanding  market  for  all 

products. 

This  population  segment  increased 
34.6%  from  1940  to  1950.  while  the 

total  population  increase  for  the  same 
period   was  7.3%. 

The  advertiser  in  Philadelphia  cannot 
afford    to   overlook    this    market. 

The  above  talent  and  program  array  has  estab 

lished  WDAS  as  Philadelphia's  primary  voice  to 
tln>  Negro  market.  In  a  Pulse  Study  taken  in 
Philadelphia's  Negro  Radio  Somes  here's  how 
WDAS'  "Ebony  Hall  of  Fame."  with  Randy 
Dixon,  turned  out — it  had  approximately  as 
many  Negro  listeners  as  all  other  radio  stations 
in    the   city    combined    (4:) .7 

WDAS  now  broadcasts  50  hours  weeklj  of  the 
entertainment  values  this  market  desires  And 
over  the  past  year  has  added  man]  ^:> t i ̂ ti. - 1 
sponsors,  Sere's  s  partial  list:  Black  Draught — 
Calotabs — Chooz — 4-Way  Cold  Tablets  — Mani- 
schewitz  Wine — Nadinola-  -Palmer  Skin  Success 
—  Phila.  Coke  —  Quak.  t  Oats  Robert  Sal] 
Schmidt's  Beer — Sinclair  Oil  -Sulfur  fj  Swanee 
Paper    Produi  ts      \in.t   Jemima. 

WDAS PHILADELPHIA'S 
OLDEST   INDEPENDENT 

Represented  hn  FORJOE  &  CO. 

NEGRO  RESULTS 
t  Continued  from  page  75  I 

bought  a  schedule  of  one  announce- 
ment a  da\  on  the  Genial  Gene  morn- 

ing show.  The  second  morning  the 
announcements  ran.  33  customers  for 

fishing  equipment  said  they  came  to 
the  store  because  they  heard  Genial 
Genes  commercials. 

Auto  parts,  H'.WFS',  Chattanooga: 
Chattanooga  Auto  Wrecking  Co.  spon- 

sors two  singing  groups,  including 

"The  Spirit  of  Memphis  Quartet" 
which  is  advertised  by  posters  in  35 

locations  by  the  client.  Since  using 

\\  MI'S,  the  auto  parts  firm  reports  a 
30'(    increase  in  business. 

Home  remodeling,  B'H'C.4,  Gary, 
ind.:  The  Steel  City  Construction  Co.. 
which  remodels  and  reconstructs  old 

homes,  had  tried  many  media  before 

coming  to  WWCA  for  low-cost  leads. 

The  firm  advertised  during  the  first 
six  months  of  this  year,  made  $200,000 

in  actual  sales  resulting  from  WWCA 
leads.    Total  cost  of  radio:  $6,000. 

I/serf   cars.    Ml  It  It.    Oakland:      A 

local  used-car  dealer,  advertising  Cad- 

illacs exclusively  on  the  Jumpin' 
George  program,  sold  16  during  a 
three-week  campaign. 

Magazine,  KM/.  Houston:  Ebony 

magazine  ran  a  test  over  KNUZ  with 

announcements  on  the  Spinner  Sanc- 
tum and  Bee  Hive  shows.  The  cam- 

paign plugged  two  issues  of  the  maga- 
zine. Comparing  newsstand  sales  with 

comparable  issues  the  year  before. 

Ebony  found  sales  up  38','  for  the  first 
issue  advertised  and  58'  {  for  the 
second   one   mentioned   on   KNUZ. 

Automobiles,  HWEZ.  JVetc  Or- 

leans: During  May  1953,  Terry  Motor 

Co.  bought  two  announcements  dailv. 

Monday  through  Saturday,  on  Jack 

the  Cat.  During  the  week  of  11-16 
May,  Terry  sold  seven  automobiles. 
Total  sales:  .$13,000.  Total  advertising 

<  nst  for  the  week:  $48.  Cost  per  car: 
$6.86.  Five  of  the  seven  cars  were 

bought  by   Negroes. 

Watvh    repairs,    II  II OZ,    Mobile: 

On  the  verv  first  daj  that  Palace  Jew- 
elers advertised  their  watch  repairing 

on  WMOZ.  about  100  customers 

brought  their  watches  in  to  be  fixed. 

The  station  reports  that  practicallv 
each  one  of  the  customers  was  trace- 

able directly  to  the  WMOZ  commer- 
cials. *  •  • 

Jack  Witfman 
NOW 

8:30  -  9:55  A.  M. 

3.7 
♦PULSERATING 

'Pulse    of    New    Orleans    (May— June    '53) 
8:30   -   9:30    A.    M. 

Jack  Will  man  says . . . 
"Thanks  for  being  patient,  you  folks  who 

have  been  waitin'  to  get  on  "Morning 
Spirituals".  I'm  now  on  from  8:30  to 
9:55  A.  M.  so  that  you  now  have  the 

opportunity  of  joining  good  company  with 
Carnation  Milk,  Gold  Medal  Flour,  Bond 

Bread,  Coca  Cola,  Zodiac  Coffee,  Soproco, 

Breast-O-Chicken    Tuna   and    7-Up." 

This  is  one  of  many  "good  buys"  to  sell 
the  Greater  New  Orleans  Negro  Market  on 

New  Orleans'  top  rated  Independent  Sta- 
tion .  .  .  the  only  station  programming 

100%  to  the  Negro  Market  .  .  .  the  only 

station  with  an  all-colored  programming 
staff. 

in  the 

nation's largest 
market 

Personalities 

*BILL  SAMPSON 

•JOE  WHITE 
.  .  .  attract  and  sell 

the  more  than  350,000-^ 
NECRO  listeners  .  .  . 

KWKW 
am 
fm 

PASADENA  •  LOS  ANGELES 

National  Reps.:  FORJOE  &  CO. 
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MEDIA  PITFALLS 

(  ontinued  \i  om  page   i  >  i 

Bmrtsmi  Sam  Barton,  president,  Mai 

kci   Resean  h  ( !orp.  of    \vat\  ica,  i  au- 
tioned  against  buying  research  without 

having  a  clearl)  defined  idea  of  what 

you  want  and  what  you  need  to  know. 

I  icample:  Don't  spend  a  lot  of  monej 
on  a  secondar]  or  a  tertiarj  problem 

when  you  haven't  solved  the  primary 
problem.  Example  of  this:  Ordering  a 

-tud\  of  tin-  duplication  of  media  with- 
out first  knowing  when  you  want  du- 

plication and  w  lien  \  on  don  t 

trasxlvii:  Archibald  Crossley,  presi- 
dent of  Crosslej .  Inc.  frovi  ns  on  trj  ing 

to  measure  Bales  results  of  specific  ads 

01  commercials  or  even  specific  cam- 

paigns. Hi-  prefers  measuring  the  im- 
pact or  impression  the  campaign  has 

made. 

"Most  of  us  have  tended  to  eliminate 
tin-  dollar  volume  of  sales  from  our 

measurement  of  effectiveness,"  he  told 

sponsor.  "We  fed  we  have  enough  to 
do  if  we  stick  to  measuring  the  im- 

pression a  campaign  ha-  made  rather 
than  its  sales  results.  The  primary  job 
of  advertising  is  to  create  a  favorable 

impression  for  a  product  and  to  do  it 

so  firmly  it  will  resist  other  impres- 

sions.  I  think  it's  asking  loo  much  of 
an  ad  to  expect  it  to  go  beyond  that 

stage  and  have  a  measurable  effect  on 

-ales." 

He  adds:  "If  you  get  into  testing 

campaigns,  it's  better  to  -tick  to  one 
classification  of  media:  outdoor,  TV, 

radio,  newspapers,  or  magazines,   not 
SS  media  line-,  for  different  media 

have  to  he  handled  in  different   ways." 
lo  measure  impressions,  Crosslej 

uses  the  playback  recall  technique — 
before  ami  after  the  campaign  i>  run. 
You  find  someone  who  know-  about 

the  product,  then  ask  him  probing 
questions  to  learn  what  he  know-, 

where  he  learned  it.  and  how.  Compar- 

ing the  1  efore-and-after  figures,  you 
ran  easilj  determine  what  impact  the 
particular  campaign  has  had  on  the 

i  onsumer  public. 

WUHmmt:  Robert  Williams,  an  exei  u- 

live  of  the  Elmo   Roper  organization 

i  no  one  has  any  title  over  there),  of- 
fered this  well-chosen  simile  on  media: 

"Media  are  like  transportation — 
•  ars,  buses,  railroad-,  airplane-.  et<  . 
Most  people  find  it  necessary  and  most 
efficient  to  use  more  than  one  kind  to 

gel  to  their  destination.  So  it  ir-  with 

advertising  efforts.    Mosl  of  them  re- 
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CAN  MEDIA  EVALUATION  BE  EXPRESSED  MATHEMATICALLY? 

Iri  V  lii\,  direct   I  advertising  research  "i  thi   I  mm  Journal 
n.    Here  arc  In-  three  basii   formula*  l"i  reducing  media  evaluation 
in  the  status  <>f   i  mathematical  -■  107  f"i  rxplanatioi 

1.      \«»<  vovvruav 

/  In-  "f/  furn  lion" 

■  fat  J   .  b  ( «; )   .  r 
x(  I 

<•)     (I 

P) 
I  In    factors  hi  tins  expression  mi-  defined  as  folio 

if  i\  urn  audiena    coverage   [families  oi  individuals)    expressed  <r.  u 
inn  mi   hi   total  possible   audience    t  over  a  ■ 

/«•  <s  a  constant  representing  minimum   net  audio 
dependent  on  tin-  media  used,  the  audience  definition 

k  i.  '/  constant  representing  the  rui<-  ••<  climb  ur  cumulation  »/  net 
audience.     The   value  o)   I-  .    just   as  epends 
////on    the    media    used,    the    audience    definitii 

«i  ( it )       represents  the  numbei  oi  magazines  included  in  the  list,    [Its 

n  ■  I if  tnul  expression  m  the  equation  is  probably   tin-  form  >. 
n 

b(*t)      represents  the  amount  ni  groin,  factor,  i)  anj   is  present, 

r  represents  the  variance  in  audience  measurement  based  on  ihor- 
oughness  of  readership, 

v  represents  turnover  ni  primary   circulation    [cumulative  factor). 

p  represents   pass-along    (secondary    coverage). 

x  is  total  i-ross  circulation  coverage   [oi   families  or  individuals) 
expressed  as  n  percent  «/  total  possible  audience  ■  mirage. 

2.     i «»(«(/  Impressions 

I  .  2>«fb.     ii  ; 

The  "S    linn  I 

1  (ix)         ii  .  '«.!».       .ii 
2 .  2>«bfc.    ii)  ii  .l-«f»i       ii; 

rmbols  in  ihis  equation  are  defined  u^: 

i  is  the  numbei   of  -   in   eo<h   magazine. 

'al  numbi  ,'izmr   insertions,     <Thm   is,   the 
number  o)  magazines  plus  the  number  o)  repei 
is  the  total  out  to  n  specified  number 

h'nr  example,    a(b.  .n)   is  the  audience  '•<;  sue  a  ami  not 
//..//.    'abic  .m   is  the  audience  exposed  to  issue  a  ami  b,  not  r..n. 

.1.       Totul  autlirnvr  with rvttuirvtl 

I'requeitvfi  of  impression 

Th.      t 

'unction" t  =    ah f(c      ••> 
the  entire  range  ot  aii'i  ■  ■         getting                   mure  imprt  551 

quire 

i  combination   ol    media   to   do written    or    have    not    been    properl) 
the  bes 

t  job." 

t-  sted  i  an  introdw  e  i  onsiderable  i  i 

He  offers  these  three  "<  autions"  in 

i r it< >  the  results. using 

-ur\e\    resean  h : 2.    Sampling   oi  i  ourse  is  vei  j    im- 
1. T 
rj  in  everj  waj  to  insure  )  ou  re 

portant,  but  even  more  so  i-  the  whole 
contribution  to  the  total  error  that 

uettinu the  honestlj    held  opinions  ol 

people. 

Question-     which     are    badl) 
come  from  interviewei  variance  due  t,. 
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complexities  in  the  questionnaire  and 
burdensome  mechanics  of  handling  the 

survey  in  the  field.  "This  is  why  we 
strive  so  hard  to  achieve  simplicity  in 

the  questionnaire  makeup. 
.}.  Of  course  the  basis  of  the  whole 

research  operation  is  quality  interview- 

ing. It  doesn't  make  any  difference 
how  good  all  of  the  other  operations 

are;  if  you  haven't  got  top  quality 

handling  in  the  field,  you  haven't  got 
anything. 

Williams  added  this  cautionary  note: 

"Make    sure    the    interviewer    has 

been   properly  trained.    If  not — if  he 

can't  handle  fringe  questions   (the  de- 

grees of  doubt  l ,  then  the  percentage 
of  error  is  increased  and  can  throw  the 

iesults  off. " Elmo  Roper  made  the  CBS  radio 

listening  study  "Roper  Counts  Custom- 
ers" in  1940.  Williams'  comment  on 

It:  "Sure  there  are  some  flaws  in  it  as 
we  look  at  it  now.  but  remember  it 

was  done  quite  a  long  time  ago — be- 
fore we  had  as  much  understanding  of 

the  problems  involved  as  we  have  now. 
Hut  it  is  interesting  to  note  that  in 

every  case  people  who  listened  to  the 

programs  used  more  of  the  sponsor's 

products  than  people  who  didn't  listen." (  For  sponsor  comment  on  study,  see 

WDAY 
(FARGO,  N.  D.) 

IS  ONE  OF 

THE  NATION'S 
MOST  POPULAR 

STATIONS! 

An  independent  survey  made  by  stu- 

dents at  North  Dakota  Agricultural 

College  among  3,969  farm  families  in 

a  22-county  area  around  Fargo  proved 

this:  WDAY  is  a  17-to-l  favorite  over 

the  next  station — is  a  3%-to-l  favorite 

over  all  other  stations  combined! 

NBC   •  5000  WATTS 

970  KILOCYCLES 

FREE  &  PETERS,  INC. 

Exclusive  National  Representatives 

27  JuK   1953  issue,  page  39.) 

Schwerin:  Horace  Schwerin  of  the 

Schwerin  Research  Corp.,  which  uses 
audiences  to  test  radio  and  TV  com- 

mercials and  programs,  says  any  single 

test  has  too  many  variables  to  permit 

drawing  general  conclusions   from  it. 
Over-all  principles  do  gradually 

emerge  from  a  large  volume  of  testing, 

but  even  here  the  "rules"  are  virtually 
meaningless  unless  their  application  to 

the  problems  of  a  specific  advertiser 
are  worked  out  through  actual  testing 
of  the  commercials. 

Schwerin  has  made  this  interesting 

discovery:  One  TV  show  can  sell  as 
much  as  eight  times  as  many  goods  as 

another,  even  though  the  audience  size 
and  the  commercial  may  be  the  same 
or  similar.  In  addition,  he  has  found 

that  key  sales  ideas  of  some  products 
are  not  readily  demonstrable  so  radio 

proved  as  effective  as  or  better  than 
TV.  As  a  result,  he  has  recommended 

on  occasion  that  a  client  drop  out  of 
TV  and  return  to  radio.  Could 

Schwerin  give  SPONSOR  some  specific 
examples? 

"The  TV  people  would  hang  me!" 

(A  very  quotable  researcher,  Schwer- 
in also  made  this  challenging  statement 

to  SPONSOR:  "Radio  nearly  committed 
suicide  in  not  measuring  its  qualitative 
sales  effectiveness.  In  the  early  davs 

its  audience  expansion  was  so  terrific 
it  never  bothered  to  count  all  its  listen- 

ers.  Now  it's  paying  for  it."  | 
ilenrikson:  Carl  H.  Henrikson  Jr., 

v.p.  and  general  manager  of  S-M  Sur- 
veys, is  another  researcher  who  be- 

lieves that  you  can't  measure  your 
profit    from    each    medium.     Reason: 

"The  cumulative  results  of  advertis- 

ing in  future  periods  make  it  difficult 

to  measure  the  long-run  net  effective- 
ness of  any  one  ad  or  any  one  medium 

at  a  given  time.  For  instance.  I  mav 
be  influenced  by  one  specific  ad  to  try 

a  product  and  continue  to  buy  the 

product  for  20  years  because  I  like  the 
product.  True,  subsequent  advertising 
may  have  something  to  do  with  my 

continuing  to  use  your  product,  but 
that  is  difficult  to  measure,  except  in 

general  terms  of  what  happens  to  sales 

when  advertising  is  changed,  expendi- 

tures varied,  or  competitors  out-adver- 

tise you." 
He  says  of  pitfalls  in  sales  tests: 

"Beware  of  variations  in  the  effect  of 

local  media."  I  Tests  may  show  news- 
papers are  superior  in   one  town  but 
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In  the  NEW  Pittsburgh ...  on  the  NEW  KQV. . . 

• . .  Jack  Henry  walks  away  with 

the  Top  12:30  News  audience! 

Here's  more  amazing  proof  the  one  best  way  to  sell  the  New  Pittsburgh 
is  on  the  New  KQV  .  .  .  now  CBS  Radio!  Since  taking  over  as  star 
newscaster  on  KQV  in  June,  veteran  newsman  Jack  Henry  has  walked 
away  with  the  No.  1  rating  at  12:30  p.m. — a  traditionally  favorite  news 
time  on  Pittsburgh  radio.  Here  are  the  results  of  a  coincidental  tele- 

phone survey  conducted  from  July  13-17  by  a  well-known  research 
organization: 

Share  of  Audience Shore  of  Audience 
KQV 

31.3% 

Station 

•C" 

10.5% 

Station 

'A" 

20.9% 

Station 

•D" 

5-8% 

Station 

"B" 

15.1% 

Others 

16.4% 

And  Jack  is  building  up  the  same  big  audiences  on  his  8  and  9  a.m. 

news  shows.  It's  one  more  example  of  how  KQV's  well  planned  local 
shows  keep  pace  with  the  station's  high-rating  CBS  shows.  Write  or wire  for  availabilities! 

OR 

PtffcfxjAghk  Agg/i£Moo<e  /Vefck/t/i  Station 
National  Representatives:  WEED  &  CO.  New  York  •  Boston  •  Chicago  •  Detroit  •  San  Francisco  •  Los  Angeles 
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\ou  can't  appl)  these  results  to  an- 
other.)  He  also  said  one  of  the  biggesl 

unsolved  problems  to  date  is  the  ac- 

.  eptance  or  believabilit)  of  ads.  "Lots of  work  i-  needed  in  (bis  field. 

€iallup:  Another  pitfall  in  media  eval- 
uation is  attributing  lack  of  sales  to 

llie  medium,  or  even  the  copy,  when 

ii  might  be  the  star  and  llie  kind  of 
audience  be  attracts.  Dr.  George 

Gallup's  comment  in  this  regard  has 

already  been  mentioned  (see  "How  to 
.  hoose  media.'"  SPONSOR,  1  June  1953, 
page  HI).  He  found  that  some  radio 
■  (.medians  attracted  audiences  that 

bought  le>>  of  the  product  than  was 
-old  to  the  public  general!) . 

As  for  pitfalls  in  using  print  and  air 

rating  services,  the  subject  is  so  exten- 

sive that  a  separate  article  will  he  de- 
voted to  it.  In  brief,  complaints  about 

all  of  them  center  on  three  things: 

1.  The  sample  is  not  big  enough. 
2.  Not    enough    data    are   supplied. 

3.  Data  supplied  are  not  what  the 
'  lient  wants. 

One  harried  researcher  commented 

in  discussing  this:  "There  s  nothing 

here  that  a  little  money  couldn't  cure. 
Rut  will  adversers — or  media — part 

with  it?" 

What  agencies  say:  To  William  B. 

Wallace,  associate  research  director  of 

McCann-Erickson,  measuring  ad  effec- 
tiveness in  terms  of  reaching  people 

and  delivering  messages  is  "infinitely" 
easier  than  measuring  it  in  terms  ol 

stimulating   people  to  action. 

'"  \d\ertisers  and  agencies  spend  mil- 
lions through  Nielsen.  Starch,  and  a 

multitude  of  other  services  to  measure 

the  effectiveness  of  media  in  deliver- 

ing messages,"  he  says.  "But  I  know of  no  service  that  has  the  answer  to 

the  second.  This  is  in  itself  evidence 

that  the  pitfalls  must  be  numerous." 
He  sees  two  main  groups  of  pitfalls 

in  measuring  effectiveness  in  terms  of 

creating  action : 
•  Isolating  the  effects  of  \arious 

media. 

•  Controlling  the  variables  that  ex- 
ist, assuming  that  the  media  can  be 

isolated. 

He  explains  the  first  one  thush  : 

"\\  hen  you  think  of  the  number  of  in- 
fluences that  have  been  brought  to 

bear  on  the  consumer's  mind  over  the 
\ears  for  the  vast  majority  of  products 
on  the  market,  the  problem  of  sorting 

these  influences  out  and  putting  a  yard- 
stick on  each  one  becomes  enormous. 

In  addition  to  the  four  main  media — 

Yes,  a  trip  to  the  mountains  is  just  what 

the  doctor  ordered  for  your  advertising! 

AND   KOA   IS  THE   PRESCRIPTION 

THAT  GETS   RESULTS... 
INDOORS!  Nielsen  Reports  guarantee 

57%  of  all  radio  homes  in  303  coun- 
ties in  12  states  listen  regularly  every 

week! 

OUTDOORS!  KOA  is  the  greatest  out- 
door advertising  medium  in  all  the 

West.  A  great  bonus  audience  in  auto- 

mobile listening  ...  more  than  12.5  mil- 
lion tourists  vacation  an  average  of 

8  8  days  in  the  Mountain  States,  spend- 

ing  more  than   $600  million! 

INDOORS  AND  OUTDOORS-THE  PEAKS  AND  THE  PLAINS 

KOA  IS  YOUR  BIGGEST  ADVERTISING  BUY! 

Should  you  measure  ads? 

Alfred  Pulitz  says:  "Skeptics 
have  challenged  the  utility  of  ad- 

vertising measurements.  Their 

objections  often  center  around 

the  fact  that  a  given  measure- 
ment provides  only  a  partial  mea- 

surement. They  say,  for  exam- 
ple, that  the  attention  value  of 

an  culvertising  message  certainly 
is  not  identical  with  its  sales 

power.  The  critic  is  right  on 
this  point.  But  he  is  equally 

wrong  if  he  concludes  that,  there- 

fore, the  measurement  is  useless." 

radio.  TV.  magazines,  and  newspapers 

— there  are  direct  mail,  point  of  sale, 

product  displays,  the  package  itself, 

'Mother  used  it.'  the  next  door  neigh- 
bor, outdoor,  car  cards,  sky  writing. 

and  many  others. 

"  \ll  of  these  play  a  role  in  deliver- 
ing an  impression  which  can  lead  to 

action  on  the  part  of  the  consumer. 
How  in  the  world  does  research  sort 
them    out? 

And  the  second  point,  controlling 

variables.  Wallace  explains  as  follows: 

"Lets  assume  that  a  controlled"  ex- 
periment is  set  up.  This  might  be 

done  given  enough  time,  money,  and 

patience  on  the  part  of  the  adver- 
tiser, nm  can  add  these  three  to 

\our  pitfall  list  while  you're  at  it.  i But  there  are  plenty  of  pitfalls  here, 

too.  If  a  test  market  operation  is  con- 
sidered, the  selected  markets  must  be 

matched  for  dozens  of  factors — size, 

main  population  characteristics,  dis- 
tribution characteristics  of  the  te^t 

product  and  its  competitors,  coverage 
of  the  media  under  test  (and  those  not 

under  test  I .  And  how  do  you  include 

magazines  in  a  test  market  study? 
W  allace  mentions  additionally  that 

there  is  the  problem  of  how  are  \ou 

going  to  use  each  medium:  announce- 
ments on  radio  and  TV  (can  you  bu\ 

comparable  time  in  your  test  mar- 
kets? i  :  what  size  space  in  newspapers 

(color  or  not?  I  :  does  radio  take  long- 
er to  develop  customers  than  newspa- 

per-, but  will  it  develop  more  in  the 
long  run.  so  how  long  do  you  run  the 
test? 

He  poses  this  question:  "How  do 

vou  control  your  competitor's  activi- ties which  might  vary  from  market  to 
market  or  local  conditions  such  as  a 

strike,  the  building  of  a  new  defense 

plant,  a  disaster?    One  answer  to  this 
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DES  MOINES 

YOUR  ALL-TIME 
BIG-TIME  BUY! 

V  Morning  Hoopers-KRNT  is  First . . .  51.1% AUDIENCE   SHARE 

V  Afternoon  Hoopers-KRNT  is  First  . .  49.8% AUDIENCE   SHARE 

V  Evening  Hoopers-KRNT  is  First  . . .  36.9% ▼  AUDIENCE   SHARE 

\  Morning,  Afternoon,  Evening  -KRNT  is  the  only 
station  in  Des  Moines  that  can  talk  Hoopers! 

•  SURE  ...  you're  right  when  you  buy  KRNT  for 
your  product  or  for  your  client  s  product!  You  get 

the  Ail-Time,  Big-Time  buy  on  KRNT,  the  station 

with  the  fabulous  personalities  and  astronomical 

Hoopers!  You'll  go  places  with  the  "Know-How, 

Go-Now"  station! 

BETTER  BUY  that  highly  Hooperated,  sales  results 

premeditated,  CBS  affiliated  station  in  Des  Moines. 

SOURCE:     JUNE,   1953,   C    E.    HOOPER   AUDIENCE    INDEX 
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i^  to  1 1  a \ t'  enough  markets  which  in 

turn  increases  the  prohlem  of  match- 

ing  them." 

!(<•«•«/.  I)r.  Vergil  I).  Reed,  v. p.  and 
associate  research  director  "I  J.  \\  al- 

ter Thompson,  answers  the  query  on 

pitfalls  in  using  research  to  evaluate 
media  and  advertising  effectiveness  b\ 

listing  the  major  strengths  and  weak- 
nesses he  looks  for  in  the  research,  as 

follows: 

1.  Who  did  the  research?  "Thi^  is 
always  m)  lirst  question  in  evaluating 

an)    research.     If  I  think  the  individ- 

ual or  organization  has  integrity  as 

well  as  ability  and  uses  good  methods, 

then  I  am  apt  to  believe  the  informa- 
tion: otherwise,  I  am  skeptical  of  it  to 

say  the  least — and  good,  healthy  skep- 
ticism is  always  a  desirable  character- 

istic in  evaluating  research.' 
2.  Were  all  the  significant  findings 

included  in  the  report,  or  were  only 

those  findings  included  which  showed 
the  desired  answers  or  the  desired 

standing?  "Is  someone  using  this  par- 
ticular piece  of  research  like  a  drunk- 

ard uses  a  lamp  post,  for  support  rath- 

er than  enlightenment?" 

SELL  MORE  IN  THE 

SOUTH'S  No.  1  State! 

*  Httrt#- *  Winston-Salem is  the  home  of 
R.  J.  Reynolds 

Tobacco  Co. 

mc 

■s m. 
M 

MR  $Mt$
 

for 
Recent  official  Hooper  Ratings 

show  WSJS,  the  Journal-Sentinel 
Station,  FIRST  in  the  morning — ■ 
FIRST  in  the  afternoon— FIRST  in 
the  evening!  For  the  finest  in 

AM-FM  coverage,  it's  WSJS 
in  Winston-Salem. 

Represented  by:  HEADLEY-REED  CO. 

WNS10
N-S^W

'S 

llMtKET. 

$16,949
,000 

Soles 

«an09T.e-l'a   Powe. 

1953 Survey 
>t  Boy>n9

 

3.  Docs  the  re  earth  show  weakness- 
es as  well  as  strengths,  disadvantages 

as  well  as  advantages,  undesirable 
characteristics  as  well  as  desirable  char- 

acteristics?" I  am  tired  of  the  media 
and  cop)  research  which  shows  that 

the  one  doing  the  particular  job  re- 
searched  is  always  Number  One.  I 
don't  believe  it.  and  I  also  know  there 
is  nothing  perfect  in  this  world,  not 

even  a  perfect  fool.  So  when  1  see  a 

piece  of  research  that  points  to  perfec- 
tion in  the  organization,  publication, 

station,  or  work  covered  by  the  re- 

search. I  don't  believe  that  either. " 
4.  Were  sound  research  methods 

used,  including  sampling? 

5.  Are  the  fact  which  are  found 

reallv  significant?  "In  a  recent  costh 
and  extensive  survey  done  for  a  group 

of  magazines,  one  of  the  items  covered 
was  the  average  time  per  page  spent 

in  reading  in  each  of  the  magazines 

surveyed.  Frankly,  that  doesn't  mean 
a  thing  to  me,  and  it  would  mean  rela- 

tively little  even  if  we  had  the  average 
of  reading  for  editorial  material   and 

Ad  manager  gives  his 
opinions  on  research 

If  you  want  the  attitude  of  one 
advertising  manager  who  buys 

quite  a  lot  of  all  kinds  of  media, 

here  it  is.  I  look  upon  all  adver- 

tising research  studies  by  inde- 
pendent researchers,  particularly 

studies  comparing  one  medium 
with  another,  with  reactions 

ranging  from  mild  skepticism  to 
downright  disbelief.  Some  make 
me  mad;  how  stupid  do  they 
think  advertising  managers  are? 

Figures  by  ABC,  Traffic  Audit 
Bureau,  and  Advertising  Research 

Foundation  are  accepted  because 
they  are  tripartite  organizations 

dominated  by  the  buyers  of  ad- 

vertising and  so  escape  the  sus- 

picion of  bias. 
Figures  on  readership  and  au- 

dience by  Starch.  Nielsen,  et  al, 

are  accepted  for  what  they  are — 
a  general  indication,  but  not  to 
be  leaned  upon   too  heavily. 

And  finally.  I  fall  back  on  per- 

sonal opinion,  prejudice,  and  ex- 
perience —  and  the  greatest  of 

these  is  experience. 
Ralph  H.  Harrington 
Advertising  Manager 

General  Tire  &  Rubber  Co. 
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In  this  5-Station  Market, 

Any  way  you  look  at  it 

PULSE  OF  SYRACUSE 

April,  1953 

WSYR  A?BE 
NBC  Affiliate  •    Write,  Wire,  Phone  or 

Ask  Headley-Reed 

WSYR-AM-FM-TV-ffce  Only  Complete  Broadcast  Institution  in  Central  New  York 
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advertising    material    separately. 

"1  believe  it  is  more  important  that 
management  know  how  t<»  ̂ et  the  most 
out  ol  marketing  research  than  how  it 

is  done."   Dr.  Reed  says. 
Speaking  in  Toronto  recently,  he 

made  these   additional    points: 

•  Divorce  promotion  and  research. 

"Real  research  must  he  objective." 
•  Don't  confuse  trends  vs.  con- 

dition-  ol    the   moment. 

•  Avoid  expensive  original  research 

until  you  have  gathered  and  analyzed 

data  alread)    available. 

•  "'Good  wine  and  good  research 

can't  be  hurried." 

•  "Shoot  at  birds — not  Hocks."  I  Be 

specific,  i 
•  Make  reports  simple  and  clear. 
•  Put  the  results  to  work. 

lie:  G.  Maxwell  Ule,  v. p.  and  research 
director  of  Kenyon  &  Eckhardt,  divides 

media  and  advertising  research  pitfalls 

into  three  groups  of  factors,  as  follows: 

L.  Factors  inherent  in  the  person 

making  use  of  the  research  in  his  de- 

cisions. "These  factors  are  related  to 

prejudgments,  biases,  and  fuzzy  think- 
ing which  tend  to  cloud  the  judgment 

of  the  person  making  the  decision. 

Lack  of  objectivity  in  the  person  us- 

ing the  research  tends  to  be  one  of  the 

basic  pitfalls  in  the  use  of  research." 
2.  Factors  inherent  in  the  research 

itself.  "Research  in  media  and  in  ad- 
vertising rife:  tiveness,  even  at  best  i- 

far  from  adequate.  \n\  man  who 
therefore  tends  to  accept  many  of  the 

'near  measures"  and  'fault v  measures" 
which  are  today  being  given  wide  dis- 

semination will  tend  to  put  his  blind 
faith  into  an  instrument  which  does 

not  full)  deserve  such  faith.  The  vir- 
tual impossibility  of  getting  some  of 

the  media  and  advertising  measures 

we  desire  frequently  makes  it  neces- 

sar)  for  the  research  man  to  be  satis- 
fied with  'watered-down'  versions  of 

these  measures.  But  these  watered- 

down  versions  in  many  cases  are  only 

partially  applicable  and  in  others  com- 
pletely inapplicable.  The  only  defense 

in  a  case  like  this  is  high  professional 

research  ability  and  high  professional 

research  integrity,  which  call  upon  the 
lesearch  man  to  outline  specificall) 

and  simplv  the  limitations  of  his  work." 3.  Factors  inherent  in  the  media 

selling  process.  "Special  pleaders — 
that  is,  space  and  time  salesmen — tend 
to  be  inadequately  prepared  to  present 

objective  evidence  on  their  medium. 

This  is  almost  inevitable  since  objec- 

X/j  ̂The    NOSE-IEST    STATION  in  Town! 

THE 

$        $ 

MWJAS AM&FM 

s  MONEY  / 
-.SyNNYSIDE 

OF   THE   DIAL 

All  Pittsburgh  wakes  up  daily  to  the  most  complete  news  coverage 

in  Pittsburgh  radio.  Herb  Morrison's  7:15  AM  newscast  is  a  "must" 
for  a  news  conscious  audience  .  .  .  and  ALL  DAY,  the  WJAS  news 

staff  keeps  pace  with  the  news  AS  IT  IS  HAPPENING! 
FIRST — with  an  on  (he  spot  report  of  the  air  disaster  at  Milton, 

Florida  Naval  Training  Base,  July  17th. 

FIRST — with    complete    coverage    of    Pittsburgh's    Soap    Box 
Derby.  Four  solid  hours  charged  with  the  excitement  and 
color  of  this  annual  event. 

No  wonder  all  Pittsburgh  NATURALLY  turns  to  WJAS  ALL  DAY 

for  complete  news  coverage. 

5000  Watts    1320  kc. 

Serving  the 
GREATER  PITTSBURGH 

Metropolitan 
Area... 

NATIONAL  REPRESENTATIVE:  George  P.  Hollingbery  Co. 

tive  evidence  practicallv  uniformly 

shows  both  good  and  bad  features 

about  a  particular  medium."' "lUediamatics":  Most  ambitious  at- 

tempt to  reduce  media  evaluation  to 
a  mathematical  formula  was  made  last 

year  by  Ira  N.  Bix,  director  of  adver- 
tising research  of  the  Farm  Journal. 

In  his  manuscript  Mediamatics,  he  pre- 
sented three  major  conclusions: 

1.  "All  the  numerous  bodies  of  data 

— gathered  by  different  media  analysts 
at  different  times  for  different  purposes 

.  .  .  are  related  to  one  another"  ac- 
cording to  a  given  equation.  He  ac- 

tually worked  out  three  equations 

which  he  said  describe  a  complete  me- 
dia analysis. 

2.  The  way  to  measure  a  medium's 
efficiency  is  in  terms  of  a  new  mea- 

sure, called  a  differential,  rather  than 

its  increment  to  a  given  list. 

3.  This  system  works  because  of  a 

homogeneity  of  population  with  ref- 
erence to  media  rationale  which  he  de- 

veloped at  great  length. 

The  manuscript  contains  numerous 

formulas,  diagrams,  and  algebraic  dis- 
cussions as  proof  of  his  theorems. 

The  three  formulas  to  describe  a 

i  omplete  media  analysis  are  presented 

on  page  97  for  the  mathematical 
minded. 

sponsor's  media  evaluator.  however, 
being  no  mathematician,  turned  to 

Stanley  D.  Canter,  McCann-Erickson's 
associate  research  director  and  man- 

ager of  the  market  research  division, 

who  analyzed  the  theorv  of  "Media- 
matics"' before  the  American  Market- 

ing Associations  national  conference 
in  Chicago  last  December.  Here  is 
what  Canter  told  SPONSOR  about  the 
theorv  : 

"1.  The  theorv  and  the  methods  of 

'Mediamatics9  fall  considerably  short 
of  even  the  minimum  requisites  of  the 

scientific  method.  None  of  the  formu- 

las is  proved  or  derived  in  precise. 
unique  form.  The  terminology  is  loose 

and  usually  confusing.  The  mathemat- 
ical forms  used  are  of  arbitrary  choice, 

and  the  only  types  of  proofs  offered 
are  geometric  demonstrations  and  are 
not  based  on  deductive  reasoning  at 

anj  point. "2.  The  three  equations,  which  Mr. 
Bix  presents  as  solving  the  complete 
media  evaluation  problem,  accomplish 

nothing  at  all.  The  first  equation  con- 
tains six  unknowns  and  no  method  is 

given  or  suggested  as  to  how  to  solve 
l  Please  turn  to  page  114  l 
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These  KYA  sports  features  have 

proved,  year  after  year,  to  he  the 

best  radio  buys  in  the  San  Francisco- 
Oakland  Area,  so  they  are  sold  out 

for  1953.  Plan  to  get  your  order 

in  early  to  reserve  these  features 

for  '54. 

here's  the  list: 

Notre  Dame  football  season 

Sj  h  anta  7  .    ■ 49  er  football  season 

Burgermeisti  ■  /'■  ■ Los  Angeles  Rams  football 

/>';.  rgt  i  •■  ■     ■■  ■  /•;. .  ■ 
49  er  Preview 

Out 

Follow  the  49'ers Sold  Out 

Major  League  baseball  recreations 

day  &  night  Sold  Out 

Major  League  Scoreboard 
Roma  Wine 

don't  go  away  mad! I 
Here  are  some  other  KYA  features 

thai  are  ready,  willing  and 

available  right  now,  to  do  a 

real  job  for  you: 

in  I  hi'  iiioiiiimi 

George  Ruge's  Koffee  Klub 
/  ■  ads  all  Local  Independents) 

6:00  to  9:00  AM   Monday  thru  Friday 
9:00  to  10:30  A   M   Saturday 

iii  ihv  afternoon 

Car  Tunes  (Winner  Natl.  Safety  Award) 

I  Vital  Traffic  Information  to  Drncrsl 

U00to6:00P  M.  Monday  thru  Friday 

in  tlw  pcvnina 

Ramblin'  Jimmy  Oolan 

<  The  Leading  Local  Western  Program) 
9:00  to  12  P.  M.  Monday  thru  Friday 

^x  F^AXcisro 

Represented  nationally  by  George  W.  Clark. 
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Sails  into  St.  Louis  Sales  Battle 

At  long  last,  St.  Louis  televiewers  can  make  their  own  choice 

of  television  programs.  With  the  advent  of  KSTM-TV,  Tele- 

vision's "Big  Mo",  the  captive  St.  Louis  audience  has  been 
released.  With  a  full  power  of  275,000  watts,  ABC  and  CBS 

network  programs  and  refreshing,  entertaining  local  shows, 

KSTM-TV  is  already  a  favorite  in  the  St.  Louis  area. 

To  adequately  cover  the  country's  eighth  market,  you  must 

have  "Big  Mo"  to  fight  and  win  your  sales  battles.  For  facts 

figures  and  choice  availabilities,  contact  KSTM-TV  .  .  .     now 

...  or 

7 

H-R  TELEVISION  INC.     new  york   .   ch.cago 
•      SAN 

:RANCISCO      •      LOS     ANGELES 

■^            m 

I I^A           ̂           ̂ ^ 

10: 

Channel    36                                                                                gm     JJ 
AFFILIATED     WITH      AMERICAN      BROADCASTS 

)UIS 
J  G     COM P  AN  Y      A N  D      R  A 

William  E.  Wa 

D  1  O      STATI C 

re,  President 

)  N      K  ST  L 

SPONSOR 
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ist    1953 TV  COMPARAGRAPH  OF  NETWORK  PI 

MON  DAY 

thur  Godfrey* t  Omaha.  B&J 
'1  Cellucotton 
&B  alt  ilas 

vens-Corning. 

R  10:15-30 
Snow    Crop, 

uton   alt  das 
ar-Kist    Tuna 
j.w    10:30-45 
oades  &.  Davis 

ver:    pepsodent 
i.w    10:15-11 
iCann-Erickson 

TUESDAY WEDNESDAY 

thur    Godfrey* 
illsbury    Mills 
,-tb   11-11:15 
o  Burnett 

ggett  &  Myers : 
chesterfields 
,i,,v    11:15-30 
ghm  &   Walsh 

trike  It   Rich 
jlgate:  tthpst; 
A,  super  suds, 
almolive,    tab, 

ajai 
NY  L 

m.w.f 
ty  $8000 

ride  &  Groom 
•n  Mli:  bisqkt 
NY  m.w.f  L 
CS  shr  $15.000 
Love  of  Life 
mer  Home   Pr 
NT      m-f       L 

ow   $6000 

arch  for  Tom'w 
P&G:  joyt 
NT      m-f       L 

$6500 
Hiding  Light 
feG:  Ivory,  duzt 
NT      m-f       L 
root        $10,000 

No  network 
programing 

m-f 

Garry  Moore 
.laslaml:    rugs 
NT     st  9/7     L 
tC        Iseebel) 

Hoover  Co 
NT    Bt  9/14    I- 
urnett 

Vihr  $2038 

Double  or 
Nothing 

'amnbell   Soup 
!NT  ;. 

m-w-f 

Action    In 
the  Afternoon 
Western  drama 

'lilla       m-f       L 

ard 
heeloek $8000 
\rt    Linkletter 
Lever:  surf 
)Hy  m.w.f  L 
yer  (see  bel ) 

illsbury  Mills: 
flour,  mixes 
IHy  m-th  L 
B     Khr     $4000 

Big    Payoff 
Colgate:    fab, 
hlorophyll    tth- 
ist.  cashmr  bqt 
INT     m.w.f     L 
(sua   tu.th) 

.ty 
$12,000 

No    network 
programing 

all    wk 

Ding   Dong 

School 
Ch  m-f         L 
(sponsored     tu, th.  f) 

Glamour  Girl 

Hy         m-f         L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Hawkins    Falls 
Ch  m-f         L 

The  Bennetts 
Ch  m-f         L 

Three   Steps  to 
Heaven 

No    network 
programing 

m-f 

Follow   Your 
Heart 

NT         m-f         L 

Arthur  Godfrey* Mm  Omaha,  B&J 
Jnt'l  Cellucotton 
FC&B  alt  das 

■  Owens-Corning 
FSR  10:15-301 Snow    Crop, 

Maxoji   aU  das  | 
"  Oeneial  Mtrs: 

Frigidaire  Div 

tu.th    10:30-45 

FC&B   

Toni  Co 

tu.th    10:45-11 Weiss  &    Geller 

Arthur     Godfrey* Pillsbury    Mills 
m-th    11-11:15 

Leo    Burnett 

The    Balrd    Show 
INT        tu.th        L 

Strike    It    Rich 

m-f 

sus  tu.th 
NY  L 

Bride  &  Groom 
Toni  Co 

47NY      tu.th      L 
LB     shr    $15,000 

No    network 
programing 

all  uk 

No    network 
programing 

m-f 

No    network 

programing 

m-f 

Love Anier 
01    f 
Biow 

of  Life 
Home  Pr 
see  mon) 

Search  for  Tom'w 
P&G:  joyt 

m-f    (see  mon) 
Biow 
Guiding  Light 

P&G:  ivory,  duzt 
m-f  (see  mon) 

Compton 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

No    network 
programing m-f 

No    network 
programing 

m-f 

No    network 

programing 

m-f 

No    network 
programing 

Garry  Moore 
'Cats  Paw  Rubber 
56NT  st  9/8  L 
Levyne  (see  bel) 

Pillsbury  Mills: 
ballard  biscuits 
48NY  L 

C-M    'A  hr    $2038 

(Freedo
m  Rings 

Westingho
use: 

appliances
.  

TV. 

radio  sets,  tur- 
bojet plane  mtrs 

85NT  tu.th  L 
till   8/25 

FSR   $6000 
Art  Linkletter 
Kellogg:  all  pr 

28Hy  1. 
LB         tu  2:30-45 

Pillsbury    Mills 

m-th   2:45-3 
LB      V4hr     $4000 

Paul    Dixon 
Show 

m-f  3-4 
(Participating 

segs    available; 
see  cost  below) 

Vitamin  Corp: 
rybutol,  Juvenal 
lOCinc  L 
m    3:45-55    see 

15mln:   $1350 

■*hr:  $3200    KFCC 

lOmin: 

$376.76 

Break  the  Bank co-op 

m-f  3-3:30 
NT  L 

(lmln    anncts, 
■/ihrs  available) 

Welcome  Trav'lrs kkco   Prods: 
kitchenware 

61Ch     alt  m     49L 
DFS       (see  bel) 

P&G:    prellt 
61Ch  51L 

m-f    3:45-4 
Biow    Mir   $1200 

. 
Big    Payoff 

m-f Y     sus  tu.th     L 

No    neiumk 

progi  amine 
all   wk 

Ding    Dong 

School 
Minnesota 

Mining    &    Mfg: scotch  tape 

Ch        tu  onl        L 
BBDO    'Lhr  $985 

No    network 

programing 

in  f 

No   netw-ork programing 

m-f 

Glamour    Girl 

Hawkins   Falls 

Ch  m-f  L 

The    Bennetts 
Ch  m-f         L 

Three  Steps  to 

Heaven 

ijNY         m-f         L Follow   Your 

Heart 

NY         m-f         L 

No    network 
programing 

in  f 

No   network 
programing 

all   wk 

No    network 
programing m-f 

No    network 

programing 

m-f 

No    network 
programing 

m-f 

No   network 

programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

Paul    Dixon 

Show 

!m
-f
  3-

4 

lO
Ci
nc
  

I 
(Participating 

No    network 
programing 

m-f 

Break  the  Bank 

co-op 

NT  m-f  3-3:30  L 
(lmin  anncts. 'ihrs  available) 

No    network 

programing 

m-f 

Action    in  •»«"»»«»•■-     We,come  TraVIr
s the    Afternoon 

m-f 

Phila  L 
(see   mon) 

On   Your  Account 
NY         m-f         L 

sus    m.    th 

Summer  School 
NY         m-f         L 

P&G :     prell 

ivory    snowt m-th    3:45-4    seg 

(see  mon) 

For  lOmin  :     „  cc 

$376.76     DFb 

Arthur      Godfrey" Mm  Omaha,  B&J 
Int'l     Cellucotton 

FC&B   alt  das 
Owens-Corning. 

FSR         10:15-30 Snow    Crop, 

Max  on   alt-das Star-Kist    Tuna 

m.w     10:30  IS 
Rhoades  &   Davis 
Lever:    pepsodenl 

m.w    10:45-11 McCann-Erickson 

Arthur     Godfrey' Pillsbury    Mills 

m-th    11   11   l'i 

Leo    Burnett 

l.igg.'tt   .^   Mm  I  ■ 

chesterfields m.w    11:15  30 

Cnghm   &    Walsh 

Strike    It    Rich Colgate 
m.w.f 

(see   mon) 

Esty 

Bride 
& 

Groom 

General 
Mills 

m,w,f 

Isef 

morO 

DFS, 

K-l- 

Love  of 

Life Amer Home    Pr 
m-f 

'see 

mon) 

Biow 
Search 

for 

Tom'w 

P&G: 
joyt 

m-f 

sec mon) 

Blow 
Guiding  Light 

P&G:  ivory-  duzt m-f  (see  mon) 

Compton 

No    network 
programing 

m-f 

Garry   Moore Purex    Corp: 

FC&B_  (see  bell 

TSest    Fds:    rit. 
shinola 

54NY  L 

'4hr 

Ludgin  $2038 

Double  or  Noth'g 
Campbell    Soup 

m.w.f    (see    mon) 

Ward    Wheelock 

Art    Linkletter 

Lever:    surt 

m.w.th     2:30-45 

Ayer   

Pillsbury    Mills 
m-th    2:15-3 
(see  mon) 

Leo  Burnett 

Big  Payoff Colgate 

m.w.f 

(see   mon) 

No    network 
programing 

m-f 

No    network 

programing 
all  wk 

Ding     Dong 
School 

Ch  m-f         L 
(sponsored   tu. 

th.f) 

Glamour    Girl 

Hy         m-f        L 

No    n,l 

progra] 

No    network 
programing 

in  f 

Hawkins    Falls 

Ch         m-f         L 

The    Bennetts 

Ch 

:nnetts 

f  L 

Three   Steps  to 

Heaven NY         m-f         I, 

Follow    Your 
Heart 

NY         m-f         L 

No    network 
programing 

all    uk 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No     network 
programing m-f 

No    netw-ork 

programing 

m-f 

Esty 

Paul    Dixon 
m-f  3-4 (Participating 

segments  avail- 

able) 

lOCinc  I 

Action    in 

the  Afternoon 
Phila       m-f       L 

(see  mon) 

10-min  seg: $376.76  DFS 

Break  the  Bank 

co-op 

m-f    3-3:30 

NY  I. Il-min    anncts. 

'*    hrs    available) 

Welcome  Trav'lrs P&G:   prell. 
ivory    snowt 
m-f  3:45-4 (see  mon) 

No    network 

programing 

m-f 

No  network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

On  Your   Account 
P&G:  tide f,2NY  L  I 

tu.w.f 

Benton  &   Bowles 

$11,500 

UN      General 
Assembly 

NY         m-f         L 

No    network 

programing 

m-f 

No  network 
Programing 

m-f 

No    network 
programing 

m-f 

Atom   Squad 
Phila       m-f       L 

Gabby  Hayes 
Quaker  Oats 

32NT     m.f     30L 

Per  prop : 
S&M  $3500 

Howdy    Doody 
Standard  Brands: 
royal    puddings. 

gelatin 
53NY  48L 

m.th    5:45-6 
Bates  >4hr  $1550 

No    network 
programing 

m-f 

No   network 

programing 

m-f 

UN    General Assembly 

NY         m-f         L 

No    network 
programing 

m-f 

Atom   Squad 
Phila       m-f       L 

Summer  School 
NY         m-f         L 

No    network 
programing 

m-f 

No    netwoik 
programing 

m-f 

No    network 
programing 

m-f 

Gabby   Hayes NY*         m-f         L 

sus  tu   

Howdy  Doody 

Kellogg   Co: rice    krispiest 
SNY  44L 

.B  (see  bel) 

tu.th   5:30-45 Colgate:  tthpst 

51NY  5:45-6  48L 
Bates  %hr  $I55C 

On   Your  Account 
P&G:  tide 

tu.   w.   f 
(see  tu) 

Benton  &   Bowles 

UN     General 
Assembly 

NY         m-f        L 

Atom   Squad 

Phila       m-f       L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network programing 

m-f 

Gabhy  Hayes 

NY      co-op  w     I*" Howdy    Doody 
mental   P.kg: 

wonder  hrtad. 

hostess  takes 

33K  Y  -"'I- 

■•tar: 

Bates  $1530 

No    nil 

progra 

No 

progra] 

No    n 

progr 

No    nil 

progrif 

No    mj 

progra 

No 

progra 



OGRAMS Daytime    24    August    1953 

lunik 
tiling 

I 

■twork 
Hllillg 

I 

(work 
ining 

-f 

twork 
ming 

■f 

twork 
iming 
f 

Itwork 

iniiiiL' I 

twork 
initio 

f 

■twork 
•mine 

f 

TH  U  RSDAY THURS 

Arthur  Godfrey' 
Mul  Omaha,  B&J 

Int'l  Cellucotton 
FC&.B         alt  das 

FRIDAY S ATU  RDAY 

Owens  Corning. 
FSR         10:15  30 

Snow    Crop, 
Max  on   ;M  das 
General  Mils: 
Frigidalrc  Div 
tu.th    10:30    15 FC&B   

Ton  I   Co 

tu.th    in  :!.->   II Weiss   &    Geller 

Arthur     Godfrey 
PlUibury    Mills 
ra-th   11-11:15 

Leo    Burnett 
The    Barrd    Show 
NT        lu.lh        L 

No  network 
programing 

all    wk 

Ding  Dong  School 
Scott    Taper    Co: scott  towels, 
culrlte    wax    ppr, 

SCOUR'S 48Ch  38L, th  only 

JWT     >2hr     $935 

Glamour    Girl 

My  m-f 

No   network 
programing m  f Wheel    of 

Fortune 

15  rain: 

$2075 

No    network 

programing all    wk 

Ding     Dong 

School 
General  Mills: 
cereals,    mixes 

3«Ch  L|   ...,.:-,   

,   ,„  Junior 

f  on'y  Crossroads 

Tatham-  i^hr  Ch 
Laird  $985 

No    network 
programing No    network programing all    wk No    netwo  I 

programing 

Smllin'     Ed McConnell 

Glamour    Girl        Brown    Shoe   Co 
Hy  rn-f  I.     I7NY  I 

Hawkins   Falls 

Ch         m-f         L 

No    network 
programing 

m-f Strike    It    Rich 

NY         m-r         L 
sus  tu.th 

Bride  &   Groom 
Timi  Co 

tu.th    (see  tu) 
Leo    Burnett 

Love  of  Life 
Amer  Home  Pr 
m-f    (see   mon) 

Blow   I 

Search  for  Tom'w P&G:  ioyt 

m-f    (see  mon) Blow   

Guiding  Light 
P&G:  ivory,  duzt 
m-f  (see  mon) 

Compton 

The    Bennetts 
Ch  m-f         L 

Three  Steps  to 
Heaven 

NY         m-f   Ij 
Follow   Your 

Heart 

NT        m-f        L 

I'll    Buy   That 

NT         m-f         L 
No    network 
programing 

in  I 

No  network 

programing 

m-f 
Strike    It    Rich 

Colgate 
m.w.f 

(see   mnn) 
Esty 

Hawkins    Falls 
Ch  m-f  L 

The    Bennetts 

Ch  m-f         h 

Three    Steps    to Heaven 

NT        m-f       L 
Follow    Your 

Heart 

NT         m-f         L 

No    network 
programing 

all  wk 

No    network 
programing m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Bride  &   Groom 
General   Mill? 

m.w.f    (see   mon) 

DFS,    K-R 
Love  of   Life 

Amer   Ilome   Pr 
(m-f  (see  mnn ) 

B'ow   

Search  fcr  Tom'w 
P&G:  joyt 

m-f    (see   mon) 

Biow   

Guiding     Light 
P&G:   Ivory,  duzt 
m-f    (see   mon) 

Compton 

Burnett  $4500 

Space   Patrol nalslon-Purlna: wheat    ihex,    rice 

Chez 32Hy  L 

Gardner         $4500 
Sky    King 

Derby    Fd :    peter 
pan    peanut   prs 

50NT    alt  wks    F NL&B        $22,000 

Comedy  Circus 
Ch  F 

No   network 
programing 

No    network programing 

Tom   Corbett 

Space   Cadet 
Int'l  Shoe  Co: 

red   goose    - 
27NY  L alt  wks 

Rod    Brown   of 
the     Rocket 

Rangers 
Gen  Fds,  Post 
Cereals   Div 

I1NY  1,1 start  9/12 

Y&.R  $7500   D  Arcv  WOO 

No   netwoi 
programin 

No    network 
programing 

m-f 

No    network programing 

Garry    Moore 

Swlfl    .v    (',, 59NT      Hi  '.nl     I. 

JWT   st9/3- 
Not  lie    DlV, 

Borg<  Warner 
fi.'iXY     th-onl     I, 
JWT    >ihr    $2038 

Freedom    Rings 
Westinghouse 

tu.th 
(see  tu) 

Fuller  & 
Smith  &   Ross 

Art   Linkletter 
Green   Giant   Co: 
canned  peas,  corn 
28Hy     th-onl     L 
LB  (seebel) 

Pillsbury    Mills    ' ni-th    :!:15-3 
LB    M  hr    $4,000 

No    network 
programing 

m-f 

No    network 
programing m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Big     Payoff 
NY         m-f         L 

sus  tu.th 

Action    In 
the    Afternoon 

1  "lii  la       m-f       I, 
[see   mon) 

Paul  Dixon 
Show 

m-f  3-4 
lOClnc  L 

i  Participating 

segments    avail- able) 

Break  the  Bank '"-op   3-3:15 

Oerber's     Baby Fds 

36NT  L 
3:15-30 

.  ̂  hr 

D'Arcy       $10.500 

Welcome  Trav'lrs P&G:   prell. 
ivory    snowt 

m-f  3    IS    I    seg 

1 

No    network 
programing 

m-f 

Garry    Monre 
Converted  It  lie 

54NT    st  nil    I, 
LB  (see  bel) 

Kellogg  Co: gro-pup 

57NT  L 

LB     iihr     $2038 

Double  or  Noth'g Campbell  Soup 

i  
m.w.f 

(see  mon) 

Ward   Wheelock 

Art   Linkletter Lever:    surf 

m.w.f     2:30-45 

Ayer Kellogg:  all  pr 
2*Hy  tu.th  r, 

LB     1.4  hr     $4000 

The  Big  Top 
National    Dairy 
Prods:  sealtest 

ice  cream,  seal- test    dairy    prods 
53Phlla  L 

No   network 
programing all   wk 

No    netwoi 
programin. 

Ayer 
$14,000 

No    network 
programing 

m-f 

No    network programing 

m-f 

Warmup   Time 
11)    tnin    before 

game 

CI  eve   L 

Game  of  the 

week 

(starts  bet  1:15 and    2:15) 
Falstaff    Brewing 
KCleve  L 

(also   co-op) 

Lone   Ranger 

General  Mills: wheaties.    kix 

6NY  F 

DFS $18,000 

DFS 

Time  & 

talent: 

$32,000 

No   network programing 

No   network programing 
No    networi Programini 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Game   of   the 
week 

(cont'd) 

No    network programing 
No    network 
programing No   networll 

Programing! 

No    network 
programing 

m-f 

Big    Payoff Colgate 
m.w.f 

(see  mon) 

p-i-e   mon) 

For  lOmln:      „_0 

$376.76      DFS 

Esty 

Action    In 

the    Afternoon Phlla       m-f       1 
'see  mon) 

Paul    Dixon Show m-f  3.4 

lOCinc 
(Participating 

segments    avail able) 

Break  the  Bank 

co-op 

m-f    3-3:30 
NY  L 
(1-min  anncts. 

Vl   hrs  available) 

Welcome  Trav'lrs 
Kelvinator   Div. Xasli  Corp 

I7CI1       fonl       L 
Geyer       (see  bell 
P&G:  prellt 

„     ,  m-f  3:45-4 

10  min:    Blow    i,;hr   $1200 $376. 7G 

Game    of   the week 

(cont'd) 

No    network programing 
No    network 
Programing 

Summer    School 

NY         m-f         L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programini; 

m-f 

On   Your   Account 

NT         m-f         I. sus   m.   th 

UN    Gcnearl Assembly 

M  m-f 

No    network 
programing 

m-f 

Atom    Squad 

Phlla       m-f       L 

Summer    School 

NT         m-f         L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Gabby    Hayes 
Minute    Maid 

S2NT     th  onl      I, 
Bates  $3,500 

Ho*dy    Doody 

Kellogg    Co 
tu.th     1  sec    tu I 

Leo    Burnett 
Standard     Brands 

m.th    5'45  rt •see   mon) 
Bates 

No    network programing 

m-f 

On  Your  Account 
P&G:   tide 

Benton   &    Bowles 

UN    General 

Assembly 

NY         m-f         L 

Game   of   the week 

(cont'd) 

No    nelwotk programing 

Horse 

NV 

Racing 

No   networkl 
programing  I 

No    network 
programing 

No    network programing 
No    networkl programing  f 

No    network 
programing 

m-f 

No    network programing m-f 
No    network 
programing 

m-f 

Atom    Squad 

Phila       m-f      L 

Gabby   Hay»s 
Quaker  Oats 

m.f 

S<  M   

Howdy  Doody 
Int'l  Shoe  Co 

VJNY  4.-.I. HH&M     (see  bell 

alt    f    5:45-0 Welch   Grp  Juice 

19NT  4«I. 

•  it    f  5:45-6 OCSS  %hr  $1550 

No    network 
programing 

No    network 
programing 

No    network programing No    network programing 



WHB  in  Kansas  City 
Swings  to 

0 

nsasCity 

TheS^
' Sharing  Time  with  KMBC 

on  CHANNEL  9 
WMTII   .1   jointly-owned   transmitter  ....   using   maximum  allowable  power, 

*^  I   kw  aural  ....  with  a  thousand-foot  tower  to  transmit 
i  of  1079  feet  ....  with  the  full  schedule  of 

I  \   programming  ....  plus  \\  HB's  and  KMBCs  outstanding 
AM   i  in  bright,  new,  smartly- produced   local  TV  shows  — 

!  9  in  h  really   sometbin  and  hear!    It  is  a  "must" 
on  <  national  spot  schedule! 

Interim  operation  beginning  in  August  is  from  a  transmitter  and  mast  atop 

ice  building,  reaching  most  of  th<    298,633  television  ho;i 

uarket — including  the  metropolitan  trailing  lohnson, 

i   and   Wyandotte  counties   in   K  nd  Jackson.  Cla)    and    Platte 
■  uri. 

In  K  plan  to  use  Channel  °  for  your  future  1  V  schedules! 
H HB-TV  NATIONALLY  REPRESENTED  BY  BL.4IR-TV,  INC. 

WHB 

WHB  Radio— tin    AM  station  with  Kan-  call  lettei 

tinues  to  reach  "the  most  listeners  per  dollar "  via  Radio  in  the  <ity 
WHBig  Market — through  the   1.^  in  the  . 

•k  ̂   rk  ootid  mii  -  17 

*  '  at  home  and  away.  r>\ 

*  <>w  featuring  the 

* 
- 

•tin  (.ameron  5  ,r  first  tu 
irs. 

!2 — 1 

cars. 

WHB   •  KANSAS  CITY'S OLDEST   CALL   LETTERS 

FREE! and 

1922-1 

10,000  WATTS  IN  KANS4 
DON    DAVIS 

SCHUUNG 

DO    Yi 

MUTUAL  NETWORK  •  710  KILOCYCLES  •  5,000  WATTS  NIGHT 



BMI 
Service  In 

Concert    Music 

Typical  of  BMI  "service"  is 
the  complete  kit  of  "Concert Music"  material  used  by 
broadcasters  dailj  .  .  .  scripts 
and  tlata  which  help  solve 

many  music  programming 
needs. 

Included  in  BMI's  Concert Music  Service  are: 

CONCERT  PIN-UP  SHEET— 

A  month!)  listing  <>f  new  re- 
cordings,  contemporary  and 
standard. 

YOUR  CONCERT  HALL— A 
series  of  half-hour  scripts  for 

use  with  phonograph  records 

of  contemporary  and  standard 
classics. 

TODAY   IN    MUSIC   —  Dales 
and  facts  about  the  important 
music  event-  of  the  month. 

BMl-licensed   stations  - 
11/.  I'M  <"id  TV— can  be 

depended    upon    lor   com- 
plete service  in  mus 

BROADCAST  MUSIC,  INC. 
580  FIFTH  AVE.,  NEW  YORK  19 

NIW   YOIK    •    CHICAGO   •    HOLLYWOOD 

^Jhe   yJnii 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

iKichmoncL 

WMBG" 

W  C  0  D  ™ 
WTVR 

-TV 

First  Stations  of  Virginia 

WTVR        Blair    TV    Inc. 

WMBG       The    Boiling    Co. 

MEDIA  PITFALLS 

{Continued  jrom  page  104) 

for  these  unknowns.  The  second  and 

third  equations  are  truisms  and  any 
discussion  of  them  is  irrelevant.  None 

of  the  equations  gives  us  any  basic 
insight  into  how  the  various  audience 
measurements  are  related. 

"3.  The  incremental  and  differen- 

tial approach  of  a  measurement  of  a 
mediums  efficiency  are  actually  the 

same  thing  cast  into  two  different 
forms.  Therefore  the  new  terminology 

adds  nothing  to  our  current  state  of 
knowledge. 

"4.  The  rationale  of  the  'homoge- 

neity of  population,'  developed  to  ex- 
plain this  theory,  is  a  contrived  and 

ra'.her  naive  one  which  is  developed 
after  the  fact  and  not  before. 

"5.  Even  if  all  the  things  which  Mr. 
Bix  propounds  were  true  (which  I 

think,  by  my  above  remarks,  it  is  evi- 

dent I  do  not  believe),  then  'Media- 
matics'  is  only  a  partial  solution  to 
the  media  evaluation  and  research 

problem.  'Mediamatics'  is  a  purely  de- 
scriptive work.  It  leaves  completelv 

unsolved  all  of  the  problems  which 

currently  face  us  in  the  evaluation  of 

media  and  does  not  even  begin  to  in- 
vestigate the  relative  sales  effectiveness 

of  the  different  media." 

Actual  tests:  SPONSOR  discussed  pit- 

falls in  setting  up  actual  tests  with 
numerous  experts.  Dr.  Herta  Herzog, 

McCann-Erickson's  associate  research 
director  in  charge  of  creative  research, 
mentioned  some  of  the  numberless 

problems  involved  if  you  want  to  test 
TV  against  other  media  in  one  or  more 
markets,  for  example.  The  major 

problems: 
1.  How  to  get  a  "clean"  exposure 

to  the  advertising.  This  means  getting 

a  new  product.  Using  a  new  TV  mar- 

ket as  an  alternative  wouldn't  be  the 
same,  for  the  old  product  would  have 

been  sold  by  other  media,  so  the  ex- 

posure wouldn't  be  "clean." 
2.  Measuring  the  effect  of  the  cam- 

paign. You're  interested  in  purchases, 
not  in  any  intermediate  step,  such  as 

"What  do  you  remember  about  our 

commercials  or  product?"  To  get  sales 
results,  you  would  have  to  measure 

over  a  long  period  of  time,  probabh 
using  the  diary  technique. 

3.  Where  can  the  product  be  sold? 

If  you  use  super  markets  and  begin 

running  super-market  advertising  in 

magazines  and  TV.  you'd  introduce  a 

new  factor  because  women  are  used 

to  seeing  such  advertising  in  newspa- 

pers.   It's  the  usage  habit. 
4.  How  can  you  isolate  a  market 

from  magazine  circulation?  One  pos- 
sible step:  Try  to  get  the  magazine 

to  drop  out  your  ad  in  that  particu- 
lar market. 

Harper:  Marion  Harper  Jr.,  McCann- 

Erickson  president,  and  a  member  of 

sponsor's  All-Media  Advisory  Board, 
summarized  the  status  of  media  analy- 

sis in  his  book  Getting  Results  from 

Advertising,  from  the  Reading  Course 

in  Executive  Technique,  which  shows 

why  testing  is  so  filled  with  problems. 
"Though  the  purchasing  of  space  is 

the  oldest  division  of  modern  advertis- 

ing practice,  much  research  needs  to 

be  done  in  this  field,"  he  told  SPONSOR. 
"One  of  the  principal  points  is  that 
media  evaluation  cannot  be  isolated 
from  media  content  evaluation.  The 

audience  of  an  advertisement  or  com- 
mercial is  determined  by  the  reader, 

listener,  or  viewer  traffic  created  by  ad- 
jacent editorial  and  program  content. 

An  identical  newspaper  advertisement 

can  vary  from  one  to  three  or  four 
times  in  absolute  readership  in  a  group 

of  metropolitan  newspapers.  The  same 

network  program  can  vary  from  one 
to  five  or  six  times  in  absolute  ratings 

in  individual  city  markets. 

"Until  far  more  quantitative  infor- 
mation is  available,  creative  judgment 

will  be  paramount.  Every  program  or 

story  should  be  examined  from  the 

standpoint  of  the  objectives  of  its  pro- 
ducer, writer,  or  editor.  What  kind  of 

audience  is  it  written  to?  What  kind 

of  response  in  attention,  interest,  or 

impact  is  it  designed  to  secure?  Me- 
dia researchers  and  analysts  have  much 

to  gain  from  closer  understanding  and 
teamwork  with  the  writers,  artists,  and 

producers  whose  words  and  pictures 
are  the  actual  creators  of  the  audi- 

ence, rather  than  the  medium  itself. 

The  medium  can  only  offer  an  oppor- 
tunity; those  who  make  the  message 

are  the  only  real  makers  of  the  au- 

dience." 

The  above  is  why  McCann-Erickson 

and  other  big  agencies  don't  like  to rush  into  media  tests,  why  in  fact  they 

wont  start  them  unless  they  feel  rea- 

sonably certain  in  advance  that  they'll 
come  up  with  some  answers  that  mean something. 

How  one  $50  million  agency  got 

fouled  up  on  a  simple  test  of  four 
markets   has   alreadv    been    mentioned 

114 
SPONSOR 



SMILIN'  ERNIE  LINDELL 7 

the  man 

with  the 

10  gallon  smile 
Smilin'  Ernie  Lindell  and  his  troupe  arc  now 

bringing  a  bit  of  country  life  to  listeners  in  the  17th 

State*  with  RADIO  RANCH,  presented  overWGY 
Monday  through  Friday  from  1:05  to  2:00  p.  in. 

and  on  Saturday  at  10:00  p.  m. 

Ernie,  Candy,  his  wife  and  partner,  and  the  troupe 

play  and  sing  country  songs  and  ballads.  All  the 

troupe  are  fine  musicians  who  play  several  instru- 

ments and  have  over  1000  pieces  of  music  at  their 

fingertips.  In  addition  to  music,  the  program  includes 

interesting  bits  of  local  news  and  one  or  two  minutes 

of  devotional  verse.  C  Currently,  Ernie  and  the  troupe- 

arc  playing  in  theaters  and  drive-ins  in  WGY  land, 

and  averaging  over  2000  attendance  each  night. 

RADIO  RANCH  is  a  program  that  has  already 

shown  its  popularity  in  WGY  land,  a  listening  area 

that  is  more  populous  than  32  of  the  48  states.  "I 

want  you  to  know  ,'7  w  rites  one  listener  from  Rich- 

mondville,  "I  think  your  western  show  is  one  of  the 

best  to  ever  hit  the  air."  Use  the  friendly  convinc- 
ing approach  of  Ernie  Lindell  and  his  troupe  to  put 

across  your  selling  message  to  listeners  in  the  17th 
State. 

50,000  WATTS 

WGY 
A   GENERAL    ELECTRIC    STATION 

*/7i»-   II  f.V  nrr-tt  u  «»>  named  6wiiim  buying  inmm*-  u  cscmled  ''*  only  16  ttatrs. 

Studios  in  Schenectady,  N.  Y. 

The  Capital  of  the  17th  State 
Represented  Nationally  by  Henry  I.  Christal, 
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ill  another  article  of  this  series.  (See 

"Why  evaluate  media?"  sponsor,  20 
Vpril  L953,  page  103.)  Identical  cop) 

and  media  newspapers  and  TV  — 
were  used.  Results  were  completel) 

thrown  olf  b)  two  unexpected  "varia- 
lilrs":  ilia  distributor's  crew,  excit- 

ed 1>\  the  campaign,  dropped  pushing 

all  other  brands  and  got  100%  behind 

the  one  being  advertised;  (2)  commer- 
cial- for  the  wrong  cigarette  were 

mailed  to  stations  in  one  market,  so 

the  brand  being  tested  wasn't  even  ad- 
\ertised  in  that  market. 

Advertiser  Abrams:  Fifteen  years 

in  the  advertising  profession  have  con- 
duced George  J.  Abrams,  advertising 

director  of  the  Block  Drug  Co.  and  a 

member  of  sponsor's  All-Media  Advis- 

ory Board,  that  "every  research  project 

contains  a  pitfall." 
"Some  are  obvious  ones,"  he  says. 

"Like  the  usual  test  city  operation 
where  you  start  out  to  test  copy  and 

wind  up  testing  a  mixture  of  copy  and 
media. 

"Some  are  less  obvious — like  the 
questionnaire  which  produces  a  result 
showing  that  90%  of  housewives 

'would  buy  such  a  product  if  it  were 

on    sale.'     (The    pitfall:    Women    will 

'yes'  you  when  you  give  them  the 

product  and  'no'  you  when  the)  have 
to  pay  for  it !  I . 

To  Abrams,  who  also  leaches  adver- 
tising at  New  York  University,  the 

basic  research  pitfall  is  "failure  to 
keep  the  test  objective  in  perspective." 
lie  explains: 

"Through  the  din  of  planning,  dis- 
cussing, hassling,  revising,  etc.,  the 

original,  clean-cut  test  mission  becomes 
camouflaged  by  intersecting  ideas  and 
the  true  objective  is  obscured. 

"Many  research  projects  require,  not 
calculus,  but  common  sense.  Not  a 

slide  rule,  but  a  leveling  device.  Some 

practical  guj  who  will — in  the  midst 
of  much  confusion — separate  the  ap- 

ples from  the  oranges. 

"The  biggest  research  pitfall  is  often 
the  research  man  himself,  who  dis- 

plays his  knowledge  of  standard  devia- 
tion and  correlation  to  the  detriment 

of  the  clear,  simple  facts  necessary  to 

reach  the  proper  conclusion." 

Air  merfifi  experts:  sponsor  inter- 

viewed all  six  heads  of  radio  and  TV 
networks  for  this  media  evaluation 

study.  Most  of  them  agree  with  recent- 
ly resigned  NBC  President  Frank 

White's  comment  that  "we  researched 

WBNS  has  more  than  top  ratings 

INTERESTED 

LISTENERS,  TOO! 

For  a  community  where  listening  to 

WBNS  is  a  habit,  WBNS  has  an  amazing 

hold  on  the  attention  of  listeners,  too. 

Day-after-day,  mail  proves  our  audiences 

are  following  every  word;  gift  and  pre- 
mium offers  draw  floods  of  replies;  our 

disc  jockeys  get  tongue  weary  reading 

off  dedications  . . .  this  all  adds  up  to  listener  loyalty  .  . .  with  more 

folks  listening  to  WBNS  Radio  than  any  other  station.  And  this 

CBS  outlet  carries  the  20  top-rated  programs  consistently.  They'll 
really  listen  to  your  sales  message  on  WBNS. 

CBS  for  CENTRAl  OHIO 
JOHN  BLAIR 

radio 
COLUMBUS,     OHIO 
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i  ourselves  to  death  in  radio  several 

years  back."  White's  reasoning:  In- 
stead of  concentrating  on  how  it  moves 

goods,  radio  came  up  with  so  manv 

contradictorj  facts  and  figures  about 
its  size,  ratings,  and  impact  that  the 
advertiser    was   Left    confused. 
ABC  President  Robert  E.  Kintner 

put  it  this  way:  "Radio  today  is  judged 
b)  its  top  success  of  several  years  ago, 

instead  of  by  what  other  media  cost 
and  the  number  of  people  they  reach. 

It  would  be  like  a  sponsor  of  a  show- 
judging  his  wife  by  what  she  looked 
like  on  their  wedding  day  instead  of 

judging  her  on  her  present  perform- 

ance." 

Is  TV  research  headed  for  the  same 

trouble? 

Edward  R.  Eadeh,  Du  Mont's  re- 
search director,  says  of  TV  research : 

"Although  TV  research  has  kept 
pace  with  the  rapid  expansion  of  TV  to 
a  greater  degree  than  in  the  early  days 
of  radio,  TV  research  is  still  being 
used  in  the  same  manner  as  in  radio. 

I  feel  that  TV  research  should  be  di- 

rected away  from  the  pattern  of  radio 
research  so  that  a  client  will  have  a 

truer  picture  of  exactly  what  he  is  buy- 
ing. At  the  present  time  a  sponsor  is 

presented  with  figures  to  show  that  one 

network's  coverage  is  better  than  an- 
other. We  maintain  that  there  is  no 

such  animal  as  a  network  in  television. 

A  program  will  deliver  the  same  audi- 
ence in  the  same  markets  whether  the 

billing  is  done  through  Du  Mont  or 

any  of  the  other  three  networks.  I  be- 
lieve comparison  of  programs  should 

be  based  on  their  performance  in  com- 
petitive markets  and  not  weighted  by 

their  captive  audience  in  single-station 
markets.  There  is  evidence  to  show 

that,  although  on  a  national  scale,  one 

program  may  have  a  higher  rating  than 
another,  analysis  of  the  ratings  of  these 

two  programs  in  multi-station  markets 
shows  that  the  lower-rated  program  na- 

tionally is  a  more  popular  program  in 

these  competitive  markets. 
"Television  research  makes  these 

data  available,  but  \ery  seldom  is  the 

client  presented  with  these  facts." 
To  Maurice  B.  Mitchell,  former  Mu- 

zak v. p.  who  has  just  taken  over  as 

president  of  Encyclopaedia  Britannica 

Films,  research  from  the  standpoint  of 

testing  ad  and  media  effectiveness  is 

easy  once  you've  defined  your  objec- 
tive  clearly.  "Unfortunately,  not  all 
advertisers  have  a  realistic  understand- 

ing of  their  objective.'"  he  says.  "Some 
of  them  buj  advertising  simply  to  'keep 
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More  Viewers  Per  Dollar 

Check  ratings*— check  availabilities  — 

check  costs.  KHJ-TV  is  Los  Angeles' 
best  advertising  dollar  value. 

*Los  Angeles  Telepulse  (excluding  Sat.  &  Sun.  eve. 

when  KHJ-TV  does  not  broadcast  full  time) 

For  program  and  spot  availabilities 

that  will  make  your  budget  go  farther 
. . .  call  or  write  .  .  . 

H-R TELEVISION,  INC. 

New  York  17,  N.  Y.:  Chrysler  Building 

MUrray  Hill  9-2606 

Chicago  1,  Illinois:  35  East  Wacker  Drive 

RAndolph  6-6431 

San  Francisco  4,  Calif.:  110  Sutter  Street 

EXbrook  2-3407 

KHJ-TV DON  LEE  TELEVISION 

Hollywood  28,  Calif.:  1313  North  Vine  Street 

HOllywood  2-2133 

FIRST  in  the  WEST-PIONEER  for  the  NATION 

(<&&^ 

IN 

DON  LEE  TELEVISION 

KHJ-TV 
LOS  ANGELES 

nnnl^i  r-\  m  r-i 
asss  iftPor^^ri 

Owned  and  operated  by  the  DON  LEE  BROADCASTING  SYSTEM,  a  division  of  GENERAL  TELERADIO,  INC. 
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■        zf  Reasons   Why 
^H  The  foremost  national  and   local   ad- 
^0  vertisers     use     WEVD     year     after 

U>  year  to  reach  the  vast 

^  Jewish   llnrkot 
g^M     of   Metropolitan   Now    York 

^J  I.    Top    adult    programming 

^^,  2.     Strong   audience   impact 
■^^E  3.     Inherent  listener  loyalty 

IBIBB  4.     Potential    buying    power 
Send  for  a  copy  of 

"»H'S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

VI  I. Ml     117-119     Veil     t(.th    St. 
N.-v.     York     19 

Managing      Mir.  .  I..r 

our  name  in  front  of  the  public'  These 
people  are  likely  to  evaluate  media  on 

the  basis  of  the  efT (-fineness  of  a  lay- 
out or  their  personal  preference  for 

the  sound  of  a  radio  or  TV  show.  On 

the  other  hand,  when  the  ad  advertiser 

knows,  for  ins  ance,  that  his  primary 

prol  lem  is  obtaining  distribution  for 
a  new  product  and  when  he  spend?  the 
bulk  of  his  money  in  a  single  medium, 

it  isn't  very  hard  for  him  to  discover 
whether  or  not  the  advertising  is  suc- 

cessful and  the  expanded  distribution 

has  been  developed.  When  an  advertis- 
er is  introducing  a  new  product  that 

replaces  an  older  one  and  when  I  hat  is 

the  primary  objective  of  his  advertis- 

ing, it  isn't  very  hard  for  him  to  find 
out  whether  his  advertising  works. 

"When  it  comes  to  testing  bulk  me- 

dia, the  simplest  test  of  all  is  obvious- 
ly to  try  one  at  a  time.  When  more 

than  one  medium  is  used  at  the  same 

time,  the  advertiser's  next  resort  is  to 
evaluate  returns  from  each  medium  by 

using  a  key  of  some  kind.  That  is  easy 
to  do  with  mail  return*,  but  much  more 

difficult  to  do  with  an  item  designed 

for  mass  sale,  like  chewing  gum  or soap. 

"In  the  case  of  such  mass-aimed 

items,  it  might  be  worth  the  adver- 
tiser's while  to  use  the  ARBI  tech- 
nique. Since  ARBI  simply  measures 

the  ability  of  one  advertising  medium 

to  produce  effects  as  compared  with 

another.  I  see  no  reason  why  the  ARBI 
technique  could  not  be  the  most  useful 

piece  of  contributing  information  in 

deciding  which  medium  has  been  most 
effective. 

"Generally  speaking,  however,  it  has 
been  my  observation  that  no  major  ad- 
ver  iser  can  ignore  the  fact  that  even 

major  medium  has  a  substantial  audi- 
ence of  its  own — a  buving  group  that 

can  best  be  sold  through  that  medium. 
Thus  the  advertiser  is  far  better  off 

wondering  why  his  campaign  i?  effec- 
tive than  he  is  brooding  about  the  rel- 
ative effectiveness  of  a  dollar  spent  in 

radio  as  compared  with  a  dollar  spent 
in  newspapers. 

*'His  best  bet  is  to  start  usina  them 

both  on  a  50-50  basis,  devoting  his 

energies  to  producing  the  be^t  possible 
kind  of  advertising  for  each  medium 

and  merchandising  it  to  the  hilt." 

Conclusion  hi/  Morgan:  Rav  Mor- 

gan, president  of  the  Raymond  R.  Mor- 
gan Co.,  Hollywood,  and  a  member  of 

sponsor's  \11-Media  Advisory  Board, 
refuses  to  consider  the  job  of  testing 

media  effectiveness  complicated.  He 

says  that  "one  time,  long  long  ago," 

he  wrote  a  piece  for  Printers'  Ink  en- 
titled :  "Do  Copy  Tests  Tell  the 

Truth?"  He  concluded  that  they  do 

not  because  there  are  too  many  varia- 
bles. 

"Suppose  it's  gasoline  and  you're 
measuring  gallonage  to  see  what  a 

campaign  does,"  he  says.  "The  weath- 
er freezes.  The  cars  stay  home.  Gal- 

lonage goes  down.  Does  that  mean 
the  campaign  was  bad? 

"Or  suppose  you  were  testing  TV 
commercials.  Lp  pops  the  Coronation 

or  the  election  and  you're  competing 
with  that. 

"Or  suppose  you're  doing  a  Tea 
Council  job.  How  do  you  compensate 
for  what  some  instant-coffee  guy  may 

do  that  will  knock  all  existing  tea  fig- 
ures into  a  cocked  hat? 

"There  are  just  too  many  variables." 

Morgan  says  it's  the  same  with media. 

"Advertising  has  got  to  get  back  to 

ma'.hematics.  If  it's  coffee,  the  aver- 
age family  uses  some  63  pounds  a  year 

— or  some  figures  that  can  be  estab- 
lished as  right. 

"Divide  volume  by  that  figure  and 
count  your  customers. 

"Find  what  makes  the  customers — 
over  the  years  so  that  snowstorms, 

Hadacol,  and  the  Korean  truce  are  out. 

"Find  out  what  made  these  custom- 

ers— and  bind  that  force  to  you  with 
hoops  of  steel.  Find  a  formula  that 

works  and  never  change  it — until  it 

slows  down  or  stops  working." 
Many  years  ago  Morgan  asked  a 

P&G  president  how  they  bought  radio 

shows.  The  president  said:  "We  have 
them  recorded  and  brought  to  Cincin- 

na'i.  We  play  them  for  the  executives' 
wives.  If  they  don't  like  a  show,  we 

buy   it." 

Morgan  adds:  "Buy  what  sells  the 

soup  or  the  soap.  That  isn't  hard  to find  out.  Why  does  everybody  try  to 

make  the  job  so  complicated?" 
But  shouldn't  an  adman  know  about 

Chi  Square  tests,  simi-logarithmic 
graphs,  lines  of  regression,  and  Pareto 
curves  as  well  in  order  to  avoid  all 

these  research  pitfalls  mentioned  in 
this    article? 

"Hell,   no!"   savs   Morgan. 

(The  next  two  articles  in  the  All- 

Media  Study  will  be  "How  72  leading 

advertisers  evaluate  media."  I  7  Sep- 
tember I  :  "How  90  agencies  evaluate 

media"  I  21  September  I.  ■*•  *  * 
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A sk   your   national   representative 
You're  on  the  verge  of  a  decision. 
and  a  problem. 

What  business  papers  to  pick 

jor  your  station  promotion? 

Its  no  problem  to  hiss  off. 

(or  your  choice  can  have  a  telling 

effect  on  your  national  spot 
income. 

But  where  to  get  the  facts? 

The  answer  is  simple.    Ask  \<>u> 

national  representative. 

He   knows.     His  salesmen   get   around 

They  learn  which  business  papers 

are  appreciated,  read  and  discussed 

by  buyers  of  broadcast  time. 

His  is  an  expert  opinion. 

Don't  overlook  your  national 
representative. 

s 
ponsor the  magazine 

radio  and  TV 

advertisers 

use 



RESEARCH  CRITERIA 
{Continued  from  page  34) 

the  inventory,  panel  or  continuous 

type,  is  so  high  that  it  liquidates  many 
of  the  features  of  random  sampling  in 

the  end.  Copy  testing  and  other  in- 
stances where  the  general,  rather  than 

the  exact  snswer,  is  all  that  is  re- 

quired lend  themselves  to  well-designed 
quota  samples.  In  general,  qualitative 
in  contrast  to  quantitative  data  can  be 

satisfactorily  obtained  from  quota  sam- 

ples. Where  doubt  exists,  random  sam- 
pling should  be  used  since  this  gives 

the  maximum  reliability  per  dollar 

expended. 

5.     litis   the   sampling   plan    been 
fully  exeenletl? 

Substitutions  for  assigned  units  de- 
stroy a  probability  sample  design.  In 

personal  interview  surveys,  refusals  can 

frequently  be  overcome  by  repeat  ef- 
forts. Not-at-homes,  who  have  charac- 

teristics known  to  be  different,  should 

be  brought  into  the  sample  by  call- 
backs, or  their  answers  should  be  esti- 
mated by  special  statistical  formulae. 

If  quotas  were  assigned,  they  should  be 

fulfilled  exactly.  In  quota  sampling,  re- 
fusals and  not-at-homes  are  not  con- 

trollable. 

In  mail  surveys  the  response  as  well 

as  the  mail-out  must  be  representative. 

,. 

AIR  TRAFFIC  IS   UP 

IN  HAMPTON  ROADS,  VA. 

NOW!  Up  Your  Sales  in  Norfolk 

America's Miracle 
Market! 

The  personnel  at  the  Naval  Air  Station, 

Naval  Yard,  Naval  Base,  Army's  Lang- 
ley  Field  and  the  great  Oceana  Jet 
Base  buy  everything  from  candy  bars 
to  automobiles. 

Population  is  up  17  per  cent  since 
the  1950  census  . . .  are  your  sales  meet- 

ing this  pace? 

WTAR:  NBC  Affiliate 

Reach  and  sell  this  market  with 
both  Dominant  WTAR-AM  and 
WTAR-TV  serving  NORFOLK, 
Portsmouth,  Hampton,  Newport 

News  and  Warwick  —  America's 26th  market.  Contact  Edward 
Petry  &  Company,  National 
Sales  Representative. 

WTAR-TV:  All  Networks     Norfolk,  va. 

To  reduce  biases  growing  out  of  per- 
sonal interests  and  economic  factors, 

which  are  common  in  mail  surveys 

with  a  low  rate  of  return,  it  is  desir- 

able to  get  as  close  to  a  100'  '<  return 
as  possible.  In  telephone  surveys,  re- 

fusals, not-at-homes  and  busy  lines 
must  not  be  ignored. 

G.    Is  the  sample  large  enough? 

If  a  probability  sample  is  properly 

designed  and  executed,  the  reliability 
of  its  results  can  be  estimated  mathe- 

matically. Breakdown  data  should 

have  a  large  enough  numerical  base  to 

keep  their  larger  error  margins  within 
usable  limits. 

The  desired  degree  of  reliability 

should  be  expressed  in  the  definition 

of  the  problem  or  plan  of  the  study. 

Increase  in  sample  size  does  not  com- 
pensate for  deviations  from  a  true 

probability  sample  though  it  may  pro- 
vide a  better  basis  for  evaluating  the 

effect  of  non-response. 

If  a  probability  sample  is  not  em- 
ployed, it  is  a  matter  of  judgment  as  to 

what  additional  error  is  introduced  as 

a  result  of  using  a  non-random  sample. 
The  error  cannot  be  measured  statis- 

tically if  the  sample  is  non-random. 

7.  I*  (iv  there  systematie  control 
of  editing,  coding  and  tabulating? 

All  editing  of  questionnaires  should 

be  completed  before  any  tabulations 
are  made,  and  a  statement  to  that  effect 

should  be  made  a  part  of  the  report. 
Editing  should  not  involve  guessing 

as  to  meaning.  Where  context  rather 
than  form  is  being  edited,  the  same 
editor  should  handle  specific  related 

sections  of  all  questionnaires.  Local 

supervisors  should  edit  for  form  and 
completeness.  Directions  for  editing 
should  be  formulated  and  explained 

uniformly  to  all  engaged  in  the  process. 
In  machine  tabulation,  pre-coding 

not  onlv  saves  time  and  money  but 

( atches  errors  and  incompleteness  in 

questionnaire  design.  If  pre-coding  is 

used,  a  pilot  test  should  be  made  to  de- 
velop the  codes:  if  pre-coding  is  not 

used,  a  sample  of  the  completed  ques- 
tionnaire should  be  examined  to  estab- 

lish the  codes,  especially  on  open-end 

questions. Questionnaires  should  be  numbered 
seriallv  to  guarantee  completeness  of 

card  punching  and  as  a  check  against 

duplicate  punching.  Pattern  or  con- 
>i>U'ii<\  checking  of  each  separate  col- 

umn of  the  punched  card  should  be 
done  to  verifj  that  only  appropriate 

codes  have  been  punched.  Each  column 
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Einsteinfs  theory  says 
Jack  McElroy  has 

4%  Trillion  Tons 
of  TV  impactj   

t  noon"**
) 

ooo 
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' 
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This  300  pound  one  man 

sales  force  covers  Southern 

California  with  the  speed  of  light. 

Stars  helping  him  are  song  styli>t 

Ginny  Jackson,  western  warbler  Carrot-top 
Anderson,  and  music  master  Eddie  Baxter. 

Jack  McElroy  sells  to  53,000  TV  homes  each 

day...  and  how  he  sells!  Says  TAPPAN  STOVE 

COMPANY  :  "Direct  sales  re>ult»  were  so  definitely 
felt  that  we  extended  our  campaign  from 

13  weeks  to  39."  SUNKIST  extended  a 

2  week  introductory  campaign  for  their  bottled 

lemon  juice  to  13  weeks.  Both  of  these  extensions 

were  across  the  board!  Other  sponsors 

lave  shown  similar  enthusiasm  over  -air-! 

Jack  McElroy  has  the  formula 

to  convert  theory  into  solid 

sales  results  for  you,  too! 

NBC  HOLLYWOOD 

KNBH 
Channel  £§ 
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or  group  code  should  be  separately 
counted  to  establish  the  varying  bases, 

and  to  verify  that  different  tables  with 

the  same  base  actually  agree. 

In  addition  in  hand  tabulating,  spot- 

checking  of  results  by  individual  tabu- 
lators is  desired.  Each  step  should  be 

separately  spot-checked.  All  transfers 
of  data  should  be  double-checked. 

8.  is  tin'  interpretation  forth- 
riaht  and  loaieal? 

If  casual  relationship  is  assigned  to 

one  factor,  it  must  be  proved  that  all 
other  factors  are  held  constant  or  al- 

lowance must  be  made  for  other  vari- 
ables. 

The  basic  data  which  underlie  per- 
centages, ratios,  weighting  systems  and 

breakdown  groupings  of  respondents 

must  be  shown.  Competitive  compari- 
sons should  be  made  on  the  same  bases. 

Since  mean  averages  are  often  mislead- 
ing, especially  in  income  studies,  the 

median  should  also  be  examined.  Any 

uncommon  mathematical  manipulation 

must  be  fully  explained.  Error  margins 

and  their  reliability  should  be  indi- 
cated. 

Misplaced  emphasis  may  divert  at- 
tention from  weaknesses  in  research 

methods  or  findings.  Complete  answers 

to   all  questions   should  be  uniformly 

reported.  Interpretation,  especially  of 

responses  involving  memory  or  pre- 
diction of  behavior,  must  not  overesti- 

mate the  ability  of  an  individual  to 

give  valid  responses. 

Small  differences,  considering  statis- 
tical error  margins,  should  not  be  over- 

"The  time  is  near,  I  believe,  when  tele- 
vision  will  bring  to  its  audience  not  only 
such  events  as  the  forthcoming  conven- 

tions of  the  two  political  parties,  or 
sessions  of  the  United  Nations,  but  full 

meetings  of  city  councils,  of  state  legis- 
latures, and  of  the  Congress  of  the 

United  States.  For  democracy  to  func- 
tion freely  and  effectively,  the  people 

must  see  for  themselves  how  their  rep- 
resentatives go  about  the  business  of 

government." WILLIAM  A.   BLEES 

Vice  President 
Avco  Mfg.  Corp.  chg.  Crosley  Sales 

Cincinnati 

emphasized.  Charts,  tables  and  text 
should  not  be  distorted  or  unduly 

exaggerated.  Simplicity  and  clarity 
should  be  the  main  objective  of  the 

analysis  and  presentation. 
Present    the    results    only    for    what 

tliev  are  and  for  what  they  represent. 

•  •  • 

SEA-TAC  AIRPORT  IS 

FABULOUS  ENTRANCE  TO 

A  FABULOUS  MARKET 
(Served    by    KTNT-TV) 

The  Seattle-Tacoma  Airport,  known  by  trav- 
elers as  one  of  the  finest  in  the  world,  is  the 

air  entrance  to  a  fabulous  market  .  .  .  the  vi- 

brant, prosperous,  growing  Puget  Sound  area. 
The  entrance  to  this  fabulous  market  for 
manufactured  products  of  all  kinds  is  KTNT- 
TV.  Write  or  wire  for  the  complete  story  of 

the  KTNT-TV  area,  made  up  of  1,318,700 
progressive,  able-to-buy  people. 

KTNT-TV  AREA 
QUICK  FACTS  AND  FIGURES 
TV   sets   in   Area 

•  July    II  271.000 
POPULATION    DISTRIBUTION 

City    of    Seattle  37.65% 
Balance   of    King 

County  21.37% Pierce   County 

(Including  Tacoma )      22.22% 
Balance   of   Areas 
West  and  South  18.76% 

•TOTAL    lover   1 '/4 

Million     People)  100.00% 

"Excludes  Snohomish  and  other 
counties  where  reception  is "Cood". 

Fabulous  Puget  Sound  cannot 
be  purchased  by  buying  one 
city  alone. 

Transmitter  strategically 
located  at  Tacoma,  in 
Middle  Puget  Sound,  for 
greater  penetration  of  the 
entire  area. 

Sales   representatives: 
Weed  Television, 
Nationally 

Art  Moore  &  Son. 
Pacific    Northwest 
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KTNT-TV CHANNEL     11 

NOW    125,000   WATTS 

Affiliated  with  CBS  and 

the    DuMont    Television 
Networks 

ADMIRAL  ON  TV 

(Continued  from  page  32  i 

been  an  admirer  of  the  Bishop's  radio 
program,  The  Catholic  Hour,  NBC, 

which  had  just  gone  off  the  air.  This 

program  featured  the  Bishop's  talks 
and  a  choir  to  open  and  close  the 

show,  i      Replied  Father  Broderick: 

"Bishop  Sheen  offered  his  services 
to  CBS  and  NBC,  but  was  turned 

down.  I  don't  know  whether  he's  still 

interested,  but  I'll  ask  him." He  was. 

Conferences  ensued  during  which 

Bishop  Sheen  discussed  production 

and  format  details  with  Du  Mont's  pro- 
graming director,  Jim  Caddigan,  and 

other  network  executives.  Among  the 

Bishop's  original  suggestions:  The  stu- 
dio must  be  a  church. 

Du  Mont  executives  worried,  and 

thought,  and  conferred.  They  made  a 

counter-proposal:  Transform  the  stu- 
dio into  a  library  set. 

Bishop  Sheen  agreed  to  the  net- 
work's suggestion  and  got  together 

with  Jo  Milzener  who'd  been  called  in 
to  design  this  library. 

Bishop  Sheen's  first  appearance  on 
Life  /s  Worth  Living  was  over  a  three- 

eity  Du  Mont  hookup:  Chicago,  Wash- 
ington, and  New  York  in  February 

1952.  As  viewer  mail  began  pouring 

in.  Du  Mont  doubled  the  program's 
number  of  outlets,  and  by  May  1952. 

when  the  program  went  off  the  air  for 
the  summer  hiatus,  it  began  to  look  as 

if  Life  Is  Worth  Living  would  soon  be 

more  than  a  prestige  and  public  serv- 
ice effort. 

This  is  how  Chris  Witting  analyze.- 

the  program's  success: 
"Although  the  star  of  the  program 

is  known  primarily  as  a  prominent  re- 
ligious figure,  the  program  itself  is  so 

broad  in  tone  and  so  transcends  dogma 

that  millions  have  accepted  it  as  their 

guide  to  what  makes  life  worth  living. 
Adherents  of  all  creeds  and  no  creed 

write  both  the  Bishop  and  the  net- 

work that  they  find  solace  in  his  phi- 

losophy and  helpful  guidance  in  meet- 
ing dail)  problems  through  applying 

the  principles  that  he  enunciates." 
It's  the  program's  scope  of  human 

appeal  that  lias  given  it  a  good  track 
record  in  terms  of  viewer  interest.  The 

Bishop's  Nielsen  tells  the  story  of  Life 

Is  Worth  Living'*  ability  to  pull  stead- 
ilv  and  comparatively  high  ratings  op- 

posite Texaco  Star  Theatre. 
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ARIZONA 
IS  TIRST 

...  in  Retail  Sales  Growth 

...  in  Population  Growth 

...  in  Per  Capita  Income  Growth 

...  in  Employment  Growth 

...  in  Bank  Capital  Growth 

...  in  Truck  Registration 

...  in  Farm  Income  Growth 

'Source:   Research  Department, 
Valley  National  Banl 

NBC  and  DuMont 

affiliate  for 

Phoenix  and 

Central  Arixona 
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to  add 

KTYL-TV 
schedule ! 

NBC  and  DuMont  Affiliate 
and  Central  Arixona  .  .  . 

is  a  time-buyer's  paradise!  It  offers  you  and  your  client,  for  example, 
more  helping  hands  from  a  merchandising  standpoint  than  you'll find  in  an  entire  carload  of  watches! 

AND  IT  CHAINS  UP  a  hard-hitting  sponsor  cooperation  package 
with  the  greatest  coverage  in  all  Arizona  ...  a  coverage  area  that 

ticks  off  63.2rr  of  the  state's  free-spending  population! 

HAND  IT  TO  KTYL-TV,  too,  for  providing  you  with  a  towering 

antenna  on  Phoenix's  nearby  South  Mountains  ...  a  soaring  1550 
feet  above  average  terrain  .  .  .  four  times  higher  than  any  other 
Arizona  station! 

IT'S  ALSO  WORTH  TAKING  TIME  to  check  KTYL-TVs 
unparalled  reception  .  .  .  including  a  clear  picture  in  areas  where 

other  Arizona  stations  don't  even  register  a  signal.  And,  while  you're 
at  it,  note  KTYL-TVs  superb  round-the-clock  programming. 

IT  ONLY  TAKES  A  MINUTE  to  contact  your  Avery-Knodel 

man.  So  don't  lose  any  precious  time  in  adding  KTYL-TV  to 
your  schedule! 

KTYLTV 
ARIZONA 

■s'0& 

imvma/n STATION 
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\\  hile  Texaco  Star  Theatre  reaches 

four  times  as  many  homes  as  Life  Is 

Worth  Living,  its  greater  coverage  area 

includes  many  one-station  markets 
ulii.h  necessarily  boost  its  ratings.  The 

\  ideodex  Audience  Composition  Re- 
port of  November  1052  and  subsequent 

audience  studies,  further,  indicate  that 

.Admiral  Corp.  succeeds  in  reaching 

the  type  of  people  its  message  is  aimed 
at:  the  family  at  home.  Out  of  total 

viewing  audience  tuned  in  to  Bishop 

Sheen,  34.4fr  are  men.  38.9f/c  are 
women,  16.4%  are  teenagers,  and 

10.3%  are  children. 

The  problem  of  finding  a  commer- 
cial   format    that    would    combine    the 

5th  of  a  series 

*#p*: 

^*#»^™«™™'*m'*«*>*^ 

/?.,<■  IS 
 (m  PM7)

 

IN  THE  MIAMI 
TV  MARKET 

(Now    26th   among   the   nation's\ metropolitan  retail  areas  / 

The  South's  fastest-growing 
market  includes  825,000  per- 

manent year  'round  residents 
spending  $168,000,000.  in 
automotive  stores. 

f 

FOR  THE  ENTIRE  AMAZING  SOUTH  FLORIDA  TV  SALES 
STORY   CALL   YOUR    FREE   &    PETERS   COLONEL   TODAY 

▼▼    ■  W  If  MIAMI 
FIRST   RESEARCH    CORP.    of   Florida 

Now  Under  Construction  —  1000  FT. 
ANTENNA  —  100,000  WATTS 
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features  of  dignity  in  keeping  with  Life 

Is  Worth  Living  and  the  hard-sell  pitch 
customary  in  the  electrical  home  appli- 

ance field  was  turned  over  to  Michael 

Levin,  Admiral  account  executive  and 

television  director  in  charge  of  crea- 
tive  production  at  Erwin,  Wasey. 

Here's  the  approach  he  worked  out 

to  Admiral  Corp.'s  commercials: 

Bishop  Sheen's  talks  are  never  inter- 
rupted by  a  commercial  break.  His 

talks,  approximate!)  20  minutes  long, 

are  carefully  set  apart  from  the  actual 
commercial  pitch.  Bill  Gibberson,  who 

acts  as  Admiral  Corp.'s  host,  spans 

the  bridge  between  the  prelate's  lec- tures and  the  commercial  copy. 

In  his  50-seeond  introduction  to  the 

program,  Gibberson  includes  some  20 
to  30  seconds  of  institutional  copy, 

enumerating  10  or  12  products  manu- 
factured by  Admiral  Corp.  Then  he 

introduces  Bishop  Sheen.  After  the 

Bishop's  lecture,  Gibberson  brings  on 
two  other  personalities :  Murial  Wil- 

liams, who  acts  as  home  economist 
and  tells  women  viewers  the  various 

uses  of  Admiral  kitchen  and  home 

products;  and  Glenn  Riggs,  who  is 

billed  as  an  average  Admiral  dealer 

and  therefore  qualified  to  tell  the  view- 
ers some  of  the  technical  or  engineer- 
ing features  of  Admiral  products. 

The  two-minute  closing  commercial 
is  delivered  in  the  form  of  dramatic 

interplay  among  these  three  personali- 
ties. These  dramatic  skits  are  used 

partly  to  keep  the  viewers'  attention through  a  relatively  long  commercial 

but  mainly  to  get  across  the  hard-sell 
without  having  the  dignified  host  step 
out  of  character.  This  latter  effect  is 

achieved  by  a  broad,  almost  bumptious 

characterization  of  the  Admiral  deal- 

er, who's  the  logical  one  to  stress  prices 
and  to  come  in  with  a  hard-sell  pitch. 

These  characterizations  are  not  in- 

flexible, however.  In  a  Dual-Temp  re- 
frigerator commercial,  for  example, 

Riggs  pretended  to  sell  another  brand 
i  unnamed  I  refrigerator.  He  began 

demonstrating  various  features  of  this 
refrigerator,  but  after  each  sales  point 
he  made.  Murial  Williams  interrupted 

with  a  comparable  and  superior  fea- 
ture of  Admirals  Dual-Temp  refrigera- 

tor, which  she  demonstrated.  The  com- 

petitive  spirit  between  the  two.  Glenn 
Riggs  and  Murial.  was  maintained  to 
the  end  of  the  commercial  when  Riggs 

finally  conceded  that  he  couldn't  win  in 
his  attempt  to  sell  anv  brand  refrigera- 

tor other  than  Admiral's   Dual-Temp: 
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"Try  as  I  can  in  tliis  demonstration, 
I  lose  ever)  time  .  .  .  and  for  a  very 

simple  reason:  the  Admiral  Dual- 

Temp,  the  original  two-temperature  re- 
frigerator, is  far  superior  to  anything 

else  you  can  get." 
Kru  in.  \\  asey's  Mike  Levin  has  used 

several  production  techniques  in  the 
Admiral  commercials  which  are  good 

cost-cutting  devices,  including  minia- 
ture sets  and  colored  picture  slides. 

His  use  of  miniature  sets,  Levin 

says,  dates  to  The  Colgate  Comedy 
Hour  in  1910  and  1950.  as  well  as  The 

Ihhicli  Family,  in  1951.  He  found 

that  he  could  "cheat"  on  expensive 
live-size  sets  by  intercutting  shots  of 

the  miniature  living  room,  for  exam- 
ple, and  an  announcer  standing  by  a 

life-size  segment  of  the  living  room — 
say,  a  portion  of  a  wall  and  drape.  By 

using  this  announcer's  voice  over  the 
full  frame  of  the  miniature  living  room 

just  prior  to  cutting  to  him  on  a  set, 

Levin  achieved  a  realistic  effect,  mak- 

ing it  appear  as  though  the  announcer 
had  just  walked  into  the  room. 

In    March    1953,   Levin    introduced 

Seattle add 
Effective 

to  your  Blolli nghery  list  August  1, 1953 

&AM pSSHVK* *.  177/  w-  *»w  1 

507   "  EXCLUSIVE    HfcTlWfcL 

K0M0 

-TV= 

50,000  Watt  NBC  outlet 
Fisher's  Blend  \  KOMO 

Station,  Inc.  j  ̂Q]||Q  -TV  a,a"""'  '-M"b-  p°w 

-appoint   as   their  exclusive   national   representative,    the 

George  P.  Ilolliiighery  Co. 
CHICAGO  I 

307  \.  Michigan  \\«-. 

M-'.W     MlltK   18 

500  Fifth   We. 
tirvant  9-3960 

LOS  ANGELES  13 
til  \V.  5th  St., 

Madison  6-3633 

s\\  in  \\<:is<  <>  t 
625  Markel  St., 
Douglas  2-7192 

ATLANTA  3 

223  Peachtree  St. 

Lamar  5710 

another  new  production  technique:  the 

use  of  «la--  transparency  stills.  Here's 
how  this  technique  works: 

Levin  uses  a  photographer's  studio. 
There  he  sets  up  a  variety  of  shots  of 

the  living  room  or  kitchen  set  which 

he  plans  to  use  in  future  commercials. 
In  this  studio  he  can  experiment  with 

different  kinds  of  lightings  and  vari- 
ous arrangements  of  furniture  without 

worrying  about  expensive  TV  studio 

rentals,  cameramen's  and  technicians' time. 

These  stills  are  fded  in  Levin's  Ad- 
miral commercials  library,  which  now 

:ontains  mer  LOO  different  transparen- 

cies. Used  in  combination  with  seg- 
ments of  live  sets  as  well  as  minia- 

tures, these  stills  make  it  possible  for 

Admiral  to  have  more  variety  in  their 
commercials,  to  do  jobs  that  would  be 

extremely  costly  for  technical  reasons 

if  they  were  attempted  entirelj  with 
studio  facilities. 

Furthermore,  Levin  stresses  that  the 

lighting  he  can  get  with  the  colored 
glass  transparencies  is  far  superior  to 
what  he  would  achieve  by  using  the 

TV  cameras  directly  on  a  live  set.  This 
is  how  the  cameramen  handle  the  stills: 

One  camera  dollies  in  on  the  still,  then 

another  camera  picks  up  the  live  set. 

on  a  cross-dissolve.  Segments  of  live 

sets  are  used  only  when  a  demonstra- 
tor or  announcer  actually  appears  on 

the  scene. 

In  addition  to  Bishop  Sheen  in  1953 

Admiral  will  sponsor  the  Chicago  finals 

of  the  Golden  Gloves  boxing  tourna- 
ment and  the  All-Star  football  »ame  on 

television.  Network  radio  and  TV  ad- 

vertising is  handled  by  Erwin,  Wasey. 

Spot  radio  and  TV  is  part  of  Admirals 

co-op  budget  and  placed  through  the 
various  distributors. 

This  summer  Admiral  Corp.  has 

been  running  two  test  campaigns — 20- 
and  60-second  radio  announcements  in 

six  cities,  varying  length  TV  announce- 

ments in  two  cities — to  compare  (1) 

announcements  with  program  sponsor- 

ship; (2 1  spot  with  network;  (3)  ra- 
dio with  TV.  Results  of  these  tests  will 

determine  how  Admiral  will  spend  the 

remainder  of  its  19.53  air  media  bud- 

get. 

In  the  past.  Admiral  has  earned  a 

reputation  for  sponsoring  unusual  I  \ 

programs.  Admiral  was  one  of  the 
first  sponsors  on  television  when  the 
medium  went  commercial  in  1947.  Its 

first  network  TV  show:  Admit  al 

Broadway    Revue.    Fridays    «:00-9:00 
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p.m.  1 1 < > 1 1 1  2i>  Januar)  1949  i<>  ■>  June 
L949.  This  program  starred  Sid  (  aesai 
and  Imogene  Coca. 

Admiral's  next  two  T\  programs 
were  Lights  Out,  Mil  I  \ .  Mondays 
9:00-9:30  p.m.,  from  November  1949 
through  L952,  and  the  8:00-8:30  p.m. 
■egmenl  oi  Stop  the  Music,  Thursdays 
on  \i;r  TV. 

Admiral's  two  majoi  competitors 
arc  also  ln\u  j  an  advei  tisers.  Philco 
i  through  Hut  chins  Vgencj  in  Phila- 
delphia)  sponbors  the  Philco  Tl  Play- 

house, NBC  TV,  alternate  Sundays, 

9:00-10:00  p.m.  I  $28,000  week!)  pro- 

duction COSl  i  .  and  Edu  in  C,  Hill,  \l'>< 
Radio,  Mondays  and  Thursdays,  10:30- 
10:35  p.m.  (weekl)  production  cosi  of 

■'•oi.  RCA  (through  .1.  Walter 
rhompson,  New  York)  sponsors  The 
RC  >  I  u  toi  Show,  NB<  I  \.  Fridays 
8:00-8:30  p.m.  (week!)  production  cost 

120,000),  Kukla,  Fran  and  OUie, 

NBC  TV,  alternate  Sundays  1:00-4:30 
p.m.  (at  $4,000 per  show  production), 

and  /Vi,/  Harris-  [lice  Fayc  Show.  NBC 

Radio.  Sundays  8:00-8:30  p.m.  (at 
$12,000  week!)   production  cost). 

Youngest  oi  the  "big  three,"  Ad- 
miral was  started  with  borrowed  capi- 

tal totaling  $3,400  in  L934.  B\  30  June 

L953  it-  Founder  and  present  chairman 
of  tlie  board  and  president.  Ross  D. 

Sirajiusa.  had  catapulted  the  compan) 
into  a  net  worth  of  over  $51   million. 

From  its  earliest  beginnings  Ad- 

miral's polic)  was  to  undersell  compe- 
tition, but  during  the  first  two  years  the 

firm  ran  a  poor  last  among  ~>2  radio set  manufacturer-  then  in  business. 

B)  10  11  Admiral  sales  had  grown 

to  $9,400,000.  \t  this  time.  Siragusa 

decided  that  the  time  was  ripe  for  Ad- 
miral to  make  its  bid  for  war  contracts. 

Admiral's  postwar  activities  have  in- 
cluded the  manufacture  of  radios,  com- 

bination radio-phonographs,  a  struggle 
for  a  place  in  the  home  appliance  busi- 
ness,  and  research  and  production  in 
the  new  electronics  field — television. 
In  1948  Admiral  studied  the  TV  set 
market  and  decided  that  smaller, 

cheaper  sets  would  meet  the  public 
demand.  The  firm  set  out  to  produce 

and  by  the  end  of  the  year  the  coin- 

pain  registered  $25  million  in  televi- 
sion sales  alone. 

In  1040  Admiral  claimed  first  place 
in  the  TV  field  w  ith  si  1 2  million  in  net 
sales. 

During  the  subsequent  year  the  com- 
pany   introduced    its    first    full   line  of 

WNBW 
CHANNEL  4 

year  after  year  is 

the  leading  television  station 

in  Washington,  D.  C.*... 

. . .  where  glamorous  Inga  is 

television's  "leading  lady." 

*  ARB.  Oct..  1949 

July.   1953 

******* 

Represented  by ®©9 SPOT  SALES 
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rt'ti iterators  and  ranges.  Net  sales  lor 
1950  reached  a  record  high  of  over 
$230  million,  with  earnings  of  close  to 

$19  million  after  taxes.  These  figures 

were  particularly  high  hecause  of  the 
scare  buying  which  followed  outbreak 

of  fighting  in  Korea. 

Last  year  was  more  normal,  with 

net  sales  at  $190  million  I  second  high- 
est) and  net  earnings  just  under  $9 

million   I  third  highest  I . 

Admiral's  production  goal  of  one 
million  TV  sets  in  1953  is  apace  with 

sales  increases  over  the  previous  year: 

During  the  first  half  of  1953,  sales  rose 

58%  over  the  comparable  period  in 
1952. 

Russel  Seeds  Agency  in  Chicago 

handles  print  media  for  Admiral's  TV 
sets,  while  Tatham-Laird,  New  York, 

places  print  advertising  for  the  Ad- 
miral appliance  line.  Erwin,  Wasey 

handles  Admiral  net  air  advertising. 

Life  Is  Worth  Living  has  proved 

that  sponsors  need  not  shy  away  from 

unusual  programing.  The  show  may 

start  a  trend  toward  programing  built 
around  controversial  personalities.  One 

indication:  Another  bishop  recently 

approached  Du  Mont  with  the  idea  of 

a  lecture  program.   Any  takers?  *  *  * 

CHANNEL 
12 KVOSJV 

KVOS 
KPQ 

1000    WATTS 

790   K  C 

5  000    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STATE'
S 

CASH  FARM  INCOME 

Jorjoe    Cf   Co. 

EX-MAGAZINE  MAN 
{Continued  from  page  39) 

black-and-white  ad  is  not  even  noticed 

(noted  I  by  three-quarters  of  the  read- 
ers of  the  magazine. 

Many  advertisers,  and  some  radio 
salesmen,  do  not  know  that  about  15 

out  of  16  magazine  readers  do  not  read 

as  much  as  half  of  the  average  black- 
and-white  page  advertisement!  The 
circulation  of  the  ad,  not  the  circula- 

tion of  the  magazine,  is  the  important 
fact  to  an  advertiser. 

The  new  Politz  study  for  Life  makes 

the  same  erroneous  comparison  of  total 

magazine  readers  with  listeners  or 
viewers  of  individual  shows.  Even  this 

study  shows  that  one  show  (Jack 
Benny)  reaches  80 /£  as  many  people 

as  see  Life  magazine!  In  four  weeks, 

41,950,000  different  people  hear  that 

show,  and  presumably  its  commercials 
for  one  advertiser,  while  52,550,000 

different  people  see  copies  of  four  is- 
sues of  Life.  But  those  four  issues  of 

Life  carry  hundreds  of  advertisements! 
(For  sponsor  articles  on  Life,  see 

"What  you  should  know  about  Life's 
4-media  study,"  29  June  1953,  and  "Is 

Life's  media  study  fair  to  radio  and 
TV?",  13  July  1953.) 

Radio  has  been  over-modest  in  its 

coverage  claims.  Its  coverage  is  uni- 
versal. In  spite  of  TV,  it  still  reaches 

almost  everyone.  Less  than  2%  of  all 
homes  are  not  radio  homes.  The  num- 

ber of  radio  sets  in  use  (110,000,000) 
is  much  more  than  twice  the  number 

of  homes.  There  is  a  radio  set  for 

every  person  in  America  over  17! 

And  they  listen  to  them.  Nielsen  says 
that  in  an  average  week  only  about 

one  family  in  16  fails  to  use  it.  But 

radio  publishes  ratings  for  individual 

programs,  for  the  circulation  of  the 

advertisers'  ads.  No  doubt,  some  peo- 
ple whose  sets  are  turned  on  miss  some 

commercials,  but  it's  pretty  hard  to  get 
away  from  a  radio  commercial.  The 

Starch  designation  "noted"  also  in- 
cludes those  who  can't  identify  the 

product  or  the  manufacturer,  though 

they  recognize  the  ad. 

'J.  Costs:  One  of  radio's  misfortunes 

is  that  many  of  the  best,  creative  ad- 
vertising men  are  not  figure-minded  or 

cost-conscious.  Radio  is  a  terrific  buy, 
but  to  many  such  men  that  fact  is  not 

exciting.  Perhaps  it  isn't,  but  it  is  very basic. 

Radio  has  always  had  low  cost  and 

has  kept  its  costs  down   when  almost 

everything  and  all  other  media  have 

gone  up.  In  1946,  before  TV  was  a 
factor  in  advertising,  the  average  night- 

time CBS  half  hour  delivered  listeners 

at  68^  per  1.000  per  commercial  min- 
ute. In  1953  the  cost  was  up  only  20 

to    100. 

The  cost  of  the  entire  average  show 
I  three  commercial  minutes  I  was  $2.05 

per  1,000  listeners  in  1946.  In  the 

same  year,  the  average  cost-per-1,000 
ad-noters  (B&W  page  I  in  eight  leading 

magazines  was  substantially  less — 
$1.83.  In  1953  the  situation  is  reversed 

with  the  magazine  noting  costs  up 

markedly  to  $3.06  and  radio  up  only 

slightly  to  $2.11.  No  one  doubted  that 
radio  was  a  good  buy  when  it  cost 

substantially  more  than  magazines.  To- 

day it  is  much  cheaper  than  maga- 
zines and  a  better  buy  comparatively 

than  ever. 

Yet  magazines  have  done  better  in 
selling  advertising  than  network  radio 
since  the  advent  of  TV.  One  factor 

may  be  the  sheer  force  of  sales  pres- 
sure. One  big  weekly  has  as  many 

salesmen  as  all  the  networks  combined, 

and  there  are  so  many  magazines  that 

networks  could  never  match  their  com- 
bined numbers. 

4.  Captive  audiences  Radio  shares 

with  TV  an  advantage  over  print  media 
which  is  often  overlooked.  The  broad- 

cast media  have  a  "captive  audience" which  has  elected  to  stay  tuned  to  both 
the  entertainment  and  the  advertising 

message.  This  is  of  particular  value 

when  new  products  are  being  intro- 
duced, in  very  competitive  fields  where 

many  very  similar  products  compete, 
or  in  the  case  of  public  relations  or 
institutional  messages.  Few  people 

want  to  see  or  hear  this  type  of  ad- vertising. 

An  indication  of  this  is  found  in  an 

analysis  of  the  cost-per-1,000  ad  noters 
by  classifications.  Many  people  are  in- 

terested in  movies  and  movie  stars  so 

motion  picture  advertisements  reach 

people  for  $1.43  while  it  costs  nearly 
three  times  as  much  ( $4.02  I  to  reach 
them  with  advertisements  for  household 

supplies   (see  chart,  page  38). 
In  general,  when  people  have  a  free 

choice  of  many  ads.  as  in  magazines. 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minutes  hunting,  fishing  and  outdoors  with 
Dave  Newell.  High  class  panel  type  entertain- 

ment. Write  for  audition  prints. 
SYNDICATED  FILMS 

1022  Forbes  Street  Phone:  EXpress  1-1355 Pittsburgh  19,  Po. 
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the)  "''"I  about  i   I'"  to  the)  •'"'  in- 
terested in  <>i  interested  in  buj  in.::.  If 

thej  need  a  new  <  :ai  oi  are  pai  ticula]  l\ 
interested  in  cars  the)  read  automobile 

ids.  Tin*  broadcasl  media  can  »I<*^ «-l«»|» 
an  interesl  in  new  cars  because  listeners 

bear  the  messages  whether  the)  want 
i,.  oi  not.  Few  people  Eire  dissatisfied 

with  their  present  brand  "I  cigarettes 

oi  soap  .unl  therefore  desirous  "I  read- 
ing about  other  brands.  \\  hen  held  as 

t  a|iii\ es  i>t  radio  oi  I  \  .  thej  are  ne\ ei  • 
theless  obliged  to  hear  about  the  other 
brands. 

5.  Pictures:  V  picture  may  be  worth 
a  thousand  words  foi  -nine  purposes. 

but  it's  prett)  haul  to  make  a  picture 
sell.  If  you  don't  believe  it,  turn  ofi 
ilic  sound  on  your  l\  set  sometime! 

In  tlic  best-illustrated  magazine  adver- 
tisement, printed  words  <l<>  the  selling. 

\  baby,  a  dog,  or  a  beautiful  girl, 

which  ha>  nothing  to  <l<>  with  the  prod- 
uct, is  often  used  onl)  to  get  attention. 

Long  before  humans  could  write  or 

read,  thej  could  talk.  Even  at  oui 

present  stage  <>l  development,  and   in 

\nierica.  Dr.  Rudolph  Flesch,  an  au- 
thority on  semantics,  says  that  reading 

<-  work  for  mosl  people.  Hie  spoken 
word  can  be  the  most  potent  force  in 

human  communication,  and  advertising 
i-  ol  course  a  form  ol  communication. 
Certainl)  this  is  true  when  one  keep- 
in  mind  that  about  50  million  of  all 

Americans  over  23  years  of  age  failed 
to  progress  in  school  beyond  the  tenth 
grade  i  1950  I  .S.  Census  ' . 

6.  Ad  no  tin,,.  The  size  of  the  audi- 

ences of  the  big  advertising  media  are 
so  huge  that  our  minds  have  trouble 

dealing  with  the  figures.  \  woman 
trying  to  make  conversation  at  a  cock- 

tail part)  once  said  to  me:  "Isn't  it 
terrible  how  the  government  is  spend- 

ing mone)  ?  I  read  that  the  deficit  will 

he  eight  million,  or  was  it  eight  nil- 

lion,   dollars."     To   her.   8,000,000   and 8,000,000,000  had  much  in  common. 

They  were  big  numbers!  \n  average 
issue  of  Life  is  seen  1>\  over  26,000,- 
000  people.  CHS  TV  and  NBC  TV 
each  reach  over  53,000,000  a  week. 
(hie  radio  network  reaches  62,840,000 
different  people  over  in  with  nighttime 
radio  alone  in  an  average  week.  These 
are  big  and  confusing  figures.  \\  hat 
really  counts  to  an  individual  advertis- 

er is:  (ll  How  main  people  see  or 

hear  my  ad'.'  (2)  What  is  the  cost? 
(3)  How  man)  of  them  realh  are  pros- 

pects for  my  product? 

If  point  (3)  is  verj  important,  mag- 
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71,759 
REPLIES 
PRODUCED  BY  A 

SINGLE    PROGRAM    FOR 

COMMUNITY   OPTICIANS   OF   BOSTON 

PLACED    BY  LASKER-RISEMAN  AND  TELECAST  ON 

Ill-TV,      T   m   |       WISTiNCHOUSt       IV       STATION       IN       ■  0  S  T  0  N  ,      MASS 

Even  if  you  can't  read  the  last  line, 

you'd  guess  that  the  station would  be  WB2-TV 
BOSTON    Channel    4 

According  to  George  I.  M.  Riseman  ol  the  I  askei  Riseman 

agency,  response  to  "Communit)  Auditions.'  the  talent  hunt 
program  sponsored  In  Communit)  Opticians  «>t  Boston,  has 

shown  stead)  and  terrific  gains  over  a  V/i  year  span. 

One  program  in  April  195]  produced  15,358  pieces  ol  mail. 

One  program  in  October  1951  produced  20.946  replies.  In 

January  1952  one  program  chew  67,852  pieces  oi  mail.  This 

spring  one  program  produced  71,759  replies! 

V  surveys  prove,  and  as  so  many  advertisers  have  learned, 

the  one  New  I  ngland  TV  station  that  gets  results  like  this 

is  WBZ  IV.  Get  details  From  NBC  Spot  Sales. 

WESTINGHOUSE     RADIO    STATIONS    Inc 

WBZ   •  WBZA  •  KYW  -  KDKA  •  WOWO  ■  KEX  •  WBZ-TV  •  WPTZ 
National   Representatives.    Tree  &   Peters,  except   for    I  V; 

for  WBZ-TV  and  WPTZ.  XBC  Spot  Sales 
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YOU  GET  MORE 

COVERAGE 

38,000  SQUARE  MILES! 

496,810  RADIO  FAMILIES! 

when 

you 

buy 

WBAL 
RADIO     BALTIMORE 

50,000    WATTS 

NBC  AFFILIATE 

Nationally    Represented    by 

HENRY   I.  CHRISTAL  CO. 

Same  old  story 
in  Rochester  .  .  . 

WHEC  WAY 
OUT  AHEAD! 
Consistent  audience  rating 
leader  since  1943. 

WHEC 
ROCHESTER,    N.Y., 

3,000  WATTS      \ 

Rppreitnfofi'vai  ...  — 
EVERITT-McKINNEY.    Inc..  N.w  Yark,  CM 

HE  F.  O'CONNf  11  CO  .tat  Angela*,  Son  Fran. 

azines  ma)  have  an  advantage  over 
other  media.  Radio  shines  brightly  on 

points  I  1  i  and  i  2  ! .  As  the  TV  audi- 

ence has  gone  up,  nighttime  radio  rat- 
ings and  audiences  have  gone  down. 

Now  there  is  evidence  that  this  trend 

is  being  reversed.  No  one  worries 
about  daytime  radio  anymore  and  the 

leading  networks  are  well  sold  out. 

Even  though  nighttime  audiences  are 
lower  than  thev  were,  they  are  still 

huge.  For  instance,  the  lowest  rated 
nighttime  radio  show  (number  70  of 

70  programs.  Nielsen  18-24  January 
1953)  reached  over  2.000,000  people. 
There  were  three  full-minute  commer- 

<  ials.  Surely  almost  everyone  heard  at 

least  one  of  them.  The  largest  maga- 
zine has  about  26.500.000  readers.  As 

all  of  us  magazine  people  knew,  but 

seldom  mentioned,  a  Starch  "read 

most"  of  (•>' '(  is  about  average.  This 
means  onlv  about  1.500.000  read  half 

or  more  of  an  average  black-and-white 

page  ad. It  takes  the  two  largest  weeklies  plus 

a  biweekly  to  produce  a  comparable 
number  of  impressions  from  average 

black-and-white  pages  as  an  average 
radio  network  nighttime  half  hour. 

Total  "notings"  for  Life,  Post,  and 
Look  would  average  16.260.000.  The 

average  evening  half-hour  program 
makes  almost  18,000.000  commercial- 

minute  impressions  ( 1-7  Feb.  1953  I . 

Even  one  average  network  show  is  com- 
parable to  several  magazines! 

Top  management  in  a  large  organi- 
zation became  concerned  because  the 

show  they  have  had  on  the  air  for  a 

long  time  has  lower  ratings  than  it 
once  had.  The  agency  showed  them 
that  in  spite  of  this  decrease,  it  was 
reaching  almost  12,000,000  different 

people  weekly  and  over  26,000.000 
every  four  weeks.  Every  12  weeks,  it 
was  making  an  average  of  almost  20 

commercial-minute  impressions  on  33,- 
000.000  different  listeners. 

They  estimated  it  would  take  10 

black-and-white  pages  in  a  leading 

weekly  to  produce  a  number  of  ad- 
notings  equal  to  the  number  of  com- 

mercial minute  impressions  produced 
bv  a  single  broadcast  of  the  show  ! 

They  decided  nighttime  radio  was  still 

prettv  big  even  if  it  is  smaller  than  it 

was.  Of  course,  the  radio  cost-per-im- 
pression  is  only  a  fraction  of  the  mag- 

azine cos!,  and  much  lower  than  thai  of 
their  own  successful  TV  show. 

These  big  circulation  figures  and  low 

costs  are  based  on  a  radio-rating  sys- 
tem which  has  not  been  able  to  keep  up 
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with  (hanging  radio  listening  habits. 
Less  than  half  the  radio  listening  is 

now  in  the  living  room.  It's  in  the 
kitchen,  bedroom,  den,  on  the  beach, 

in  boats,  at  picnics,  in  barns,  on  trac- 
tors— and  in  26,000,000  automobiles. 

The  number  of  radio  sets  in  cars  alone 
is  more  than  the  combined  circulation 

of  all  morning  newspapers  in  America, 
more  than  the  circulation  of  all  general 

weeklies  and  bi-weeklies  together  and 
more  than  the  number  of  television 

sets!  No  out-of-home  listening  is  regu- 
larly counted  in  radio  ratings.  But 

estimates  indicate  it  might  add  from 

10  to  20' r  to  present  ratings. 

7.  TV  areas:  There  was  a  period 

when  many  advertisers  tried  to  use  a 

combination  of  TV  plus  radio  in  non- 

TV  areas  to  produce  good  national  cov- 
erage. This  plan  did  improve  the  geo- 

graphical coverage  of  TV.  but  it  left 
lots  to  be  desired.  For  one  thing,  the 

average  TV  show  provides  only  about 

10'  '<  coverage,  in  each  broadcast,  of 

U.  S.  radio  homes.  The  90'  '<  not  cov- 
ered  leaves  plenty  of  room  for  other media. 

As  Leslie  Harris  said  when  he  was 

with  Colgate:  "We  discovered  that  be- 
ing out  of  the  cities  was  depriving  us 

cf  considerable  audience.  .  .  .  \^  e  fig- 

ure that  there  is  a  30' i  or  better  po- 
tential for  nighttime  radio  in  these 

markets.  In  New  York,  for  instance, 

that  is  a  lot  of  people."  He  made  this 
statement  when  radio's  Mr.  &  Mrs. 
North  was  reinstated  in  the  big  TV 

markets  after  a  year  out  of  them. 

Last  Christmas  Edgar  Bergen  asked 

for  presents  for  hospitalized  veterans. 

His  response  was  excellent.  40'  '<  ahead of  the  previous  year.  To  his  surprise, 

be  found  that  60 '7  came  from  the  10 
largest  cities,  all  TV  strongholds. 

Radio  covers  the  big  TV  cities  eco- 
nomically, too.  An  analysis  of  one  big 

evening  show  indicates  that  coverage 

of  New  York,  Chicago,  and  Los  An- 

geles costs  less  than  the  national  aver- 
age. Philadelphia  and  Boston  were 

covered  at  not  much  more  than  the 

average  I  see  chart,  page  39  I . 

Probably  the  best  testimonials  for 
network  radio  come  from  the  biggest 

advertisers.  They  have  advertising  ex- 
perience, top-grade  personnel,  the  big- 

gest and  best  agencies,  and  all  avail- 
able research  at  their  commands.  Lat- 

est figures  show  that  22  of  the  top  25 
advertisers  in  all  media  voted  for  net- 
work  radio  in  1()52.  If  thev  think  it 

i-  valuable,  it  must  be.  *  *  * 
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MEN,  MONEY 

[Continued  jn>m  /m^i-  <!i 

pressing  decimation  <>l  the  film  theatre 
population.  Movie  spokesmen  tried 
hard  to  persuade  liquor,  Fur,  cosmetic, 

jewelry,  and  othei  luxury-tax  trades 

to  refrain  from  rocking  the  boat.  "Let 

us,"  thej  begged,  "establish  the  prece- 
dent <>t  repeal.  It  will  help  us  imme- 

diately and  \  ou  eventually  . 

I  hi-  .11  gument  did  not  charm  the 
other  industries  thai  were  being  passed 

by.  Obviousl]  enough,  selfish  inter- 
ests seldom  think  unselfishly.  Ever) 

trade  has  it-  own  *" l« >1  •  f >\ . ""  Ever)  trade 
association  has  it-  own  politics.  \l- 
mosl  an)  executive  director  or  paid 

propagandist  knew  instantl)  that  if 

n, n\  ies  secured  tax  repeal  and  he  did 

not.  he  woul  look  anything  but  im- 

pressive to  dues-paying  members. 

I  hr  more  one  digs  into  this  subjecl 

ol  relief-for-distre---\  ia--pei  ial-tax-sta- 

tus,  the  more  dubious  the  strateg)  ap- 
pears. Take  the  recent  case  of  the 

fexas  rattle  count)  that  wanted  a  fed- 

eral handout  because  of  the  drought. 
In  the  showdown,  hardl)  six  cattlemen 

ol  that  count)  could  or  would  -iun  an 
affidavit  of  necessity.  The)  were  open 

to  the  suspicion  of  seeking  a  special 

tax  rebate,  via  drought  relief  hut  un- 
willingness to  prove  the)  reall)  needed 

it.  Extend  the  principle  and  the  steel 

industr)  could  ask  for  "a  break"  in 
taxes  because  aluminum  and  plastic- 

are  biting  olT  big  chunks  of  their  mar- 
ket. Or  coal  nnnes  could  assert  a  claim 

hased   on   the   inroads  of  oil   burners. 

Daily  newspapers  are  reduced  in 
number  to  a  hare  1.800  in  the  entire 

nation.  Man\  consider  this  socially 
unfortunate  and  regard  the  single- 

newspaper  cit)  as  democraticall)  un- 

der-privileged. \ll  of  which  may  be 
true.  Rut  should  new -paper-,  on  that 

account,  pa)  taxes  at  special  low  rates/ 

lo  put  the  question  i-  to  suggest  the 
certain  reply.  In  that  direction  lies 
economic  absurdity.  No  industr)  can 
be.  or  is.  immune  from  the  threats 

from  new  forces.  Some  magazines  are 
fated  to  thrive  and  sur\i\e.  while 

others  languish  and  extinguish.  So. 
loo.  with  advertising  agencies,  radio 
stations,  movie  theatres,  and  enter- 

prises of  all  sort.  The  solution  does 

not  lie  in  special  tax  status.  •  •  • 
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National   Advertisers 

Select    KWJJ 
for    intensive   coverage 

of  the  Oregon  country 

The  following  partial  list  is  typical  of 

the  national  advertisers  who  use  KWJ) 
regularly. 

Canada  Dry  Water  Inc. 
Dcnnison  Foods 
Ford  Motor  Co. 
Pabst  Brewing  Co. 

Tide  Water  Ass't  Oil  Co. 
Western  Air  Lines 
Dul.inc   Fryryte 
Nash  Motor  Co. 
Maxwell  House  Coffee 
Cencral  Motors 

Lucky  Strike 
Paper  Mate  Pens 
Revelon 

1011  S.W.  6th  Ave. 

PORTLAND  5, 
OREGON 

Nafl     Reps.:     BURN-SMITH     CO. 

WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

sales 

TORONTO 

50,000  WATTS,  JOIO  K.C. 
CFRB  covers  over  15  the  homes  in 
Canada,  covers  the  market  area  that 
accounts  for  40%  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  States:  Adam  J.  Young  Jr.r  Incorporated 

Canada:   All-Canada   Radio   Facilities,   Limited 

49TH  &  MADISON 
i  Continued  from  page  18  I 

$187,8^0  is  apparently  taken  from  the 
Foundations  annual  report  for  1952, 

recently  published,  and  which  reports 
Income  from  sponsors  in  that  amount. 
This  report,  however,  covers  only  the 

first  eight,  partially  sponsored,  Omni- 
bus programs. 

George  M.  Benson 
Sales  Manager 

The  Ford  Foundation 

New  York 

IF 

This  is  directed  to  all  potential  TV 
station  operators: 

If  you   can    keep   your   shirt   when   all   about   you 

Are    losing    theirs    and    blaming    it    on    you, 

If  you  can  trust  yourself  when  sponsors  doubt  you. 

But   make   allowance    for   their    pouting,    too; 

If  you  can  wait,  and   not  go  broke  in  waiting, 

And    quiet   your   ulcers   while   expenses   rise, 

Nor  get  discouraged   when   the   Nielsen   Rating 

Gives   higher   points   to   far    less  worthy   guys — 

If  you  can  talk  with  clients  and  keep  your  virtue, 

Or  deal  with   networks  without  going  broke. 

If   neither   foes  nor   loving   friends   can   hurt   you 

Who  think   your  trials  are  just  another  joke — 
If  you  can  sell  each  scheduled,  costly  minute 

To  hard-boiled   sponsors  always  on   the  run, 

Yours   is   the    Earth    and    everything    that's    in    it — 
And — which    is   more — you'll    be   a    man,    my   son! 

Roberta  Scott  Bunnell 

WKLO-TV 
Louisville.  Ky. 

INSURANCE  ON  RADIO 

We  would  like  permission  to  reprint, 

in  its  entirety,  the  article  titled,  "In- 

surance firm's  bonanza:  Sales  up  400'  < 

on  $36,000  radio  budget"'  which  ap- 
peared in  the  September  8,  1952  issue 

of  SPONSOR. 

We  intend  to  include  this  in  an  up- 
coming BAB  Retail  Information  Folder 

on  insurance  which  will  be  distributed 

to  our  entire  membership. 
Robert  Harris 

BAB,  New  York 

m       Permission  to     reprint     SPONSOR     articles     i- 
generally    given  provided     requests     are     submitted 
in    writing    with  explanation    of    way    reprint-    will 
be  used. 

MAILORDER  RECORD 

I  have  been  one  of  your  subscribers 

for  some  years  and  desire  to  get  some 

information  with  regard  to  radio  sta- 
tions. I  should  like  to  get  a  list  of 

radio  stations  throughout  the  country 
which  have  a  good  record  of  getting 
direct  mail  orders.  .  . 

The  list  is  to  be  used  in  connection 

with    the   prospective   promotion   of   a 

book  on  a  very  unique  subject.  If  it  is 

possible  to  broadcast  only  on  those 
stations  which  have  a  good  record  as 

producers  of  mail  orders,  much  time 
and  money  can  be  saved  in  achieving 
results. 

Charles  L.  Cusumano 
123  William  St. 

New  York 
•  SPONSOR  Jur.  not  furnish  lists  of  direct 
mail  order  stations,  hut  some  past  SPONSOR  arti* 
clea  rite  station^  who.*-  rccordj  are  specially  good 
in    this    respect. 

SALES  SUCCESS 

In  less  than  two  months  we  are  start- 

ing our  television  operation  on  WMIN- 
TV.  To  assist  our  programing  and 

sales  staff,  I  am  attempting  to  locate 

information  regarding  sales  success 

stories  on  department  stores  using  tele- 
vision. If  such  information  is  avail- 

able, I  would  appreciate  hearing  from 

you  at  your  earliest  convenience. 
Fred  H.  Katjfm  w 

Production  Manager 

WM1N,  St.  Paul 

•  To  reader  Kaufman  SPONSOR  recommends 

its  1953  "TV  Ke-ult>."  containing  a  number  of 
ease    histories    on    department    -'«>r«-    TV    successes. 

ROUND-UP 
l  Continued  from  page  63  i 

Sponsors  interested  in  getting  view- 
ers of  their  TV  show  into  their  place 

of  business  ma\  be  able  to  learn  some- 

thing from  what  took  place  at  the  Den- 
ver National  Bank  recently.  This  bank 

sponsors  pianist  Liberace  in  a  filmed 
show  on  KBT\  .  V\  hen  Liberace  came 

to  Denver  with  his  brother  George, 

they  both  guest-starred  on  a  local 
KBT\  show,  then  visited  the  bank  to 

pass  out  autographed  photos.  Their 

supply  of  1.200  photos  was  quickly  ex- hausted when  a  mob  of  some  6.000 

eager  fans  jammed  into  the  bank. 

\\  H  \M.  Rochester,  has  published  a 

comprehensive  report  on  the  facts  and 

potential  of  its  market.  The  '"WHAM 
Market  Analysis"  covers  western, southern  and  central  New  l  ork  State 

counties  which  comprise  ̂   HAM's  pri- 
mary area.  In  addition  to  the  usual 

classifications  of  market  facts  (popula- 
tion, income,  sales,  and  so  on  I ,  the 

study  includes  odd  informational  bits 
such  as  annual  snowfall  in  inches. 

Copies  obtainable  from  W  HAM  sales 

dept.  or  G.  P.  Hollingbery  Co.       *  *  * 
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Remember  how  you  watched  TV 

years  ago  when  you   first  got 

your  set?    That's  how 

Sioux  City 

Sue-Land* 
is     watching      KVTV 

*33    prosperous    Iowa      South 

Dakota   and   Nebraska   coun- 

ties   whose    1 052    effective 

nuying    income    was 

S825.O04.0O0. 

Sioux    City,    Iowa 

CBS.  NBC.  ABC  O  DuMont 

Represented  by  The  Katz  Agency 

CBS 

IN  THE  LAND 

MILKandljpNEY 

WBAY 
GREEN  BAY 

5,000  WATTS 

SPONSOR  ASKS 
1  Continued  from  pa  i    i9) 

clubs.  I  his  group  serves  the  advertisei 

well  lot  a  ' "  1  *  -—i  11I  products  1  •  *  *  1 1 1  old 
and  new,  moderatel)  pi  i<  ed  oi  expen- 
sive. 

I  In-  personality  listenership  repre 
sents  .in  upgi aded  rhythm  and  blues 
i|i\  otee.  I  be)  do  nol  necessai  il)  re 

gard  spirituals  as  an  intereal  but  pre- 
Ii-i  to  iliink  11I  themselves  .i»  modern 

pro  ■  ressives. 
I  he)  are  the  big  \  olume  buyers  ol 

babj     food,    modem     Furniture,    i 
w.iii  In--.  .1-  examples. 

Blues  ami  1 1 1  \  1 1 1 1 1 1  addicts  are  b) 
no  means  .1  losl  cause  i"  the  seller  "I 

cigarettes,  soda  water,  and  products 

i>l  genera]  big  \<>lumc.  mass  consump- 
tion. However,  the  radio  advertise] 

must  recognize  that  the)  too  have  more 

than  a  fourth  grade  education,  gen- 

erally, and  will  be  the  ever  widening 

market  for  hard  goods  in  the  near  fu- 
ture. 

National  advertisers  contemplating 

using  Negro-aimed  radio  need  to  keep 
the  fact  in  mind  thai  Negroes  are  na- 

tive Americans,  separated  from  other 
Americans  b)  the  artificialit)  of  color 

and  or  ran'  lines.  I  he\  are  a  "cap- 

tive" market  group  within  the  total 
I  .S.  market  pattern  and  therefore 

highl)  identifiable,  principall)  because 
of  color  and  sectional  or  regiona 
mores. 

Because  they  are  not  a  language 

group,  the  measurement  for  this  mar- 
ket -  ultimate  response  to  advertising 

appeals  dictates  a  more  detailed  stud) 

of  bi-racial  psycholog)  especialh  in 
southern  areas— to  understand  the  besl 

\\a\>  to  advantageousK  exploit  spiri- 

tual-, personality,  and  rhythm  shows, 

the  main  characteristics  ol  Negro- 
aimed  radio  broadcasts. 

Even  this  action  when  taken  b)  pro- 
spective advertisers  is  b)  no  means  the 

last  word  in  making  advertising 

through  Negro  radio  pa)  olT.  It  is  also 

a  good  idea  to  ask  the  listeners  repre- 
senting the  broadcast  segments  met 

tinned  above  what  the)  think  about 
these  broadcast  characterise  -  deve 

oped  for  his  90-called  "exclusive  con- 

sumption."  The)  may,  to  your  sur- 
prise, have  some  hi  hi)  articulate  opin- 

ions which  could  be  turned  into  new 

sources  of  increased  dollar  volume. 

Joe  Woottois 
Director   Radio   Division 

Interstate  United  Newspapers,  Inc. 

New  )  ork 

>' 

(  tin     83  V     anli  mi. 1     I11  - 

to  bend  i"  lit  this  spa<  e 

luii  it  unbends  to  de- 

livei  oin  100,000  watts 

ERP  to  a  potential 

audiero  e  ol  198,700  in 
30  I  ■  1-  I  rklahoma, 

and  New  Mexit  0  '  oun- 
tii-.  Availabilities  are 
a\  ailable. 

X 

THE  MIGHTY   "  M  I  K  E  '  '  OF SAN  ANTONIO 

250,000   Milliwatts 

kiww 
National   Time    Sales — New   York 

Gene    Grant    &    Company 

Los   Anoeles  —   San    Francisco 

24  AUGUST  1953 
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NOW!  GOOD  TV 
in 

MOBILE,  ALA! 

WKAB-TV 
CHANNEL   48 

CBS-DUMONT 
NETWORKS 

caprivarin' KABBY 

says: 

"20,000  television  sets  al- 

ready in  Mobile  —  and 

they're  still  coming  fast!" 

Also,  remember  .  .  . 

WKAB 
the  High-Daytime 
Hooper  Bargain! 

A.M. 

CALL 

Offices    in:     New     York     •     Chicago     •     Atlanta 

Los  Angeles     •     San   Francisco 
SOUTHERN   REPS.: 

Dora  Clayton  Agency,   Atlanta 

Lester  J.    Hill,   general   manager,   American 
Dairy   Association,   announced   that    his   organization 
will  sponsor  a  new  Bob  Hope  series  on  NBC 
Radio   and   two   segments   per   week   oj   the   Bob 
Crosby  CBS  TV  show.     Seems  a  reversal  oj  trend 
because  advertiser  is  buying  nighttime  radio  and 
daytime  TV.     Association  members  have  suffered 
losses  because  of  inroads  of  margarine  and  because 

weight-conscious  dieters  have  been   cutting  down 
on   dairy  products.     The  major  air  expenditure 
is  tended  to  reverse   this  trend. 

Comdr.  E.  F.  MeDonald  Jr.,  president, 

Zenith   Radio  Corp.,  added  fuel  to  the  jee   TV  con- 
troversy   with    the    release   oj   a    Iry-minute   film 

outlining  the  merits  oj  I'honevision,  Zenith's  entry 
in   the  pay-as-you-see  field.     At   New   York  press 
showing  Dr.  Millard  C.  Faught,  economic  consultant 
to  Zenith,  said  that  fee  TV  will  not  only  permit 

TV  stations  to  operate  in  small  markets  but  will 
prove   a   means   of  attracting  larger  audiences   for 
commercial   video   thereby   benefiting  advertisers. 

He  foresees  FCC  approval  oi  fee   TV  within  a  year. 

A.  von  Gontard.   sales  and  ad  v.p.,  Anheuser- 

Busch.   Inc..   has   alerted  the  D'Arcy   Advertising 
Co.   to  prepare  520   commercials  on   Budweiser  beer 
to  be  used  on  network  radio  for  the  coming  year. 

In  first  major  air  bin    since   the  firm   dropped  the 
Ken   Murra\    Shew    on  (.BS  TV  in  June  1952, 

Budweiser  signed  up  for  sponsorship  of  a  15-minute 
sports  commentary   by   Bill  Stern   at  6:30  p.m. 

nightly.     Stern's  ABC  show  will  have  human   in- 
terest slant  to  attract  female  listeners  as  well  as 

scores   and  interviews  to  draw   mala   sports   jans. 

R.  E.   It  Hit  villi',  president.   Crosley  Broadcasting 
Co.,    recently    announced    the   sale   of    WINS, 
New   York,   to   the   Gotham    Broadcasting   Corp. 

foi    $450,000.     The  Gotham   group   is  headed   by 
.1.   F.h<>\    McCaw,  includes   Charles   P. 

Skouras,    president    of    National    Theatre    Corp.. 
and    .linl.     Keating,    operator    oj    radio    stations 
in   Honolulu  and  Portland.    Either  alone  or   with 

Keating.     McCaw    has    radio    interests    in 
Hawaii,    Sun     Francisco,    Denver.     Washington. 
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n  Fort  Worth,  EVENING  IS  EVEN  BETTER 
specially  over  KFJZ,  leader  in  locally-produced  programs 

KFJZ  Average  Ratings 

105.4% 

100% 

Sets  In  Use 
139 

1  00  - 

Listeners  Per  Set 

1  15  7% 

1  00% 

6-9  A.M. 6-9  P.M. 6-9  A.M. 6-9  P.M. 6-9  A.M. 
6-9  P  M 

Comparison  KFJZ  Average  Ratings,  Sets  in  Use, 

Listeners  per  Set  6-9  A.M.  vs.  6-9  P.M.  Mon.-Fri.  6-9  A.M.  equals  100% 

Source:  Pulse  of  Fort  Worth,  April-May,  1953 

nay  make  you  blink  twice,  but  it's  a  fact!  Evening  radio  time 
ven  better  than  early  morning  which  you  know  is  a  won- 

"ful  buy  any  way  you  look  at  it. ..  listeners  per  set,  audience 
nover,  family-type  audience. 

■  know  this  to  be  true  in  many  markets.  In  Fort  Worth,  for 
Ample,  an  analysis  of  radio  listening  during  the  three-hour 
lod  6:00-9:00  P.M.  versus  6:00-9:00  A. M.  Monday  through 
day- has  unearthed  this  startling  comparison: 

S.4rr  higher  average  ratings  on  KFJZ  in  the  evening. 

39rr  more  sets  in  use  in  the  evening. 

15.7','  more  listeners  per  set  in  the  evening. 

1  all  this  is  happening,  mind  you,  in  a  mature  television 
ket! 

t,  evening  is  even  better,  not  just  in  Fort  Worth,  but  in  many 

It  markets  across  the  country  .  . .  every  one  -.nth  complete 
l.ision  penetration.  And  higher  nighttime  radio  listening 
ens  lower  cost  per  thousand  for  every  advertiser. 

iht  now  nighttime  radio  is  an  advertising  value  no  adver- 
se or  agency  can  afford  to  overlook.  For  the  figures  coast  to 

>'t,  call  your  John  Blair  man  today! 

This  is  one  in  a  continuing  series  of  advertisements 

based  on  regular  syndicated  audience  measurement 

reports.  To  achieve  a  uniform  basis  of  measurement, 

the  radio  stations  chosen  for  this  series  arc  all  John 

Blair-represented  outlets  ...  all  in  major  markets. 

JOHN 
BLAIR 
&  COMPANY 

REPRESENTING   LEADING 
RADIO  STATIONS 

NEW  YORK  •  BOSTON  .  CHICAGO 

ST.  LOUIS  •  DETROIT  .  DALLAS 

SAN   FRANCISCO     •     LOS   ANGELES 



SPONSOR 

SPEAKS_ 

Wanted:  media  facts 

Art  Porter,  vice  president  of  Leo 

Burnett  Co.,  Chicago,  wasn't  talking 
out  of  his  hat  when  he  recently  told 

Iowa  broadcasters  that  radio  was  lag- 
ging in  getting  its  basic  story  across. 

The  big  test,  observed  Mr.  Porter. 

wasn't  the  \ear-b\-\car  dollar  increases 
for  any  medium,  but  the  percentage  of 
the  total  advertising  dollar  that  each 

medium  is  winning.  "Back  in  1945," 
he  said,  "radio  was  getting  37%  of 
the  national  advertising  dollar,  but  b) 

1952  the  figure  was  20'  i  .'" SPONSOR  recognizes  the  urgent  need 

to  get  radio's  big  basic  story  over  to 
big  buyers;  so  does  BAB;  so  do  a 
number  of  national  station  reps.  Our 
contribution  includes  1953  Radio  Ba- 

sics (30,000  reprints  sold  last  year  i  : 
continuing  reports  such  as  Nighttime 
Radio  and  Christal  Radio  Study  (see 

10  August  1953  issue  I  :  Whan  Study 

analyses  of  such  markets  as  Iowa.  Kan- 
sas, New  England,  and  now  Texas  (see 

20  October  1952  issue  I  :  Radio  Results 

annual!)  compiled  from  SPONSOR;  and 

our  19-parl  Media  Evaluation  series. 
Biggest  of  all  these  projects  is  the 

Media  Evaluation  series,  never  before 

attempted,  nearly  one  year  in  prepara- 
tion, and  enthusiastically  received  by 

man)   advertisers  and  agencies. 

I  j  pica!  reaction  to  the  Media  Evalu- 
ation project  is  this  from  R.  F.  II us- 

sey,  vice  president  and  media  director 
of  Foote,  Cone  &  Belding,  Chicago: 

"May  I  take  this  opportunity  to  say 
how  much  a  lot  of  us  here  enjoy  and 

value  your  magazine?  It  is  almost  the 

only  instance  I  know  of  where  a  spe- 
cialized trade  paper  is  broadminded 

enough — while  heavily  supporting  its 

own  industry — to  give  a  fair-minded 
bow  to  competitive  industries.  Your 

recent  round-ups  of  the  pros  and  cons 
of  the  various  basic  types  of  media  are 

a  unique  contribution  to  advertising. 

Your  present  series  of  pro  and  con  de- 
bates on  the  controversial  Life  study  is 

also  of  outstanding  interest.  I  have 

recommended  it  to  a  number  of  peo- 

ple." (See  page  34  for  latest  media article.) 

Radio  and  TV  offer  distinct  adver- 

tising values.  But  they  must  be  under- 
stood to  be  appreciated.  When  the  ap- 

preciation has  risen  to  a  proper  level, 
the  radio  and  TV  share  of  the  total  ad- 

vertising dollar  will  also  rise. 

This  we  fight  for 

Constructive  trade  journalism  as  we 

see  it  consists  of  taking  a  positive  stand 

on  dozens  of  issues  through  a  year. 
SPONSOR  listed  15  of  its  most  notable 

causes  in  the  9  February  issue  under 

the  heading  "This  we  fight  for."  We 
do  much  of  our  fighting  via  editorials 

and  articles  which  seek  to  improve 

industry  conditions  and  solve  industry 

problems. With  this  edition  of  sponsor  we've 
instituted  a  new  policy.  Each  of  our 
articles  which  relates  to  one  of  our  15 

major  causes  for  1953  will  carry  a  box 

headed  "I  his  we  fight  for"  and  quot- 

ing the  cause  concerned.  It's  our  \\a\ 
of  stressing  that  this  is  a  cause  worthv 
of  \our  support  as  well. 

The  story  so  labeled  this  issue  con- 

cerns Admiral's  sponsorship  of  Bishop 
Sheen.  We  think  Ross  D.  Siragusa. 

president  of  Admiral,  and  Erwin,  \\  a- 
sey,  its  agency  for  air  advertising,  have 
made  an  important  contribution  to  the 
cause  of  better  creative  programing, 
one  of  our  15  causes. 

That  Admiral's  courage  is  profitable 
is  clearly  demonstrated  in  the  article 

which  you'll  find  starting  on  page  31. 
*        *        * 

The  Negro  market 

One  announcement  by  Jockey  Jack 

on  the  Negro-programing  station 
WMBM,  Miami  Beach,  drew  so  many 

people  to  the  station  that  a  traffic  jam 
resulted  and  both  the  disk  jockey  and 

station  manager  were  arrested.  This  is 

one  of  the  more  dramatic  "results 

stories"  you'll  find  in  this  year's  spe- 
cial section  on  Negro  radio  starting 

page  65.  Meantime  the  more  serious 

advertiser  using  Negro  radio  is  becom- 

ing aware  of  the  fact  that  the  "Bible- 
and-Blues'-only  type  of  programing  is 
reaching  a  saturation  point.  The 
market  is  big  enough  to  warrant  your 

attention;  15  million  people  with  some 

$15  billion  to  spend.  Let  SPONSOR'S 
four  complete  articles  on  the  subject 

bring  you  up  to  date. 

Applause 
Pity    the    poor    timebuyer 

The  other  da)  a  prominent  timebuy- 

ei  at  one  of  the  world's  biggest  ad 

agencies  was  discussing,  over  lunch', the  trials  and  tribulations  of  a  radio 

ami  television  timebuyer. 
When  he  bad  finished  we  thanked 

"in  1  m  k \  stars  thai  we  bad  gone  into 

something  easier  like  trade  paper  pub- 
lishing. 

Here  s  what  this  buyer  has  to  put 

up  w  itb. 
First,    he   used    to   deal    with   fewer 

than  1,000  radio  stations  (pre-1945). 
Todav  he  wrestles  with  over  3,000 

sets  of  call  letters  (AM,  FM,  TV  l  and 

the  figure  is  growing  daily. 

He  used  to  be  responsible  for  place- 
ment of  perhaps  $1,000,000  in  billings 

annually:  in  1953  his  responsibility 

has  grown  to  over  $3,000,000. 

He  used  to  be  only  a  timebuyer. 
Now,  because  of  changing  philosophy 

within  his  organization,  be  is  also 

learning  to  be  a  spacebuyer.  And  most 

space   salesmen    treat   him    as    though 

bell  never  be  smart  enough  to  bin 

space. 
Luckily,  this  particular  agency  is 

more  generous  than  most,  both  with 

respect  to  timebuyer  prestige  and  sal- 
arv.  But  in  main  another  shop  the 

timehuver  is  wav  up  in  complex  work 
and  still  on  a  lower  rung  as  far  as  the 
rewards  are  concerned. 

Yet   the   timebuyer  needn't  despair. 
Vgenc)    management    is    fast   learning 
(hat  time  buving  is  no  occupation  for 

clerks.     As    they    do.    the    lot    of    the 
timebuyer   improves. 
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Channel 
In  Kansas  City,  all  eyes  are  on 

Channel   9  and   KMBC-TV-the  eyes 

of  the  folks  who  watch,  day  and 

night,  the  300,658  television  sets  in 

the  area  (K.  C.  Electric  Association 

report,  June  30,   1953).    Advertisers, 

too,  have  their  eye  on  KAABC-TV,  newest 

member  of  the  long  reliable  KMBC-KFRM 

Team,  and  newest  source  of  television 

availabilities  in  Kansas  City. 

And  most  important— that  now-famous 

CBS  Television  "eye,"  identified  with  the 

nation's  top  television  network! 

In  Kansas  City,  take  advantage  of 

32  years  of  radio  (KMBC-KFRM),  and 

20  years  of  experimental  television 

(W9XAL).    Place  your  television 

schedule  where  the  eyes  of  Kansas 

City  will  see  it-KMBC-TV,  Channel  9. Represented  Nationally  by  Free  &  Peters,  Inc. 

KMBCTV 
Basic    Affiliate    CBS    Television    Network  -  -  -  Sharing    Time    with    WHB-TV 
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BUTTE 

America'*    RICHEST    Secondary    Markt 
t 

A BUTTE of  a    I  est  Market! 
NOW    HAS 

A BUTTE (</  a  Television  Station 

KXLF  -TV6 
u  tth 

A BUTTE of  a   Rate  ($100  Hr. 

for  time  and  facilities. J 

A BUTTE of  a  Buy  <  20'  J    Savings 
with  other  XL  Stations.) 

A BUTTE of  a  Network  (NBC-DuMont ) 

MONTANA'S    FIRST! 
Oil the  air  August   14,  195  y. 

c F     Stetuma 
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i  l».id«q                        lit  N««  Mo*tflo«-.-,   SI 
»«l  11TT                                    EKB'oot  1  1011 

HOUTWOOO  :i 

4111   Hollywood 
caut •i-4 

Ml 
i-  HHCAfOi  E  2.  MINN                HEW  TO««   17.  H.  1 

UI7  H.W.  Mai.  l.-t  1   ■  j                 !«'  w#d  wAum                    MNwttM     •  -..• 
rftiii  TIT1                            Mwn|t      i  SI10                        laiMrMTTt 

72  ADVERTISERS 
EVALUATE  MEDIA 

page  27 

■■ 

What  progress  has  been made  in  UHF  in  year 
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GILLS 
HOTEL 

SPECIAL 

COFFEE 

CHICORY 

THE  JAMES  a.  GILL  CO.,  INC. DOES     A     COMPLETE     JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS... 

-RICHMONB^A? \  IV —  ) 1  HAVENS  &  MARTIN  INC. 

thesourKs  first  television  station 

FIRST      STATIONS     OF     VIRGINIA 

WMBG 

WCOD 

WTVR 

For  51    years  the  James  G.   Gill   Company   ha;   been   serving 

its  customers  with    "Gill's    Hotel   Special   Coffee."     The 

business  began  in  a  small  shop  in  Norfolk,  Virginia,  shown  above, 

its  present  day  modern  equipment  is  standing  evidence  that 

its  owners  know  their  business  well. 

The  ever  expanding  services  of  the  Havens  &  Martin,  Inc. 

Stations    speak    well    for    its    owners    too.     Pioneers    in    radio, 

then  FM  and  TV,  they  established  the  only  complete  broadcast 

institution     in     Richmond.      WMBG,    WCOD,    and     WTVR    always 

have   been,    and   are   today,    the   first-choice    stations   of 

listeners  and  advertisers  alike.     Try  them  yourself  and   tee  why! 

WMBG  am  WCOD   m  WTVI 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 



Gal  confesses 

Anti-enzyme    war 

takes  to  airways 

Ronson    to   switch 

ad  approach   too 

Media:  adman 

refutes  admen 

Packagers  turning 

to  radio  programs 

Don't  get  your 
Kinseys  mixed 

If    you   want    to    know    what    Madison    Avenue    timebuyer — especially   pretty 

one — really   does   during   day,    read    "Pity   the   gal    timebuyer,"    page   37. 
-SR- 

Here's  how  anti-enzyme  toothpaste  war  is  developing  in  air:   Lambert 
Pharmacol,  first  away  with  Antizyme,  upped  ad  budget  by  $2  million, 

will  put  60"  into  network  radio-TV  ( "Ozzie  &  Harriet"),  spot  cam- 
paigns.  Block  Drug's  sinking  31  million  into  6-week  print-TV  campaign 

to  emphasise  anti-enzyme  quality  of  Amm-i-dent.   Bristol-Myers  step- 
ping up  air  sked  for  revamped  paste  product.   Colgate,  Whitehall  both 

reportedly  preparing  anti-enzyme  entrants.   Dark  horse  to  watch:  P&G's 
Gleem  toothpaste,  which  has  special  detergent  anti-enzyme  action. 
Next  6  months  should  see  S5-;7  million  spent  on  campaigns.   Question: 

Will  public  believe  'em  this  time? 
-SR- 

Ronson  Art  Metal  Works*  switch  from  Grey  Advertising  to  William  H. 
Weintraub  1  January  will  be  followed  by  new  ad  approach.   To  push  its 

gift  line  and  new  line  of  lower-priced  products,  firm  will  stress 

woman-appeal  programing.   Possible  choice:  "Queen  for  a  Day."  Ad  bud- 

get will  probably  be  50"  air  media  (with  network  radio  and  spot  TV). 

-SR- 

One  of  most  articulate  of  SPONSOR'S  All-Media  Advisory  Board  members, 
an  agency  executive,  read  following  sentence  in  latest  article  (starts 

page  27) :  "Interviews  indicated  most  advertisers  know  in  general  what 
combination  is  best  for  them  ..."   Underscoring  this  sentence,  exec 
scribbled:  "The  hell  they  do — but  you  can't  expect  them  to  admit  their 

ignorance!   And  most  of  the  time  it  is  impossible  to  know!   Don' t 
forget  the  defensive  aspects  of  media  buying — to  fight  a  competitor's 

special  efforts."   So  if  you  still  think  media  poop  is  dull,  read 
current  article,  "How  72  advertisers  evaluate  media."   It  should 
change  your  mind  about  topic. 

-SR- 

Some  medium-sized  packagers  returning  to  building  radio  shows  after 
forsaking  field  for  TV  lo  these  several  years.   Reasoning:  Profits 

are  small  but  steady.   Three  of  the  nets  reported  encouraging  trend. 

-SR- 

Carl  S.  Brown  Co.,  agency  for  Kinsey  Distilling  Corp.,  busy  preparing 
small  ads  for  newspaper  campaign  in  New  York,  Illinois,  California  to 

appear  simultaneously  with  release  of  THAT  BOOK,  not  as  matter  of 

promotion  but  one  of  "self-protection."   Theme  of  ads:  "Please,  we're 

Kinsey,  the  distiller,  not  Kinsey,  the  author-scientist."   Firm's  re- 

ceived too  many  labels  soaked  off  Kinsey  bottles  requesting  "a  copy 
of  your  free  sex  book."   P.S.:  Note  difference  between  restrained  news 
treatment  of  Kinsey  report  by  air  media  as  compared  with  print. 

SPONSOR.   Vilurae  7.  No.   IS.  7  September  1953.   Published  biweekly  bjr  SPONSOR  publication!.  Inc..  it  3110  Elm  Are..  Baltimore.  Mi  Eiecuttie.   Editorial.   Advertising.   Circu- 
lation Offices  40  E.  19th  St..  New  York  IT.     $3  a  year  In  O.   S.     $9  elsewhere.   Entered  as  second  class  matter  29  January  1919  at  Baltimore.  Md.  postofflce  under  Act  3  March  1879 
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NBC  Radio  leads 

that  other  net 

Adman  says  rate 
deals  still  on 

Most  TV  stations 
merchandise:  K&E 

SPONSOR  looks  at 

children's  shows 

Agency  changing 
media  department 

UHF  seen  winning 

sponsor  approval 

NBC  execs  happy  as  kid  with  new  toy.   Reason:  Latest  Nielsen  Radio 

Pocket  Piece  (for  17-25  July)  shows  NBC  Radio  leading  with  biggest 

audience  per  commercial  minute  4  nights  a  week,  CBS  2,  Mutual  1.   It's 

first  time  NBC's  been  ahead  since  May.   CBS  reaction:  "Wait  till  fall 

programs  return." -SR- 

Phone  call  from  account  executive  buying  over  $1  million  of  radio-TV 

time  annually:  "Somebody  pulled  your  leg  on  rate-cutting.   You  say  the 
era  of  spot  radio  rate  'deals'  is  coming  to  an  end.   Well,  I  haven't 

paid  card  rates  for  a  single  dollar's  worth  of  time  I  bought  during 
the  past  year  in  radio.   Some  of  your  biggest  New  York  stations  were 

involved  too.   As  for  TV,  I  can  make  a  deal  there  too,  but  it's  hard- 
er.  My  advice  to  stations  is  to  end  this  sort  of  thing,  for  if  my 

competition  gets  a  cut  rate,  I'll  bust  a  gut  to  get  a  lower  one." 
(See  SPONSOR,  27  July  1953.) 

-SR- 

K&E  surveyed  radio  and  TV  stations  recently,  found  138  or  99%  of  TV 

stations  answering  offer  some  form  of  merchandising  or  promotion 

service  to  advertisers.   For  details,  see  article  page  38. 

-SR- 

Are  children's  shows  bad  for  children  or  just  badly  written?   SPONSOR 
study  page  42  shows  wide  divergence  of  opinion  on  whether  crime  and 

violence  on  air  harm  children.   There's  less  disagreement  that  quality 
hasn't  gone  up.   One  explanation  by  Ron  Manders,  KFI,  Los  Angeles: 
Buyers  and  sellers  of  products  have  taken  over  from  radio  personnel 

who  were  interested  primarily  in  entertainment  and  education. 

-SR- 

Big  New  York  agency  reorganizing  its  media  department,  with  time- 

buyers,  spacebuyers  under  all-media  supervisors.   Radio-TV  department 
will  lose  independent  status.   Unlike  Y&R  system,  however,  print  and 

air  buyers  won't  become  experts  in  each  other's  media.   Announcement 
of  the  change  due  soon. 

-SR- 
One  year  of  UHF  shows  following:  55  new  stations,  1.5  million  UHF 

sets,  growing  conviction  among  advertisers,  agencies  that  UHF  i_s  TV, 

same  as  VHF.   Key  to  its  future  seen  by  many  to  lie  in  hands  of  net- 
works.  For  latest  facts,  figures,  opinions  and  problems  of  this  new 

TV  development  see  "UHF — one  year  later, "  page  32. 

Veu?  national  spot   radio  and   TV  business 

SPONSOR PRODUCT AGENCY 
STATIONS-MARKET CAMPAIGN,   start,   duration 

Packard    Motor   Co, 
Detroit 

Peter    Paul,    Nauga- 
tuck,   Conn 

Sterling   Drug,   NY 
Tea   Council,    NY 

U.S.     Industrial 
Chemical  Co,  NY 

Vick   Chemical    Co, 
NY 

Vick    Chemical    Co, 
NY 

Whitehall    Pharma- 
cal  Co.   NY 

Packard    1953   model         Maxon,    NY 

Mounds.  Almond  Joy         Maxon,    NY 

Fletcher's    Castoria 
Hot  tea 

Pyrenonc     (plant 

protectant) 
Vick's   V.iporub 

Cough    Syrup 

Vick's  Cough    Drops, 
Va-tro-nol 

Anacin 

Carl   S.    Brown.    NY 
Leo   Burnett,  Chi 

C.    M.    Basford    Co. 
NY 

BBDO,  NY 

BBDO,   NY 

John    F     Murray,    NY 

30  radio  mkts  throughout  country 

80  radio,  15  TV  mkts  throughout 
country 

80  radio  mkts  throughout  country 
12    major    TV    mkts.    covering 

54.6%    of   U.S.    TV   homes 
46    radio    stns:    Va.    Tenn,    S.C., 

N.C..    Ca.    Miss.   Ala 
30  TV  mkts  throughout  country 

30  TV  mkts  throughout  country 

200  radio  mkts  throughout  coun- 

try 

Radio:   40  minute  anncts.  chnbrks:   st  28 

Aug;   2   wks Radio:   5-.    10-,    15-minute  news:   minute 
anncts;     TV:     10-,     20-sec     Class     A 
anncts:    st    1    Sep;    39    wks 

Radio:   minute  anncts:   st   1    Sep:  52  wks 
TV:    minute    cartoon    anncts;    st   26    Oct; 

26   wks 
Radio:   20-.   60-sec   anncts;   5-.    10-,    15- 

minute    partic;    st    24   Aug:    7    wks 
TV:    10-.    20-sec    anncts   daytime;    st    28 

Sep;    20    wks TV:     10-sec    anncts    Class    A    nighttime; 
st  28   Sep:   20  wks 

Radio:    minjte    anncts;    st    mid-Sep;     13 

wks 

SPONSOR 



No   More   Blue   Sky! 

AT  LAST- A  CLEAR  PICTURE 
OF  COVERAGE 

in  the  GREAT  READING  MARKET 

WEEU-TV 
CHANNEL  33 
NOW  OPERATING 

WITH  FULL  POWER 

1  65 ,000 
WATTS  (ERP 

ONE  OF  AMERICA'S    "HIGH  SPOT"  AREAS 

Reading:  Elated  bj  Sales  Management  aa  a  "preferred"  city;  third  indus 
tri;il  city  in  the  state;  74th  Metropolitan  Area  .  .  .  with  ;i  per  capita  income 
\<<' ,   luirlu-r  than  national  avei 
Grade    \     ̂ rea:    Population    1,239,000;    Retail    sales,    -l.li:;.   ,0 
inatf. I    . 

ENGINEERED  FOR   DOMINANCE 

With  the  newesl  G.E.  li'  kw  transmitter  .  .  .  ai  uned,  elec- 
tronicall]  tilted    antenna.     Broadcasting    from    the    top   of    Mt.    Penn,    tn„ 
miles  from  Reading     the  site  which  engii 
to  cover  the  RE  iDING  M  M.'KKT. 

GOOD  NEWS  FOR  ADVERTISERS 

the    nerringbi  loubt    .    .    .    the 
snow  of  confusion.  i  can  appraisi 

era  Pennsylvania  in  the  litrlit  of  r •  - .- 1 1 i t \ .    WKKI" power  !   si  mow  enables  you  t.. :i    practical 

.  .  .  and  tn  reach  A  I.I.  nt"  it,  at  the  ' with  the  ONE  si  ition  built  to  serve  it. 

NBC 

PROGRAMMED   FOR   DOMINANCE 

Fop  NT'1    and  A  BC  network  shows;  the  most  diversified  schedule  of  local 
programs  .  .  .  from   Reading's  only  downtown   T\  the   ZTV   and 
MI'TV  Hhrar  rive  in  the  market.    All  backed  up  by  th<    _■■     ■   - 
amount  nt'  paid  program  promotion  in  the  area. 

ABC 

Thomas   E.   Martin,   Exec.  V.P.,   Gen.   Mg- 

Ewart   M.    Blaln,    D>.   of   Sales 

NATIONAL      REPRESENTATIVES 

HEADLEY-REED    TV 
Tchvision   Station   Repreientot/vej 
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ARTICLES DEPARTMENTS 

ffou*  72  atlvertisrrs  evaluate  media 

Part  9  of  SPONSOR'S  All-Media  Study.  Fiist  results  of  SPONSOR'S  3,000- 
questionnaire  survey  disclose  how  72  advertisers  spending  over  $137  million 
annually  in  various  media  select,  test  and   use  media;  their  reasoning   and   results 

Zl 

LHF:  oik*  year  litter 
In  just  a  year  at  least  55  stations  have  gone  on  the  air,  have  built  an  audience 
potential  of  close  to  1.5  million.  In  and  out  of  established  VHF  areas  some  UHF 

operators   have   made  excellent  headway,   are   operating   in    black   in   record   time  **■• 

Kloeh  Uruy  rediscovers  radio 

Spiraling  TV  costs  caused  this  sponsor  to  take  a  one-year  hiatus  from  network 
radio.  But  after  the  success  of  newscasts  on  Don  Lee  and  Yankee  networks, 

Block  bought  Gabriel   Heatter  on   Mutual    (full   net),  is  looking  for  another  show  •>  ' 

How  spot  iron  IJqui-yioly  national  distribution 
In   only  four  areas   last  year   oil   supplement   credits   spot   radio   and    TV   with    big 

share  of  credit  for  increased   distribution.    Air  media   new  get  44'c     of  budget  •>*> 

Pity  the  aal  timebuyer 
The  diary  of  a  busy  New  York  timebuyer  discloses  that  her  job  usually  exceeds 

"banker's  hours"   and  that  her  life  and   work  would   be   much   less   complicated   if  — , 
station  managers,  account  execs,  station  reps  observed  simple  rules  of  etiquette  •*' 

Merchandising;  what  TV  stations  offer 

Kenyon   &   Eckhardt's   Nat   Steen   reports  that  93%    of  TV  stations   responding   to 
poll  offer  some  merchandising  or  promotion.    Here  are  some  examples  and  ideas  •>«» 

Football  on  the  air:  1953 

A  round-up  of  the  air  coverage  of  upcoming  pigskin  activities.  Despite  re- 
strictions placed  by  both  college  and  professional  grid  associations,  $10 

million    will    be    spent    on    radio    and    TV    coverage    by    advertisers    this    year  '" 

Are  vhiltlren's  shows  harmful? 

Citizens'  groups  and  critics  have  been  up  in  arms  about  the  content  of  many 
radio  and  TV  shows  aimed  at  children.  Advertisers  defend  their  program  buys, 

say    crime    shows   are    not    harmful,    point   out    many   excellent    shows    now    on    air  ~»» 

COMING 

TIMEBUYERS  AT  WORK 

MEN,  MONEY  &  MOTIVES    
49TH  &  MADISON 

MR.   SPONSOR,  James  Bergman  Jr. 
P.S. 

NEW  &   RENEW 
NEW  TV  STATIONS 

NEW  SYNDICATED  TV  FILMS 
FILM    NOTES 

COMMERCIAL   REVIEWS 

TV    RESULTS 

SPONSOR   ASKS 

ROUND-UP 
AGENCY  PROFILE,  E.  H.  Weiss 

RADIO  COMPARAGRAPH 
NEWSMAKERS 

SPONSOR    SPEAKS 
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How  ft  I  agencies  evaluate  metlia 

Part     10    of    SPONSOR'S    All-Media    Evaluation    Study.     Concluding    portion    of 

SPONSOR'S   3,000-questionnaire   survey   of   leading    advertisers   and    ad    agencies     21    Sept. 

flow    VISC  will  compete 

Here's   a   report   on   what's   happened   at   ABC   since   the   ABC-United    Paramount 
Theatres  merger  last  February.    Programing  of  other  networks  will  be  highlighted      21    Sept. 
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„ 
lings  have  changed 

i  ARKANSAS,  too! 

11  one  room  schools  to  Fulbrighl  scholars 

t'rotn  "one-crop"   farms   to  a   booming 
omy  --   Arkansas  is  getting  its  share  of 

Smith's  new  progress  and  wealth.    One 
ople:  Effective   Buying  Inconn    pei    family 

p  /".-,./',    on  )   U  it  years  ago*! 

re's  Ikmmi  a  big  change  in  Arkansas  radio, 
Yon  can  in>w  cover  almost  nil  the  State 

50,000-watl   KTIls  from   Little   Rock    -now 

.  and  the  only  Class   1-1!   Clear  Channel 
ion  in    Arkansas.    KTllS  offers   primary 

time  coverage  of  more  than  a  million 

)\v  — ■  secondary,  interference-free  daj 

•  coverage  of  more  than  3]  i   million  people, 
tiding  practically  all  of  Arkansas  (and 
4()!»  radio  homes  in  six  adjacent   states)! 

your  Branham  man  for  all  the  KTllS  facts, 

■■: ea  Management   ti^ur<> 

i),000  Watts  ...  CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 

Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 
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Outstanding 

Brewers 

Choose 

KLX 
LUCKY  LACER 

Oakland  Baseball  Games 

BURCERMEISTER 

Burgie  Roundup 

GOEBEL 
Golden  Gate  Races 

,   1    in   News  •   Sports   •   Music 
THE    TRIBUNE    STATION 

TRIBUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  Nationally  by 

Burns-Smith  Company 
on   Pacific  Coast 

Duncan   A.   Scott  &   Company 

J  antes  R.  fientile.  Campbell-Ewald  Co.,  Detroit, 

says,  "When  Chevrolet  says  'saturation  campaign,' 
they   mean  saturation.    I  bought  about  24,000  radio 

and  about  1,200  TV  announcements  for  their  two- 

week  1953  New  Cor  campaign  in  January."    With an   average  oj  39  announcements  on   each   of  600 
radio  stations  and   two   to    13  spots   on   every   TV 
station.  Jim    was  snowed  under   by  estimates, 

availabilities  and  ratings.    Chevrolet's  aim:  to  get 
near  top-rated  shows  that  reach   the  maximum 

adults.    Jim's  aim :    to   watch   new   TV  stations. 

John  Forney.  Keegan  Advertising.  Birmingham, 

steers  dear  oj  "kitchen"  and  "kiddie"  shows  when 

placing  chainbreaks  and  l.D.'s  lor  the  Bama  Co. 
(.manufacturers  of  jams,  jellies,  peanut  butter) 
because  he  feels  these  types  of  programing  appeal  to 

housewife  who  does  own  canning.    This  southern 
manufacturer   advertises   in    large   markets   to 

compensate  in    volume  for  thin   profit  margin   per 

item.   "I  bin  principally  Class  A  TV  adjacencies, 

plus   some   daytime   run-oj -station    radio    time" 
John  sins.  Bama  spends  90'  \  of  budget  on  air  media. 

Albert  Sessions.  Al  Paul  Lefton  Co.,  New-  York, 
is  lining  up  the  October  campaign  for  his  Grayson- 

Robinson    Department    Stores   account.     "Our 
'Christmas  in  July'  campaign  was  such  a  big  success," 

he  explains,  "that  the  client  is  continuing  his 
radio    effort."     The    two-week    campaign    in    July 
extended  into  14  markets  scattered  throughout  the 
South    and   Midwest.    On    the   air   regularly 
with  60  minute  announcements  per  market  per 

month,  the  firm  doubled  its  frequency  for  its  mid- 
summer promotion.    Result:  unexpectedly  high  sales. 

]%orman  Sehwerke.  Cusick-Schwerke  &  Wild, 
San   Antonio,  concentrates  on  news  and  information 

program  sponsorship  for  Farm  and  Home  Savings. 
"Our  aim  has  been  to  supplement  this  savings 

association's    institutional   campaign    with    local 

direct-sale  impact."  Norman  explains.    "IT  e  achieved 
this  through  announcements  by   local  personalities 

in  live  radio  and  TV  news  shows."    The  campaign 
covers   the   Southwest     the   region    in    which    the 

bank  has  its  branches.    In  the  past  six  months  Farm 
S:  Home  assets  jumped  from  §76  to  $87  million. 

SPONSOR 



of  the  Road  and  Sports 
For  more  than  one  hundred  years  The  Studebaker  Corporation 

has  been  making  fine  vehicles.  For  1  1  years  promotion  of  the 

sale  of  cars  and  trucks  in  the  Upstate  New  York  Market  has 

been  boosted  with  a  sports  program  on  WHAM,  Rochester, 

N.  Y.,  at  6:10  each  evening.  Studebaker's  sales  story  has 

been  personally  enhanced  by  WHAM's  Sports  Editor  Bob 
Turner  for  ten  years. 

The  consistent  sales  impact  of  Bob  Turner's  "Speaking  of 

Sports  for  Studebaker''  on  WHAM  has  contributed  greatly 

to  Studebaker's  leadership  in  sales  and  prestige  in  the  West- 
ern New  York  area  served  bv  WHAM. 

11  YEARS  OF 
"SPEAKING  OF 

SPORTS  FOR 

STUDEBAKER" 

LET WHAM SELL  FOR  YOU •  Write,  Wire  or 

Phone  WHAM  or 

Hollingbery  for 

Availabilities. 

The  STROMBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 

7  SEPTEMBER   1953 



Effective  February  1, 1954 

i f4i t Channel 
NBC  Affiliate  in  BOSTON  serving  1,314,000*  TV  Sets 

Channel 

NBC  Affiliate  in  PHILADELPHIA  serving  1,463,080*  Ti 

WILL  BE  AMONG  THE 

OUTSTANDING  VHF  TELEVISION  STATIONS 

REPRESENTED  BY 
■ 

Free  &  Peters,  Inc. 

•TELEVISION  AGE,  AUGUST  '53 



LASILKIN VHP  CHANNEL PRIMARY 

WBZ-TV Boston 4 NBC 

WPIX New  York 11 IND 
WPTZ Philadelphia 3 

NBC 

WCSC-TV Charleston,  S.  C. 5 CBS 

WIS-TV Columbia,  S.  C. 
10 

NBC 

WTVJ Miami 4 ALL 

CENTRAL 

WOC-TV Davenport 5 
NBC 

WDAY-TV 
Fargo 6 NBC 

WBAP-TV Fort  Worth-Dallas 5 ABC-NBC 

KMBC-TV Kansas  City 9 CBS 

WAVE-TV Louisville 3 NBC 

WCCO-TV Minneapolis-St  Paul 4 CBS 

WESTERN 

KDSH-TV Boise-Meridian 2 CBS 
KBTV Denver 9 ABC 

KGMB-TV Honolulu 9 CBS 

KRON-TV San  Francisco 4 NBC 

F REE  &  JT  ETERS,  INC 
Pioneer  Station  Representatives  Since  1932 

NEW  YORK CHICAGO DETROIT 

444  Madison  Ate. 230  N.  Michigan  Ave. Penobscot  Bldg. 
Plaza 

1-2700 
Franklin  2-6373 Woodward  1-4255 

ATLANTA FT. WORTH HOLLYWOOD SAN  FRANCISCO 
Glenn Bldg. 

406  W 
Seventh  St. 6331  Hol/vuood  Bit d.               Russ  Building 

Main 5667 Fortune  3349 Hoilvwood  9-2151 
Sutter  1-3798 



"TO 

PUSH 
A  PRODUCT 

YOU  GOTTA  PUT 

STRENGTH 
BEHIND  IT" 

And  we've  got  the  muscle  .  .  . 
FOUR  TOP  DISC  JOCKEYS, 

whose  programs  establish 

KSDO  as  San  Diego's  first 
station  . . .  the  one  with  most 

listeners.* 

May  we  show  you  how  KSDO 

can  help  yau  muscle-in  on  this 
billion  dollar  market. 

:|  HOOPER  and 

NIEl  C,EN 

KSDO 
1130  KC      5000  WATTS 

Representatives 

f  red  Slubbins  -  Los  Angeles 
Doren  McGavren  -  Son  Francisco 

John  E.  Pearson,  Co.  -  New  York 

Robert  J.  Landry 

"Where  there's  smoke  .  .  ." 

Tobacco   is  a   five-billion-plus   industry.    Tobacco   is  a   whopping 
big  category  for  any  advertising  medium.  The  competition  for,  and 

the  divvying  up  of.  tobacco  budget  mone)  is  always  prime  advertis- 
ing news,  and  probably  always  will  be. 

The  above  being  true-to-obvious,  all  media  and  all  agencies  with 
a  stake  in  cigarettes  should  familiarize  themselves  at  this  time  with 

the  various  signs  and  portents  which  suggest  a  growing  "social" 
antagonism  to  cigarette  smoking  and  to  advertising  on  behalf  of  the 
leading  brands  which  aims,  in  the  conviction  of  such  social  critics, 

to  "capture"  the  young  very  young  indeed. 
«        *        * 

First  of  all.  chums,  take  careful  note  of  the  phrase  which  is  creep- 

ing into  the  new  temperance  movement  vocabularv :  "intemperate 

smoking."  What  does  that  mean?  One  pack  a  day?  Two?  Three? 
And  what  follows  as  a  goal  of  the  new  drive,  if  drive  it  reallv  is. 

against  intemperate  cigarette  "addiction?" 
*        *        * 

We  can  provide  a  hint  of  what  the  "social"  critics  ma\  be  driving 
at.  Hidden  away  in  an  unreported  speech  against  tobacco  made 

by  Roy  Norr  at  a  Seventh  Day  Adventists  seminar  in  Loma  Linda. 

Cal.,  was  the  following  telltale  comment:  "Public  interest  requires 
Congress  to  declare  that  it  is  against  public  policy  to  promote 

tobacco  consumption  on  the  air." 

This  is,  of  course,  the  same  Roy  Xorr  who  authored  the  lead 

article.  "Cancer  by  the  Carton,"  in  Reader's  Digest,  circulation 
11.000.000.  plus  reprints  in  10  foreign-language  editions.  This  is  the 
same  Roy  Norr  who  has  written  other  articles,  a  book,  and  who 

plans  now  a  publication  against  smoking.  Rut  don't  stop  there. 
Your  dutiful  student  on  men.  money  and  motives  also  points  out 

that  it  was  Roy  Norr,  then  as  now  a  public  relations  counselor  at 

11  W.  42  St.,  Manhattan,  who  forced  the  late  George  Washington 

Hill  of  American  Tobacco  to  abandon  his  famous  "Reaih-for-a- 

Luckv-Instead-of-a-Sweet"   advertising   campaign. 

Another  unreported-but-significant  comment  of  Norr's  in  his  Cali- 
fornia speech  was  this,  and  note  well:  "Temperance  and  health  (sic) 

forces  in  even  community  should  demand  of  the  stations  which 

carr)   such  advertising  the  right  to  refute  false  cigarette  claims." *        *        * 

Norr's   audience   in   California   included    main    doctors,    and    the 
fight  about  cigarettes  may  be  plausibly  described  as  a  fight   for  the 

"public  opinion"  of  the  medical  profession.    Speaking  about  shoul- 
l  Please  turn  to  ])age  85) 
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■up  to. 
Of 

J'flohf  Burns j 

thta/r/a  '' &' 

Things  look  good  on  wcbs-tv 

Look  at  cigars.  (Like  Robt.  Burns,  which  reaches  more 

than  a  quarter-million  men  viewers  nightly  on  Channel  2's 
Sports  of  the  Night,  three  evenings  a  week.) 

Only  on  TV,  of  all  media,  can  you  draw  a  full  picture 

for  your  prospect  of  the  relaxation  and  satisfaction 

a  good  smoke  offers. .  .with  sight,  sound  and  motion  . . . 

when  he's  most  likely  to  wish  for  a  fine  cigar. 

And  only  on  WCBS-TV  will  you  find  the  highest  average 

rating,  day  and  night  all  week  long,  in  the  nation's  biggest 
television  market . . .  the  most  quarter-hour  wins 

. . .  the  biggest  unduplicated  audience. 

Your  product  looks  good— your  business  is  good- 

when  you  are  on  the  station  most  New  Yorkers,  men  and 

women,  watch  most  of  the  time. . . 

WCBS-TV     .V.  r  York.  CBS  Owned.  Re/ 



AMERICA'S TOP  SPENDING 

FARM  MARKET 

Yes,  KMA's  '2  Millivolt  day 
time  contour  area  shows  you  that 
the  KMA  area  gives  you  com- 

plete coverage  in  this — America's 
top   spending   farm  market. 

At  last  count  2,779,531  pre- 
dominantly rural  midwesterners 

lived  within  the  KMA  '  2  Milli- 
volt line.  That's  a  market  greater 

than  Iowa,  Washington  State,  or 
Oklahoma  —  or  Colorado  and 
Nebraska  combined. 

KMA 
SHENANDOAH,    IOWA 

Represented  by 

EDWARD  PETRI  &  CO..  INC. 

rttftff* 

010'
 

UTILITIES  ON  THE  AIR 

\\  e  read  the  letter  in  your  issue  of 

July  13  from  Sherwood  Armstrong  of 

Brooke.  Smith.  French  &  Dorrance's 
San  Francisco  office.  If  it  is  not  too 

much  trouble,  we  would  appreciate 

copies  of  the  same  tear  sheets  as  \ou 

sent  to  him  |case  histories  on  utilities" 
air  advertising  ] .  One  of  our  clients  is 
the  Tucson  Gas,  Electric  Light  and 
Power  Co. 

I  hope  you  like  your  new  offices. 

It's  nice  to  outgrow  old  ones.  We're 
building  a  new  building.  It  will  be 

right  across  the  street  from  the  new 
KVOA-TV  studios. 

Pat  Barber 

Harwood   Advertising 

Tucson,  Ariz. 

•        Sorrv.    those    tear    sheets    are    no    lonper    avail- 

able.    But    we    r.   mm  ml    our    1Q53    "TV    Results" 
for    new    ease    histories    on    utilities. 

BASICS  SECTIONS 

I  am  very  much  taken  with  the  sec- 
lion  in  vour  Fall  Facts  Issue  edition 

July  13  labeled  "TV  Basics." I  would  like  each  one  of  our  account 

executives  to  have  a  reprint  of  this 

section.  Could  you.  therefore,  send  me 

10  reprints,  and  if  there  is  any  cost, 
please  bill  me  according!) . 

Congratulations. 
H.  Lyman  Hart 
President 

Hart-Conway  Co. 

Rochester 

•  Reprints  of  the  1*>53  "Radio  Basics"  and 
"TV  Basics"  sections  are  now  available.  Price 
is  30r  for  single  copy.  20c  for  25  or  more 
eopie?.     15c     for     100     copies    or     mure. 

Under  Management  of 

MAY  BROADCASTING  CO 
Shenandoah. Iowa 

V\  ill  vou  please  enter  our  order  for 

400  of  the  "TV  Basics"  pamphlets  and 

200  of  the  "Radio  Basics"  pamphlets.  .  . 
W.  L.  Chesm  \\ 

Rosengarten   cv"  Steinke.  Inc. Memphis 

one  copy   of  each  section.   .   .   . 
R.    E.   RlORDAN 

Director   of   Research 
Ross   Roy,   Inc. 
Detroit 

What  would  be  the  price  for  200 

leprints  of  "Radio  Basics"  and /or  "TV Basics"?   .  .  . 

Charles  W.  Balthrope 
President 

KITE.  San  Antonio 

Please  send  us  10  copies  of  "Radio 

Basics"  and  five  copies  of  "TV  Ba- sics" .  .  . 

J.  D.  Hill Promotion  Manager 
WISX.  Milwaukee 

Please   send   us   25   copies   of   your 

new   fall  "Radio  Basics"  .  .  . 
Ed  Wiebe 

Program   Director 
WLOL.    Minneapolis 

If  reprints  ...  on  "Radio  Basics" and  "T\  Basics"  are  available,  we 
should   very   much   appreciate   having 

TV   MARKET   DATA 

The  seventh  annual  Fall  Facts  Issue. 

like  all  the  rest,  is  a  honey.  In  fact, 
this  one  is  even  better  than  ever. 

Among  the  wonderful  things  that  you 

have  featured  in  this  issue  is  that  spe- 

cial and  very  valuable  10-page  section 

prepared  by  the  media  research  depart- 
ment of  Sullivan.  Stauffer.  Colwell  & 

Bayles — the  status  of  TV  stations  in 
225  metropolitan  county  markets  I  13 

July  1953,  page  205  i . 
This  is  the  first  time,  to  my  knowl- 

edge, that  this  information  has  been 
published  in  this  breakdown.  \^  e  have 

spent  a  great  deal  of  time,  ourselves, 

in  taking  the  material  which  Sales  Man- 

agement's recent  issue.  "Survey  of  Buy- 

ing Power."  has  so  completely  provided 
and  found  for  ourselves  the  wonderful 

position  in  which  Jamestown  finds  it- 
self as  a  metropolitan  county  market. 

However,  the  advertisers,  the  networks, 

and  the  agencies  have  not  had  it  put 

in  this  palatable  style  for  easy  digest- 

ing until  you  had  it  done  for  this  Fall 
Facts  Issue  of  sponsor. 

\\  ith  Jamestown  in  one  hundred 

twenty-third  position  in  the  country, 
we  are  naturally,  very  pleased  that  it 

will  now  get  in  the  hands  of  every  ad- 
\ei  Using  agency  and  be  there  for  all 
to  see.  We  would  like  10  reprints  of 

this  section,  if  you're  going  to  break [Please  turn  to  page  15) 
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WNBW...  Washington's 
ONLY  television  station  with 

SUPER  POWER...100.000  watts 

SERVING    AN    AREA    OF    15,800    SQUARE    MILES 

1,108,600    FAMILIES. ..OVER    4    MILLION    PEOPLE 

•  With  its  new  maximum  power 

of  100,000  watts  and  increased 

tower  height,  WNBW  now  is 

Washington's  most  powerful  tele- 
vision station,  serving  a  larger 

number  of  viewers  than  any  other 

Washington  station.  Let  your 

advertising  message  on  WNBW 

prove  these  facts  on  your  sales 
chart. 

NBC  in  Washington 

WNBW4 
CHANNEL 

Represented    by    NBC    Spot    Sales 

7  SEPTEMBER   1953 
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TV  •  AM  •  FM 
NORFOLK 

VIRGINIA 

proudly  announce  their  affiliation  with 

RADIO    AND 

TELEVISION 

NETWORKS 

effective  September  the  nineteenth 
This  combination  of  Norfolks 

dominant  stations  .  .  .  WTAR  and 

WTAR-TV  .  .  .  with  the  Nation's 

most  listened  to  networks  assures  our 

advertisers  greater  sales  results  in 

America  s  Miracle  Market. 
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it  tlow  M  ill. ll  H  .IS  .  and  ll  thev  le  avail- 

able, please  -end  them  and  loll  us  101 
same. 

>l  Vln\    (  ,n||l\l  \\ 

General  nanagei 

1/  II  \   A'    II  //  \  /  1/ 
Jamestou  n.  \ .  )  . 

•  l(.  prim-  ..r  ili,-  lO-pag*  Mellon  •■"  ii  Ita- 
lian!     in      MS      n..lr,,|. .,!,(., ii      COUnt)       in. irk.  I-      ,iri 

Don    available.    <  aal   U  "•<>•    .-.■.  Ii  for    100  eopl   r o»rr. 

Vmong  the  readers  ol  youi  excellent 
Fall  Facta  Issue  I  13  Julj  L953)  there 
.in-  mam.  I  am  Bure,  who  would  It  in- 

terested it)  know  the  standing  id  Hono- 
lulu among  the  Metropolitan  Count] 

Maikci-  listed  mi  pages  207-212. 

Honolulu,  having  !!!'.. .'.on  families, 
would  fall  in  the  sixty-seventh  place  in 
voiir  list,   |u-l  after  Wichita  and  ahead 
of  Harrisburg. 

Perhaps  you  will  also  allow  me  the 
opportunity  of  noting  thai  the  average 
family  income  in  Honolulu,  ><>.21<>.  i- 
among  the  highest  in  the  nation:  and 
that  buying  patterns  and  listening- 
\  iew  ing  habits  are  verv  similar  to  those 
ol  the  mainland. 

\\  vv  m    krvui. 

Asst.    Gen.     \l^i. 

KGMB-  Wl-Tl 
Honolulu 

STATION   IDENTIFICATION 

iPONSOB  prides  itself  on  service  to 

reader-,  anil   justl]  . 

Hen-  a  chance  to  provide  a  worth- 

while good  (\cft\:  See  if  v  on  <  ant  gel 
radio  and  TV  stations  to  identif\  them- 

selves in  promotion  pieces,  schedules, 

and  availability  lists.  Too  main  sta- 
tions send  out  mail  with  their  call  let- 

ters plastered  all  over  the  phut-  hut  you 
need  a  microscope  to  find  out  what  eit\ 

they're  in.  We  don't  buy  call  letters; 

we  buy  markets.  It's  common  sense, 
therefore,  tor  stations  to  proclaim  their 

origination  points  very  clearly.  It's  all 
very  well  for  them  to  call  themselves, 

"The  voice  of  the  woolly  \\  e-t."  or 
some  such  thing,  hut  let  a  fellow  know 

where  the  voice  is  coming  from,  will- 
\  a  ? 

Henri  Eisen 

\lo<rllc  £  Eisen 

Sew  York 

any  publu  ation  I  ha\  e  -ecu     I  ',  July  ! 1  used  ii  to  ad\  antage  se\ eral  times 
while  the  information  was  real  hot. 

II  IRRl    I  .   (   i  \i  MINGS 

Southeastern  Radio  Station  AV/.n 
/(/,  /.  joni  Me,  I  In. 

Please  -end  ii-  a  copy  ol   y<  >ui 
2  10-page  /  "//  /  "■  ts  issue. 

I  \  idently    we   did    not    re<  eive   oui 

copy    and    know    that    it    will    he    very 

\ aluable  to  us,  a-  we  benefited  greatly 

from  your  last  issue. 

JOHM  s.    \i  i  i  N 

/  ./'.  in  charge  oj   s<//cs //  /  /  / 

Miami     Flu. 

I  have  been  looking  high  and  low 

for  the  July    13  issue  of  SPONSOR,  which 

was  the  seventh  annual  Fall  Facts  Is- 
sue. However.  I  have  not  been  aide  to 

locale  it   any  w  here. 

I  m  wondering  w  nether  or  not  it 

would  he  possible  to  -end  me  an  extra 
copy . 

I  want  to  congratulate  sponsor  for 

various  article-  on  farm  pro-ram-.  Ac- 

cording to  the  information  I  received 

from  RFD's  these  are  starting  to  pay off   

II  urold  .1.  Si  hmitz 
Farm  Service  Director 

K  FEQ 

Si.  Joseph.  Mo. 

•  SPONSOR'^  blggeal  and  most  Important  farm 
radio  and  farm  TV  project  i-  now  in  preparation. 
Ii   -ill    l><-  pnbllafaed   in  1 1. •     19  October   laane. 

FALL  FACTS 

\our  Fall  Fads  was  crammed   with 

leal    meat  -one   of   the   best    issues    of 

KSTM-TV,  ST.  LOUIS 

It  i-  with  deepe-t  regret  thai  we  an- 

nounce the  death  of  KSTM-T\  -  presi- 

dent and  genera]  manager,  Bill  Ware. 

He  died  at  1 1  :30  a.m..  Thursday . 

lugusl  2n. 
Hill  wa-  known  in  his  profession  the 

country  over  as  a  fair  player,  a  hard 
worker,  a  man  who  knew  radio  and 

television  and   loved  it. 

The  KSTM-T\  staff  will  mi-  his 

optimistic  -mile,  his  cheery  way  of 
solving  every  problem,  hi-  gentlemanly 
character. 

Knowing  that  Bill's  ultimate  ambi- 
tion was  to  create  a  fine  television  sta- 

tion,  we'll  carry   on  with  KSTM-TV, 
just  as  he  would  have  wanted  u-  to  do. 

\\  ii.i.ivm  H.  Biggs 

Chairman   of  the   Hoard 
KSTM-Tl  .  St.  Louis 

since 

K-nuzTV 

introduced  the 

SQUARE 
DEAL 

rate  card 
Get  every  ounce  of  results  for  each 

dollar  placed  on  K  nui  TV  —  and  com- 
plete cost  per  thousand  protection  on 

a  foir  and  square  basis.  The  SQUARE 
DEAL  Rate  Card  charges  only  rates  that 

can  be  justified  by  actual  sets  in  the 
market! 

Join    the    rush    of    agencies    ond    adver- 
tisers  buying   K-nuz   TV   and   paying   only 

for   what   K-nuz   TV   con    deliver. 

Write  for  the  SQUARE  DEAL  Rate  Card 
today! 

DAVE    MORRIS,    Vice    Pres.-Gen'l    Mgr. 
FORJOE     TV,     Notional     Representative 

IBfiSB 
&Mkl39 
P.O.  BOX  2631        w          HOUSTON.  TEXAS 
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CHOOSE    .♦; 
CM4&DAS 

FIRST 
STATION. 

luldfion    ui 

Rp'Uil  Sales  up  36.9* CFCFU$tW/o 

uplejsJgwIbYo 

CFCF 
In+Ue  U.S.,se«Vee<UC>. 

|m  Canada,  A||-GswaJa. 

James  Bergman  Jr. 
V.P.  charge   Sales  and  Advertising 
River  Brands  Rice   Mills,  New  York 

If  ever  a  firm  made  a  jingle  make  sweet  noises  on  the  cash  register. 

it's  River  Brand  Rice  Mills  and  its  product  Carolina  Rice.  After  six 

years  of  saturating  the  airwaves  with  its  sweet  talkin"  Southern- 
drawl  musical  trademark,  Carolina  stands  head  and  shoulders  ahove 

the  competition  in  the  world's  toughest  market — New  York  City.  As 
the  company's  distribution  is  improved  the  jingle  is  used  to  win 
customers  in  cities  such  as  Philadelphia  and  Chicago. 

Eying  New  York's  8,000,000-plus  population.  Jim  devotes  much 
of  the  company's  budget  to  keeping  the  Big  Town  Carolina-conscious. 
In  order  to  sell  this  heterogeneous  mass  Jim  uses  a  wide  variety  of 

radio.  And  to  reach  the  general  market  he  uses  both  network  and 

independent  stations.  The  city's  growing  Spanish-language  market 
is  reached  via  a  condensed  version  of  the  English-language  jingle 

followed  by  a  half-minute  pitch  in  Spanish  on  Y\  Y\  RL.  The  Negro 

audience  is  reached  via  WWRL  and  WLIB's  specialized  block  pro- 
graming. More  than  90fc  of  Carolina's  New  York  budget  goes  into 

spot  radio. 
Because  of  the  fact  that  rice  is  a  traditional  food  with  Negroes  and 

people  of  Spanish  extraction  a  heavy  pitch  is  made  to  these  groups. 

Says  Jim,  "You  don't  have  to  teach  these  people  how  to  cook  rice;  all 
you  have  to  do  is  sell  them  on  the  superiority  of  Carolina  Rice.  And 

being  big  rice-eaters,  once  we've  gotten  them  to  try  it  they  stay  sold. 
There's  the  difference  between  the  minorit)  groups  and  the  general 
public:  The  general  public,  not  using  too  much  rice,  has  to  be  sold 
and  resold  on  the  factors  which  make  top  quality.  The  minorities 

recognize  quality  instantly." 
Jim  Bergman  could  be  an  agenc\  man's  nightmare.  Having  spent 

seven  \ears  at  the  Hanff-Metzger  agenc)  (now  Buchanan  &  Co.  I . 

Jim  insists  on  a  minimum  of  meaningless  double-talk  and  a  maxi- 
mum   of  solid   thinking. 

Joining  River  Brands  2d  years  ago.  he  has  played  a  strong  role  in 

the  change  from  bulk  to  package-selling  of  rice.  To  further  this  trend 

Jim  and  the  firm's  agency,  Donahue  \  Coe.  went  into  TV  last  vear. used  the  members  of  the  Paul  Dixon  Show  i  10  stations  DTN  I  to 

pantomime  the  famous  Carolina  jingle. 
Married  and  the  father  of  two  children.  Jim  makes  a  hobby  of 

getting  as  close  to  water  as  a  grain  of  rice — he's  a  yachtsman.  *  *  * 
16 
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EXCLUSIVE 
DETROIT'S  YEAR  ROUND  SPORTS  STATION 

WJBK 
FIRST  AGAIN   FOR 
FALL  and  WINTER 

Key  Station  — Entire  Schedule 

Only  on  WJBK red  wing  hockey 
Only  on  WJBK 

Entire  Schedule 

University  of  Detroit 

FOOTBALL 
v 

Cash  In  On  the  Station  That  Captures  the  Huge  Sports  Audience 

In  The  Nation's  Hottest  Sports  Town! 
Your  sales  story  really  scores  when  you  pitch  it  to  the  loyal  listeners  of  WJBK,  the  station 

that's  a    "must"  for  sports  fans.  Another  plus  that  makes  WJBK  your  best  radio  buy. 

Detroit Represented Nationally  bv 

Tops      in      MUSIC,      NEWS      and      SPORTS  THE  KATZ  AGENCY 

STORER  BROADCASTING  COMPANY    .     National  Sales  Director,  TOM  HARKER,  1 18  E.  57th,  New  York  22,  ELDORADO  5-76* 
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RING  AROUND  A  ROSY 
A  pocket  lull  of  posies 

Lost  one  down's  a  cry-babyl 
The  KMBC-KFRM  Team  has 

welded  a  ring  around  the 

"rosy"  Heart  of  America.  And 
the  pockets  full  of  posies  are 

the  nice  green-backed  kind  that 
always  look  good  in  the 
pockets  and  purses  of 
advertisers  who  use  The  Team. 

If  your  sales  are  down  and 

you  feel  just  a  little  like 

weeping,  call  KMBC-KFRM, 
Kansas  City,  or  your  nearest 
Free  &  Peters  office,  for  time 
availabilities  on  The  Team. 

The  folks  who  can  fill 

your  pocket  with  posies  in  the 
great  Kansas  City  Trade  Area 

aren't  crying— they're  too 
busy  buying  the  things 
they  hear  about  on 
the  radio  station  they 
listen  to  most  .  .  . 

u 
KFRM 

*    RADIO    FOR    THE    HEART    OF   AM**1 

First 

CLEVELAND'S 
CHIEF    STATION 

5,000   WATTS— 850   K.C. 

BASIC   ABC   NETWORK 

REPRESENTED 
BY 

H  -  R    REPRESENTATIVES 

\IM  ff 
CLEVELAND'S  Clue^  STATION 

Subject: 

"Mow   (lamel  >>ta>>  on  top" 

"How   Pall  Mall  zoomed  to  No.  4" 

21    April    1952.  p.  28 
2.i   March    1953.   p.   28 

R.  J.  Reynolds  rumored  to  hit  stands 
with  king-size  Camel 

Are  Camel  cigarettes  read)  to  succumb  to  the  king-size  rage? 

Industr)  rumors  indicate  that  the  top-selling  cigarette  brand  will 

be  on  the  stands  in  king  size  by  spring  1954.  R.  J.  Reynolds'  popu- 
lar brand  has  been  making  a  valiant  stand  against  king-size  encroach- 

ments in  the  cigarette  market  despite  the  slightly  declining  sales  curve 

that  has  been  bitting  the  regular-size  brands. 

Camel's  1952  sales  are  estimated  to  have  been  over  105  billion 
cigarettes,  one-third  higher  than  Lucky  Strike,  its  nearest  competitor, 
whose  1952  sales  tallied  73.5  billion  ciggies.  However,  during  the 

first  half  of  1953.  Camel  sales  began  to  dip  slightly  from  king-size 

competition.  Camels  strength  derives  from  non-king-size  areas — 
rural  markets,  particularly  the  South. 

When  king-size  Camels  hit  the  stands,  R.  J.  Reynolds  may  follow 
its  traditional  advertising  pattern  for  introducing  a  new  cigarette: 

first  spot  radio  and  TV,  then  expansion  into  network  TV  and  radio. 

On  the  other  hand,  with  regular  Camel's  unquestioned  lead  in  cigar- 
ette sales,  the  R.  J.  Reynolds  Co.  might  possibly  launch  the  king-size 

Camel  with  a  network  TV  show  all  its  own. 

The  question  now:  Would  a  king-size  Camel  hurt  sales  of  R.  J. 

Reynolds'  present  king-size  contender.  Cavalier? 

Cavalier's  track  record,  after  a  stand-still  at  .8  billion  in  1951  and 
1950,  leaped  to  2  billion  in  1952. 

In  the  83  million  bracket.  Cavaliers  1953  ad  budget  is  devoted 

mainly  to  air  media,  although  R.  J.  Reynolds'  agency.  William  Esty, 
is  characteristically  reluctant  to  reveal  vital  statistics  in  the  highly 

competitive  cigarette  race. 

I  ntil  mid-1953  Cavalier  sponsored  My  Friend  lrma  on  both  CBS 

Radio  and  CBS  TV.  This  program's  production  cost  on  a  per-show 
basis  for  radio  and  TV  was  87.000  and  S24.000,  respectively.  For 

its  summer  replacement.  Cavalier  sponsored  I've  Got  a  Secret,  CBS 
TV,  Wednesdavs  9:30-10:00  p.m  la  panel  show  costing  87,000  per 
production  I .  has  extended  its  contract  through  the  fall. 

Cavalier's  long-range  network  TV  plans  include  an  agency- 
packaged  drama  series.  The  Hunter,  which  William  Esty  is  currently 

filming.  An  anti-Communist  spy  thriller,  the  program  is  slated  to  go 
on  network  sometime  this  winter. 

The  1952  roster  of  king-size  cigarettes  stacks  up  thusly  in  order  of 
volume  sales:  Pall  Mall  Ian  estimated  43  billion  cigarettes  soldi  is 

first,  followed  by  Tareyton.  king-size  Chesterfields,  king-size  Philip 
Morris,  king-size  Raleighs,  Fatimas.  Viceroys,  Cavalier  (eighth), 

Embassy,  Dunhill  and  Regents. 

Pall  Mall,  with  an  estimated  86  million  1953  ad  budget,  follows  the 

cigarette  tradition  of  heavy  broadcast  media  expenditures.  Here  is 

Pall  Mall's  approximate  budget  breakdown:  62' ;    for  TV.  11 f 7    for 
radio.  16'  '<   for  magazines.  5' ;    for  comics  and  6'  <   for  newspapers. 

Camel's  estimated  819  million  1953  ad  budget  is  divided  approxi- 

mated this  wax:  56$  for  TV,  14' ',  for  radio.  15'  '<  for  magazines, 
7'  <    for  comics  and  b"  ,   for  newspapers. 

i  si,o\sor"s  guesstimate  for  the  1953  ad  budgets  of  the  various 
king-size  cigarettes  lines  up  as  follows:  Cavalier.  83.2  million:  Fa- 

tima.  82. b'  million:  Dunhill.  82  million:  Tareyton,  $1.5  million:  Em- 

bassj  .  8 1 . 1  million :  Regents.  8300.000. 1  *  *  * 
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IN  SAN  FRANCISCO.. 

THEY  DON'T 
SHOOT  TOO 

FOB  HOLDING 

5  ACES 
NOT 

THESE 
FIVE! 

A 
4 

CAPTAIN  FORTUNE 
turns  the  younger 

world  into  results  with 

San  Francisco's 
favorite  multi-weekly 

local  kid  show. 

"^  0 

DEL  COURTNEY... 
famed  band  leader 

mc's   San   Francisco's 
most  popular  daytime 

participation    show. 

ft EAYE  STEWART... 
whose  household  hints 

lighten  household 
stints  .  .  .  whose  KPIX 
Kitchen   is  every 

woman's  kitchen. 

FIVE  ACES  for  you  who  have 

spot  problems.  One  or  more  is  a 

sure-enough  answer  when  it 

comes  to  spotting  promotions  where 

they'll  get  the  mostest  of  the  bestest. 

Ask  your  Katz  man  for  full  details. 

WILLIAM  WINTER... 

Internationally-known 
commentator  and 

Northern  California's 

top  TV  newt  analyst. 

SANDY  SPILLM AN 

Quizmaster,  magician, 

who  quizzes  and 

mystifies  on  a  favorite 

audience  participation 

wm 
TELEVISION  CHANNEL 
SAN  FRANCISCO,  CALIF. 5 

^ff  Affiliated  with  CBS  and  DuMont  Television  Networks 

\J  Represented   nationally  by  the  Katz  Agency 
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THE  MEDIA  DIRECTOR 

StfE^-*"-.****"-* 

O  0'
 

He  didn't  think  much  of  surveys 
and  such  .  .  . 

His  tool  was  a  hot  Ouija  Board! 

%, 

□J 

o, 

l/L 
^ 

cr? 

But  from  ail  records  kept,  the  spirits  were  hep 

To  the  answers  all  surveys  had  shown  — 

/"■ 

^ 

KOy/Hi 

V 

L 

iEoral 

When  radio  was  mentioned,  the  ghostly 
invention 

Always  clicked  out,  "KOWH  STANDS 

ALONE!" ^n 

EVERY  GOOD  TIME-BUYER 
KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of  any 
Omaha  station,  8  A.M.  to  6 
P.M.  Mondav  thru  Saturday! 
(Hooper,  Oct.,  1951,  thru 
July,  1953.) 

•  Largest  share  of  audience,  of 
anv  independent  station  in 
America!    (Julv,  1953.) 

KOWH 

35.5 
PER 

JJ 

\ 

"America's  Most  Li 

General  Manager,   Todd  Stori:   Represented  Nationally  By  The    BOILING    CO. 



New  and  renew 
SPIIS 

i. Xeiv  on  I'elevi 
SPONSOR 

.si on  \etwovLs 

AGENCY 

Ameticin    Cig   0    Cn.    NY 
'Pall    Mall) 

American  Dairy  Assn,  Chi 

American  Oil  Co,  Bait 
Armour   &    Co,    Chi 

B     B.   Pen  Co,   Hywd 

Hazel    Bishop.    NY 

Block  Drug  Co,  Jersey  City 

Bristol-Myers.    NY 

Brown   Shoe  Co,   St   Louis 

Cits  Paw  Rubber  Co.  B.ilt 

Corn    Prods   Refining   Co. 
NY 

Cemex  Watch   Band  Co. 
Union.    N| 

Cerbcr    Prods.    Frccmont, 
Mich 

H.imm    Brewing   Co 

Int'l  Silver,  Mcridcn.  Conn 

Johnson  &  Johnson,   New 
Brunswick,    N| 

Knomark  Mfg  Co.   Brook- 
lyn.   NY 

Jacques  Kreislor   Mfg, 
North    Bergen,    N| 

Lady  Esther.  Ltd,  Chi 

Landers.   Frary  &   Clark. 
New    Britain.    Conn 

James  Lees  &  Sons. 
Bridgeport,  Pa 

Liggett   &   Myers.   NY 
(Chesterfields* 

Philip   Morris  &  Co,    Ltd, 
NY 

Mutual  of  Omaha,  Omaha 

P&C,   Cinci 

Sceman    Bros,    NY 

Sherwin-Williams   Co, 
Clevc 

Simmons  Co.  NY 

Simoniz  Co,  Chi 

Spcidcl    Corp 
Toni    Co.    Chi 

Toni    Co.    Chi 

U.S.  Steel  Corp,  NY 

Wine  Corp  of  America.  Chi 

SSCB,    NY 

Campbcll-Mithun,  Chi 

Joseph  K.itz 
FC&B,    Chi 

Hilton    &    Riggio,    Hywd 

Raymond    Spcctor,    NY 

Cecil   &   Prcsbrcy,   NY 

Y&R.   NY 

Leo   Burnett,   Chi 

S     A     Lcvync.    Bait 

C.    L.    Miller.    NY 

BBOO    NY 

D'Arcy.    NY 

Campbcll-Mithun 
Y&R.     NY 

Y&R,     NY 

Emil    Mogul.    NY 

FC&B,    NY 

Biow.    NY 

Coold   &   Tierney.    NY 

D'Arcy.    NY 

Cunningham  &  Walsh,   NY 

Biow,    NY 

Bozell  &   Jacobs 

Y&R,    NY 

Wcintraub.    NY 

Fuller  &   Smith   &   Ross, 
Cleve 

Y&R,   NY 

SSCB,   Chi 

SSCB.    NY 
Weiss  &  Ccllcr,  Chi 

Leo  Burnett,  Chi 

BBDO,    NY 

Weiss  &   Ccllcr,   Chi 

STATIONS 

ABC    TV    76 

CBS    TV    33 

CBS    TV    45 
ABC    TV    57 

ABC  TV    54 

ABC  TV    67 

NBC  TV    72 

ABC  TV    57 

ABC  TV    54 

NBC  TV    57 

NBC    TV 

ABC    TV    22 

NBC    TV 

CBS    TV    11 
CBS    TV    35 

NBC    TV    57 

CBS    TV    39 

Du  Mont  47 

NBC    TV    66 

NBC    TV 

NBC    TV 

CBS    TV    50 

NBC    TV   66 

CBS    TV    41 

NBC   TV 

CBS    TV    37 

ABC   TV    76 

CBS    TV    35 

NBC   TV 

ABC    TV    149 
C8S    TV    52 

CBS    TV    52 

ABC   TV    105 

Du   Mont  62 

PROGRAM,  time,   start,   duration 

Ray    Bolger    Show,    alt   Th    8  30  3    pm;    8    Oct,    26 

tclir 

Bob  Crosby  Show;  T.   Th   3  30  45   pm   segs  of  M-F 
3:30-1   pm   show;   22   Sep     52   wks 

Person   to  Person;   F    10:30-11    pm;   2   Oct;   52  wks 
Pride    of    the    Family;    alt    F    9  9  30    pm;    9    Oct; 

26    telecasts 
Ccorgie    Jcsscl   Show;   alt    Sun   6:30-7    pm;    13    Sep; 

26    telecasts 
Peter    Potter    Juke    Box    Jury;    Sun    9  30-10:30    pm; 

4    Oct;    52    wks 
Name    That    Tune:    alt    M    8-8:30    pm;    7    Sep;    52 wks 

Pride    of    the    Family;    alt    F    9-9:30    pm:    16    Oct; 
26    telecasts 

Smilin'    Eds  Cang;   Sat    10:30-11    am;   22   Aug:    52 

wks 

Your    Show   of    Shows   and    All    Star    Revue;    Sat   9- 
10:30    pm;    sp    10-min    seg    bctw    10-10:30    pm; 

12  Scp-5    June    '54 Kate  Smith    Hour;    M    3:45-4   pm   seg;   alt   wks.    21 

Sep- 11    June    '54 Ccorgie   Jessel   Show;   alt   Sun   6  30-7   pm;   20   Sep; 
13  telecasts 

Kate   Smith    Hour;   W   3:45-4   pm   seg;   23    Scp-16 

Dec   '53 
Person    to   Person;   F   10:30-11    pm     2   Oct:   52  wks 
My    Favorite    Husband;    alt    Sat    9:30-10    pm;     12 

Sep;  22  telecast! 
Your    Show   of    Shows   and   All    Star    Revue;    Sat   9- 

10:30    pm;    sp    10-min    seg    bctw    10-10:30    pm; 
12  Sep-5   June     54 

Arthur   Codfrcy;    M-Th    alt   days    10-10  15    am;    31 

Aug;    52   wks 
Rocky    King.    Detective:    Sun    9-9:30    pm;    27    Sep; 

13  wks   'co-sponsor  with  Amer  Chicle) 
Bonino    'with   Ezio  Pinza':  Sat  8-8:30  pm;  3  Oct- 

26  Dec;    'co-sponsor  with   Philip  Morris) 
Kate  Smith   Hour;   W  3  30-45  pm   seg     14   Oct;   10 wks 

Kate   Smith   Hour;   M   3:30-45   pm   seg:   21    Sep:   39 

wks 

Arthur   Codfrcy;    M,   W    11:15-30   am:    3    Aug;    52 wks 

Bonino     'with     Ezio    Pinza);    Sat    8-8:30    pm;     12 

Sep-26   Dec 
Arthur    Codfrcy;    M-Th    10-10:15   am;    alt    days:    3 

Aug;    8    wks 
Paul    Winchcll    Show;    Sun    7-7:30   pm;    30   Aug-27 

June  '54 

III   Buy  That:  T,  Th  2-2:30  pm:   first    15  min;   29 
Scd;  52  wks 

Ray    Bolger    Show;    alt    Th    8  30-9    pm ;    8    Oct;    26 telecasts 

My    Favorite    Husband;    alt    Sat    9:30-10    pm:     19 

Sep:   22   telecasts 
Kate   Smith    Hour;  Th   3:45-4   pm   seg:   24   Sep;    39 

wks 

Danny  Thomas;  alt  T  9-9:30  pm:  6  Oct;  52  wks 
Arthur   Codfrcy;   T,   Th    10:45-11    am:   4   Aug:   52 

wks 

Bride    &    Croom;    T,   Th    12-12:15    pm;    4    Aug:    52 

U.S.    Steel   Theatre;   alt   T  9:30-10:30   pm;   6   Oct: 

52   wks 
Dollar  A  Second:  Sun  10-10  30  pm:  20  Sep.  52  wks 

Renewed  on  Television  Xetworks 

SPONSOR  AGENCY  STATIONS 

American    Home    Prods 
Bcnrus  Watch  Co.  NY 

Campbell   Soup.   Camden. 

N| 

Crcen  Ciant  Co.  Lc  Sueur. 
Minn 

Griffin  Mfg.   Brooklyn.  NY 

Kellogg  Co.  Battle  Creek. 
Mich 

Biow 
Cecil   &   Presbrey.    NY 

Ward   Wheelock,   Phila 

Leo   Burnett,   Chi 

Bermingham.  Castlcman  & 
Pierce.    NY 

Leo   Burnett,   Chi 

PROGRAM,   time,   start,   duration 

CBS    TV    65  Love   of   Life:    M-F    12:15-30  pm;   21    Sep:   52   wks 
NBC    TV    57  Your  Show  of  Shows  and  All  Star   Rcvur;  Sat.    10- 

min  seg  bctw  9  30-10  pm     12  Sep  to  5  June  '54 
CBS    TV    42  Double   or    Nothing;    M.   W,    F   2-2:30   pm;    5   Oct 

52    wks CBS    TV    41  Art  Linklctter:  Th  2:30-45  pm  seg;  3  Sep;  52  wks 

NBC    TV    57  Your  Show  of  Shows  and  All  Star  Revue:  Sat.   10- 

min  seg  bctw  9  30-10  pm;   12  Sep  to  5  June  '54 
CBS    TV    38  Art   Linklctter;  T  2:30-45   pm;    F   2:45-3   pm   segs: 

1    Sep:   52   wks 

(For   Ken    National   Si»ot   Kadlo  ami  TV    Business,    see    "Report   to   s 

►  In    next    tuner:    IVeH   and    Reneiced   on    Ratlin    Melirorks.    Nth 

tional  Broadcast  Sales  E.xecutires.  Mete  Agency  Appointment! 

7  SEPTEMBER  1953 
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Numbers  after  names 

refer  to  New  and  Re- 
new  category 

L.  F.  Milhr 
Richard  S.  Bean  <  -i  i 
William  R.  Seth  <3> 
/,'    '  .   Robertson  (3) 
Sam  Ballard  (3) 

21 
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V«'M'  and  rvnew 

■  ■      fteiieieeff  on  Television  NciicuW.v   feoiif  iuuerf ) 

3, 

Mars  Inc,  Chi 
Pillsbury    Mills,    Mpls 

Schick,    Inc,    Stamford, 

Conn 
Schick,    Inc,    Stamford. 

Conn 

SOS.    Co,    Chi 

Thor   Corp,   Chi 

Leo   Burnett,   Chi 
Leo   Burnett,   Chi 

Kudner,    NY 

Kudner,    NY 

McCann-Erickson, NY 

Henri.   Hurst  &  McDonald, 
Chi 

ABC    TV    54  Super  Circus;  Sun  5:30-6  pm;  6  Sep;  52  wk 
CBS    TV    44  Arthur   Godfrey;    M-Th    11-11:15   am;   31    A 

wks 

CBS    TV    77  Jackie   Cleason;   Sat  8-9   pm;   19  Sep;   52  w 

CBS    TV    88  This   Is  Show   Business;  alt  T  9-9:30   pm;   1 

NBC    TV    57  Your  Show  of  Shows  and  All  Star  Revue;  Sa 
min   ses   betw  9:30-10  pm;   5   Sep-29  Ma 

ABC    TV    36  Quick    As   A    Flash;   Th    10:30-11    pm;    10  Si telecasts 

Advertising  Agency  Personnel  Changes 

NAME 

Sam  M.  Ballard 
Richard  S.  Bean 
S.    W.    Brown   Jr 

Daniel    M.    Burns 
Thomas   C.    Butcher 
jack    Daly 
French   L.    Eason 
Parker   Ekren 
Richard    E.    Cocbel 

Henry   B.    Crandin 
Melvin   C.   Crover 

Robert    Cuggonheim 
R.   W.    Heizer 
Robert    H.    Higgons 

Douglas    Huntington 
Porter   Harder 

)chn    H.    |ackson 
William  P.  MacFarland 

lames  S.   MacVickar 
Penn  McLeod 
L.   E.   Miller 
Frederick  A.   Mitchell 
Robert   L.    Nourse   Jr 

George  C.   Papineau 
Carol   Pauker 

Ralph   C.    Robertson 

John    W.    Schoeffler 
William    R.    Seth 
William    R.   Stuhler 
Warren    F.    Warner 

FORMER   AFFILIATION 

Gardner  Adv.   St   Louis,   chmn   mgmt   comm   &   dir 
Dancer-Fitzgerald-Sample,    NY,    medio    dir 
Brown    Bros    St   Louis,   pres 

L'on    Gussow    Pubis.    NY,    vp 
Lennen   &    Newell,   NY,  sr   vp 
Daly    &    Richardson,    SF,    partner 
FC&B,   Chi,  acct  exec 
Coremus    &    Co,    Chi,    creative    dir 
Own   agcy,    SF 
Western    Family    mag,    adv,    prom    mgr 
Fawcett   Pubis,    NY,   adv   dir 

Major   TV    Prodns.    gen    mgr 

Compton,   Chi.    acct   exec,    Socony-Vacuum 
Amer    Paper    Goods,    Kensington,    Conn,    adv,    sis 

prom    mgr 
Do-cmus   &   Co,   Chi,    copy   chief 
IC&B,   SF,   acct   exec 
Cardner   Adv.    St    Louis,   exec 
N.    W.   Ayer,   NY,  acct  exec 
Benton  &  Bowles,   NY,  acct  exec,   Norwich   Pharm 
Head,    own    mkt    research    org,    Toronto 
Metro  Croup.   NY,  sis  exec 
Needham,   Louis  &   Brorby,   Chi,   acct  exec 

Roy  S.   Durstine,   LA,  acct  exec 

Needham.    Louis  &   Brorby,   Chi,   mdsg  dir 
Brooke,  Smith,  French  &  Dorrance,  SF,  copy  chief 
Colgate-Palmolive-Peet,    NY,   asst  adv   mgr   chg 

budgets   &    media 
Shell  Chemical,   NY,  exec 
Needham   &   Grohmann,    NY,   vp 
Price,    Robinson    &    Frank,   Chi,   partner   &    vp 
WLW-C,    Columbus,    prog    dir 

NEW  AFFILIATION 

Ceyer  Adv,  NY,  vp,  chmn  of  acct  policy  con 

Grey,    NY,    media    dir 
Gardner    Adv,    St    Louis,    radio-TV    acct    ex 

Purina    Chows    (eff    1    Octl 
Wm.    Esty,   NY,   mdsg,   sis  prom  stf 
Same,    dir   acct    planning 
Caples  Co,  SF,  acct  supvr 
J.    R.    Pershall   Co,   Chi,   acct   exec Same,    vp 

Caples  Co,   Phoenix,  acct  supvr 
N.    W.    Ayer,    Phila,    plans-mdsg    dept 
Wihon,    Haight,   Welch   &   Crover,    Hartford, 

vp    &    dir Wm.    H.    Weintraub,    West   Coast   rep,    Revlon 
Ruthrauff   &    Ryan,    Detr,   acct   exec 
Hicks   &   Creist,   NY,   asst   acct  exec 
Same,    vp 

BBDO.    LA,    media    dir 
Grant   Adv,    NY,    creative    dir 
Young  &    Rubicam.    NY,   acct   exec 
Kenyon  &   Eckhardt,  NY,  acct  exec 
Walsh   Adv   Ltd,   Toronto,   dir   mktg   res 
Lennen   &   Newell,   NY,   vp,   mgmt  accts  supvr Same,   vp 

Hilton   &    Riggio,    vp   chg   new   West   Coast  c 
H680   Vine   St,    Hywd) Same,   vp 

Same,  radio-TV  dir 
Ceyer  Adv,    NY,    vp,    mktg   dir 

G.    M.   Basford,   NY,   asst   acct  exec 
Levin,  Williams  &  Saylor,   NY,  vp  chg  radio  C 
SSCB,    NY,   exec,   radio  TV   dept 
N.    W.    Ayer,    NY,    radio-TV    dept.    prog    stf 

'■      Sponsor  Personnel  Changes 
NAME 

James    Beam Howard   R.    Bloomquist 

C    A.   Bradford 
Matthew   Cantillon 

Barney  Corson 

F.   F.   Duggan 

).  A.   Hoban 

David    P.    Jaicks 
Bernard   M.   Kliman 
Harold  T.  Leiskau 

C.    L.    McCall 
Edwin   P.   Mclntyre 

).   J.   Moffatt 

Chester  T.  Morledge 

M.   |.   Roche 
L.    J.    Sorensen 

FORMER   AFFILIATION 

Victor   Adding    Mach   Co.    Chi.   sis   prom    mgr 
Lever    Bros,    NY,    gen    mgr,    prom    div 

Gen    Electric,    Syracuse,    adv    mgr,    tube    dept 
Dobeckmun   Co.    Cleve,   dir  adv,    sis   prom 

Tidy   House   Prods,   Shenandoah,   la,   sis  prom   mgr 
&    dir    mkt    devel 

Crosley   Div,   Avco   Mfg.  Chi,   gen   sis  mgr,   major 

appliances B.   F.   Goodrich,  Akron,   Ohio,   tire  &  equipment 
div,  gen  mgr,  mdsg 

Leo    Burnett,    NY,    exec 

Hirshon-Carfield,    NY,    exec    staff 
B.   F.   Goodrich   Rubber  of  Canada,   Ltd,  asst  adv 

mgr 
G.   Heileman   Brewing  Co.   LaCrosse,  Wis,  sis  exec 

R.   T.    O'Connell   Adv,    NY,   acct   exec 
Free  Sewing  Mach  Co,   Beverly  Hills,  Cal,  vp,  gen sis    mgr 

B.   F.   Goodrich,  Akron,  Ohio,   mgr,  auto  &  home 
supplies   dept 

Lever  Bros,  NY,  adv  exec 
Deepfreeze  Appliance   Div.   Motor  Prods  Corp,   Chi, 

vp.    gen    mgr 

NEW  AFFILIATION 

Paper-Mate  Pen  Co,  Culver  City,  Cal,  adv  mgr 
Gen   Fds.   Post  Cereals  Div,   Battle  Creek,   Mid 

dir   mktg 

Same,    mgr   adv,    sis   prom.    radio-TV   dept 
Owens-Corning   Fiberglas,   Toledo,   adv  mgr,  tex 

prods  div 

Same,    dir    mdsg 

Deepfreeze  Appliance  Div.   Motor  Prods  Corp,  ( 

vp,    gen    mgr 
Same,     vp 

Cen  Fds.  Franklin  Baker  Div,  NY,  asst  product  I 
Omega   Watch   Co,   NY,  dir  adv,   sis  prom Same,  adv  mgr 

Same,    vp   chg    sis   &    adv 
M.   J.    Merkin    Paint   Co,    NY,   adv   mgr 
Necchi    Sewing    Mach    Sales   Corp    and    Elna  Sal 

Corp,    NY,    gen    sis   mgr 
Same,   tire  &  equipment  div,   gen   mgr,   mdsg 

Same,  gen   mgr,  prom  &  adv  serv  div   (new  div) 
Same,   exec   vp 

X umbers  after  names 

refer  to  New  and  Re- new  category 

C.  L.   McCall  '  I) 
I  .   I    Sorensen  '  I ' 
/    / .  Duggan  I  1 1 

!  1/.  Burns  I  I) 
I    S    Mac)  ickai  (3) 

/;.    1/.  Kliman  I  I) 

./.  ./.   Moffatt  I  l> 
If.  /.  Rot  he  I  1 1 i  1 1 

//.  R.  Bloomquist  i  1 1 
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WHO 
and  Get  Iowa's  Metropolitan  Areas.. 
Ptcu  the  Remainder  of  Iowa! 

TAKE  FOOD  SALES,  FOR  INSTANCE! 

4.4%  CEDAR  RAPIDS 

10.7%  TRI-CITIES- 

10.7%  DES  MOINES 

3.1%  DUBUQUE- 

4.7%  SIOUX  CITY 

4.3%  WATERLOO 

65.4%  REMAINDER  OF  STATE 

Figures  add  to  more  than  100% 

because  Rock  Island  County,  Illinois 

is     included     in     Tri-Cities. 

m\ 
SCONSIN 

.EaBBBBSaBB 
BBB"*iBBaH0 
LtHaaaaaa 

t3BE,c: 

KANSAS 

missouRj 

THE  "REMAINDER  OF  IOWA"  ACCOUNTS  FOR  THESE  SALES: 
(Which  You  MISS  Unless  You  Cover  the  Entire  State) 

65.4%  Food  Stores 

61.6%  Eating  and  Drinking  Places 

44.8%  General  Merchandise  Stores 

55.6%  Apparel  Stores 

60.7%  Home  Furnishings  Stores 

65.1%  Automotive  Dealers 

73.2%  Filling  Stations 

79.6c'o  Building  Material  Groups 

60.4%  Drugstores 

Source:  1952-53  Consumer  Markets 

BUY  ALL  of  IOWA- 
I'lus  "Iowa  Plus"— with 

WHO 
Dm  Moines    .   .    .    50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  l.oyet.  Resident  Manager 

7  SEPTEMBER   1953 
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I 
A  SUCCESSFUL  LEADER  IN 
RADIO  STEPS  OUT  FRONT 

I  IN  I  V.  KLZ-TV  with  CBS  Television  programming 

and  bright,  smartly  produced  local  shows  will  find  a 

solid,  responsive  audience  when  it  goes  on  the  air 
November  1st.  Westerners  who  have  welcomed  the 

friendliness  and  showmanship  of  KLZ  into  their  homes 

for  32  years  will  expect. ..and  get. ..the  same  high 

standard  of  creative  programming... the  same  fine  va- 

riety of  entertainment  as  a  vehicle  for  advertising  com- 

mercials . . .  when  they  turn  to . . .  and  stay  on . . .  Channel 

7,  KLZ-TV. 
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4  THE  AIR'  NOVEMBER  1st 

MAXIMUM  POWER 

APPROVED... 

316,000  WATTS 

Top  coverage  from  antenna 

2380  ft.  above  mile-high  Denver. 

HANN  EL    7   DENVER 
EPRESENTED    BY    THE    KATZ    AGENCY 



Big  "Butter  and  Egg"  man  from 

The  Farmer  (and  his  wife)  in  Paul  Bunyan 

Land  sell  eggs  and  chickens  each  year  for 

over  146  million  dollars.  They  own  1  V2  mil- 

lion dairy  cows — more  than  you'd  find  in New  York  State. 

Combine  these  figures  with  wages  of  the  big 

cities!  Paul  Bunyan  Land  has  high  income,  a 
million  radio  homes  and  a  half  million  TV 

sets.  They  are  tuned  to  WCCO  more  than 

any  other  station. 

MINNEAPOLIS SAINT     PAUL 

The  One  Station  Buy  in  a  land  of  Giant  Earnings 

WCCO 
CBS 

RADIO  — 50,000  Watts— 830  K.C.      •      TELEVISION—  100,000  Watts— Ch.  4 

(Radio  Spot  Sales)  (Free  and  Peters) 

26 
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II  most  Important  fact*  SPONSOR 

uncovered  in  nn-ii'm  survey 
1.  Firm's  president  helps  choost   media  only  fifth  of  time. 
2.  Market    and  how  best  to  reach   it     is   ■  portani 
singh    factor  in  choosing  media  for  mi             en. 

.'{.  Halj  oj  advertisers  depend  on  agency  for  media  data. 
I.  Few  advertisers  an    satisfied  with   media  da 

.».    Most  advertisers  think  oj  print  media  befon   air  media 
in  planning  m  w  campaign 

H.  TV  has  affected  media  ust   pattern  oj  5  out  oj   10  adver 
tisers.    Most  cut  other  media,  especially  radio. 

7.  Only  "in    of  fivt    advertisers  tested  different   media   in 
different  citiei     TV  won  mori   often  than  other  media. 

It.  Despiti     7.  most  advertisers  ari   sun    they  know  which 
media  combination  is  best  for  their  product. 

1).  But  fewer  than  om   in  fivt  has  established  a  correla 

between   sales  and  advertising  mi  ilium  or  media   used. 

10.  Advertisers  ust   two  different  systems  for  determining 
print  and  air  advertising  costs.    Tins  penalizes  air  media. 

II.  Product  rather  than  adman's  background  seems  to  havi 
mm ,    i  f(  ci  mi  which  ,1"  dia  I"    usi  s. 

How  li  advertisers  evaluate  media 
Part  9  of  SPONSOR'S  19-part  All-Media  Evaluation  Study  reveals  the  first 

results  of  3.000-c|uestiominiro  survey  of  major  advertisers  Jiml  agencies 

by  Ray  hapten 

(Sponsor     mailed     3,000    question-       Vpril.  One  follow-up  mailing  went  to      revised  before  mailing.   Personal  inter- 
naires  to  2.H00  advertisers  and  agen-      the  500  top  names  in  each  list.  views    in    Chicago,    I  leveland,    White 
cies  earlier  this  year  to   find  out  how 
they  evaluate  media. 

The  20-question  inquiry  went  to 
1,000  leading  advertisers  and  1.000 
aeencies    last    Februan.    March    and 

Among  the  advertisers,  72  of  them  Sulphur  Springs,  \\<--t   Va.,  and  Hot 
spending  well  over  $137  million  a  year  Springs,  Va.,  as  well  as  in  New  York, 
in    all    media    returned    questionnaires  were   used    to    obtain    additional    data 
that  could  be  tabulated.  and  check  on   those   not    responding. 

fhe  questionnaire  was  pre-tested  and  Results  were  quite  similar. 

SPONSOR'S   All-Media    Advisory   Board 

George    J.    Abrams  ad  director,  Block  Drug  Co.,  Jersey  City 
Vincent    R.    Bliss  executive  v. p.,   Earle  Ludgin  &  Co.,  Chicago 
Arlyn    E.    Cole  pres.,  Mac  Wilkins,  Cole  &  Weber,  Portland,  Ore. 
Dr.    Ernest    Dichter  pres.,   Inst,  for  Research  in   Mass  Motivations 

Stephens     Dietx       v. p.,  Hewitt,  Ogilvy,  Benson  &  Mather,  New  York 
Ben  R.  Donaldson        ad   &  sales    promotion   director,    Ford,    Dearborn 

president,   McCann-Erickson,   Inc.,   New  York 

ad  mgr..  Gen.  Ti-e  &   Rubber  Co.,  Akron 
  president,    Tracy-Locke    Co.,    Dallas 
  ad    director,    Wildroot    Co.,    Buffalo 

Marion    Harper   Jr. 

Ralph  H.  Harrington 
Morris  L.  Hite 

J.    Ward    Maurer 

Raymond  R.  Morgan  pres.,   Raymond   R.  Morgan   Co.,   Hollywood 
Henry  Schachte        ad    director,    Borden    Co.,    New    York 

7  SEPTEMBER   1953 27 



Three-month  SPONSOR  survey  reveals  media  selection 

is  ii.MKifli/  based  on  habit  rather  than  careful  testing 

This  article  gives  the  results  of  the 

72  questionnaires  returned  by  adver- 
tisers spending  over  $137  million  a 

year  in  all  media.  The  next  article  will 

tabulate  the  responses  of  the  90-some 
agencies  which  replied. 

Included  in  this  portion  are  the  tab- 
ulated answers  of  sucb  multi-million 

advertisers  as  Ford,  Block  Drug,  Bor- 
den, National  Biscuit,  Ralston  Purina. 

General  Tire  &  Rubber,  Firestone, 

Kraft,  Wrigley,  U.S.  Rubber,  Ameri- 
can Chicle,  Libby,  McNeill  &  Libby 

and  others.  Of  the  70  who  listed  me- 

dia, 54  or  77.1%  used  radio  during 

the  past  year,  47  or  67.1%   used  TV. 
The  names  were  selected  on  the 

quota  basis  from  the  Standard  Adver- 
tising Register.  Only  criterion  was  that 

the  corporation  chosen  had  to  be  listed 

as  using  more  than  one  medium. 

Here  in  brief  are  highlights  of  what 

SPONSOR  learned  from  its  questionnaire 

surve)   of  the  nation's  top  advertisers: 
1.  The  corporation  president  helps 

determine  the  choice  of  media  in  only 

20.8';  of  the  cases.  The  ad  manager 
helps  decide  90.3%  of  the  time. 

2.  Most  important  factor  in  choos- 

ing media  for  81.9'  v  of  the  advertisers 
(59  of  72)  is  the  market  and  how  best 

to  reach  it  (or  "who  buys  and  how  to 
reach"  I .  One  advertiser  mentioned 

"editorial  support"  as  a  factor. 
3.  Asked  what  they  want  to  know 

about  a  medium  before  starting  on  a 

campaign,  64  advertisers  or  88.9% 

checked  "How  well  does  it  cover  the 

market?"  Sixty  or  83.3%  checked  a 

similar  question,  "Does  it  reach  the 

buyers  of  my  product?" 
4.  Most  important  source  of  media 

data  for  most  advertisers  (38  or 

52.8%)    is  agency  media  department. 

5.  Of  the  measurement  and  research 

services  used,  Nielsen  for  radio  and 

TV  and  Starch  for  print  received  the 
most  mentions. 

6.  What's  wrong  with  the  informa- 
tion sources  available  to  advertisers  in 

their  work?  Most  answers  fell  in  the 

category  of  "contradictory,"  "unrelia- 
ble," "promotional  rather  than  objec- 

tive." 

7.  Thirty-three  of  68  respondents 
or  45.8%  think  of  magazines  first  in 

planning  a  campaign;  31  or  45 %  think 
of  newspapers;  21  or  30.2%  listed 
radio,  and  20  or  29.4%  put  down  TV 

as  among  the  first  media  considered. 
(Answers  exceed  68  or  100%  because 
some  listed  more  than  one  medium  as 

"think  of  first.") 

8.  The  respondents  collectively  use 
most  media,  61  or  87%  mentioning 

magazines  and  newspapers,  54  or  77% 

listing  radio,  51  or  72.9%,  business 

papers,  and  47  or  67%,  TV. 
9.  Thirty-seven  of  the  61  answering 

or  60.7%  said  TV  had  affected  their 

media-use  pattern;  24  or  nearly  40% 

Here  are  the  16  questions  and  answers  based  on  72  questionnaires  returned 

Who  determines  the  medium  or  combi- 

nation of  media  to  be  used  in  a  campaign? 
ADVERTISER 

EXECUTIVE 

NUMBER* 

PERCENTAGE* 
Ad  manager  __    _ 
Sales  manager 
President    .  . 

65 25 
15 

5 
4 
3 

14 

.90.3 34.7 

20.8 

Regional  or  district  sales 
Sales  staff 

Board  of  directors    

manager 
6.9 

5.6 4.2 

Other', 
19.4 

AGENCY 

Account    executive 

Media  diret  tor 
Plans   board 

38 

31 » 
5 
4 

72.1 20.9 

Research   direr  tm 
President 

11.6 
0.3 

•Total  exceed!  72  because  of  multiple  answers.  tBased  on  72  responses.  ^Includes 
eiee.    com.,    ewe.    v. p..    marketing    v. p.,    research    director.      8Based    on    43    responses. 

Ad  manager  has  most  to  say  about  choosing  media  *or  campaign  with 

president  taking  part  in  only  201  of  cases.  Treasurer,  comptroller, 

public  relations  manager,  product  officers  and  others  are  among 

those  who  help  determine  media  in  some  cases.  Ad  manager  seldom 

works  alone,  as  agency  part  of  chart  shows.  At  agency  he  depends 

mostly  on  account  executive  and  media  director,  but  plans  board, 
research   director  and    president   often   help   select   media   to   be   used. 

2.     filial  influences  the  choice  of  medium 

or  combination  of  inertia  for  a  campaign? 

MEDIA    INFLUENCES 

FACTOR  NUMBER  PERCENTAGE 

Market    (who   bins)    and   how   best   to 

reach*   __      59  81.8 
Goals  of  campaign  _    31  43.1 
Amount  of  appropriation  14  19.4 
l\]>e  &  cost  of  product         9  12.5 
Experience  with  medium  ....      8  11.1 
Cost  of  medium  per  M        7  9.7 
Type  of  copy  used        5  6.9 
Merchandising  &  program   or  editorial 
promotion   by  medium                    5  8.9 

Prestige  of  medium               3  4.2 
Experience  stories  in  trade  press    2  2.8 
Recommendations  of  dealers,  others  ...  I  1.4 
I  cperiment  i  test  i  1  1.4 

•Two  separate  answers  on  questionnaire  ("Who  buys  and  how  to  reach"  and  "Market 
and  how  best  to  reach")    were  combined   in  tabulation   because   they   mean   about   same. 

These  answers  were  for  first  choice  only.  Each  influence  was  rated  in 

various  order  of  importance  (from  second  to  fourteenth  position)  by 
some  advertisers.  Fourteen  choices  were  offered  in  all.  No  adman 

checked  off  "time  and  space  salesmen's  talks"  as  of  prime  importance, 
but  13  listed  this  factor  in  fourth  to  ninth  position.  One  adman 

told  SPONSOR:  "All  these  factors  are  considered  and  influence  our 

choice   of  media.     But  after   a   while  we   do   it   instinctively,    by    habit." 



3.    ll  hat  </<>  i/oii  ir<fiif  in  Icnotr  nboul  «»  medium  before  siartinu  a  campaign? 
D.it.i    W.inrcd 

FACTORS  NUMBER     PERCENTAGE' 

HOW  WELL  DOES  IT  COVER  THE  MARKET?    64           88.9 
DOES  IT  REACH  THE  BUYERS  OF  MY  PRODUCT?      60          83.3 
HOW  EXPENSIVE  IS  IT?    49          68.1 
HOW  DOES  IT  RATE  IN  A  PARTICULAR  MARKET  AGAINST  OTHER  MEDIA?    39           54.2 

ANY  RESEARCH  AVAILABLE  (OR  WHERE  DO  I  GET  MY  FACTS  ABOUT  THE  MEDIUM)?  35           48.6 
WILL  I  NEED  OTHER  MEDIA  TO  COMPLETE  THE  COVERAGE?    34          47.2 
WHAT  MERCHANDISING  OR  PRODUCT  COOPERATION  WILLI  GET  FROM  THE  MEDIUM?    29          40.3 

WHAT  IS  THE  MEDIUM'S  PRESTIGE  OR  QUALITY?     27          37.5 
WHICH  OF  MY  COMPETITORS  IS  USING  IT  NOW?  HOW  MUCH?       25          34.7 

CAN  I  SATURATE  THE  MARKET  QUICKLY?    17          23.6 
IF  MY  PRODUCT  IS  NEW,  HAS  THIS  PARTICULAR  MEDIUM  EVER  BEEN  USED  TO  SELL  A  SIMILAR 

PRODUCT?      8          11.1 

OTHERt       2            2.8 

It  tell  goods?"   (li:  '"Proof  of  mdli 

This  chart  shows  advertisers  want  to  know  everything  they  can  about  view  of  the  opposition  of  many  stations  to  merchandising,  note  that 

a  medium  before  they  buy.  The  13  points  cited  should  be  of  especial  40.3 <(  of  the  advertisers  who  answered  mentioned  merchandising  or 
interest    to    media    representatives    anxious    to    sell    an    advertiser.      In            product    cooperation     as    important    factors    in    choosing     a     medium. 

said  it  had  had  no  effect.  In  the  first 

group  most  said  they  had  cut  other 
media,  especially  radio. 

10.  Most  advertisers  1  40  of  59  an- 

swering or  78'  ,  1  sa\  they  test  or  judge 
effectiveness  via  sales  results,  among 
some  seven  methods  listed. 

11.  Only  15  or  20.8';  had  tested 
different  media  in  different  cities.  Re- 

sults? Six  -aid  they  couldn't  tell:  five 
said  TV  came  out  on  top;  two  said  the 

results  were  even  (once  when  newspa- 
pers and  TV  were  opposed  I  ;  one  said 

radio  won.  and  one  said  newspapers 
won  against  radio. 

12.  Advertisers  are  perfectb  willing 

to  put  down  what  medium  or  combina- 
tion they  have  found  best  for  their 

products,  as  follows:  Seven  mentioned 
one  medium  (TV  was  cited  most 

often)  ;  20  listed  a  two-media  combi- 

nation l  radio  and  T\  .  newspapers  and 

radio,  and  magazines  and  newspapers 
received  the  most  mentions  1  ;  nine 
found  a  three-media  combination  best 

I  radio,  newspapers  and  magazines  re- 
ceived two  mentions,  all  other  combi- 

nations one  each  I  :  nine  advertisers 

listed  four  media  as  most  effective  for 

them  (newspapers,  magazines,  direct 
mail  and  business  papers  were  cited 

most  often  1>\  industrial  or  distiller) 

corporation- 1 .  Others  depend  on  as 

many  as  nine  media.  Conclusion:  The 
more  media  the  advertiser  uses  the 

more  often  radio  and  I  \  w  ill  be  on  his 
list. 

13.  Only  13  of  5 1  advertisers  or 

211'.  said  the)  had  established  a  cor- 
relation between  -ale-  and  advertising 

media  used.  The  rest  said  "in  part," 
found  no  correlation  or  didn't  answer. 

1  1.  Only  a  small  percentage  of  ad- 
vertisers use  Starch.  Gallup  or  other 

readership  ratings  to  determine  cost- 
per- 1.000  readers  of  ads.  but  most  use 

air  rating  services  to  measure  cost-per- 
1.000  listeners  or  viewers.  This  penal- 

ize- air  media  if  comparisons  are 
made.  1  More  detailed  explanation  will 

be  given  later,  i 
15.  There  seems  to  be  only  a  slight 

correlation     between     a     mans     back- 

NEXT  ISSl'K:  "How  94  agencies  ernlii- 
ate  media."  Second  part  0)  SPONSOR'S  3.000- 
questionnaire  survey  oj  I  nited  States  admen 

ground  before  he  got  into  advertising 

and  the  media  he  buys.  Product  seems 

to  be  the  determining  factor.  Some 

ex-newspapermen  use  air  media  heav- 

ily; at  least  one  ex-radio  man  buys 

magazines  and  newspapers  almost  ex- clusively. 

Before  the  detailed  re-ults  are  giv- 
en, a  word  of  caution  is  necessary : 

I  he-e  rc-ult-  are  indicative  only.  They 

contain  no  specific  rules  for  using  me- 
dia; neither  do  they  provide  any  an- 
swers on  how  best  to  use  them.  Instead 

they  show  what  72  advertisers  spending 

over  $137  million  a  \ear  think  of  me- 

dia, how  the)  choose  them,  and  how 

the)  test  them.  In  a  field  as  broad  as 
media  evaluation  there  is  plenty  of 

margin  for  error  room  for  a  variet) 
of  opinion.  These  results  are  offered 

as  onl)  signposts  to  help  guide  you,  if 

you  wish,  along  the  road  to  better 
evaluation  of  media. 

Results  of  12  of  the  questions  are 

tabulated  on  pages  28-31.  The  other 
-i\  follow.  1  (v)uestions  are  not  in  the 
same  order  as  they  appeared  in  the 

questionnaire.  Of  20  questions  asked, 
answers  to  two  could  not  be  tabulated 
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and  two  were  combined  with  two  oth- 

ers so  only  16  questions  and  answers 

are  given  in  this  article.  For  complete 

text  dl  questionnaire  see  sponsor,  9 

Februarj  L953,  pages  87-89.) 

II.  Which  at  the  following  re- 
search   und   measurement    »ert> 

i<-<».«.-   do   gou   use? 

SERVICES    USED 
Radio    &    TV 

(34     of     72     ansicered) 

Service  Number        Percent' 

NIELSEN    __     

HOOPER    
PULSE 
VIDEODEX 
AMERICAN   RESEARCH   BUREAU 
TRENDEX 

ADVERTISER'S    ACENCY   
CONLAN 

STANDARD    AUDIT    &    MEASURE- 
MENT  SERVICES 

MARKET    RESEARCH    CORP.t 
NO   ANSWER 

24 
11 

11 9 
7 
6 
6 
4 

2 
1 

38 

70.6 32.4 

32.4 
26.5 

20.6 
17.6 

17.6 
11.8 

5.9 

2.9 

■Based   on  31   respondents      tWrltten   in  by   advertiser 

Print    Media 

(  33     of     72     ansiceml  ) 

Service  Number       Percent" 

22 

66.7 

0 
30.3 

7 21.2 

6 
18.2 4 
12.1 

STARCH    READERSHIP  STUDIES 

ADVERTISING  RESEARCH  FOUN- 
DATION    READERSHIP    STUDIES 

READEX 

IMPACT  STUDIES  OF  GALLUP  & 
ROBINSON             —   . 

OTHERt    

•Based  on  33   respondents.     tOwn   research    (1).   age«ry 

(1).    •other''    not    listed    (1). 

The  above  is  not  a  popularity  poll 
and  is  not  to  be  used  as  such.  It  mere- 

ly shows  some  of  the  services  advertis- 
ers use  in  evaluating  media.  One  ques- 

tionnaire was  sent  to  each  advertiser, 

so  large  and  small  firms  are  given 

equal  weight.  Additionally  some  ad- 
vertisers use  these  services  through 

their  agencies.  The  above  does  not 
show  which  actually  buy  the  services 
direct  and  which  use  the  agency  copy. 

12.  mint's  wrong  with  the  in- 
formation sources  arallahle  to 

gou   in    gour  worh? 

CRITICISM    OF     DATA 

(31    of    72    responding) 

Criticism Number 

Percent" 
INCOMPLETE 13 41.9 

INACCURATE 12 
38.7 

NOT  COMPARABLE :< 9.7 

DATED ^ 
9.7 

COST  TOO  MUCH 

NO  COMMENT 

1 
11 3.2 

•Based   on   31    respondents. 

Under  "incomplete,"  such  criticisms 
were  listed  as  sample  not  broad 

enough,  inadequate  breakdown  of  read- 
ership or  audience,  not  factual  and 

specific  enough,  inadequate  coverage 

{Please  turn  to  page  100) 

Advertisers  list  media  they  found 

§m    What  medium  or  media  combination  have  uu  I 

found  most  effective  in  selling  your  products? 

MOST  EFFECTIVE  MEDIA  (54  of  72  responded) 

1    MEDII 

JM 

NUMBER 
PRODUCT 

REASON    V 

TV 

Magazines 

3 
I Gum,    jewelry,    cleanser Industrial,  sports  goods 

"Sight,    sound,   oi "Natl    coverag  1 

Newspapers I Not  listed 

penetratio 

"Known   circulai 

Business   papers 

Direct   mail 

Radio 

I 
I 
0 

Bldg   materials 
Industrial,  farm  feeds 

"Specialized    m  ■ 

"Can   use    cou|| 

2    MEDIA                  NUMBER 
PRODUCT REASON    CB 

Radio,   TV 3 

Drugs, 

food,   tobacco 

"Get    best    res  a 

Radio,    newspapers 3 Razors banks,    soft   drinks 

"Intense   local    II 

Mags,  newspapers 3 

Transp 

,   industrl   goods,   men's 

"Color,    dealer  jfl 

wear 

Mags,   Sunday  sup 2 

Pipes, 
canned   food 

"Color,  low  col 

Mags,   bus  papers 2 
Planes 

bldg    matls,    glass 
"High    readersrB 

Dir   mail,    bus    papers 2 

Med, 

chems,   appliances 

"Rifle-shot    me+B 

Radio,  farm  mags I Commercial  feeds 
"Continuity,  serl 

TV,  mags 
1 

Drugs 

&   drug    products 
"Sales" 

Mags,  dir  mail 
I Office 

equipment 

"Reach    busine; 

Newspapers,   outdoor I Fresh 
fruit "Saturation    ch« 

Bus  papers,  exp  pubs I Industrl    products 

"Nature   of   pre 

3    MEDIA NUMBER 
PRODUCT REASON    t 

Radio,   newsp,   mags 2 Resort,    phonographs 

"Heavy    impai 

Radio,   TV,    outdr I Confections 

"Reach   masse 

Radio,    TV,    newsp I Rubber  goods 

"Action    medi< 

Radio,    TV,    mags I 
Major   appliances 

"Saturation    ci 
"Prestige   of  1 

TV,   mags,    bus   papers I Notions,   jewelry 

TV,   mags,   newsp I 
Watches 

"Covers   our  i 

Newsp,   mags,   Sun  sup I Sewing    machines 
"They   work" Dir  mail,   bus   papers,  exp   pubs I 

Bakery   flours 

"Specialized    r 

4   MEDIA NUMBER 
PRODUCT 

REASON    C    [" 

Newsp,    mags,    dir   ma 1.    b 

US 

Motion    pic,    industrl 

"Specialty"    "[ 

papers 

3 
eqpmnt,   distilleries 

air
" 

Radio,   TV,    mags,   newsp I 

Drugs 

"Need   time  tc 

Radio,   TV,   mags,   Sun 

sup 

I Cleaning    products "Sales   results" 
Radio,  TV,  newsp,  Sun 

sup 

I 

Drugs 
"TV's   personal 

manship" 

Radio,    TV,    newsp,    ou tdr I Petroleum   products 

"Hit   most    pec 

cheapest" 

Radio,   mags,   newsp, 3US 

prs 

I Steel 

"Reach    our   bt 

Radio,  mags,  dir  mail, bus 

prs 

I 
Animal,    poultry   feeds 

"Reach    farm, 

aud" 

5    MEDIA 
NUMBER 

PRODUCT REASON    G 

Radio,  TV,  newsp,  mags,  outdr I Petroleum    products 

"Economic    ma- 

age"
 

Radio,    TV,    newsp,    Sun    sup, Life   insurance 

"Parallels    sales 

mags 

J 

distrib" 

TV,  newsp,   mags,   bus pap 

ers, 

Paper  products 

"Results" 
Sun    sup 

I 

6   MEDIA 
NUMBER 

PRODUCT REASON    Gl 

Radio,    TV,    newsp,    ou 

tdr, 

dir Petroleum    products 

"Best  covers  te 

mail,    wkly    papers J 
Radio,  TV,   newsp,    ma 

gs. 

Sun 
Drugs   &  cosmetics 

"Faith" 

sup,    comics 
J 

7    MEDIA 
NUMBER 

PRODUCT 

REASON    Gl'' 

Radio,   TV,    newsp,    mags, 

dir 

Fashion    accessories 

"Best   national 

mail,  bus  papers, 

Sun 

sup 

J 

age"
 

TV,   newsp,   mags,   dir 
mail 

Bank 

"Effect  checked 

outdr,  bus  papers 

,  tra 

nsit 1 

vey" 

8    MEDIA NUMBER PRODUCT REASON    Gl 

Radio,  TV,  newsp,  mags,  outdr, Automotive 

"Tell    well-rouna 

dir  mail,   Sun  sup 

comics 
I 

story" 

9    MEDIA 
NUMBER PRODUCT 

REASON    Gl' 
Tires,   auto  supplies 

"Reach   mass  at. Radio,   TV,   newsp,   dir  mail, 
mags,    bus    prs,    wkly    prs, 

exp    pubs,    forgn    lang  1 
Total   media   and  combinations:   10.   listed   by   54   adrartlsera 

Chart  above  reveals   this  important   fact:   Only  7  advertisers  out  of  54,  or 
consider  only  one  medium   to  hi    most  effectivt   for  them.    All  others  cite  2  c 
a ji  to  \i.    Moral:   It  sums  to  In    the  combination   you   us, — plus  how  you   use 
which  single  medium,  that  pays  tin  biffgesi  dividends.   Note  how  the  f>  drug  con, 

anil  A   oil   firms   vary   in    their  answers   as    to   which    medio   are   "most   effe1 



e  they  get  most  data,  how  TV  has  changed  their  media  pattern 

lick  sources  «•»•«'  •/«»»  the  most  media  data? 

i in  order  of  impm'tunce  in  i/om*  irtn-L-.f 

SOURCES  FOR  MOST  MEDIA  DATA 

I)   those  listed  tot   first  position  were  tabulated) 

SOURCES  NUMfUR'      PERCTNT' 

//  HI  1   HI  I'  [RTM1  \  / 
SRIENt  I    II  II II    Ul  nil 

1/ 

TEMl  \TS 

It  ORDS,  I'll!  DATA 
SP  u  I   Rl  PS 
OTHER  I  01  ER  U.I    REPORTS 
I    Ml  \Sl  Rl  Ml  W  SER)  ICES  {RATINGS) 

SING  RESEARCH  FOl  \DATIO!\  Rl  IDER- 
STl  DIES 
(PI  11  III   ITIO\  i 

MAIL   l'RO\IOriO\ 
R  WE  PRESS 

u     72    Ik  cause    of    multiple    »; 

38 
2« 
I  I 

III 
8 
it 

8 
6 

I 
:i 

3 
f 

36 18 

l« 12 

If 
8 
tt 

'.<   agency    media   department   and   his   own    eatperiena     with 
nam   his  chief  sources   of   information,    but   l"    does    use   all 
standard  information  sources.    Among  these  is  Starch, 
studies    hi  rt    checked   as    useful    but   drew    no   first   places. 

iiiiiiiiiaiiiiiiiiiiiiini! 

Aeh  medium  is  first  choice  for  campaign? 

FIRST  MEDIUM  CHOICE    (68  of  72  answered) 

NUMBER        PERCENT- 

IES 
"hRS 

S  r  IPERS 
n 
SI  PPLEMENTS 
I'l  BUG  XTIONS 
Mil  SP  IPERS 
M  III. 

I  INGl    U.I    PRl  ̂ -< 
F  I'l  RCH  iSE 'ER 

trtisers  listed   mort    than   on<    medium.    Nearly  all  consumer 
inns   cited   4    main    media.     I  rage. 

TV   affected   your   media    use   pattern? 

:ci I8.r> 
n 15.6 
21 36.8 

20 

»n.  i 

in 

27. •> 
13 in.  i 
6 8.8 
6 8.8 
5 

7.:i 5 
7.3 

•* 

2.5* 
2 2.  ft 
2 2.11 
J 1.5 
I 

EFFECT  OF  TV 

YES 

r»i.t 

I  VO  ANSWER— 11 

n  by  those  answering  "yes' 
EXPLANATION 

\o 
VI  \tBER 
PERI  ENT 

PERCENT  -15.3) 

(28  of  37  gave  explanation) 
NUMBER        F 15 

OTHER    MEDIA.   INCLUDING    R  IDIO 
REPLACED  OR  CI  T  I  SE  OF  RADIO  fi 

I'  INDED  Bl  DGET  TO  ACCOMMODATE*—       .7 
1RST,  FILL  IN  WITH  RADIO  AND  PRINT         1 
FOR     DE  UO\  STRA  Tin  \      MER<  II  I  WISE 

21 
:t:i..t 

ERCENTt 

21.1 
17.8 

c»s#'s   lirra   cut   other   media   and   expanded   budget      tBased   on    23   explanations. 

Qm     How  tlo  ijou  test   metlia  effectiveness'.' MEDIA  TESTS       19  r< 

Tl  MINI,     Ml   'HOD  NUMBI  II  •      PI  I" 

SALES  RESULTS  l«  79.0 
TES1    M  IRKI  I  S  27  15, « 
<  til  PONS  2.7  12.  I 
R  [TING  SI  Rl  ICES  Hi  27.1 
USE  DIFFEREN1    MEDIA  IN  DIFFERENT  CITIES          II  *«•« 
SI  Rl  EYS  I  H  H 
ri  III  l<    Rl  SPONSl  I  1.7 

DON'T  TEST  OR  VO  INSWl  R                                        13 
i  lr,    multiple    anv.'-  Intl. 

Personal   interviewing  disclosed   that   tht    abovt    gin  ■■■■■    of 
the  ansv  i  rs   u  •  rt    High  tly  a 

advertisers    considered    "cheel  ng"    o 
"testing"  individual  media  to  mean    tht     a  o  way  of 

i   from    Hi'    ul""  ■     u  i"  tht  r    tht    a 

market,  copy  or  media,  exoepi    for   the  fifth    method:    "I 
.nt    cities."     Vevei  tht  It    i    tht     tabi 

u s.  :    it  shou s   Dm1   ii"    ■  of   ii"    a 

•/   are    i  itally  conct  rnt  d    u  ith    n 
on  sabs   results  as   tht    ultima',    test.    Ont    advi  -ote:    "I 

tee    could    find    a    surt  fire    test.     Bui     I       n'i    po     bit    at    pn tt 

iiiiiiiiiiiiiiDiniiinniiiiiiiii 

9.     If  i/o««  lived  different  mediu  in  different 

cities   I  newspaper   in  one  t-oirti,   ratlin  station   ill 

second,  TV  in  third),  n  lint  was  the  result? 

RESULTS  OF  MEDIA  TESTS     (IS  of  72  answered) 
RESULTS  NUMBER       PERCENT* 

(  01  I  D\T  TELL  (i  10.0 
n    WOh  r,  33.3 
Ml  Dl  I  C  IMI    ol  T  I  I  I  \  2  13.3 
R  IDin   II  n\  I  fi.7 
SEWSP  IPERS  II  n\  in  ER  R  WW  I  fi.7 

'Bind    on     1"    respondents. 

million  drug  ad- 
1  '■        pa  r.    \.  "■- ; 

and   I  i  on  confec- 
tioner \  .    I  I     :.      ■                        "    $1.5   million 

"Tested  1  p/».  TF  in  2   cti 

s«Ks            o        l   i   area!  I               drua  /inn : 

$9  million  food  advertiser:   "TV  mot                                               or  food 
firm  :  "No  u  orthwhQe  in*  -  from 
both  TV  and  newspapers.    It'i       ,    •  I  comparist 

■nuu»Haniuiiiiiiiiiiiitiuiii!iiiiiiiiiiiiiia-|i||iiuiiii   mniimiummuniin; 

\\j^      Have  i/oii  ever  established  u  correlation 

between  sttU's  and  advertising  media  used? 
SALES-MEDIA 
ANSWER 

CORRELATION 
NUMBER PERCENT 

I   /   v 

l.t 
2  I.I 

l\    I'iRT 
.    18 

33.3 

\n 2.1 12. It 
NO    INSWER 18 21.1 

•Based    on    !>J    respondents. 

pointing.  ningly 
contradict  thos  combination   the  ad- 

r    has   found 

"idiea  ,-al    which    combina- 
tion   i                   for    them    but    are    ha?;/    about    specific    media.     Above 

indicates  far  more  work  need.;  to  be  done  in   tt  iividual  media. 

(Chart  1 1  starts  page  30) 



IF:  one  year  later 
Battling  prejudice  and  technical  bugs,  UIIF  operators  have  put  more 

than  55  stations  on  air,  can  reach  close  to  1.5  million  homes 

by  Alfred  J.  Jaffe 

%_,  ommercial  UHF  television  saw  the 

light  of  day  a  year  ago  this  month. 
Since  last  September,  UHF  station 

operators  have  hacked  through  a  jun- 
gle of  prejudices  about  the  technical 

abilities  of  UHF. 

They  have  cleared  land  and  put  55 
stations  on  the  air  (up  to  the  middle 
of  last  month  I ,  with  the  total  expected 

to  be  more  than  100  by  the  end  of  '53. 
Together  with  set  manufacturers, 

they  have  built  up  a  full  head  of  steam 

in  promoting  UHF  conversions  and 
UHF  set  sales.  While  no  one  knows 

exactly  how  many  UHF  homes  are  in 
the  U.  S.,  rough  estimates  put  the  total 

at    nearly    1.5    million    through    June 

1953,  with  a  possible  total  of  nearly  4 
million  by  the  end  of  the  year. 

What  is  most  important,  UHF  sta- 

tion operators  have  convinced  adver- 
tisers and  agencies  that  UHF  is  tele- 
vision —  nothing  more,  nothing  less. 

UHF  is  now  beginning  to  put  itself  in 

the  position  of  any  substantial  ad  me- 
dium: ready  to  stand  or  fall  on  the 

strength  of  its  circulation. 

In  one  sense,  UHF's  progress  since 
its  commercial  birth  has  been  no  small 

accomplishment.  No  birth  and  infancy 

have  ever  undergone  such  pitiless  pub- 
licity. No  baby  has  ever  been  peered 

at,  poked  at,  examined  and  watched 
like  UHF  TV. 

It  was  almost  unfair.  After  all,  any 

new  business  has  problems  in  getting 

established:  It  was  not  UHF's  fault 
that  VHF  got  there  first.  Any  new 
technology  is  bound  to  have  its  bugs: 

It  was  not  UHF's  fault  that  the  elec- 
tronics industry  could  not  produce  a 

1,000,000  watt  transmitter  (the  maxi- 
mum power  permitted  UHF  by  the 

FCC  I    without  any  difficulty. 
It  was  almost  as  if  the  advertising 

industrv,  up  to  its  neck  in  an  era  of 
fantastically  rapid  changes  in  consumer 
tastes,  had  forgotten  the  earlv  troubles 
of  VHF. 

Regarding  VHF's  early  days,  one 
UHF  man.  Howard  H.  Wolfe,  manager 

Test  of  how  top  network  programing  can  induce  conversions  is  going 

on  in  Norfolk,  where  NBC's  UHF  affiliate  WVEC-TV  is  promoting  its 
name    programs.     Below,    left,    a    store    placard    distributed    by   station 

BEAT  THE  RUSH! 
JIMMY  DURANTE  ,Wi 

get  your  TV  set  converted  to  see  me 
trtis  foil  on 

CHANNEL  IS  WVEC-TV 

Where  outside  VHF  signals  are  offering  competition,  UHFers  build 
circulation  with  live  programing  of  local  interest.  Below,  right, 

WWLP,     Springfield,     presents    air    force    officer    from     nearby    field 
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Consumer  has  choice  of  converters.  They  include  all-UHF-channel 

type,  left;  single-channel  type,  center,  and  strip.  There  is  some 

question    whether    strip    will     provide    strong    enough    signal    in     UHF 

fringe  area.  Early  fears  that  UHF  signal  could  not  travel  an 

appreciable  distance  have  been  put  to  rest.  At  right,  WGLV, 

Easton,     signal     received     at     Empire     State     Building     70     miles     away 

of  WKNX,  Saginaw,  Mich.,  told  spon- 
sor recently : 

"\\  <•  can  remember  when  \III'  first 
came  to  our  state.  It  was  some  12  to 

14  months  before  anyone  would  buy 

a  television  set  to  pick  up  the  fringe 

signal.  Today,  some  three  years  later, 
that  same  fringe  signal  is  available.  .  .  . 
Yet.  there  are  thousands  of  television 
sets  in  our  area. 

"The  answer  is  that  the  manufac- 
turer built  a  better  TV  set  and  a  better 

antenna  and  the  service  man  learned 
how  to  handle  \  HF.  Hut  it  took  a 

couple  of  years.  In  the  three  months 
we  have  been  on  the  air.  sets  have  sold 

at  a  much  more  rapid  pace  compared 

with   the  VHF   pace,   the   service   man 
has  learned  to  handle  I  I  IF.  and  the 

manufacturer  of  transmitting  equip- 

ment also  has  learned  more." 
What  is  there  about  UHF  that  has 

caused  the  distinction  between  it  and 

\  HF?  It  is  basicalb  nothing  more 

than  another  portion  of  the  broadcast 

band.  This  portion  covers  Channel-  1  1 
to  83  and  the)  are  called  ultra  high 

frequency  because  more  waves  are 
transmitted  each  second;  that  is,  the) 

are  more  frequent.  Since  I  HF  waves 

are  shorter  the)  cannot  get  around  ob- 
structions as  easil)  as  \  HF  waves  but 

the  FCC  has  allotted  CHF  stations 

more  power  to  get  their  signal  around 

these  obstructions. 

\\  bile  there  is  a  sizable  gap  between 
\  II F  Channel  13  and  UHF  Channel 

I  1.  there  is  also  a  Bizable  gap  between 
\  II F  Channels  6  and  7.  The  frequency 
of  UHF  Channel  14  is  a  little  more 

than  double  the  frequency  of  VHF 

Channel  13  but  the  frequency  of  Chan- 

nel 7  is  just  about  double  the  fre- 

quency of  Channe1   6. This  comparison  is  not  completely 

apt  since  practicall)  all  of  \  HF'-  engi- 
neering bugs  have  been  eliminated 

while  engineers  are  still  working  on 
some  I  HI  buns.  And  VHF  never  had 

to  bother  its  head  about  converters, 

[Please  turn  to  page  1031 

As  shown  below,  left,  more  UHF  than  VHF  stations  have  come  on 

the  air  since  the  freeie.  UHF  totals  are  expected  to  pass  VHF 

totals      (including      pre-freeie     stations)      during      1954.        Chart      at 

right,  below,  shows  UHF  set  growth  in  WSBT-TV  area.  Figures 

were  gathered  from  dealers,  distributors  by  station.  The  sharp 

rise     followed     by     leveling     off     is     typical     of     many     UHF     markets 

X  umber  of  neir  I  III    and  VHF 

commercial  stations  in  V.  S. 

PZRIOD                              UHF  VHF 

JULY   "52                           .  .  I 
41  GUST    _  .  . 
SEPTEMBER  I 
OCTOBER                           .  .  I 
NOVEMBER                     .  .  2 
DEI  EMBER                          f  4 
I  AM  ARY                           3  I 
FEBRl  ARY                        3  3 
U  IRCH  __                     3  II 
AERIE                       __  10  2 
V  !>                               .9  6 
Jl  \E                                   7  1 
.11  E)            8  8 
AUGUST*                           7  6 
total      .■;.•;  52 

•Up    lo   17    Aug.    1953.     Source:    NRC 
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Block  Drug 
rediscovers  radio 

In   January   '53    Block   Drug 

bought    Cecil     Brown 

(news),    Don    Lee    net. 

Product    sales    rose    300%. 

Block  added  Nelson 

Churchill's   newscasts   on 

Yankee  Net  for  other  prod- 
ucts whose  sales  spurted. 

Repeating  the  news  formula 

again,  it  signed  for  360- 
station  Mutual  lineup  with 

Gabriel  Heatter.   Now  Block 

wants  another  net  show: 

radio  to  get  $1  million  in  '53. 

Regional  radio  newscast  successes  spurred  Block's  re-entry  into 

network  radio  this  year  after  soaring  TV  costs  forced  12-month  hiatus 

MM  lock  Drug,  currently  a  $5.5  mil- 
lion advertiser,  has  executed  two  about- 

faces  in  its  attitude  toward  radio  in 

the  past  three  years.  In  1950  the  ma- 

jor share  of  the  firm's  budget  was 
expended  for  sponsorship  of  the  Burns 

tirul  Allen  Show  on  CBS  Radio.  A  year 
later  network  radio  got  less  than  $550,- 
000;  in  1952  network  radio  got  a  flat 
zero,  spot  radio  about  $500,000. 

And  although  TV  will  account  for 

two-thirds  of  Hick"-  $3.3  million  air 
budget  this  year,  radio  billings  will 
run  o\<t  $]  million.  In  addition  to 

sponsoring  tw<>  regional  radio  news 

shows  iikI  coast-to-coast  coverage  of 
Gabriel  Heatter  on  MBS,  Block  is  now 

shopping  around  for  another  network 

34 

radio  show  for  the  fall.  (It  has  just 

bought  its  second  network  TV  show.) 

Why  is  Block's  Advertising  Director 
George  Abrams  sold  on  radio?  Here 

are  the  five  reasons  he  gave  sponsor: 

"1.  Low  cost.  In  every  measurement 

we've  made  of  the  ratio  of  advertising 
costs  to  sales,  radio  has  been  the  most 
economical  medium. 

"2.  Resultjulness.  Radio  has  almost 
always  proved  its  ability  to  move  goods 
for  us.  And  in  the  few  instances  it 

didn't,  we  blamed  our  commercials, 
not  the  medium. 

"3.  Part  of  over-all  strategy.  We 
use  TV  and  newspaper  supplements  to 

get  good  coverage  in  the  big  cities, 
but  radio,  in  addition  to  covering  the 

metropolitan  areas,  hits  the  smaller  cit- 

ies which  are  good  markets  for  Amm-i- 
dent  and  our  other  products. 

"4.  Speed  of  action.  We  have  found 
that  we  can  see  the  results  of  radio 

advertising  within  a  month.  Other  me- 
dia  take   longer. 

"5.  Merchandising  tie-ins.  We  get 

maximum  promotional  lie-in  value  out 
of  our  featured  personalities  such  as 
Gabriel  Heatter.  Cecil  Brown  and  Nel- 

son Churchill.  We  promote  them 

strongly  to  consumers  and  retailers." 
And  Abrams'  reasoning  is  based  on 

some  of  the  most  comprehensive  media 
testing  in  the  drug  field.  His  slogan 

("Test,  test,  test:  then  ride,  ride, 

ride")     is    not    taken    lightly.     Before 
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Klmk  and  its  agenc)  toi  tmm-i-dent, 
Cecil  &  Presbrey,  bought  the  Burns 
and  Wen  Shou ,  radio  had  been  tested 

in  a  large  numbei  ol  markets  for  oth- 
er  l!li>.  k  prodw  ts  and  for  Vmm-i-dent, 

Because  ̂ mm-i-denl  had  a  some- 

what  complicated  storj  i"  tell  about 
it-  abilit)  in  reduce  tooth  decay .  bi iel 
announcements  weren  I  even  consid- 

ered. Known  personalities  on  home- 
maker  programs  were  used  because  oi 
their  high  degree  oi  believabilit)  and 
their  local  Following.  Margery  Mill- 
N.u  England  Regional  Network) ,  \ 

tics  Clark  (WJR,  Detroit's  Mrs.  Page), 
Vlargaret  Men  |  \\  CBS,  New  i  ork  I, 
ami  Mars  Margaret  McBride  (then 

WM'.C.  New  York)  "helped  gel  listen- 
( r>  excited  about  the  uew  waj  to  re- 

duce tooth  decay,"  according  to  a  pre- 
vious -ton  in  sponsor  ("Amm-i-dent 

Bets  the  pace,"  LO  October  1949). 
B\      June      1().')()      \mm-i-dcnt      was 

chugging  along  at  a  merry  pace  and 
ueorge   Vbrams  decided  that  a  change 
of  strategy  was  in  order.  \t  thai  time 

tie  told  SPONSOR,  "We're  going  to  test 
a  nighttime  T\  myster)  show  and 

switch  to  daytime  radio.  These  deci- 
sions are  based  on  the  downward  trend 

in  evening  \M  radio  listening,  the  up- 
ward trend  in  evening  television  view- 

ing and  the  sial>ilit\  and  increasing 

importance  oi  daytime  radio." 
To  back  up  this  reasoning  the  firm 

bought    Quick   as   a    Flash.    Tuesdays 

and    rhursdays,  at    11:30-11:55  a.m.. 

\H<"  Radio  at  the  same  time  it  sched- 

tivttrtfv  .1 .    \brums,  ml  r«*rli.sin»j 

tlirvvlur.  Ifhtt'L   firm/  Co.j   Inv. 

will ■    million    '  I 
.i ,.,  i  i ,  pot  tt  r  at  1 6,  ■ 

i  •  1 1 1  i,:. i  train  ing  u  ill    '■  ' I  I 

ith  the  I  I 
nou    I  r  at  N.Y.V., 

is  limn  man  of  igi  and  toilt '  ■ 
comm  i.V. I.    // 
in  &  V.  J. ,  keeps  him  too  bti 
days  to  play 

ided  Dangei  for  Tuesday  nights  on 

CBS  TV.  Outla) :  \bou\  $1  kOOO  a 

week  for  TV,  $13,000  weekl)  for  net- 
work radio,  plus  spot  radio  tests  in  sis 

cities.  \ir  expenditures  for  1  T>(  >  broke 
down   about    like   this:    Network    radio. 

8750,000;  network  T\  .  $195,000;  spot 
radio    $400,000. 

\ltci  39  week-  of  Quick  as  a  Flash, 

Block  decided  to  test  a  moppet  show 

in  order  to  take  advantage  oi  maxi- 
mum 32-week  discounts.  During  the 

summer  oi  L951  the  firm  -pon-orcd 
No  School  Today  Saturday  mornings 
on    \BC  Radio. 

The  firsl   of  Block's  regional  radio 
effort-  was  the  use  oi  newscaster  El- 

mei  Peterson  on  the  Western  NBC  net, 

Saturdays,  5:45-(>:<tu  p.m.,  for  13 
weeks  in  summer  1951. 

Block'-    1951    air  outla)    was  -pread 
out  like  this:  network  radio  $536,000; 

network    TV,    $1,310,000;    -pot    radio, 

I  Please  turn  to  \>uu,e  'Hi  i 

This  we  fight  for.    SPONSOR    is    \>uLlishing 

this  article  i"i  Blot I.  Dri  >''  of 
radio  because  it  represents  one  ■■>  the  things 
hi    fight   lor.  a\  expressed  in  a  -i'o\-on 
torial    9    February    1953:       II  '■    fight    to    con- 
lint  v  the  advertiser  that  ratlin  has  a  \<l 
the     tint  rit  tin    home   which    neither   teh 

nor  any  other  medium  can  usur/i;  that  there 

is  a  set  are  place  tor  television  as  well.  .  .  ." 

Biggest  item  in   Block's  ad   budget  for   past  three  years   has   been   CBS 

TV  program,  "Danger."  Now  on  55  stations,  program  costs  $1.6  million 

Announcer  Dick  Stark  is  Block's  star  salesman,  plugs  Amm-i-dent  den- 
tifrices   via    warm,    sincere,    friendly    approach    which    viewers    believe 
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How  spot  won  I  ji|iii-lloly 
national  distribution 

Limited-appeal  oil  supplement  was  sold  in  four  areas.    In  less 

than  one  year  it  became  mass-produced  product  with  aid  of  radio,  TV 

^pot  radio  and  TV  speeded  Liqui- 

Moly's  metamorphosis  from  a  limited, 
specialty  lubricant  foundation  to  a 

mass-distributed  product  for  all  car 
owners. 

When  Friend,  Reiss,  McGlone  took 

over  the  Moly  Motor  Products  account 

11  months  ago,  Liqui-Moly  (pro- 

nounced lick-wee-molly )  was  distribut- 
ed in  some  four  or  five  markets,  used 

chiefly  by  sports  or  racing  car  enthusi- 
asts. The  product  had  never  been  pro- 

moted  nationally. 

Today,  less  than  a  year  later,  the 
firm  has  distribution  throughout  the 

country,  has  sold  over  two  million  cans 

during  the  first  nine  months  of  the  ad 

campaign.  And  1953  sales  figures  will 
be  well  over  last  year. 

Its  initial  year  of  advertising  will 

cost  Moly  Motors  approximately  $227.- 
000,  SPONSOR  estimates,  of  which  44%, 

or  $100,000.  will  go  into  radio  and 

TV.  Radio  is  currently  getting  a  slight- 
ly larger  share  of  the  $100,000  than 

is  television. 

The  agency  was  faced  with  two  main 

problems  in  building  national  distri- 

bution for  Liqui-Moly: 
1.  Although  the  product  had  been 

In  existence  for  several  vears.  it  had 

never  been  widely  advertised.  During 
the  initial  months  of  the  drive,  there- 

fore, advertising  would  have  to  reach 

the  maximum  number  of  people  as 

fast  as  possible,  on  a  limited  budget. 
2.  Because  oil  additives  are  fairly 

new  in  the  auto  lubricant  field,  car 

owners  as  a  whole  are  uninformed 

about  the  properties  of  such  products. 

The  major  t;i-k  for  advertising  to  per- 

■III 

case history 
iiliililllllllllllllllllllllll 

form,  therefore,  is  that  of  education. 

Moly  Motor  Products  President 

George  Seedman;  Harold  Reiss,  agen- 
cy partner  handling  the  Moly  Motor 

account,  and  Ed  Ratner,  radio-TV  di- 

rector, mapped  out  a  campaign  to  in- 
troduce Liqui-Moly  on  a  market-by- 

market  basis. 

The  basic  plan :  Radio  announce- 
ments and  newspaper  ads  were  to  be 

used  simultaneously  to  launch  the 

product  in  a  given  market.  After  a 

few  weeks,  TV  announcements  or  pro- 

grams would  be  used  to  give  addition- 
al support  to  the  campaign. 

Liqui-Moly's  initial  radio  drive  start- 
ed in  October  1952  in  four  areas 

I  New  York.  Florida,  New  England  and 

Pennsylvania ) ,  ran  for  a  four-week  pe- 

riod. Approximately  25  one-minute 
announcements  a  week  were  scheduled 

for  each  city.  At  the  same  time,  the 

product  was  plugged  in  newspaper  ads. 

Television  entered  the  picture  simul- 
taneously in  the  New  York  area,  when 

the  agency  purchased  adjacencies  to 
World  Series  baseball  games  over 

WPIX.  Because  the  adjacencies  were 
made  available  only  at  the  last  minute, 
slides  were  used  to  demonstrate  the 

product. "Reaction    was   so   favorable."   says 
Ed  Ratner.  "that  we  immediately  went 
into    production    of   film   commercials 

to  be  used  for  sports  shows,  late-night 
I  Please  turn  to  page  82) 

Dealer    shows    are    held    in    every    new    market    preceding    an    ad    campaign    as    part    of    mer- 
chandising   plan.      Actors    give    scientific    data    and    sales    tips    in    skits    like    the    one    below 
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Pity  the  gal  liiiiHiiiyrr 

SPONSOR'S  ANONYMOUS   TIMEBUYER  WORKS    ROUND-THE-CLOCK;  BUSINESS  CRISES  PURSUE  HER  EVEN  AT  HOME 

This  diary  of  a  busy  New  \ork  timcbuycM*  proves  a  lot  can  happen 

to  a  girl  lu'lw  «'t'ii  ft  a.m.  ami  8  p.m.  on  Madison  Avenue 

Anonymous 

J  in  called  the  Lorelei  Lee  of  radio 
and  lele\  ision. 

Now,  before  Dr.  Kinsej  decides  to 
revise  his  recent  tabulations,  let  me 

explain  thai  I'm  a  timebuyer.  And. 

while  there's  do  special  section  in  bis 
book  devoted  to  our  species,  scientific 

information  about  timebuyers  stacks 
up  just  about  like  this: 

Economically,  we  fall  into  a  so.ooo 
to  113,000  range. 

Sociologically,  we're  toiling  mem- 
bers of  J.  P.  Marquand's  middle  mid- 

dle class,  working  haul  to  graduate 

into  the  upper  middle  class. 
Romantically,  some  of  us  fall  in  love 

and  some  ol  us  don't.  !>ut  tr\  to  ex- 
plain the  difference  to  the  typical  visit- 

Ilt«r«*  nrt»  fip.v  on  how  to  work  belter  with   uour  tiiitobiitivr 

!■',  ir  sponsors  know  how  important 
oil  campaign — or  how  hard  is  the  tim< 

the    timebuyer 's   problems   better,    sp<     a  nt    to   oni    o)    Vi       I  ark's 
bus !•  si  timebuyers  for  I  fc  at 

how   a    mil    timebuyer    -  this    paot     from 

Anonymous    Timebuyer' s    diary — and    treat  '■/.     In    b 
whether  you'rt   a  station   manager,  a  • 

aider  the  timebuyer  date  bait,  <!<>n't  ash  her  for  or  offer  her  deals  on   I 
Do  give  her  both    the   information   and   tht 

work.    Treat  In  r  as  'ht  expert  she  is — and  hare  htr  alone  aftc  office  hours. 

ing    station    manager. 

Specifically,  I  m  female,  blonde  and 
in  my  late  twenties,  I  have  a  pas-ion 
for  French  perfume,  and  m)  ambi- 

tions arc  simple:  <  1  >  I'd  like  to  per- 
suade agen<  \  and  station  men  thai  m\ 

interests  in  "time"  and  "availability" 
are  Strictlj  limited  to  office  hour-: 
'2>  I  d  like  to  gel  some  of  that  graft 

and  kick-back  people  keep  talking 
about. 

M\  loot  in  four  years  as  a  timebuyer 

(including  Christmas):  three  lace 
handkerchiefs,  seven  assorted  bottles 

of  liquor  and  perfume,  one  paper- 

weight, one  large  topaz  Hii-  at  whole- 
sale  pi  i'  e,  16  asb  traj  -  «  ith  mj  i 

printed    on     diem    and    one    stuffed 
I   I'M.  Il    |   lie. 

\|\  pet  peeves  aftei  fouj  years  in  the 
business:  <li  estimating  campaigns 

for  clients  who  never  buy;  '2'  having 
to  "chisel"  to  get  low  rates:   (3)  being 
left  in   the  dark   hv   my   own   agency! 

i  Please  turn  to  page  7  1 1 
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R&E  found  138  stations  or  93%  of  those  reporting  offer  some  f  r 

by  I\at  Steen 

J%_  pparently  Kenyon  &  Eckhardt  hit 
a  live  subject  when  we  decided  to  sur- 

vey all  radio  and  television  stations  in 

the  country  to  ascertain  their  merchan- 
dising practices. 

Our  objectives,  as  defined  by  Re- 
search Director  Max  Ule  and  Promo- 

tion Director  Hal  Davis,  were  the  fol- 
lowing: 

1.  Acquaint  buyers  of  air  time  with 

the  merchandising  and  promotional 
services  that  each  radio  and  television 

station  will  supply. 

2.  Acquaint  sellers  of  air  time  with 
what  other  stations  are  providing   b\ 

v.  a\  of  merchandising  and  promotion. 
3.  Summarize  for  the  benefit  of  all 

concerned  the  extent  to  which  stations 

are  supplying  merchandising  and  pro- 
motional services. 

In  May  of  this  year,  we  mailed  ques- 
tionnaires to  about  175  television  sta- 

tions which  were  either  on  the  air  or 

scheduled  to  go  on  by  the  first  of  June. 

1  ollow-up  letters  were  sent  after  a  four- 

week  interval.  Responses  were  extreme- 

merchandising 

ly  good.  About  Ji.V  (  of  all  stations  co- 

operated. While  we  do  not.  as  \et,  have  the 
tabulations  on  radio,  we  do  have  the 

complete  "score"  on  television  stations. 
Briefly,  138  TV  stations  told  us  they 

had  some  merchandising  and  promo- 
tion service.  Ten  had  no  merchandis- 

ing. We  didn't  hear  from  the  other 
IV  ir   of  stations.    (See  box,  page  39.) 

Going  down  the  list,  it  is  obvious 

that  many  stations  do  not  have  the 

personnel  available  for  the  kind  of 
merchandising  job  advertisers  have 
learned  to  expect  from  magazines  and 

Reviewing  results  of  K&E's  Radio  and  TV  Station  Merchandising  and 
Promotion  Survey  are  (I  to  r)  author  Nat  Steen,  promotion  depart- 

ment; Robert  Kibrick,  media  research  director;  Hal  Davis,  v. p.  in  charge 

of  promotion;  Irving  Dunston,  account  research  director.  Inset:  G. 

Maxwell  Ule,  v. p.  in  charge  of  research,  who  planned  survey  with  Davis. 

Author  Steen  was  with  FC&B,  Gimbel's  before  joining  K&E  6  years  ago 
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iiliniLS  oiler 
li.imlisiiii:    or    promo  J  ion 

newspapers.  Often  the  merchandising 
ai  a  I  \  station  is  merel)  a  title  gh  en 
to  a  harried  individual  who  has  to  lock 

the  door  at  night.  However,  it  i~  ob- 
\ ions  that  more  ami  moi e  attention  i- 

being  paid  t<>  merchandising  a-  a  com- 
petitive  necessity. 

Our  questionnaire  covered  tin-  fol- 
low ing  point-: 

Trade  calls:  We  .i~k. . !  the  stations 

v  hether  01  not  the)  called  upon  retail- 

ers to  discuss  their  clients'  advertising 
campaigns.  Uso  we  queried  them  on 
whether  or  not  the)  asked  retailers  t" 
use  client  point-of-purchase  material. 
We  wanted  to  know  whether  <>r  not  the 
stations  look  counter  cards  from  cli- 

ents ami  placed  them  in  retail  outlets. 
\inl  we  also  asked  whether  or  not  the) 
made  stoic  checks  on  distribution  and 

Bales  of  client  products.  Man)  of  the 
stations  reported  success  with  tie-in 
advertising. 

Trade  mailings:  (her-all.  we  wanted 

to  know  the  extent  of  station  mailings 

on  the  station's  own  letterhead:  u  beth- 
el letters,  jumbo  or  regular  postcards, 

four-page  folded  broadsides,  bulletins, 
trade  supplements  under  station  name 
or  telegrams  were  used.  Uso,  we  want- 

ed to  know  the  extent  of  imprinting 
station  name  and  mailing  client-sup- 

plied broadsides. 
Advertising  support:  We  covered 

newspaper  tune-in  ads.  displays  in  lob- 
In  windows  controlled  b)  station,  hill- 
boards  and  car  cards. 

On-the-air  support:  I se  of  product 
demonstrations,  give-awa)  prizes,  men- 

tions on  various  shows,  courtes)  tune- 
in  announcements,  special  programs 
saluting  industries  or  business  leaders 

and  use  of  taped  interviews  with  per- 
sonalities plugging  client  product 

Other  support:  We  listed  consulta- 

SPONSOR's    stand    on    merchandising 

This  K&E  survey  shows  that  virtually  all  TV 

stations  offer  some  kind  of  merchandising  and 

promotion  service.  SPONSOR'S  stand  on  mer- 

chandising is  this:  We're  against  it  if  it's 
used  as  a  price-cutting,  rate-deal-malung  de- 

vice. We'll  be  glad  to  hear  from  sponsors, 
stations    and    other    agencies    on    this    subject. 

tions  w tth  I..'  ,d  i  lien!  representative* 

in  helping  to  solve  sales  problems  and 

i"  ■  ial  merchandising  plan-  h hereb) 

retail  outlets  give  prefei  red  spa<  >•  to 
clients'  displa)    material, 

W  e  found  thai  some  stations,  su<  h 
is  \\  BBM  I  \  in  <  In.  a  ;o,  advertise  in 
i'ii  /  /    Guides.    I lowevei ,  most  -i  i 
I  '"ii-    .  ..nine    thru     main    line    of    met- 

.  handising  support  to  the  ti ied  and 
ti ue  mailings.  I  hi-  i-  not  a  prai  tice 
unique  to  television;  magazines  and 
newspapei  -  are  extremel)  fond  of  this 
i  etailei  approai  h. 

Interesting  comments  were  frequent 
I  ee  <  ."i  man    |i ..  \\   \!!l-  I  \    in   Ban 

Me.,  said,  "<  > i j i   men  li  tndising  polic) 
a  simple  one.    \n\  a. .  < >iint  advertis- 

er! lusivel)   w  ith  ua  in  the  Bi 
market  n  •  .   ..f  theii  total  bud- 

.  t  towards  men  handi  lit  Once  we've 
.1. .  ided  how  man)  dollai  -  an-  in- 

volved, we  then  formulate  a  spe<  iii< 

men  handising  poli<  \  that  fits  in  with 
the      partil  id  ii   ml-      liee,|-        iml 

|.|  ol.|. -III-. Wdliam  Fay,  ol  Wll  WM\.  Roch- 

ester, N.  V.  reports  thai  the  -t  itjon 
does  ii"t  .air.  a  fixed  minimum  re- 

quirement for  men  handising  aid.  How- 
he  reports,  '*\\  e  wouldn  t  do  it 

for  one  announcement  pei  week  for  a 

t-  w  weeks." 
Kelle)  Gaines,  oi  WFMY-TV, 

Greensboro,  N.  C,  reports  that  hi-  sta- 
i  Please  turn  in  page  To  i 

WHAT  K&E  LEARNED  FROM  SURVEY 

138  TV  stations  or  93%    of  those  responding  have 

some  merchandising  and  promotion  service.    (175 

were   polled;    10   do    no   merchandising.) 

2_    Nine  out  of  10  stations  reporting  do  some  trade  calls. 

2a    Over  90%   do  trade  mailings. 

[_    Fewer  than  one  out  of  10  back  up  client  advertising 

support,  but  nine  out  of  10  have  some  on-the-air  activity. 

5_    0/  the  same  stations,  eight  out  of   10  will  help  a 
client  sales  force  with  distribution;  four  out  of  10 

offer  merchandising  plans  whereby  retail  outlets 

give  preferred  space  to  client  display  material. 

Some  stations  noted  they  plan  to  increase 

their  services  in  this  field. 

37  °o   of  the  stations  which  do  display  merchandising 

for  clients  require  minimum  purchase  of  air  time  first. 

x     Fewer  than  one  out  of    10  stations  report  that  they 

charge  advertisers  for  handling  display  work. 
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PRESEASON  PLANS:  One  of  the  largest  football  schedules  this  fall 

will  be  National  Professional  League  games  on  Du  Mont  sponsored  by 

Westinghouse,  Miller  Brewing,  Atlantic  Refining  and  Carlings.  In 

photo    above,    executives    of    Westinghouse's    agency    meet    with    Du 

Mont  staff  to  discuss  commercials,  schedules.  Left  to  right:  Jack 

Mitchell,  WDTV  technical  operations;  sportscasters  Ray  Scott  and  Jim 

Britt;  Lance  Lindquist,  Ketchum,  MacLeod  &  Grove;  Harry  Coyle 

(dir.),  Lynn  Cleary  (sis.  srvc),  Tom  McMahon    (sports),  ail  of  Du   Mont 

Football  on  the  air-li3 
Some  $10  million  will  be  spent  by  sports  sponsors  for  gridiron  coverage 

this  fall.   Schedules  call  for  more  professional,  fewer  college  games 

£  he  1953  football  rule  book — as  far 
as  sports  sponsors  are  concerned — was 
written  by  lawyers.  But  a  sizable  num- 

ber of  advertisers  have  managed  to 

side-step  their  way  nimbly  through  this 
newest  set  of  barriers  to  carry  their 
contracts  right  down  to  the  dotted  line. 

As  a  result,  the  football  sportscast 

lineup — 1953  style — has  changed  con- 
siderably from  what  it  was  a  few  years 

ago.    For  example: 
1.  There  will  be  plenty  of  college 

football  broadcasts  on  radio.  But,  so 

far.  they  will  be  aired  mostly  on  a  sus- 

taining or  local  co-op  basis.  Big  ex- 

ception:  several  regional  football  op- 
erations sponsored  mostly  by  leading 

oil  companies  (see  chart  of  sponsored 
football,  page  41  I . 

2.    Big-time  college  football  on  TV 
is  more  limited   than   over.    Onlv   one 

Top-flight  sportscasters  add  appeal  to  football  coverage 

Red   Grange 

Famous  ex-star  will  call  play- 

by-play  action  on  ABC  TV's 
schedule  of  pro  football  games 

Al  Heifer 

Man    behind    mike   of   Mutual's 
"Game  of  Week"  college  tilts 

co-op   sponsors will   have   local 

Mel  Allen 

Veteran  sportscaster  Allen's air  beat  will  cover  NCAA 

games   for   NBC  TV,    GM    cars 

Red  Barber 

CBS  "Round-up"  show  will  fea- 
ture up  to  20  games  each  week 

with    Ole    Redhead    supervising 
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majoi   \  ideo  network     NBC    I  \      bas 

a  lineup  of  sponsored  <  ollege  •■.   •-. 
Ri  ison :  Due  to  t h. ■  eff«  i  .,i  I  \  on  col- 

football's  boa  office,  the  National 
Collegiate  Vthletic  Association  has 

OJK.'d  i..i  I  \  onlj  .i  19-game  -  bed- 
ill.-  sponsored  bj   General  Motors. 
3.  Willi    most    ol    tin    big    college 

games  denied  to  I  \ .  the  ah  i  01 

oi  professional  football  i-  biggei  than 
ever.    \  ideo  sponsors  of  the  pro  vei 
sion  of  the  gridiron  -pott  include  in  ms 
like  Westinghouse,  Miller  Brewing,   \i 
Untie    Refining,   Standard   Oil  of    In 
(liana  and  Brewing  Corp.  of   America. 
I  reepl  for  blackouts  in  the  home  towns 
oi  pro  teams,  coverage  i-  virtually  na- 

tional ide. 

4.  Despite  all  the  limitations  and 
coverage  restrictions  surrounding  it, 
football  on  ilic  air  this  tall  represents 
a  tremendous  advertising  investment 

one  that's  larger  than  ever.  \i  least SlO.oiio.niio  will  be  spent  in  time,  tal- 
ent ami  game  rights  charges  during 

the  coming    season    for   coverage   of 
football  in  radio  and  TV,  indii-lr\  offi- 

cials estimate.    And  another  >l.   1,000 
will  be  spent  bj  big  advertisers  like 
Gillette  to  sponsor  the  annual  post-sea- 

son bow]  games. 
Thai  brief!)  is  the  fall  outlook  for 

sponsored  football  broadcasts. 
Cone  apparent!)  are  the  days  uhen 

ever)  radio  network,  including  the  re- 
gional webs,  could  count  on  waiting 

lists  of  sponsors  for  its  lineup  ol  col- 
lege football  games.    Pro  football  has 

taken   a\\a\    much   of  the  play. 
\-  an  executive  of  Y  \\  .  Ayer,  agen- 

•  \  for  years-long  sports  sponsor  Atlan- 
tic Refining,  told  sponsor: 

"it  -  virtuall)  impossible  to  arrange i  schedule  of  radio  and  T\  .ever;,-. 

"I  a  college's  football  schedule  toda) under  the  presenl  NC  \  \  rules.   Except 
for  a  'blackout'  in  a  pro  team'-  home 
town  or  in  an  area  where  a  pro  game 
is  being  played,  you  can  make  a  pack- 

age arrangement  much  more  easil) 
with  professional  teams,  which  have 
gained  rapidl)  in  audience  appeal  late- 

ly. It  might  be  possible  to  sponsor  .ol- 
lege football  on  radio  and  pro  football 

on  TV,  but  football  sponsorship  has 
mam  problems  and  it's  better  to  keep 
it  under  one  roof." 

Gone   too   are   the   days   of   the   late 

I940's   and   earl)     L950's    uhen   college '  Please  turn  to  page  94) 

round-up 

SportM  sponsor*  turn  fo 

pro  fro  in. s  os  or  if  \C  1  1 

roiiiif/s  limit  vollrtfi's 

I. 'I,!,    of  availabh    colU  n<    gam<  ■ 

foi  both  radio  and  TV  >/■■ 
■  1  a iji  has  caused  many  top  advertis 

■■1  a. 1  biggt  r  than  <  vt  r  slaU  - 

mal  gann  -.  as  chart 
in  imi    shows.    Industry  estimates 

tehi  ilnii  -  in  low,  •  tcluding 

post-st  ason  gamt  s  and  bowl  con 
urn,, nut  to  whopping  $10,000,000 

SPONSOR NETWORK EVENTS 

Westinghouse.    Miller. 
Atlantic,    Carlings 

General    Motors,    with 
Pontiac    and    Olds 

Divisions  of  GM 

DU  MONT 

NBC  TV 

Various  teams  of  the  Natl. 

Professional  Football  League 

through  Championship  game 

27  December.    Over  84  stations. 

NCAA-approved  college  TV 

games.  19  Sept.-5  Dec.  GM  di- 
visions have  pre-gamo.  post- 

game   shows.   Over  83   stations. 

Standard  Oil  of  Indiana 
ABC  TV 

Cosponsorship  of  home  games 

of  Chicago  Bears,  Cardinals, 

on  eight  outlets.  Rest  of 

22-station       lineup      is      co-op. 

Tide    Water    Associated 

Oil    Co..    Western    Div. 

Atlantic    Refining 

Texas    Co. 

Miller    Brewing 

ABC  PACIFIC 
&  DON  LEE 

VARIOUS 

VARIOUS 

SPECIAL 

TV:  half-hour  film  highlight 

shows  on  seven  stations.  Radio: 

20  games  on  two  West  Coast 
webs,    starting     18    September. 

Regional  coverage  of  eastern 

pro  teams  in  three  mid-Atlan- 
tic radio  and  TV  loops.  Part 

of    schedule     is    on    Du     Mont. 

Radio  coverage  of  full  sched- 
ules of  five  southern  college 

(earns  on  imall  netwo-ks.  total- 

ing    16     radio     stations     in     ell. 

Green  Bav  Packers  games  on  a 

network  of  some  28  Wisconsin 

and  two  Minnesota  stations, 

originating    at    station    WEMP. 

Local    co-operative 

Local    co-operative 

Local    co-operative 

NBC  RADIO 

CBS  RADIO 

ABC  RADIO 

"College  Football  Game  of  the 

Week,"  starting  19  September 

and  ending  5  December.  Vari- 
ous originating  locations  in  U.S. 

Football  Round-up"  show,  with 
Red  Barber.  As  many  as  20 

games  will  be  spotlighted  each 
week-end,    five    covered    direct 

Various  college  football  games 

covered  during  season,  one 

each  week,  on  full  ABC  Radio 

web.      Runs    26    Sept. -28    Nov. 

Local    co-operative 

"Game  of  the  Week'  series  of 

M||T||A|  college   matches,   scheduled   to ITIUIUHL  sta-t     26     September     for      13 

weeks.  Sportscaster:   Al   Heifer. 
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I,   * 

Is  violence  on  the  adr  bad  for  children! 
YES 

Thost  attacking  crime  shows  believt  they 
disturbing  to  children  and  ont  caust 

of  juveniU  delinquency.  Children  an 
impressionable  and  had  to  emulatt  what 

flu U  set  and  hear.  Tht  full  diet  of  vio- 
lenct  and  murder  on  tht  air  makes  chil- 

dren thud;  it  is  normal  and  proper  and 

they  man  adopt  the  methods  they  set  on 

radio  and  TV.  Tht  U.  S.  Offict  of  Educa- 
tion and  many  mental  health  experts 

feel  that  crimt  shows  on  tht  air  an   had 

NO 

Defenders  of  crime  shows  say  they  offer 

healthy  outlet  for  surplus  emotions  of 

children.  Children  have  always  been  ex- 

posed to  stories  of  violenct — fairy  tales. 
the  Bible.  Shakespean  contain  lahs  o\ 

crime.  Tht  popular  Western  stars  actual- 
ly provide  modi  Is  of  moral  action  that 

young  ones  can  emulate.  Broadcasting 
codes  protect  youthful  minds  against  bad 

impressions  by  specifying  that  crime 
should  always   bt    punished   in    tin    (in! 



Ire  children's  programs  harmful? ltatlio  .mm!  TV§  iiioi  <».  crime  .mil  violence  is  .-■  favorite  target1 

of  coiisiiiin'r   i:  roups.     Ilrri'  ore   so  mm-    pros  and  cons  on  llu*  issue 

^  ■  if  tlit*  tiM'tin  tootin  <  i>w boj -  on 
radio  .Hid  I  \  turning  children  into 

violence-prone  little  monsters  or  neu- 

rotics or  do  t h«-\  provide  a  safet)  valve 
for  the  boundless  energies  of  the 
voting? 

'Ihis  question  has  been  hatted  back 
and  forth  frequentlj  of  late. 

I  lie  lender,  impressionable  minds  oi 

children  have  always  been  .1  subject  of 
1  oncern  luit  never  bo  much  as  in  recent 

j  .-.it-. 

Because  of  the  growth  of  mass  com- 
munications    especiall)    radio  and    I  \ 

groups  oi  educators,  social  scientists 
and  parent-  have  risen  to  attack  the 
contents  and  techniques  of  the  mass 

media.  Air  programing  For  children 

is  a  favorite  target  and  a  common  at- 
titude of  these  groups  toward  such  pro- 

graming is  this: 
Much  of  the  program  fare  for  chil- 

dren on  the  air  is  either  of  outright 

harm  to  young  minds  or  is  just  plain 

dull,  unimaginative  and/or  monoto- 
nous. 

\n  example  is  the  recent  report  on 

children's   programing  s**en   or   heard 

PROCRAM 

in  Los  Vngeles.  It  was  put  out  b)  the 
National    -association  foi   Bettei   Radio 

and     I  ele \  ision,    one    of    the    inoir    \  ■>    .il 

ot  the  consume!  groups,  and  represents 

it-  third  annual  report  on  the  subjei  1 , 
Here  are  Borne  ol  \  \l  id!  \  I  -  com  In- 
-ion-  in  the  report: 

<>n  radio'.  "The  decline  in  the  num- 

ber ol  fine  radio  pro-ram-  foi  young- 
sters 1-  ot  particular  concern.     loda\ 

there    i-    less    than    half   the    \olume   of 

controversy 

'excellent1  radio  programing  for  chil- 
dren compared  to  our  findings  in 

L951."  It  1-  significant  that  of  all  the 

radio  programs  rated  a-  "excellent" 
h\  NAFBRAj"  onl)  one  was  sponsored, 
while  o|  all  the  pro-rams  rated  as 

"objectionable"  onl)  one  was  unspon- 
sored. 

On  1 1  :  "Probablj  the  mosl  startling 
fact    pointed    up    1>\     our    Stud)     i-    the 
alarming   failure  ol  the  him  industry 

stener   group*.*?    evaluation 

Objectionable 
Excellent 

Poor 

Excellent 
Excellent 

Excellent 

Excellent 

Objectionable 
Fair 

Fair 

Objectionable 

Objectionable 

Objectionable 

Objectionable 

Objectionable 

RADIO 
RATINC 

EVALUATION 

to  provide  television  programs  which 
meet  the  fundanKiit.il  standards  of  ac- 

ceptability for  child  audiem  es.  '  'f 

the  --  "obj«  tionable"  and  "mosl  ob- 
jectionable" pi"  'II  bul  one 

were  pi imarilj   him  presentations.   ' m 
the   Othei    hand,    all    hut    olif   of   the    22 

"excellent"  and  "good  programs  were 
live. 

While     N  \l  111!  VI     listed    a     nuinl.fr 

of  evaluation  standards,  it  is  obvious 

From  it-  evaluations  that  tin-  mosl  im- 

portant reason  for  turning  thumbs 

down  on  a  program  was  tin*  use  of 
crime  and  violence. 

Pointing  particularl)  to  film  presen- 
tation-. \  VFBH  VI   -aid: 

"We  -troiiuiN  suggest  that  broadcast- 

ers, who  have  the  primary  responsibil- 

ity for  the  content  of  programs,  ac- 
quire courage  to  reject  programs  for 

children  which  use  crime  </-■  theii  basic 

theme.  Reports  from  the  1  .  -.  Office 
of  Education  and  statement-  b)  the 
overwhelming  majority  of  educators 
and  mental  health  experts  who  have 

expressed  views  on  this  subjecl  -tress 
i  Please  turn  to  page  L08  I 

Consumer  groups  generally  like 

educational   proaramx  on  air 

Sky    King 

Bobby   Benson    

Sgt.  Preston  of  Yukon 
Lone   Ranger        
Silver    Eagle    
Tarzan   

Clyde  Beatty   

Jump  Jump    

Let's    Pretend   

Story   Circus    
Carnival   of    Books   

2.9 2.8 

S.C 
:».:» 

3.1 3.1 

2.0 2.1 

Funny    Paper   Man 
Young  America  Speaks 
Junior   Town    Meeting 

Boy  Scout  Jamboree 

1.8 

Objectionable 
Objectionable 

Objectionable 

Objectionable 
Objectionable 

Objectionable 
Excellent 
Excellent 

Excellent 

Excellent 

Excellent 
Poor 

Excellent 
Good 

Good 

fE:    Pulse.    Los    Angeles 

llnss    are    for    August,    oirept    "Tootsle    Hippodrome"     (July)  and    'Rootle    Kanvtle"     (May).     Radio    rating;    are    for    May  June. 
"Let's   Pretend"    (March-April)    and    "Junior   Town    Meeting"  (Man hi.     Wlure  programs  are  on  for  more  than  a  quarter  hour,   are 
days   a  week  or  share  time  with  other   programs,   ratings    are  averaged.     Evaluations:  Natl.  Assn.  for  Better  Radio  &  TV.   in  1.    A 

National  Association  for  Better  Radio  and 

Television  considers  "Ding  Dong  School'  on 
NBC  the  outstanding  achievement  of  the 

year    in     the    way     of    children's    programing 
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*  9 
NBC-TV  programs  rate  highest 

five  nights  a  week 

At  night,  when  viewing  is  at  a  peak.  NI'.C  consistently  delivers 
the  largest  audiences  in  television. 

In  five  out  of  the  seven  nights  of  tin  ir<  <  /,-  (luring  \R( '  >n twork 

option  time*,  NBC  shows  reach  the  largest  audit  net  »<<  ragi . 

And  on  each  of  the  tir<  nights  NBC  has  th<  highest  rated  show. 

Here  is  NBC's  score: 

Nights  Highest  Rated  Show 

Sunday   Colgate  Comedy  Hour 

Tuesday    ....  Star  Theatre 

Thursday   ....  Dragnet 

Friday   ( ii llette  Cavalcade  of  Sports 

Saturday    ....  All  Star  Revue 

M'.C's  audience  strength  is  maintained  throughout  most  nights  of 
the  week,  rather  than  concentrated  on  one  or  two  nights.  Advertisers 

recognize  NBC's  great  nightly  advantage:  their  advertising  investment 
on  XBC  is  greater  than  on  any  other  network.  Proof  once  again  that 

NBC  is  America's  No.  1   Network. 

Xext  week  .  .  .  further  proof. 

NBC's  Audience  Advantage  is  to  Your  Ac/vantage  .  .  .  Use  It. 

'  •„•  •  •'•  •  •  ».».•  •  •  •>•  •_ 

•.•.•'  \  •*•*  *••*•  •.•.•!  •••  .'•••••  •'•*•"  '••*•"•■*•*« •"••'  •   •'  •*•*•  •  •*•'          •'•  •  •  •*•*•*  •  •  •*•!•  •*• 
•  •  •.  •  i  •  '•'•"«  •.•-•,  •  •.•   •.».«  •"•"•  '•  •*•*•.•  • « ».•  .  •*• »  » •  •   ■  ••   •  •  /  <*•"•  • •  •    •  • ' 

TELEVISION 
•  •  *.*  *  •  •    *.*...  •  •  *     •  •  •     •  •  • 
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I.     \«'ir  construction  permits* 

CITY  &   STATE 

ALLfNTOWN,  P>\. 
BOSTON,  MASS. 
CEDAR  RAPIDS,  I  A. 
EVANSTON,  ILL. 

FRESNO,   CAL. 
JACKSONVILLE,   FLA. 
JOLIET,  ILL. 
MILWAUKEE,   WIS. 
OWENSBORO,  KY. 

STEUBENVILLE,   O. 

CALL 
LETTERS 

CHANNEL 

NO. 

DATE  OF 
GRANT 

ON-AIR 
TARGET POWER   (KW)" 

VISUAL    [     AURAL 

STATIONS 

ON  AIR 

SETS  IN 

MARKET* 

(0001 
LICENSEE   &   MANAGER 

        39  10  Aug.                                           288  144  0  NFA 
44  12  Aug.                              .....        282  145  2  1,079  VHF 
9  12  Aug.                               ._.        33.1  16.6  0  NFA 
32  12  Aug.                                           24  12.9  0  NFA 

        53  12  Aug.                                           282  145  1  33  UHF 
WOBS-TV        30  12  Aug.                                            18.6  9.33  1  131  VHF 

WJOL-TV        48  20  Aug.           13.7  6.85  0  NFA 
WMIL-TV        31  19  Aug.             15.1  8.13  1  447  VHF 
WVJS-TV         14  19  Aug.                               ....        178  93.3  0  NFA 

WSTV-TV          9  12  Aug.           229  115  0  NFA 

Queen    City    TV 

J.    D.    Wrather  Jr. 

Cedar    Rapids   TV    Co. 

Northwestern    TV    Bdcstg. 
Corp. 

John    Poole    Bdcstg. 

Southern   Radio  &.   Equip- ment  Co. 

Jollet   Television 

Cream    City    Bdcstg. 
Owensboro  on   the    Air, Inc. 

WSTV.    Inc. 

RADI 
REP 

Forjoe 
Hal   Hoi 
Forjoe 

Rambeau 

Pearson 

ff.    IVetc  stations  on  air 

CITY  &.  STATE 

AUSTIN,  MINN. 

BUFFALO,   N.   Y. 

DECATUR,    ILL. 

MACON,  GA. 

MEDFORD,  ORE. 

MONROE,  LA. 

SCRANTON,  PA. 

TEXARKANA,   TEX. 

TYLER,    TEX. 

WICHITA,  KAN. 

CALL 
LETTERS 

CHANNEL 
NO. 

ON-AIR 
DATE 

POWER   (KW)' 
VISUAL AURAL 

NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt 

(000) 
LICENSEE   &   MANAGER 

KMMT  6 

WBUF-TV        17 

WTVP 
WETV 

KBES-TV 

KFAZ-TV 
WTVU 

KCMC-TV 
KETX 

KEDD 

17 

47 

5 43 

73 

6 

19 16 

17  Aug. 

17  Aug. 

16  Aug. 

16  Aug. 
2  Aug. 

16  Aug. 

18  Aug. 

16  Aug. 
24  Aug. 
22  Aug. 

18.7        9.35         CBS,  ABC,         1 
166 

17 

22 
19.2 20 

12.8 

28.2 
2.4 20 

83 

8.5 11 

9.7 10 

6.5 
14.5 
1.3 
10 

Du  Mont 
CBS,  ABC, 

Du  Mont All  four 

NBC,  ABC 

All  four 

CBS 

NBC,  Du  Mont  1 
ABC,  NBC  1 

NFA 

328    VHF 

15  UHF 

NFA NFA 

NFA 50    UHF 
9  VHF 

NFA 

35    UHF 

Cedar   Valley   Bdcstg. 

Co. 

John  E.     1 

L     L.    McCurnin 

Pearson j 

Chautauqua  Bdcstg.  C 

orp. 
H-R     Ret 

Sherwin   Grossman 

Prairie    Television    Cc 
. Geo.    W. 

Harold    G.    Cowgill 
Clark 

Macon    Television    Co. 
Headley- Frank   Crowther 

Recd 

Southern  Ore.   Bdcstg. 

Co. 

Blair   TV 
William   Smullin 

Delta    Television Hcadley- 
Howard    E.    Griffith 

Reed 

Appalachian    Co. The     Boll Jan    King 

Co. 

KCMC     Inc. The  Taylo: Frank    O.    Myers 

Co. 

Jacob   Newborn  Jr. 
The  C.   W.   C.  Co. 

Edw.    Peti 
Ben    B      Beyer    Jr. &   Co. 

Iff.    Addenda  to  previous  CP.  listings 

Abilene,  Tex.,  KRBC-TV,  ch.  9,  new  target,  30  Aug. 

'53;  gen.  mgr.,  Howard  Barrett;  comm'l  mgr., 

Robert  E.  Scott;  nat'l  rep,  Pearson;  NBC  primary 
affil.;    est.    sets,    7,100 

Akron,  C,  WAKR-TV,  ch.  49  (on  air),  interim  pow- 
er, 18.24  lew  visual,  9.1  lew  aural;  authorized 

power,    182.4    lew   visual,    91    kw   aural 

Anchorage,  Alaska,  ch.  2,  call  assigned,  KFIA; 

target    15   Oct.   '53;    mgr.,   James   G.   Duncan 
Birmingham,  Ala.,  ch.  13,  new  call  WABT  (for- 

merly  WAFM-TV) 

Charleston,  W.  Va.,  WKNA-TV,  ch.  49,  new  target 

I  Sep.  '53;  to  be  ABC,  DuM  affil.;  gen.  mgr., Joe    L.    Smith    Jr. 

Columbia,  Mo.,  KOMU-TV,  ch.  8,  target  fall  '53; 

mgr.,  George  Kapel;  nat'l  rep,  H-R  TV;  affil. with  all  4  nets 

Elkhart,     Ind.,    ch.    52,    new    call    WSJV     (formerly WTRC-TV) 

Fairmont,    W.    Va.,    WJPB-TV,    ch.    35,    new    target, 

30  Jan.  '54;  to  be   DuM,  CBS  basic  affil.,   NBC, 
ABC    supplemental;    est.    sets,    13,930    VHF 

Kansas   City,    Mo.,    KCMO,    ch.    5,    new    target,    27 

Sep.    '53 
Knoxville,   Tenn.,  WROL-TV,   ch.  6,   target    15   Oct. 

'53;    gen.    mgr.,    W.     H.    Linebaugh;     nat'l     rep, 
Avery-Knodel 

Meridian,     Ida.,    ch.    2,    new    call     KBOI     (formerly 

KTOO) 

Oklahoma  City,  Okla.,  KTVQ,  ch.  25,  new  target  10 

Oct.   '53 Portland,  Me.,  WCSH-TV,  ch.  6,  target,  I   Dec.  '53; 

est.  sets,   25,000  VHF;   nat'l   rep,   Weed   TV 

Quincy,    III.,   WGEM-TV,   ch.    10,   target,    Sep.   '53; 

gen.     mgr.,     Joseph     S.     Bonansinga;     nat'l     rep, 

Walker;  to  be  NBC,  ABC  affil.;  est.  sets,   26.8C 

(CBS) 
Salinas,   Cal.,    KSBW-TV,   ch.  8,   new  target,    I    Se> 

'53;    gen.   mgr.,   John   C.   Cohan;    nat'l    rep,    Ho 
lingbery;   est.  sets,   32,000 

Temple,    Tex.,    KCEN-TV,    ch.   6,    gen.    mgr.,    Han 

Stone;    nat'l    rep,     Hollingbery;    NBC    affil. 
Topeka,    Kan,.    WIBW-TV,    ch.    13,    new    target,    I 

Nov.  '53;  est.  sets,  40,310  (Electr.  Assn.  of  K.C. 

Valley  City,   N.   D.,   ch.  4,   call  assigned,   KXJB-TV 

target   July    '54 Wheeling,  W.  Va.,  WTRF-TV,  ch.  7,  new  target,   I 

Oct.  '53;  to  be  NBC,  CBS,  ABC  affil.;  est.  sett 

91,000  VHF  (Nielsen-CBS) 

Wilmington,   N.  C,  ch.  6,  WMFD-TV,  target  earl 

spring  '54;  mgr.,   R.  A.  Dunlea;  est.  sets,  4,000 

Worcester,     Mass.,    WAAB-TV,    ch.    20,     nat'l    rep 
Hollingbery;  to  be  CBS  affil. 

These  changes  and  additions  may  be  filled  in  on  original  chart  of  post-freeze   V.I',  s   appearing    in    sponsor's   9   February   issue   and   in    issues   thereafter. 

BOX  SCORE 
Total     (  ,S.     stations    on    air, 

incl.  Honolulu    (27  Aug.  '53) 

No.  of  markets   covered 

No.  of  grantees  on  air   

220       No.  of  post-freeze  CP's  grant- ed   (excluding  18  educational 

150       grants;    27  Aug.  '53)        

113       No.  of  TV  homes  in  U.S.   (1 

Aug.  '53) Percent    of    all    U.S.    homes 

423      with  TV  sets  (1  Aug.  '53)  ..... 

24,895.0001 55.3%% 

<  I\'«  anil  stations  going  on  the  air  listed  here  are  those  which  occurred  between 
14  August  and  27  August  or  on  which  Information  could  be  obtnln.  I  In  thai  period  stations  are 
considered  to  be  on  the  air  when  commercial  operation  starts.  ••Power  of  C.P.'i  is  that  recorded 
In  FCC  applications  and  amendments  of  Individual  grantees,  tlnformatlon  on  the  number  of  sets 
In   markets  where   not   designated   as   being   from    NB(     Research  as   from    the 
stations   or    reps    and    must    be    deemed    approximate.     §Data   from    NBC    Research    and    Planning. 

46 

Percentages  on  homes  with  sots  and  homes  in  TV  coverage  ■TRM  are  considered  approximate.  flln 
must  cases,  the  representative  of  a  radio  station  which  is  granted  a  CP.  also  represents  the  new 
TV  operation.  Since  el  presstizne  it  is  generally  too  early  to  confirm  TV  representations  of  most 
grantees,  SPONSOR  lists  the  reps  Of  the  radio  stations  in  this  column  (when  a  radio  station  hu 
been  given  the  TV  grant.)  =  These  reps  have  already  confirmed  their  representation  of  the 
new  TV   stations.     NFA:     No  figures   available  at  presstime  on   number  of  sets   in   market. 
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For  Bigger  Sales  and   Profits 

i 

Television's  "Big  Mo"  is  the  talk  of  St.  Louis.  For  the  first  time  in  history,  the  nation's 
eighth  market  has  multiple  television  programming.  Now  the  individual  viewer  makes  the  choice 
of  shows! 

For  ABC  and  CBS  network  shows,  plus  unique,  entertaining  local  programs,  St.  Louis  tele- 

viewers are  turning  more  and  more  to  the  Channel  36  spot  where  they  find  KSTM-TV  with  its 

275,000  watts  power. 

Advertisers  .  .  .  national  and  local  .  .  .  are  turning  to  KSTM-TV,  too,  for  they've  learned 

that  "Big  Mo"  is  a  favorite  in  the  St.  Louis  area.  For  a  big  chunk  of  sales  and  profits  from  this 

rich   Mississippi  valley  market,  get  aboard   KSTM-TV,  Television's  "Big  Mo." 

Channel    36  §T.    LOUIS  William  E.  Ware,  President 

AFFILIATED     WITH     AMERICAN      BROADCASTING      COMPANY     AND      RADIO      STATION      KSTL 

7  SEPTEMBER  1953  47 



I  TV  film  shows  recently  made  available  for  syndication  J 
Programs  issued  since  May   7953.    Next  chart  will  appear  5  October 

Plllillilllllllllllllllllllllllllllllllll 

Show  name  Syndicator  Producer  Length  Price  Range*         No.  in  series  Show  name  Syndicator  Producer  Length  Price  Range*    N 

ADVENTURE 
MUSIC 

Adventure  Is  My         Lakeside    TV  Hal    H.    Harrison     I2'/j    mln.  open 
Job 

H  Oklahoma     Chuck-        Lakeside    TV  Lewis   &   Clark  12' 2    min.  $25-500 
=|       wagon    Boys 

Jump    Jump    ot  Goodman 

Holiday    House 

CHILDREN'S 

Mary  &   Harry  12  m|n.  50%   of   air 
Hickox  time 

Opera    &.     Ballet  Lakeside    TV  Transatlantic    TV      12' 2    min  open 

King    Calico  Kling 

Uncle    Mistletoe  Kling 

Kling 

Kling 

12    min.  $22-142 

ll'/a    rain.  $25-156 
26 

=  Operettas  &  Ballets      Hoffberg    Prod.  Hoffberg    Prod.  13    min.  open 

COMEDY 

NEWS 

Life   with 
Elizabeth 

Guild    Films  Guild  Films  30  min. 

39' 

United    Press-  United    Press  Movietone  News        30   min.  on    request 
Movietone  News  15  min. 

DOCUMENTARY 

How   Does  Your 
Garden  Grow 

Intl.    Film 

Bureau 

Intl.    Film 

Bureau 

30  min. 

Your     Zoo 

Reporter 

Video  Pictures Video   Pictures 30  mln. 

Wild    Life   In 

Action 

Lakeside  TV Lakeside    TV 
l2'/2    min 

$25-500 

SPORTS 

All-American  Consolidated  Sportsvision  30  mln. 
Game  of   Week  TV   Sales 

Boxing    from Ralnbo 

Kling 
Kling 

26' 2    min.  $40.50-675 

Badge    714 

DRAMA,    MYSTERY 

NBC  TV   Film  Mark   VII   Prod         26'/:   min. 
Sales 

Madison    Square  Ou     Mont 
Garden 

4lt  = 

Winik    Films 
26'/2    min.         $55-500 l2'/j    mln. 

Captured NBC  TV   Film  Phillips    Lord  26'/2  min. 
Sales 

26t 
Play  Golf  with  Consolidated  Sportsvision 

the   Champions  TV  Sales 

General    Electric  Stuart    Reynolds       Sovereign    Prod.       25    min. 
Theatre 

I    Led  Three 

Live* 

Ziv 

100%   Class    A 
Shooting 

Straight 
Princeton  Princeton  30  min. 

Film  Center  Film  Center 

Inner    Sanctum NBC  TV    Film         Galahad  Prod.  26'/a  mln. Sales 
VARIETY 

Jea    Palooka Guild    Films  Guild    Films  30  min 

On   Stage  with  Dynamic   Films         Dynamic   Films         15  min. 
Monty    Woolcy 

Interviews    of    the       Academy   Films         Academy   Films         15   mln.  $50-400 
Century 

Pulse   of  the   City       Telcsceno  Teleseene  l2'/2    min.  $50-750 

Sovereign     Thi  .itre      Stuart    Reynolds       Sovereign    Prod.        26    min.  100%    Class   A 
Old    American  Kling 

Barn    Dance 

Kling 

26' 2    min  $50-675 

«.«£  R'£  »TbB!BrreffiSid.haSAvai.aybta  in^a^-andVh^ '"'  ̂ IoT^onI^  «2S  T^VTST     ̂ 3!iMet  in  ea'"  "J     \Ru"  •»*""'*  -J" 
anauic  in   mac*  ana-wnire  or  color.      SPONSOR    invites   all    TV    film    syndicators    to    send    information    on    new    films. 

48 (See  Film  Notes  column,  page  52) SPONSOR 



get  set. . .  GO! 
Soon  .  .  .  within  a  day  or  two  of  October  1st 

.  .  .  Memphis — capital  city  of  the  Mid-South 

Empire  .  .  .  Memphis,  center  of  the  nation's 

eleventh  wholesale  market  .  .  .  Memphis — serv- 

ing four  million  people  with  purchasing  power  in 

excess    of    two    and    one-half    billion    dollars    will 

have  a  new  and  powerful  sales  force  ready  to 

work  for  you.  Soon  WHBQ — a  Columbia  TV 

affiliate — will  be  on  the  air. 

ft  ft  ft 

It's  not  too  early — nor  too  late — to  get  in- 
formation  on   rates  and   availabilities. 

CHANNEL  13  •  A  New  Columbia  Affiliate 

OFFICES:  HOTEL  CHISCA    .    MEMPHIS.  TENN.      •    REPRESENTED   NATIONALLY  BY  JOHN  BLAIR  &  COMPANY 
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Hftik 
for  total-U.S.  covera 

for  better  daytime  sellii 

for  TV-resistance  after  da 

for  dominance  of  Non-TV  Ameri 

for  mass  audience,  day  or  nig 

for  campaign  results,  '53  sty j 
for  sales  economy,  your  styn 

for  maximum  flexibili 

for  immediate  detai I 



r^O  stations  in  the  world's  largest  network 

i  itronger-than-ever  lineup  of  daytime  programs 

i  iws,  music,  drama  upgraded  at  peak  evening  hours 

'i  >-to-l   listener  preference  over  any  other  network 

i   w  ways  to  win  cumulative  audience,  all  week  long 

nsistent  highs  in  homes-per-dollar  performance 

insistent  lows  in  actual  time-and-talent  cost 

twork  radio  geared  to  your  needs  today 

Ongacre  4-8000  in  New  York  and 

WHitehall  4-5060  in  Chicago 

iki&L  Hs@gi^kg@ig<&i|j' 
000JWA  feM^f 



WKJF-TV 
53 

PITTSBURGH 

gjllllllllllllllllllUIIIIIIIIIIIIIIIIIIIIIIIII! 

'NOW  ON  THE  AIR" 
WITH  OUTSTANDING 

*NBC  PROGRAMS 
AND  THE  BEST  IN  LOCAL 

ENTERTAINMENT 

WKJF-TV 
Takes  Pittsburgh's 

21/4  Billion 
MARKET     OUT     OF     THE 
SINGLE  STATION  CATEGORY 

Phone    Wire    or    Write 

for  Complete  Data 

•EFFECTIVE    SEPT.    1 

WEED  TELEVISION 
350    Madison  Ave. 

NATIONAL    REPRESENTATIVES 

i 

■    6TI 
A 

ai  mn 
(This  issue  SPONSOR  inaugurates  a 

new  feature  in  the  Film  .Xotes  column. 

Every  column  from  now  on  will  con- 
tain an  article  by  a  different  syndicator 

giving  tips  on  how  best  to  use  syndi- 
cated TV  films;  posing  problems,  or 

citing  case  histories  of  advertisers 

who've  successfully  used  the  films.  The 
first  article  appears  below.) 

Oiler  exclusive  product 
to  make  merchandising  pay 

by  Arthur  Gross,   operations  director, 
Guild    Films    Co..    New    York 

Mr.  Jones,  an  appliance  dealer  in 

Middletown,  U.  S.  A.,  buys  a  half-hour 
13-week  syndicated  film  show  in  July. 

He  gets  his  ad  agency  to  prepare  some 
three-minute  commercials.  He  sends 

out  some  of  the  publicity  releases  and 

pictures  the  syndicator  has  supplied. 
Then  he  sits  back  and  waits.  He  gets 

calls  from  viewers  thanking  him  for 

the  show  and  complimenting  him  on 

his  good  taste.  Some  of  his  regular 
customers  drop  by  to  congratulate  him. 

But  by  September  he's  getting  wor- 
ried. Why?  His  sales  are  just  about 

the  same  as  before  he  started  sponsor- 
ing the  program. 

What  was  wrong?  The  show  was  a 

good  show — the  comments  proved  that 

point — and  it  was  backed  up  by  stand- 

ard merchandising  procedure.  Wasn't that  enough? 

The  answer,  in  many  cases,  is,  "No." 
You've  got  to  go  beyond  preparing 
promotion  kits  and  feature  story  ma- 

terial to  get  dollar  results  for  the  local 
advertiser. 

At  Guild  Films,  we  keep  three  things 

in  mind  when  planning  a  merchandis- 
ing campaign: 

1.  Offer  the  public  some  product  or 

service  it  cant  get  anywhere  else. 

2.  Make  sure  the  product  or  ser- 
\  ice  has  prestige  value. 

3.  If  the  show  is  built  around  a 

single  personality,  make  the  personali- 
ty work  for  the  sponsor  off  the  TV 

-   11  i'ii  as  well  as  on  it. 

Example:    For   our   Liberace    show, 

*See  New  TV  Films  chart,  page  48. 

we  prepared  a  complete  advertising 
and  exploitation  kit.  In  addition,  we 

arranged  a  promotion  scheme  in  con- 
junction with  Columbia  Records.  The 

promotion  involved  the  disking  of  a 

special  record,  unobtainable  anywhere 
else.  The  record  (Liberace  playing 

"Dark  Eyes"  on  one  side,  his  own 

arrangement  of  Brahms'  Lullaby  on 
the  reverse)  was  offered  to  all  sponsors 
of  the  film.  By  ordering  in  quantities 

of  1,000  or  over,  a  particular  sponsor 

would  get  his  firm's  name  printed  on the  record  label.  Advertisers  are  free 

to  use  these  records  as  they  like  to  tie 
in  with  the  show  (for  instance,  a  bank 

offered  the  record  free  to  anyone  open- 

ing an  account  with  a  $10  initial  de- 
posit ) .  Advertisers  were  advised  to 

play  up  the  recordings  as  collectors' 
items  (here's  where  the  prestige  comes 
in )  unavailable  anywhere  else  in  the 

area.  In  just  10  weeks  we've  gotten  or- 
ders for  over  30,000  disks. 

Or,  take  the  merchandising  setup 

we're  now  planning  for  our  Joe  Paloo- 
ka  show.  The  show  is  built  around 

Ham  Fisher's  comic  strip  character 
who  symbolizes  the  ideals  of  American- 

ism to  70  million  readers. 

To  tie  in  with  the  show,  we're  or- 
ganizing local  Joe  Palooka  fan  clubs. 

The  purpose  of  these  clubs  will  be  to 
encourage  kids  to  carry  out  the  ideals 

Joe  Palooka  embodies.  Because  mem- 
bership kits  are  obtainable  only  from 

the  sponsors  of  the  show,  they'll  work 
to  sell  his  product. 

Right  now,  we're  assembling  com- 
plete fan  club  kits  (including  club 

cards,  buttons,  autographed  pictures  of 

Joe  and  Knobby)  which  we'll  make 
available  to  sponsors.  These  kits  can 

be  given  away  for  box  tops,  for  new 
bank  accounts,  for  can  labels.  Here 

again  you  have  the  elements  of  ex- 
clusivity, of  prestige  and  of  making 

the  shows  "star"'  work  for  the  sponsor. 
Sure,  merchandising  always  helps. 

But  to  make  it  really  pay  you've  got  to 
go  beyond  what  everybody  else  does 
and  find  a  new  angle  geared  to  suit 
\  our  own  situation. 

Consolidated  hits  S3  million:  Con- 

solidated TV  Sales  grossed  83,000,000 

in  its  first  year  of  operation  I  year 

ended  1  August  19531.  Peter  M.'Ro- beck,  general  manager,  has  announced. 
Of  a  total  of  753  sales  made  during 

the  year,  82'  <  were  made  directly  to 
stations,  the  remainder  to  agencies  and 

advertisers.  *  *  * 

52 
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Milwaukee  is  switching  to 

WCAN-TV 
CUSpep^TJ 

The  line  forms  to  (he  left  for 
Channel   25.    And,   all   over   town 

Milwaukeeans   by   the   thousands 
are  flocking  to  get  in  line  .  .  .  for 

they  want  to  see  WCAN-TV. 

In  person  and  on  the  phone,  Milwaukee 
is  making  arrangements  to  have  its  TV  sets 

ready  for  WCAN-TV.  New  sets  are  being  bought, 
old  sets  adapted,  ALL  FOR  CHANNEL  25. 

Skeptical?  So  were  we  until  we  got  in  line  with 

Milwaukee.   From  the  ever  reliable  party  line*,  we 
learned  that  16  percent  of  the  people  called  already 

have  adapted  their  TV  sets  for  Channel  25.  What's  more, 
an  additional  46.1  percent  said  they  will  be  ready  for 
WCAN-TV  within  3  months.    This  means,  in  round  numbers, 

that  nearly  70,000  TV   sets   are   ready   NOW,   and    192,000 
more  will  be  ready  for  Channel  25  within  3  months. 

So,  get  in  line  with  Milwaukee  by  lining  up  with  WCAN-TV. 

An  impartial  telephone  survey 
supervised  by  Dr.  A.  A.  Suppan. 
Director  of  Extension  program 
Wisconsin   State   College. 

For  WCAN-TV  is  catching  the  *^^- in  Mi 

7  SEPTEMBER   1953 

channel Milwaukee 
represented  nationally  by  0.  L  Taylor  &  Co. 

Alex  Rosenmon,  New  York,  Business  Mgr. 
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"mF* IN  JUST  4  WEEKS  THESE  SMART  STATION 
OPERATORS  SIGNED  THIS  GREAT  SHOW 
5  HOURS  PER  WEEK  FOR  MAXIMUM  PROFITS! 

SAN  ANTONIO DETROIT SAN  FRANCISCO 

WOAI CKLW KGO 
50  KW-NBC 50  K  W  -MBS 50  K  W  -ABC 

BOSTON INDIANAPOLIS MEMPHIS 

WHDH WFBM WMC 
50  K  W-IND. 5   K  W  -CBS 5K  W-NBC 

JACKSONVILLE 

WMBR 
5  K  W  -CBS 

ST.  LOUIS 

KSD 
5  K  W  -NBC 

DALLAS-FT. 
WORTH 

WFAA 
5  K  W -ABC 

BURLINGTON,  VT. MIAMI HOUSTON 

WCAX WIOD 
KXYZ   , 

5   K  W  -CBS 5  K  W  -NBC 

- 

5  K  W -ABC 

WGST  AHofita.  Ga.  5  KW.  ABC  WFLO  FGMtwille,  Va.  *Ot>0  W. 

KFJI  Klamath   Falls.  Ore.  5  KW.  MBS  WBCU  Union,  S.  C.  1000W. 

KWBU  Corpus  Christi,  Tex.  50  KW.  IND  WDLP  Panama  City,  F»*  1000  W. 

WNOW  York,  Pa.  1000W.  IND  KOTA  Rapid  City,  *,  b.  5  KW. 

WLAK  Lokeland,   Fla.  1000  W.  NBC  WFSC  Somerset,  Ky.  250  W. 

KVOC  Casper,  Wyo.  250  W.  NBC  KWYO  Sheridon,  Wyo.  1000W. 

WHOS  Decatur,  Ala.  1000  W.  IND  WLIO  East  Liverpool,  Ohio  1000  W. 

WIKC  Bogalusa.   La.  250  W.  NBC  KRNR  Roseburg,  Ore.  250  W. 
WCSI  Columbus,  Ind.  250  W.  IND  WRUM  Rumford,  Maine  250  W. 

WSAI  Cincinnati,  O.  5  KW.  ABC  KGNC  •Amarillo,  Texas  10  KW. 

WPLA  Plant  City,   Fla.  250  W.  IND  WWBZ  Vineland,  N.  J.  1000W. 

WSPD  Toledo,  O.  5  KW.  NBC  KOSY  Texarkana,  Texas  10O0W. 

KJFI  Webster  City,  Iowa  250  W.  IND  WJMA  Orange,  Va.  250  W. 

WDOV  Dover,  Del.  1000  W.  IND  WKBZ  Muskegon,  Mich.  1000  W. 

WTWN  St.  Johnsbury.  Vt.  250  W.  IND  KRDO  Colo.  Springs,  Colo.  250  W. 

KCRA  Sacramento,  Calif.  5  KW.  NBC  KBLO  Hot  Springs,  Ark.  1000  W. 

WGGH  Marion,  III.  500  W.  IND  WHOK  Loncoster,  Ohio  500  W. 

KWBG  Boone,   Iowa  1000  W.  IND  WCRS  Greenwood,  S.  C.  250  W. 

WING  Dayton,   O.  5  KW.  ABC  WBRN  Big  Rapids,  Mich.  500  W. 
WSNW  Seneca,  S.  C.  1000  W.  IND  WHUN  Huntingdon,  Pa.  250  W. 

WATM  Atmore,  Ala.  1000  W.  IND  WOBT  Rhinelander,  Wise.  250  W. 

NEW   CONTRACTS  ARE   POURING  IN  DAILY  .  .  . 

HURRY!  HURRY!  WRITE,  WIRE  OR  PHONE  TODAY! 

YOUR   MARKET  MAY  BE  SOLD    TOMORROW! 

RADIO'S
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Radio 
' 

...and  now  a
 «•,..!.  h«  •«•-!££ 

TV 
::i.i-:~ii:;-::.::::'-Ji 

by  Bob  Foreman 

Mm  ack  in  the  good  ole  days  when 
folks  were  adjusting  headphones 

nightly  on  their  superheterodynes, 
they  had  little  trouble  identifying 

program  sponsors.  Everyone  who 
was  hep  enough  to  know  that 
KDKA  was  in  Pittsburgh  was  also 

quite  aware  that  Pepsodent  had  the 
Amos  V  Andy  show  and  that  a 

singer  named  Crosby  was  on  for 
Cremo  Cigars  and  the  A  and  P 

Gypsies  weren't  paid  for  by  Bo- 

hack's. 
In  that  era,  program-product  as- 

sociation, now  referred  to  as  spon- 
sor identification,  was  automatic, 

essential  and  effective.  In  fact, 

there  are  many  products  still  up 

front  on  dealers'  shelves  which 
owe  their  start  in  life  to  their  close 

relation  to  a  specific  radio  pro- 
gram or  radio  star. 

Them  days  has  gone  forever. 
The  new  monster,  television,  has 

all  but  made  it  impossible  for  ad- 
vertisers with  less  than  astronomi- 

cal budgets  to  get  into  television 

w  ith  programs  that  are  solely  their 
own.  Sharing  is  the  order  of  the 

day — or  as  Pat  Weaver  once  pre- 
dicted (he  it  was  who  designed 

NBC's  Your  Show  of  Shows  and 
Today) — TV  is  like  a  magazine  in 
which  a  number  of  advertisers  buy 
into  the  editorial  content. 

Not  only  the  economics  of  the 
medium  but  such  facts  as  the  ex- 

pandability of  a  Godfrey  added 
further  grist  to  the  mills  of  those 

who  believed  that  television  spon- 
sors should  be  lessees  (partici- 

pants) rather  than  property  own- 
ers in  the  medium. 

Scarcely  a  13-week  cycle  goes 
by  that  another  advertiser  who  had 
the  luxury  of  sole  sponsorship 

doesn't  go  alternate  weeks  with 
some  non-competitor  picking  up 

the  intervening  weeks.  And  the 

list  is  growing.  With  it  has  come 
a  new  philosophy,  one  which  may 

or  may  not  be  wishful  thinking. 

In   Thirties,   sponsor  identification   was   automatic.     For   example,    everyone   connected    "Amos   'n' 

Andy"    (below)    with    Pepsodent.    Today,    high  TV  costs  force   split  sponsorships,   says    Foreman 

It  i>  this:  An  advertiser,  regard- 

less of  budget,  is  better  off  partic- 
ipating in  several  shows  rather 

than  -inking  all  his  dollars  in  one. 

It  is  a  philosophy  of  diffusion — a 
credo  based  upon  the  widest  dis- 
semination  of  advertising  copy  and 
a  desire  to  reach  as  many  new  eyes 

and  ears  as  possible.  Even  if  you 
have  a  successful  show,  successful 

in  audience  as  well  as  selling,  the 

Theory  of  Diffusion  dictates  that 

you  parcel  off  alternate  weeks, 
utilizing  the  dollars  saved  to  co- 

sponsor  somebody  else's  successful 

(you  hope)  vehicle. Since  no  one  has  ever  been  able 

to  set  a  measuring  stick  of  any 

kind  alongside  the  emotional  im- 

pact of  show-ownership  and  how  it 
affects  the  viewer — since  nobody 
has  ever  been  able  to  set  a  dollar 

value  on  sole-ownership — there  is 

little  evidence  that  diffusion  is  any- 
thing but  wisdom  itself.  However, 

because  of  the  importance  of  the 

question,  it  seems  incumbent  upon 
at  least  one  of  the  dozens  of  re- 

search organizations  who  are  liv- 

ing off  the  medium  that  some  ba- 
sic criteria  be  established. 

Meanwhile  there  is  an  expand- 
ing sheaf  of  evidence  that  dual  (or 

triple  or  quintuple)  sponsorship 
does  work  over  and  above  merely 

making  it  possible  for  limited  bud- 
get advertisers  to  indulge  in  TV. 

Godfrey,  parlayed  across  more 
products  than  a  rack  jobber  car- 

ries, seems  to  perform  yeoman  ser- 
vice for  all.  Spot  broadcasting, 

long  a  proven  method  of  attack,  is 
much  akin  to  participating  spon- 

sorship. Split  sponsorship  with 

cross-plugging  of  commercial  copy 

to  maintain  weekly  message  con- 
tinuity is  a  growing  rather  than 

lessening  approach — even  for  the 
big-league  spender. 

The  only  real  problem  created, 

as  far  as  I  can  see,  is  that  the  ha- 
rassed account  man  under  the  in- 
fluence Saturday  nights,  sounds  a 

little  silly  boasting  about  "my  tel- 
evision show"  when  there's  a  good 

chance  someone  else  at  the  same 

bar  is  saying  the  same  thing  about 
the  same  show. 
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m 
1. 1  story  Itoiircl 
I  column  tpotuored  by  <</i<-  <</  the  leading  Jilm  producer*  In  leieviaicm 

§    \  It  It  A 
NEW     YORK      200    EAST    56TH     STREET 

CHICAGO      16    EAST    ONTARIO    STREET 

Lllr  ">-    t 

Ik 

SARR  \  proves  linw  exciting  .1  nutrition  story  can  be  in  tins  new  series  <>i 
I  \  commercials  foi  the  American  I  >.ni  \  Association.  Dr.  rierrell  De  Graff, 
outstanding  food  authority  and  Professot  ol  Food  Economics  at  Cornell, 

gives  the  weight  <>l  his  expert  knowledge  i'>  the  message:  "Drink  >nu  two 
three  glasses  ol  milk  .1  day."  Stop  motion  shows  the  glasses  mysteriously 
filling  up.  Human  interest  scenes  dramatize  milk's  value  in  low  <.il<>i\  diets 
.  .  .  in  baby  feeding  .  .  .  and  foi  .ill  ages.  Produced  by  SARRA  Foi  American 
l).in\    Association,  through  Campbell-Mithun,  Inc. 

SARR  \.  In«. New   York:   200   East    56th   Street 
(  Iik  ago:    16    1  asi    Ontario   Street 

\n  .1111.1  (ii  oriental  magu  introduces  each  oi  .1  series  "I  I  minute  l\  spots 
made  l>\  SARR  \  foi  La  Choy  American-cooked  ( ihinese  foods.  I  0  the  clang 
■  •I  Chinese  gongs  swirling  mists  dissolve  u>  reveal  this  girl  with  .1  I  1  Choy 

|>.i(k.i-(.  \|)|)tiiic  .ippcal  .ind  "how  to"  live  action  shots  show  how  <  .is\  it 
is  to  prepare  .1  delicious,  money  s.i\in'_;  La  Choy  meal.  Expert  photography 
.nul  lightness  ol  touch,  combined  with  bard  sell,  give  the  effectiveness  \<>w 
expect  "I  SARRA  commercials.  Produced  I01  lie. mid  Foods  Company, 
through  Foote,  Cone  and  Belding. 

SARR  A,  Inc. 
\<  m    York:   200   East    56th   So 

(  hit  ago:    16    1  .oi    ( )ni.ii  io   Street 

Wmwt"**- *^*  ̂ * 

7   
 '/' 

£ 

SARRA  rings  delightful  changes  on  .1  strong-selling  theme  in  .1  series  ol 
1 -minute  1  V  commercials  for  Champagne  Velvet  Gold  Label  Beer.  In  home, 

tavern,  picni<  and  spoils  settings,  expertly  cast  "folks"  are  shown  enjoying 
then  evening  beer.  Ingenious  "time"  devices  mark  off  the  hours  ben 
j  .nul  7  P.M.  to  symbolize  the  message:  "Aftei  work,  before  suppei  .  .  a 
Inn  that  tastes  better  when  yout  taste  is  keenest."  I)(ii  product  identifies 
tion  climaxes  each  closing.  Produced  by  SARRA  foi  lnu  Haute  Brewing 
Company,  Inc.,  through  Weiss  and  Geller,  Inc. 

SARR  \.  Inc. 
V  w    York:    200   1  asi    56th    Street 
Chicago:    lii   East    Ontario   Street 
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NEW! 
NEW! 
NEW! 

KOAT-TV 
ALBUQUERQUE,  N.  M. 

commercial  reviews 

25,000 
watts 

(RADIATED    POWER) 

LV 

u  .I  skyrockete
d  irorn  
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 ■•  °  -fer
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'ABC 

TV  AFFILIATE, 
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A 

t0  KOA
T-Ty 

..BL0E  cH\p  ' 

on  tne  a
ir 

DuM°«  Multi-Scanner 
L<"9e  Rear  Screen Projection 

Mobile  Microwave 

UP  Te'*P"oto  Pictures 
Ou^de  Shooting  Area 

"50-52  Feature  Movie, 

Spanish  Feature  Movie. 

°"<J  Salesmanship 

smaifttt '  v  in  Albuquerque  (musri "congest    city    in     the     U Albuquerque     is     the     hub    of 

^cdhne-moking   
mQrkef  °f    a 

9o;cUcsMrhb,'rme "finds"      l'-  U'0US     Uraniu- 

Pr^ec/s     Dm9"SiZe     Go
— ent 

-Sd  p:°Q;s:rous  .*■"»** 

industries. 

Siphon   off  your  sflQre     f P-Perous  0nd  receptive  ™*^ 

BUY  KOAT-TV..  T0DAy 

KOAT-TV? 
***5^     25/°E°?  ALBUQUERQUE, N.M. j--**"^  ^^^     worts    t.K.r. 

ABC-TV  | 
affiliate 

L  H.  CtDWEll.  Prtsillit  PHIL  HOFFMAN.  Vict  Put M|r.  H.  W.  WtMBEHU.  StCT-TrejS. 

Affiliated  with  KOAT  RADIO 

SPONSOR; 

AGENCY: 
I'll  or,  RAM  : 

TELEVISION 

Bobbi  Pin  Home  Curl  Wave 
(Toni  Co.) 
Tatham-Loird,    Chicago 
Announcements 

This  spot  opens  up  with  a  couple  of  cute 

looking  girls,  each  featured  on  the  cover 

of  Seventeen  magazine.  Having  estab- 

lished this,  the  magazines  dissolve  off  and 
we  move  in  close  and  unfreeze  one  of  the 

girls  (who  hardly  needs  unfreezing) .  She 

then  goes  into  a  very  effective  demonstra- 

tion of  the  product  that  even  I,  with  my 
minimum  of  hair,  could  follow. 

The  key  words  are  superimposed  to  add 

video  impact  to  the  demonstration  and  to 

please  Mr.  Gallup  and  Mr.  Robinson. 

All  in  all  this  copy  represents  a  most 
effective  use  of  television,  since  it  is  fast- 

paced,  makes  effective  use  of  demonstra- 

tion and  has  good  visual  continuity  as  well 

as  impact.  A  most  convincing  announce- 

ment, I'm  sure,  to  the  people  at  whom  it 
is    beamed. 

sponsor:  Super  Coola 
agency:  Ted  Bates  &  Co.,  N.Y.C. 
PROGRAM :  Announcements 

Super  Coola  intends  to  carry  the  fight 

against  glass  containers  in  as  dramatic  and 

boisterous  a  fashion  as  possible.  By  use 

of  such  violent  opticals  as  burst  wipes  and 

a  real  punchy  sound  track,  this  product 

does  a  most  effective  job  in  its  attempt  to 

put  the  bottle  in  the  same  category  as  the 

surrey  with  the  fringe  on  top. 

A  lot  of  empty  bottles  open  up  one  of 

the  spots.  Also  there  are  broken  bottles. 

And  there  is  a  most  graphic  comparison 

proving  that  both  bottles  and  Super  Coola 

cans  contain  the  same  amount  of  beverage 

despite  the  smaller  look  to  the  Super  Coola 

can — plus  an  effective  and  quick  insert 

showing  how  neatly  the  cans  store. 

But  the  Super  Coola  people  are  smart 

enough  not  to  let  the  entire  sales  pitch 

fall  on  the  container.  In  order  to  make 

clear  that  theirs  is  a  tasty  beverage,  too, 

wc  see  a  cute  youngster  enjoying  the  prod- 

uct to  get  the  story  of  the  various  flavors. 

In  a  field  where  competition  is  heavy  and 

well  established,  the  hard-hitting  approach 

of  these  announcements,  given  sufficient 

frequency  and  time  to  establish  the  prod- 
uct, should  make  some  sort  of  a  dent 

in  the  market.  *  *  * 
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RAMBLIN'    JIMMY  DOLAN 
In  San  Francisco,  he's  the  shortest  distance  between  yon  and  yonr  customer 

Jimmy  Dolan's western  music  program 

on  KYA  rambles  along 

very  comfortably  until 

time  for  his  sponsor's 

commercials ...  then  he's 
gently  but  firmly  direct. 

Clearly,  he  gets  his  sales 

points  across   

room  groups,  priced  at  $129.00  each,  sold  for  one  sponsor  xcilhin  two  iceeks 

automobiles  sold  for  one  flcalcr  in  one  tuck 

Selling  everything  from  watchei  to  wading  pools  for  a  retail  jetcelry 
chain  icith  stores  in  all  parts  of  the  San  Francisco  Hay  Area. 

National  advertisers  of  these 

and  allied  products  .  .  . 

appliances,  automobile 

accessories,  fountain  pens,  etc. 

.  .  .  can  get  the  same  benefits 

by  buying  participations  in 

Jimmy  Dolan.  For  that  matter, 

so  can  anyone  who  wants 

to  sell  his  products  in  the 

San  Francisco  Bay  Area. 

We  look  forward  to 

your  inquiries. 

Saft  £jraj*cf*co 

Represented  nationally  by  George  W.  Clark, jlnc. 
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AHOUSE 

£9# 

Ask  a  youngster  to  draw  a  house,  and  the  chances  arc  he'll 
top  it  off  with  an  antenna  —  almost  without  thinking  about 

it.  The  way  you  used  to  curl  the  chimney  smoke  in  your  own 

small-fry  pictures. 

This  may  surprise  you  if  you  still  think  of  television  as  a 

new  advertising  medium.  But  a  house  today  is  hardly  com- 

plete without  television.  Television  is  already  part  of  every- 

day living  in  25  million  homes— and  a  half  million  additional 

sets  are  installed  every  month. 

For  a  television  antenna  is  a  sign  of  welcome  to  people 

with  something  to  say— and  show— in  advertising,  as  in  enter- 

tainment, sports,  news,  and  public  affairs.  It's  a  sign  of  almost 
five  hours  of  daily  welcome  on  the  average  screen  — which 

displays  products  to  more  people,  with  more  appeal  and  im- 

pact, than  any  other  medium  in  advertising  history. 

What  assures  you  the  biggest  welcome  in  customers' 
homes  is  a  good  program.  And  the  network  with  the  most 

popular  programs  is  CBS  Television  —which  consistently  wins 

most  of  the  top  ratings  where  popularity  can  be  compared: 

in  the  major  markets  where  networks  compete . . .  It's  the  net- 

work that  can  take  your  program  — and  product  — with  the 

greatest  economy  into  American  homes.  CBS  TELEVISION 
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CHILDREN  S   PLAY   SET 

SPONSOR:   Ploio  Products  AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  Cartoon  Time  was  the 

Kill  program  this  sponsor  chose  to  plug  a  $2  children's 
l>la\  item — a  tracing  device  made  of  celluloid  which  en- 

ables anyone  to  (Iran  cartoon  characters.  The  show  is 

telecast  each  afternoon  5:30-6:00  p.m.,  features  KTTl 

personal  it  \  Sheriff  John.  One  participation  on  one  pro- 

gram brought  in  306  orders  for  the  tracing  set.  This  was 

$732  worth  of  orders  for  an  air  investment  of  $100. 

BOYS    OVERALLS 

KTTV,  Los  An-  I.  - 
PROCRUI:    Cartoon   Time 

TV 
results 

WATERPROOF  WATCH 

SPONSOR:  Henke  &  Pillot  AGENCY:  Aylin  Adj 

CAPSULE  CASE  HISTORY:  Late  one  Wednesday  evt 

ning  super-market  chain  Henke  &  Pillot  telecast  on 

20-second  announcement  advertising  boys  overalls  at  i 

reduced  price  I  $2.29  per  pair).  Thursday  at  9:00  a.m. 

all  30  of  the  chain's  super  markets  were  thronged  wit) 
customers  for  the  overalls.  By  12:00  noon  they  had  sou 

1.200  pairs  at  a  sales  gross  of  $2,748.  The  stores  wen 

forced  to  order  additional  stock  to  meet  the  demand.  Tht 

announcement  cost  the  sponsor  $96. 

KPRC-TV,  Houston  PROGRAM:  Announcement 

SEWING  MACHINES 

SPONSOR:  Bry-on's  dewing  Machine  AGENCY:  Direct Exchange 

CAPSULE  CASE  HISTORY:  Bry son's  first  investment  in 

TV  advertising  was  on  WTVVs  Bob  Lynn  Show  (Monday 

through  Friday,  9:00-9:30  a.m.).  The  first  participation 

brought  in  six  calls  within  one  hour  after  the  show  and 

resulted  in  four  direct  sales  of  sewing  machines  at  a  cost 

to  the  sponsor  of  $35.  Sponsor  is  now  on  five  daytime 

participating  shoivs  on  WTV },  Miami. 

WTYJ,  Miami PROGRAM:  Bub  Lvnn  Show 

RUGS 

SPONSOR:  Feder's  Jewelers AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  To  push  a  waterproof  watch 

selling  for  $17.95,  this  sponsor  bought  a  Front  Page  De- 

tective program  (film  series  distributed  by  Consolidated 

TV  Sales).  The  next  day,  as  a  result  of  the  one  telecast, 

Feder's  sold  122  watches  at  a  sales  gross  of  $2,189.90 
on  this  item  alone.  In  several  instances,  says  Feder  Presi- 

dent Arthur  Cohen,  they  were  able  to  sell  a  better-grade 

watch  to  those  who  came  in  as  a  result  of  the  program. 

The  sponsor's  investment  was  about  $275. 

KROD-TV,  El  Paso PROGRAM:  Front  Page  Detective 

FROZEN  FOOD  PLAN 

SPONSOR:   Radio  &  Appliance  Corp.  AGENCY:   Direct 

<  VPS1  II  «  W  HISTORY:  This  Nashville  distributor 
of  Admiral  Appliances  ivanled  to  develop  leads  for  Ad- 

miral s  food  plan  [which  involved  purchase  of  a  large 

quantity  of  frozen  foods  plus  an  Admiral  home  freezer). 

It  bought  a  half-hour  program  on  WSM-Tl  .  included  a 

phone  number  in  the  commercials  so  that  people  could 
call  for  additional  details.  Within  two  hours  120  calls 

had  come  in.  Out  of  these  leads  15  Admiral  freezers, 

ranging  in  price  from  (429.95  to  $799.25,  were  sold  in 
the  next  tn  o  necks. 

\V>MTV,    Na-lmll.- PROGRWI:    Half-hour   show 

SPONSOR:  Nassif  Rug  Co.  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  For  its  first  venture  into 

television  the  Nassif  Rug  Co.  of  Sioux  City  purchased  a 

15-minute  newscast  on  a  Sunday  evening  (8:45-9:00 

p.m.).  The  next  day,  Monday,  the  company's  gross  re- 
ceipts ran  up  to  $2,000,  which  reflected  about  a.  $1,000 

increase  over  usual  business  for  that  day.  This,  accord- 

ing to  owners  Nick  C.  and  O.  J.  Nassif,  proved  to  be 

representative  of  business  the  rest  of  the  week — it  was 

just  about  doubled.  Cost  of  the  program:  $125.  Spon- 
sor bought  the  Sunday  night  newscast  for  52  weeks. 

KYTV,  Sioux  City,  Iowa  PROGRAM:  Newscast 

BANK 

SPONSOR:  Eagle  Savings  &  Loan  Co.  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  The  Eagle  Savings  and 

Loan  Co.  was  out  to  get  new  depositors — or  at  least  to 

enlarge  the  accounts  of  old  depositors.  It  turned  to  WLW- 

T,  purchased  a  schedule  of  22  10-second  l.D.'s  per  week. 
Commercials  offered  a  steam  iron  free  to  each  depositor 

who  either  added  $1,000  to  his  present  account  or  who 

opened  a  neiv  account  of  $1,000  or  more.  At  the  end  of 

the  first  neck,  the  bank's  coffers  had  been  suelled  by 
more  than  $1,000,000  in  new  deposits.  After  four  months, 

Eagle  had  increased  its  deposits  by  more  than  $4,000,000. 

WLW-T.  Cincinnati 
PROGRAM:    10-<econd  l.D.'s 



THE  PROOF   OF 
THE 

is  in  the  mail-pull 

MARKET 

NBC 
TV-Affiliate 

Represenfed  by 

JACK'S   JUKE  BOX 

W  D  E  L  -  T  V 
Wilmington,   Delaware 

CHANNEL 12 
A  four-state  favorite— Jack's  Juke  Box, 

WDEL-TV  Saturday  night  disc  Jockey  show 

featuring  Jack  Reynolds,  pulls  loyal,  enthusiastic 

audience  response  from  Delaware,  Pennsylvania, 

New  Jersey  and  Maryland— a  market  whose 

people  have  $1,730,561,000  to  spend 

every  year.  To  reach  this  big  prosperous 

market— to  increase  sales  for  your  product- 

buy  WDEL-TV— featuring  top  local, 

NBC  and  Du  Mont  shows. 

MEEKER WDEL 

New   York    •    Chicago 

Los  Angeles    •    San   Francisco 

AM      TV      FM 

Steinman  Station 
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a   forum  on   questions   of  current   Interest 

to   air   advertisers    and    their   agencies 

Mhttt  van  be  done  to  stimulate  conversion 

of  sets  to  UHF  in  establlshetl  VE1F  areas? 

Pearson 

THE  PICKED  PANEL  ANSWERS 

The  usual  stock 

answer  to  this 

question  would 
be — get  a  good 
network  afhlia- 
tion  with  a  strong 
lineup  of  top 
shows. 

However,     it's 
apparent      that 
scores     of     UHF 

stations  won't  be 
able  to  affiliate  with  any  of  the  four 
TV  networks  and  will  have   to   go   it 
alone  to  survive. 

Therefore,  the  problem  of  stimulat- 
ing conversion  in  established  VHF 

areas  is  one  that  calls  for  the  closest 
cooperation  between  the  UHF  station 
and  all  the  set  dealers  and  service  men. 

In  the  first  place,  UHF  installations 
must  be  correctly  and  very  carefully 
handled.  Proper  placement  of  the  an- 

tenna seems  to  be  the  most  important 
factor  in  determining  the  qualitv  of 
UHF  reception  and  most  certainly  su- 

perior reception  provided  by  UHF 
must  be  guaranteed  if  set  owners  are 
to  go  to  the  expense,  however  nomi- 

nal, to  convert  their  sets  to  UHF.  No 
one  questions  the  fact  that  UHF  is  out- 

standing from  a  quality  signal  stand- 

point. 
It  is  imperative  that  station  opera- 

tors and  dealers  and  service  organiza- 
tions must  work  hand  in  hand,  check- 

ing frequently  with  each  other  on  re- 
sults obtained.  Trouble  spots  should 

be  thoroughlj  investigated  promptl) 
and   steps  taken  to  correct  the  cause. 

Programing  also  musl  be  made  at- 
tra<  rive,  ami  the  quickest  and  surest 
way  to  wi„  friends  and  influence  view- 

ers i>  lo  give  them  g   I  programing 
thai  the)  cannot  or  do  not  gel  from 
the  competitive  VIII  station.  Regional 
news  coverage  ami  sports  are  gennalK 

regarded  as  sure  fire,  especially  in  mul- 
tiple-station markets.  The  station  clev- 

er enough  to  arrange  the  most  inter- 
esting program  fare  is  the  station  that 

will  get  the  audience,  whether  it  be 
UHF  or  VHF. 

Where  VHF  covers  a  market  from 

outside,  it  is  sound  logic  to  have  deal- 
ers demonstrate  in  the  stores  and  dis- 

play windows  the  picture  quality  from 
the  outside  VHF  as  compared  with  the 

home-town  UHF.  In  practically  every 
instance  the  UHF  quality  will  be  much 

clearer  and  sharper  and  energetic  sales 

people  will  be  quick  to  see  the  oppor- 
tunity to  close  immediate  sales  for 

either  new  sets  or  conversion  units 

strictly  on  the  basis  of  superior  per- 
formance. Viewers  seek  the  best  and 

if  UHF  does  the  job,  UHF  will  win 
viewers. 

In  the  final  analysis,  "The  show  is 
the  thing"  and  if  a  UHF  station  cannot 
provide  network  programing,  then  it 

must  meet  the  challenge  with  intrigu- 
ing local  and  regional  features  plus 

smart  film  buys.  Independent  radio 
stations  have  survived  and  profited 

against  network  programing  and  we 
feel  independent  UHF  or  VHF  stations 
can  do  the  same. 

John  E.  Pearson 
President 

John  E.  Pearson  Television.  Inc. 
New  York,  N.  Y. 

WSBT-TV  went 
on  the  air  on 

Channel  34  on 
December  21. 

1952  in  South 
Bend.  Ind.,  in  a 

fringe  area  in 
which  VHF  re- 

ception was  con- sistently poor 

rather  than  good. 

That   \  iewers   re- 
Mr.  Welch 

reived  this  station  with  open  arms  is 

evidenced  by  the  fact  that  there  are 

now  nearly  70,000  UHF-equipped  sets 

in  the  station's  coverage  area. 
From  the  very  start  of  operations 

WSBT-TV  received  plentiful  orders 
from  all  four  TV  networks  that  en- 

abled the  station  to  present  top-notch 
chain  programs  with  pictures  that  gave 
the  area  a  new  concept  of  television 

quality.  The  network  shows  were  sup- 
plemented by  local  programing  of  spe- 

cial events,  news,  sports  and  weather, 

plus  high-rated  syndicated  films  and 
the  station  put  a  big  feather  in  its  cap 

by  bringing  the  Indiana  State  High 
School  Basketball  Championship  games 

to  its  coverage  area  for  the  first  time 
on  TV. 

Immediately  after  receiving  its  CP, 
WSBT-TV  started  a  series  of  dealer 

meetings  at  which  the  station  manage- 
ment gave  out  information  on  its  plans 

and  programs  and  gave  instruction  in 
the  basic  elements  of  UHF.  These 

meetings  were  supplemented  by  regu- 

lar mailings  to  dealers  and  distribu- 
tors that  kept  the  merchandising  end 

of  the  industrv  up  to  date  on  station 

progress. In  January,  the  station  and  its  news- 

paper-owner, the  South  Bend  Tribune. 
staged  a  massive  TV  display  at  Notre 

Dame's  Navv  Drill  Hall  and  30.000 

people  saw  television  shows  staged  and 

received  simultaneously  on  the  hun- 
dreds of  sots  on  display.  Dealers  and 

distributors  having  displays  at  the 

show  filled  a  special  48-page  TV  sec- 
tion published  by  the  newspaper. 

Close  dealer  cooperation,  good  pro- 

graming, consistent  promotion  and  ex- 
cellent pictures  have  since  combined  to 

create  thousands  of  new  television 

viewers  in  the  South  Bend  area.  \\  SBT- 

TV's  picture  is  now  simply  regarded 
a-  television.  Whether  its  I HF  or 
\Hf    is  no  lonirer  a  factor  as  far  as 
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\\  s|;  |    |  \  -  audiem  e  is  i  on<  ei  ned. 
\i  m   B.  Welch 

General   Han 
II  SB1  ll 

^aiiiii  Bend.  Intl. 

si 

\  i remendous  i"l> 
•  .in  be  done  i" 

stimulate    I    II  I 
I  >h\  CI  MI'll- >l  0" 

Mr.    Dodge 

vided  certain  ex- 

isting i  1 1 1 1 1 1 1 1  i  1 1  n  - 
iii-  rec<  ig  nized 
.incl  met.  rhis  "I 

course  is  particu- 
larl)  true  in  the 

single  V  I II  sta- 
tion markets. 

I  he  first  thing  thai  must  be  recog- 

nized  i-  thai  the  public's  demand  i"i 
television  ami  more  television  is  grow- 
ing  in  cyclonic  proportions,  hence  ii  is 

obvious  that  program  promotion  i~  "I 
\ital  importance.  B)  the  same  token, 
in  those  markets  where  single  \lll 

stations  have  Keen  enjoying  a  virtual 
business  monopoly,  their  efforts  to 

maintain  their  position  and  ignore  the 

people  s  desire  for  a  greater  range  of 

entertainment  and  a  choice  of  pro- 
grams  is  Bomewhat  reminiscenl  of  the 

ill-fated  King  Canute  and  hi>  demands 
upon  the  sea. 

W  bile  the  importance  of  program- 

ing cannot  be  overemphasized,  prob- 
al>l\  the  mosl  vital  factor  in  stimulat- 

ing set  conversion  is  the  need  For  edu- 
cating both  the  public  and  the  dealer? 

concerning  I  HF.  Set  owners  general- 
ly do  not  understand  the  difference  be- 

tween I  HF  and  \  HF  ami  what  the) 
musl  do  to  convert.  Television  dealers 

are  equal!)  vague  in  their  understand- 
ing and  have  had  little  experience  with 

the  characteristics  of  the  I  HF  signal. 

I  he  result  is  a  state  of  general  con- 
fusion that  must  be  clarified  before  a 

substantia]  number  ol  conversions  can 

be  expected. 

\niple  technical  information  and  in- 

struction for  the  dealers  and  simple, 
easil)    Understood,   printed    material   of 

the  "question-and-answer"  type  for  the 
public  are  a  must.   Obviousl)  with  this 
condition,  it  is  important  that  the  new 

I  HF  station  gets  its  test  pattern  on 

the  air  as  far  ahead  oJ  the  initial  pro- 
graming date  as  possible. 

The  local  dealer  organization   is  of 

the  utmost  importance  in  converting  a 
market,    for    the    simple    reason    that 

practical!)  ever)  set  owner  in  the  area 

[Please  turn  to  page  8.S  i 

Best  in  Baton  Rouge 

In  the  3rd  largest   Louisiana   Metropolitan   Market   More 

and   More   National    Spot    Advertisers    are    Using    WIBR. 

Because 
•k    Lowest   cost    per   thousand 

Largest    audience    gain    of    any     area    station    in    past    three    years*   

based  on  Hooper 

*    Onl\    Fulltime   independent    station    in    market. 

Leads  all  network  stations  in  total  quarter  hour  Hooper  rated  time 

periods  daytime. 

*    \\  new  National   Advertisers  in  last  'M)  days. 

*  Hooper— June,  July  1953 

won  ii 

fulltime 

Robt  ri  I  arte 
1         ■>,'!  Manager 

BATON     ROUGE 

LOUISIANA 

check   any    Walker   Representation    Company   office 

tor  details  and  availabilities 

7  SEPTEMBER   1953 

65 



Biff! 
8flLi^.-i..'.*J--    • 

Ififinor  group  tlevelops  comedy  talent  for  television 

Comedy  has  always  been  in  demand 

on  the  airwaves,  pulling  down  top  rat- 
ings. Now  with  TV  getting  bigger  and 

more  program-hungry  every  day, 

there's  a  fresh  and  ever-growing  mar- 
ket for  comedy  shows  and  stars. 

Aside  from  network  efforts  along 
these  lines  (NBC  TV,  for  instance,  ran 

a  Comedy  Development  project  last 
year),  one  organization  which  has  been 

working  for  some  time  toward  meeting 
the  demand  for  more  comedy  on  the 

air  is  the  National  Association  of  Gag- 
writers.  This  group,  with  almost  100 
local  chapters  in  key  cities  from  coast 

to  coast,  devotes  itself  exclusively  to 

the  development  of  comedy  talent,  both 
writing   and   performing. 

The  association  sponsors  "comedy 

workshops"  wherever  chapters  exist. 
The  workshop  in  New  York  City  meets 

twice  a  week,  devotes  Mondays  to  nur- 
turing comedy  scriptwriters,  Wednes- 

days to  cultivating  budding  comedians. 
Experts  from  all  aspects  of  the  comedv 

field  appear  as  guest  lecturers.  Among 

those  scheduled  to  speak  this  "semes- 
ter" (the  ninth  annual)  are  Jay  Bur- 

ton, staff  writer  for  Milton  Berle;  Bill 

Berns,  ABC  program  director;  Stan 

Dreban,  comedy  writer,  CBS;  Joe  Lau- 

rie Jr.,  Senator  Ford  and  Harry  Hersh- 
field.  (The  latter  three  were  members 

of  the  old  joke-panel  show,  Can  You 
Top  This?) 

For  practical  broadcasting  purposes 

the  association  is  making  available  to 
both  TV  and  radio  networks  a  Comedy 

Workshop  program,  an  all-comedy  tal- 
ent show  with  a  panel  format,  using 

writers  and  performers  discovered  by 

the  Gagwriters.  This  is  planned  to 
serve  not  only  as  a  program  but  as  a 
source  for  new  talent  and  comedy  show 
ideas  for  the  network. 

Organizer  and  head  of  the  National 
Association  of  Gagwriters  is  publicist 

George  Lewis,  who  can  be  reached  for 
further  information,  at  292  Madison 

Ave..  New  York.  *  *  * 

Gals  like  homemahing  shows  best,  recent  survey  finds 

Ladies  across  the  land  like  home- 

making  subjects  best  on  radio  and  TV. 

This  was  one  of  the  findings  in  a 

national  survey  recently  conducted  bv 

the  New  York  Chapter  of  the  AWRT 
1  American  Women  in  Radio  and  Tele- 

vision) to  discover  what  tvpe  of  pro- 

graming was  most  popular  with  local 
audiences. 

The  AWRT  mailed  a  questionnaire 
to  some  2,500  women  broadcasters  all 

over  the  country  last  spring.  Response 
showed  that,  due  to  high  audience  in- 

terest, 61%  of  all  radio  and  TV  wom- 

en's programs  carry  "homemaking" 
news.  Runners-up  in  interest,  accord- 
in::  to  the  study,  are:  fashions,  inter- 
views,  cooking  and  beauty. 

\  wider  purpose  of  this  project,  the 
\\\  1!  I  states,  is  to  set  up  a  central 

clearing  house  for  information  con- 

cerning  women's  programs  (especially 
daytime  shows)    in   order   t"   provide 

both  buyers  of  program  time  and  per- 

formers with  a  guide  to  listeners'  in- 
terests and  program  preferences. 

AWRT   survey    aims   to   aid   timebuyers,    actors 

This  vear.  a  similar  survey  will  be 

conducted,  according  to  Dorotln  Kem- 
ble.  president  of  the  N.  Y.  Chapter  of 
the  AWRT.  It  will  l>e  recommended 

as  a  \c;nl\  project  so  as  to  keep  the 

information  up  to  date.  •  ■*  • 

Ad  agency  uses  radio 
to  woo  new  clients 

Philadelphia  ad  agencj  \Y.  S.  Rob- 
erts, Inc.,  is  using  radio  to  advertise 

its  services. 

Radio  station  KYW,  through  Robert 

II.  Teter,  sales  manager,  reports  that 
the  W.  S.  Roberts  agency  has  bought 

a  schedule  of  announcements  calling 
attention  to  the  imagination  they  inject 
into  commercials  for  their  clients  and 

the  results  they  get  in  terms  of  sales. 

The  messages  end  with  a  bid  to  busi- 
nessmen to  contact  the  agency. 

The  pitches  are  carried  on  KYW's early-morning  Jack  Pyle  program. 

They  point  out  specific  commercials 
the  agency  has  placed  on  the  same 

show  in  order  to  get  maximum  tie-in 
identification.  Accounts  the  agency 

cites  as  examples  of  those  for  which 
it  has  done  a  good  air  job  include 

MacDonald  and  Campbell  Men's  Store, 
Snedaker  Custom  -  Built  Kitchens, 

Broad  Motors  (Ford  Dealer).      *  *  * 

KXOL  axes  announcers, 

hires  "air  salesmen" 

The  word  "announcer"  is  now  obso- 
lete at  KXOL,  Fort  Worth,  Tex. 

The  other  day,  all  four  members  of 

the  station's  announcing  staff  were 
handed  pink  slips.  When  they  came 
wrathfullv  to  station  manager,  Earle 

Fletcher,  demanding  an  explanation, 

they  were  told  that  the  station  was 

going  to  operate  entirely  without  an- 
nouncers from  there  on  in.  planned 

to  use  "air  salesmen"  instead.  Then 

each  man  was  officially  re-hired  as  an 
"air  salesman." 

The  KXOL  management's  philoso- 
phv  is  that  "the  man  behind  the  mike 
is  the  ultimate  salesman  of  the  work 

done  bv  the  sales  force,  continuity  writ- 
ers and  evervone  else  connected  with 

the  operation  of  the  station.  The  days 
are  over  of  a  man  sitting  in  a  control 

room  or  announcer's  booth  with  his 
feet  propped  up  on  his  desk  reading  a 

magazine,  interrupting  his  reading  oc- 
casionallv  to  open  the  mike  and  make 
a  station  break  or  announce  the  name 
of  another   record. 

The  KXOL  air  salesmen  will  attend 

regular  weekly  sales  meetings  just  as 
do  the  time  salesmen,  says  manager Fletcher. 

The  entire  KXOL  staff  has  been  in- 

structed  to  drop  the  word  "announcer" 
from  its  vocabulary-  *  *  * 
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I  be  new  \BC  Radio  I  \  I  lentei  in 
San  Francisco,  on  which  construction 
was  started  last  month  and  which  will 
house  KGO  .m,!   KGO-TV,   will  c<  si 
H,   ,000.    The  modern,  streamlined 
five-ston     building    on    Golden    Gati 

New  ABC  Center  plans  operations  by  Feb.  '54 

We.  will  contain  a  total  of  eight  stu- 
dios, 15  cameras,  dressing  rooms,  seen- 

erj  Bhop,  paint  shop,  art  department 
and  all  other  facilities  necessary  foi 
radio  and  I  \  production,  as  well  as 
ilu>  stations'  business  offices.  Broad- 
i  a^tiiii:  from  the  new  premises  is 
planned  to  start  in  Februarj  1954  with 
the  final  completion  set  for  May  1954. 

Wise  Advertising  of  Baltimore  has 
hit  on  a  simple  but  effective  waj  for  a 
small  agencj  to  personalize  itself  to  the 

"field."  Though  organized  over  a  year 
ago,  it  lias  jut  issued  a  little  brochure 

introducing  its  personnel  and  its  ad- 
vertising philosophy.  It  describes  in 

detail  the  background,  experience  and 
qualifications  of  President  Hamilton 
\\  ise,  Executive  V.P.  lied  Sorensen. 
\rt  and  Production  V.P.  Charles  Haz- 

ard, Cop)  and  Media  Supervisor  Eliz- 
abeth Koke  anl  CPA  Melvin  Berngartl 

— showing  photos  and  infusing  the 
sketches  with  some  of  the  personalit 
"flavor"'  of  each. 

Toronto  radio  rep  Stephens  &  Town- 
drow  is  sending  out  cash  b)  mail.  To 
each  radio-TV  trade  publication,  it 
mailed  a  little  black  sack  containing  12 

shin)  new  Canadian  pennies.  Thes  • 

pennies  represented  the  "new"  execu- 
tives at  CHLO,  St.  Thomas  -new  in 

the  sense  that  each  one  had  advanced 

to  a  different,  higher  position  at  CHLO 
in  the  past   feu    months.  *  *  • 

Erudite,  debonaire,  morning  man 

VERN  COOK  has  a  waiting  list  of  dis- 
tinguished advertisers. 

He  occupies  the  major  share  off 
WTRY  time  before  ARTHUR  GODFREY, 

and  consistently  outrates  all  local  and 
network  competition. 

He's  another  reason  for  the  ex- 

traordinary length  off  WTRY's  lead  in 
Albany  —  Troy  —  Schenectady. 

WTRY 
ALBANY— TROY 
—SCHENECTADY 

980  KC. 
5000  W. 

CBS  Radio 
Network 

Represented  by  HEADLEY-REED  CO. 
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evenPARISwatches 

iven  with  a  tower  rivalling 

the  Eiffel,  WHEN's  reception 
in  France  is  doubtful,  but 

people  in  Paris,  N.  Y.,  enjoy 
WHEN  daily. 

High  on  the  hills  southeast  of 

Syracuse  sits  Paris  —  only  one 

village  in  a  vast  26-county  area 

covered  by  WHEN.  There  are 

2Va  million  people  in  this  WHEN 

market  —  people  like  the  ones  in 

Paris  —  who  watch  and  enjoy  TV 
at  its  best  over  Channel  8  and 

form  buying  habits  by  what  they 

see  and  hear.  Your  message,  too, 

can  bring  response  (and  re- 

sponse means  dollars)  by  telling 

this  rich  upstate  market  about 

your  product  over  WHEN. 

A 

MEREDITH 

STATION 

agency  profile 
Edward  it.  Weiss 

President 

Weiss  &  Geller,   Inc.,  Chicago 

Many  people  in  the  agency  business  wish  that  Ed  \\  eiss  would  act 
as  relaxed  as  the  copy  turned  out  by  his  agency  for  such  clients  as 

Mogen  David  wine.  Wrigley  gum  or  Toni  home  permanents.  In- 
stead he  is  reputed  to  work  48  hours  a  day  and  still  have  time  to 

make  a  few  very  important  speeches  a  year.  The  interesting  part  of 
it  is  that  practically  every  one  of  the  speeches  is  widely  quoted  in 

newspapers  and  trade  magazines.  They're  that  good.  He  is  un- 
doubtedly one  of  the  most  quoted  men  in  the  ad  industry. 

One  of  the  reasons  why  so  many  ad  people  listen  when  Ed  talks 

is  that  his  subject  is  usually  a  highly  interesting  one:  human  moti- 
vation. He  believes  that  use  of  social  sciences  is  the  big  new  devel- 
opment in  agencies.  A  sociology  major  in  college  himself.  Ed  has 

remained  a  student  (and  often  teacher)  of  the  subject.  He  is  a 

member  of  the  boards  of  the  Menninger  Foundation.  Topeka:  the 

Institute  for  Psychoanalysis.  Chicago,  and  the  Chicago  Medical 

School,  as  well  as  many  advertising  associations. 

His  interests  must  pay  off.  When  Ed  Weiss  started  his  agency  in 

Chicago  in  1938  his  only  two  accounts  were  the  Selby  Shoe  Co. 

and  Visking  casings  for  skinless  frankfurters.  Both  these  accounts 

are  still  with  the  agency,  but  today,  the  agency's  billings  are  in  the 
neighborhood  of  $11  million.  A  nice  neighborhood — and  the  way 

to  gain  admittance  is  to  raise  vour  clients'  sales.  The  year  before 
Weiss  &  Geller  won  the  Wine  Corp.  of  America  over  to  TV,  the 

company  had  sold  1,200.000  gallons  of  Mogen  Da\id  wine.  That 

was  in  1949;  sales  for  1953  are  conservatively  estimated  at  4.200.- 

000  gallons.  (See  "TV  and  psychiatry  boom  Mogen  David,"  SPON- 
SOR, 26  January  1953.) 

In  view  of  Ed's  predilection  for  motivational  factors  it  is  not 
surprising  to  learn  that  his  agenc)  has  its  own  social  science  library 

containing  several  hundred  volumes.  Savs  Ed.  "Every  department 
member  of  our  organization — art,  copy,  research,  media,  account 
executive,  radio,  television — all  of  us  meet  regularlv  with  social 

scientists  and  explore  with  them  specific  advertising  and  sales  prob- 

lems and  possible  solutions." 

Married  and  the  father  of  one  son,  Ed  finds  that  he  doesn't  get 
enough  chance  to  express  himself  at  the  office  or  at  speaking  en- 

gagements.   So  he  paints  for  a  hobby.  •  •  • 
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You'll  need  a  BIGGER  YARDSTICK  to  measure 

Pennsylvania's  greatest 
TV  station 

PHILADELPHIA 
With    maximum    power    on    its    favored    low 
Channel,  WPTZ  now  delivers  a  belter  signal  to  more 

people  over  a  wider  area  than  any  other  television 

station  in  Pennsylvania! 

In  the  A  and  B  areas  live  some  6,390.000 

people.  These  areas  embrace  more  than  15,000 
square  miles  in  Pennsylvania,  New  Jersey, 
Delaware  and  Maryland. 

In  addition  to  the  many  communities  newly 

served  by  WPTZ,  this  territory  includes  im- 
portant markets  such  as  Allentown.  Reading. 

Wilmington.  Trenton,  Atlantic  City.,  cities 
which  have  long  looked  to  WPTZ  for  their 
favorite  TV  shows.  Now  they  receive  a  signal 
as  strong  and  clear  as  that  delivered  to  the  city 
of  Philadelphia  itself,  or  elsewhere  in  the 
booming    Delaware    Valley. 

More  than  ever.  WPTZ  is  your  greatest  buy 
among  Philadelphia  television  stations.  With  the 

best  coverage,  programs,  and  production,  it  is 

Philadelphia's  first  television  station.  For  avail- 
abilities, check  WPTZ  or  NBC  Spot  Sales. 

WESTINGHOUSE     RADIO    STATIONS     Inc 

WBZ  •  WBZA  •  KYW  •  KDKA  •  WOWO  •  KEX  •  WBZ-TV  •  WPTZ 
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MERCHANDISING 
{Continued  from  page  39) 

tion,  in  addition  to  othei  merchandis- 

ing services,  also  makes  up  local  point- 
of-sale  material  with  the  client  paying 

print  costs.  \\  DAY-TV,  Fargo,  \.  D., 

says  Jack  Dunn,  has  its  own  TV  pro- 
motion show.  Bill  Ashworth  of  WSPD- 

TV  in  Toledo,  Ohio,  feels  that  the  sta- 

tion's number  one  service  is  a  meeting 
with  local  client  representatives  to  dis- 

cuss sales  and  distribution  problems. 
Then  the  services  are  custom-tailored 
to  the  needs  of  the  advertiser. 

WKRC-TV,  Cincinnati,  reports  no 
merchandising  department.  And 

WTMJ-TV,  Milwaukee,  advised  that 

station  policy  would  not  permit  provid- 
ing requested  information. 

David  M.  Baltimore,  WBRE-TV, 

\\  ilkes-Barre,  Pa.,  says  there  are  no 

"yes"  and  "no"  cut-and-dried  answers. 
The  station  does  merchandising  when 

it  has  time  and  client's  schedule  is 
large  enough  to  warrant  the  effort  and 

expenditure. 
Robert  Reuschle,  WHUM-TV,  Read- 

ing, Pa.,  feels  the  station  is  too  new 

to  judge  the  extent  of  its  merchandis- 
ing services.  However,  the  station  does 

have  a  retail  outlet  merchandising  plan 

and  does  on-the-air  promotion. 

WF1L-TV,  Philadelphia,  has  three 
retail  merchandising  plans,  two  for 

grocery  outlets  and  one  for  drug 
stores.  Additionally,  the  station  does 

direct  merchandising  through  a  pro- 

motion called  "Luncheon  is  Served." 
WCSC-TV,  Charleston,  S.  C,  runs 

a  weekly  movie  trailer  in  a  leading 
Charleston  theatre. 

WTVR,  Richmond,  Va.,  offers  an 

auditorium  at  no  charge  to  advertisers 

wanting  a  place  for  sales  meetings. 

They  also  supply  personnel  at  regular 
hourly  rates  for  calls  upon  retail  trade, 

i  his  station  supplies  a  mimeographed 
outline  of  all  free  and  cost  services. 

W  illia.n  R.  McDaniel,  WSM-TV, 
Nashville,  points  out  that  merchandis- 

ing activity  of  his  station  is  more  often 

undertaken  because  of  special  need 
rather  than  because  the  advertiser  is 

spending  a  certain  amount  of  money. 
Tor  that  reason,  the  station  finds  it 

impossible  to  list  standard  rules  and 
condition-  under  which  these  services 
are  available. 

Owen  Saddler.  KMTV,  Omaha,  says 

his  station  will  do  special  promotions 
t"  111  the  "  i  asion.  \lso.  in  audition 

to  standard  promotional  procedures, 

the  station  prepares  and  distributes  a 

I  \    column   to  weeklj    newspapers   in 
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the  station's  primary  area. 
Harold  Anderson,  KOLN-TV,  Lin- 

coln, Neb.,  comments  that  the  size  of 
the  account  determines  the  amount  of 

services.  Fred  Weber,  WFPG-TV,  At- 

lantic City,  plans  to  offer  merchandis- 
ing services  when  rates  justify  the  sta- 
tion expense. 

KOB-TV,  Albuquerque,  N.  M.,  adds 

daily  program  listings  of  all  sponsors, 
with  trade  names,  to  its  merchandising 

services,  according  to  J.  I.  Meyerson. 

Bob  Patt.  WCBS-TV,  New  York,  re- 

plied that  the  station's  established  pol- 
icy would  not  permit  acknowledgement 

of  our  questionnaire.  However,  he 

points  out  that  it  does  not  mean  WCBS- 
TV  doesn't  merchandise  for  advertis- 

ers. Each  one  is  handled  as  a  separate 
case. 

John  Mitchell,  WABC-TV,  New- 
York,  reports  that  the  station  adds 
P.A.  systems  at  amusement  parks  and 

on  dayline  river  boats  as  merchandis- 

ing plusses. 
WNBT's  Max  Buck,  New  York,  adds 

super  market  consultation  service,  drug 

store  displays,  laundry  truck  posters, 

sampling,  personal  appearances  of 
stars  and  movie  trailers  to  a  long  list 

of  merchandising  services.  This  sta- 

tion also  has  "Operation  Chain  Light- 
ning" which  has  apparently  accelerated 

the  trend  to  chain  store  tie-ups  the 
country  over. 

The  WLW  organization  (Cincinnati) 

is  a  study  in  depth  merchandising.  No 

stranger  to  this  sales  tool  through  ra- 
dio, the  company  gives  the  television 

operation  the  benefit  of  past  experi- 

ence. And  Jerome  "Tad'  Reeves  at 
WBNS-TV,  Columbus,  Ohio,  adds  ex- 

cellent ideas  in  the  field  of  creative 

merchandising  to  the  standard  list  of 
station  services. 

Paul  Goode,  KSWO-TV,  Lawton. 
Okla.,  is  in  the  usual  predicament  of 

a  new  station  which  has  limited  person- 

nel. The  station  plans  a  merchandis- 
ing program  this  fall.  Lucille  Marlowe 

of  KPTV,  Portland,  Ore.,  reports  that 

the  station  has  just  organized  a  mer- 
chandising department.  Thev  intend 

checking  store  figures  on  advertised 

products  after  all  important  tie-in  pro- 
motions. Harold  Lund.  WDTV,  Pitts- 

burgh, adds  about  2<>  locations  for  dis- 
plav  signs  featuring  client  programs. 

\nd  WJAC-TV,  Johnstown.  Pa.,  takes 
I  ill- \d-  in  Western  I  nion  offices,  ac- 

cording to  Al\  in  Schrott. 

XELD-TV,  Brownsville,  Tex.,  says 
Burt  Metcalf,  has  never  been  asked  for 
trade  mailings  liv  an  advertiser.    And 
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Bigger  than  predicted ! 

And  in  Texas,  that's  big!  KGUL-TV,  with  the  most 
powerful  signal  in  the  Southwest— 

.  wings  not  only  to  Houston.  bvX  25  miles 

.  brings  into  range  a  greater  metropolitan  area  than 
ever — Galveston  and  Houston  combined,  now  ttfh 

\he  natio 

.  one  of  the  top  dozen  richest  areas  in  the  U.  S. 

in  family  income,  with  an  average  of  $6,342  a  year! 

.  spans  more  people  than  ever,  now  1,218,400,  and 
more  total  income,  now  $2,179,947,000! 

Any  way  you  measure.  KGUL-TV  rovers  one  of  the 
biggest  and  wealthiest  markets  in  all  television. 

Your  CBS  Television  Spot  Sales  representative 

will  be  pleased  to  show  you  how  you're  really  on  ,„„,„ 

\ 

el  11 

the  map  when  you  are  on  . . . 
irork 

KGUL-TV^ 
•cd  by  CBS 

Orion  Spot  Sale* 



K  DUB-TV,  Lubbock,  Tex.,  works 
closeb  with  distributors.  It  also  uses 

cards  on  outside  of  city  busses  and 
taxicabs. 

Phillip  Allen,  WLVA-TY.  Lynch- 
burg,  Va.,  budgets  5%  of  net  monies 
from  schedules  for  promotional  work. 

And  A.  P.  Hunter.  KING-TV,  Seattle, 

plans  a  merchandising  department  in 
the  near  future. 

Lawrence  Rogers,  WSAZ-TV,  Hunt- 
ington, W.  Va.,  passes  along  that  news 

also.  Their  merchandising  department 

is  in  process  of  formation.  Robert 
Moore,  WKAB-TV,  Mobile,  has  a  $500 

minimum  buy  on  merchandising  ser- 
vices.  I  he  station  maintains  complete 
merchandising    facilities. 

Phil  Hoffman,  KECA-TV,  Los  An- 

geles,  says  the  station  does  not  charge 
for  merchandising  services  at  present 

but  may  at  a  later  date.  Herb  Bach- 
man.  KPI\.  San  Francisco,  explains 

that  while  the  station  does  a  complete 

job  on  audience  promotion,  it  will 

charge  them  at  cost  for  retail  mer- 
chandising services.  Don  Norman, 

KNBH.  Hollywood,  says  the  station 

does  a  complete  job  on  audience  pro- 
motion, it  will  charge  sponsors  at  cost 

6th in  a  series 

IN  THE  MIAMI 
TV  MARKET 

Now  26th  among  the  nation's metropolitan  retail  areas. 
THE  SOUTHS  FASTEST-GROW- 

ING MARKET  INCLUDES  825,000 
PERMANENT  YEAR  ROUND  RESI- 

DENTS SPENDING 

$49,700,000. 
IN  FILLING  STATION  SALES* 

FOR  THE  ENTIRE  AMAZING  SOUTH  FLORIDA  TV  SALES 
STORY   CALL   YOUR    FREE   &    PETERS    COLONEL   TODAY 

'  FIRST  RESEARCH   CORP.   of   Florido 

Now  under  construction  -  1,000  ft.  Antenna  -  100,000  Watts 

for  retail  merchandising  services.  Don 
Norman,  KNBH.  Holhwood,  says  the 

station  does  a  tailored  merchandising 

job  for  each  client  and  its  Food  for 

Thought  show  provides  direct  retailer 
tie  ins. 

KTTV,  Los  Angeles,  says  Richard 

Moore,  has  its  "Smash"  merchandis- 

ing plan  with  in-store  promotion  fea- 
tures by  station  men  keyed  to  their 

Star  Shoppers  show.  Harold  See, 

KRON-TV,  San  Francisco,  says  the 

station  charges  for  unusual  services 
which  seem  out  of  line  with  the  ad- 

vertiser's schedule. 

KFEL-TV,  Denver,  reports  Gene 

O'Fallon.  has  an  extensive  newspaper 

and  trade  advertising  schedule.  KKTV- 

TV,  Colorado  Springs  and  Pueblo,  in- 
forms James  Russell,  has  an  extensive 

drug  merchandising  program  and  is 

developing  one  for  grocerv  outlets. 

WAGA-TV,  Atlanta,  has  a  "Super 
Sales"  plan  with  A&P  tie-up.  WSB-TV, 

same  city,  plans  a  chain  tie-up  service 
in  the  near  future.  Ken  MacDonald. 

WBKB.  Chicago,  points  to  Stopper 

Shopper,  with  a  chain  store  tie-up  on 
\\P  and  National.  Don  Kynaston, 

WEEK-TV,  Peoria,  111.,  stresses  mer- 

chandising services  for  good  custom- 
ers of  the  station. 

WFBM-TV.  Indianapolis,  says  Har- 

rv  M.  Bitner  Jr..  will  promote  accord- 
ing to  the  size  of  the  schedule.  WTTV. 

Bloomington.  Ind..  reports  a  tieup  with 
IGA  stores.  WOC-TV,  Davenport, 
Iowa,  sends  along  a  mimeographed 
statement  of  merchandising  policy, 

varying  according  to  spot,  announce- ment and  network  schedule.  Because 

of  WO  I -TV's  limited  commercial  ba- 

sis, reports  Richard  Hull  from  the 
Ames,  Iowa,  station,  he  is  not  allowed 

to  provide  merchandising  assistance  to 
clients. 

Robert  Tincher,  KVTV,  Sioux  City, 

Iowa,  considers  consultation  with  local 

client  representatives  a  must  in  sta- 
tion merchandising.  Harold  Christian. 

WXYZ-TV,  Detroit,  reports  30  women 
demonstrators  available  to  clients  for 

two-day  store  demonstrations.  This  is 

the  only  part  of  the  station's  mer- chandising sen  ires  charged  to  the  cli- 
ent.    It's  on   a  cost  basis. 

Don  DeGroot,  WW  J -TV.  Detroit, 

sends  along  a  copy  of  the  .Marketer,  a 

mailing  to  various  retail  outlets. 
WKNX-TV,  Saginaw,  Mich.,  according 
to  William  Edwards,  has  been  credited 

with  forcing  distribution  of  new  prod- 
ucts. The  station  does  trade  mailings 

at   client    request.      And   Francis   Van 
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According  to  FCC  curves,  WAVE-TV 

fiow  effectively  reaches  cS5.5r'c  more 
square  miles  than  previously  .  .  . 

5-/.6<"c  more  people  .  .  .  5i.5r'c 
i  more  Effective  Buying  Income — > 
gives  you  far  greater  coverage  than 

any    other    T\'    station   in   this   area! 

HEIGHT 
COUNTS  MOST! 

WAVE-TV  Delivers: 
66.7%    GREATER  COVERAGE   AREA 

than  any  other  television  station 

in  Kentucky  and  Southern  Indiana) 

19.8%    GREATER   CIRCULATION 
than  the  area's  leading 

NEWSPAPER! 

627.3%    GREATER   CIRCULATION 
than  the  area's  leading 

NATIONAL   MAGAZINE! 

VE-TV's  superiority  as  of  July  1,  1953,  and  still  growing!) 

In  television,  Tower  Height  is  by  far  the  biggest 

factor  in  delivering  a  strong,  clear  picture  to 

fringe  areas.  Low  Channel  is  next  most  im- 
portant, and  Power  is  third. 

WAVE-TV's  new  tower  soars  1585  feet  above 

sea  level  —  much  the  highest  in  this  area,  anil 

419  feet  higher  than  Louisville's  second  station.' 
WAVE -TVs  Channel  3  is  the  lowest  in  this 
area! 

WAVE-TV's  100,000  watts  of  radiated  powet 
is  the  maximum  permitted  /•>>  the  FCC  for 

Channel  3 — is  equivalent  to  600,000  watts  from 
our  old  downtown  tower  on  Channel  5 ! 

Ask  Eree  &  Peters  for  all  the  facts  about 

WAVE-TV's  amazing  new  coverage  and  about 
the  great  WAVE-TV  television  market. 

LOUISVILLE'S 

WAVE-TV 
FIRST   IN   KENTUCKY 

Affiliated  with    NBC,  ABC,   DUMONT 

Free   &    Peters,    Inc.,   Exclusive   National   Representatives 

7  SEPTEMBER  1953 
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in  the  fabulous  Southwest 

KROD-TV CHANNEL  4 
EL  PASO,  TEXAS 

CBS 

ABC  -  DuNONT 

WE  HAVE 

CABLE 

On  October  1st,  El  Paso  joins 

the  growing  list  of  interconnect- 
ed cities.  Already  the  leader  in 

entertainment  in  El  Paso  — KROD-TV  will 

now  bring  the  top  cable  shows  to  the  larg- 
est TV  audience  in  the   Southwest. 

NOW  YOU'LL  SELL  EVEN   MORE 
ON   CHANNEL  4 

Availabilities  are  going  fast.  Let  the  BRAN- 

HAM    MAN    help    you    select   choice    avail- 
abilities adjacent  to  top  network  shows. 

RODERICK   BROADCASTING   CORP. 
D.  D.   RODERICK 
Chairman  of  Board 

VAL  LAWRENCE  DICK  WATTS 
Pres.  S  Gen.  Mgr.  Gen.  Sales  Mgr. 

Now  Nationally  Represented  by 
The   BRANHAM   COMPANY 

WSYR-TV 
Syracuse,  N.Y. 

Channel  3 
100  kw 

The  Only  Low-Band 
V.H.F.  Station  in 

Central  New  York 

Headley-Reed 
National    Representatives 

NBC  Affiliate 

WSYR-TV 

Konynenburg,  of  WCCO-TV,  Minneap- 
olis, reports  the  station  is  adding  its 

first  merchandising  men.  He  expects 
this  will  develop  into  a  major  station 

department. 
In  Memphis  John  H.  Cleghorn  told 

us  from  WHBQ-TV  that  merchandis- 
ing support  is  based  on  a  percentage 

of  the  gross  time  purchase.  Val  Law- 
rence of  KROD-TV  in  El  Paso,  Tex., 

has  a  completely  staffed  promotion- 
merchandising  department  serving  cli- 

ents. The  station  maintains  a  regulai 

schedule  of  24  sheet,  four-color,  pre- 
mium location  posters  free  to  clients. 

John  Hopkins  of  KFDA-TV,  Ama- 
lillo.  reports  he  seldom  gets  client  re- 

quests for  store  checks.  David  Mur- 
doch, KSL-TV,  Salt  Lake  City,  says 

his  well-established  merchandising  de- 
partment was  primarily  designed  as  an 

aid  for  spot  business.  KDYL-TV's  S.  S. 
Fox  reports  a  wide  range  of  services, 

including  grocery  and  drug  merchan- 
dising bulletins,  in  Salt  Lake  City. 

John  K.  Clarke,  of  KVOS-TV,  Bel- 

"We  are  just  coming  to  the  end  of  an 
interlude  in  history  in  which  hot  war, 
cold  war,  and  vast  economic  expansion 
made  many  of  us  forget  what  it  means 
to  have  to  sell  and  merchandise.  Dur- 

ing this  period  the  pent-up  demand  was 
so  great,  the  public  was  so  hungry  for 
new  radios,  television  sets,  appliances, 
and  automobiles  that  there  were  no  ac- 

curate yardsticks  by  which  to  measure 
selling  effectiveness.  .  .  .  We  need  again 
some  of  that  old-fashioned  grass  roots 
hard  selling  that  those  of  us  who  were 
beating  the  bushes  back  in  the  Twen- 

ties and   Thirties   remember." 
H.  C.  BONFIG 
Vice  President 

Zenith  Radio  Corp. 
Chicago 

*••••••• 

lingham.  Wash.,  supplies  monthly  in- 

ventory, display  reports  to  TV  spon- 
sors. 

It  is  obvious  from  station  replies 

that  spot  advertisers  can  get  more  mer- 

chandising help  than  national  adver- 
tisers. However,  it  is  also  equally  ob- 

vious that  television  stations,  by  and 

large,  are  much  more  conscious  of 

merchandising  than  their  older  radio 
brothers  have  been  until  recent  times. 

Competitivel)  it  looks  like  an  impos- 
sibility for  stations  not  to  develop  mer- 

chandising programs  for  future  client 
bait.  Certainly  local  sponsors  need  and 

want  litis  help.  Clients  with  spot  and 
national  shows  will  be  expecting  this 
aid  in  all  local  markets. 

Whatever  occurs  will  be  of  great  in- 

terest to  clients  and  agencies  alike.  *** 

CAL  TIMEBUYER 
(Continued  from  page  37) 

to  wit:  They'll  buy  time  from  the  sta- 

tions directly,  won't  let  me  tell  the 

reps  about  it,  then  five  days  later  I'm 
snowed  under  by  nasty  I  justified  J  com- 

plaints from  the  reps.  Remember,  boys, 

the  reps  are  the  gu\s  I  work  with. 
1 4 1  Visiting  station  managers  who 
think  that  a  hand  squeeze  under  the 
table,  and  over  a  cocktail,  will  assure 

them  that  I'll  be  buying  the  most  time 
at  the  maximum  rates  from  their  sta- 

tions. 1.5 1  Visiting  station  managers 

who  think  that  a  hand  squeeze  under 

the  table,  and  over  a  cocktail,  will  as- 

sure them  of  a  "riproaring"  time  in 
New  York.  I  6)  Reps  who  feel  that  the 

best  way  to  prove  to  their  clients  on 
what  intimate  terms  they  are  with  the 
timebuvers  is  to  show  the  clients  on 

what  intimate  terms  they  are  with  a 

timebuyer.  (7)  Account  executives 

who  say  "Let's  be  sure  to  .  .  ."  be- 

cause every  time  an  a/e  says  "we"  it 
means  Vve  got  that  much  work  to  do 

after  5  o'clock,  while  he  rushes  off  to 
catch  the  5:10  to  Connecticut. 

To  show  how  the  radio-TV  industry 
affects  the  life  of  a  girl-timebuyer,  let 
me  outline  one  of  my  more  routine 
days: 

7:45  a.m.  Marge  called  to  ask  wheth- 
er I'd  need  her  very  badly  today.  Her 

grandmother  is  sick,  her  mother  has  to 

go  to  work,  and  Marge  doesn't  want to  leave  grandmother  alone.  Marge  is 

my  secretary.  She  took  off  a  week 
during  the  middle  of  last  winter  to  go 

to  her  grandmother's  funeral.  I  guess 
they  buried  her  prematurely. 

8:30  a.m.  Al  from  Riterate  Rep 

Agency  called  to  apologize  for  not  tak- 
ing me  home  from  the  Stork  Club  last 

night.  He  called  early  because  he  want- 
ed to  catch  me  before  I  went  to  the 

office.  (Where  does  he  think  I  live, 
Staten  Island?) 

Available  Soon 

The    Pacific    Coast's    No.    1    Market 
in     Effective     Buying     Income     Per 

Family.     (40th    in    the    Nation) 

fornia'n  Capital  0\ 
nu  Station 

SACRAMENTO   CH.46 
JOHN    POOLE    BROADCASTING    COMPANY 
GS-JO  SUNSET   BLVD  ,  HOLLYWOOD  28,  CALIFORNIA 
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WDAY-TV 
(FARGO,  N.  D.— CHANNEL  6) 

COVERS 

THE  NATION'S 

THIRD-BEST*  COUNTY 

IH  RETAIL  SALES 

PER  FAMILY! 
(WITHOOT  OVERLAP  FROM  ANY  OTHER  TV  STATION!) 

I 

A And  besides  —  Cass  County,  Fargo's  borne  county,  i>  the 

nation's  73rd  wholesale  market  Fargo  rank-  higher  in 
wholesale  -al<->  than  main  larger  cities  such  as  Camden, 
\<u    Terse;   and  Wilkes-Barre,  Pennsylvania. 

Which  i-  jit-t  to  si\  that  our  Hayseeds  throughout  the 
rich  Red  River  Valley  make  a  whole  lot  <>f  mazoola  — 

and  spend  it  rapidrj  on  practically  everything  you  can 
think  of,  including  television  receivers  and  your  products! 

May  w»>  —  or  Free  &  Peters  —  give  von  the  whole  rtorv? 

*Casa  County  is  third-best  among  all  V.  S.  counties  of  our  5n.ni in  population. 

4, 
Affiliated  with   NBC      •      CBS      •      ABC      •      DUMONT 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



CHANNEL 

KVOS-TV 

KVOS 
KPQ 

10  00    WATTS 

790   K  C 

5  000    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STAT
E'S 

CASH  FARM  INCOME 

Zrorjoe    C7    I— ̂  

For     an     enthusiastic  —  and 

growing  —  TV  audience, 
come  to 

Sioux  City 

Sue-Land* 
*33  Iowa,  South  Dakota  and  Nebraska 

counties  rich  in  retail  sales  ($670,313,- 

000  last  year),  effective  buying  income 

($825,004,000),  people  (589,800),  and 

sets  (56,896  last  count).  See  your 
Katz  man. 

Sioux    City,    Iowa 
CBS.  NBC.  ABC  &  DuMont 

A  Cowles  StatioTi 

0:35  a.m.  I  walked  into  my  office 

to  find  that  they've  moved  my  desk 

into  the  conference  room.  "Only  while 
we're  remodeling,"  our  media  director told    us. 

I  The  last  time  the  agency  decided 
to  remodel  the  offices  was  during  an 

unseasonably  cold  November  three 

years  ago.  while  ]  was  lining  up  a 

short-term  saturation  pre-Christmas 

spot  radio  campaign  for  a  '  osmetics 
manufacturer.  Every  lime  a  rep  called 

me  on  the  phone  to  give  me  availabili- 
ties I  had  to  open  the  window,  reach 

out  across  the  fire  escape,  lean  into  my 

office  |  they  were  putting  in  wall-to- 
wall  carpeting]  and  pick  up  the  phone 

on   the  ice-covered   window  sill.) 

Before  I  could  order  coffee,  my 

phone  rang.    It  was  Jim. 

"Do  you  want  to  step  into  my  office 

for  a  moment,"  he  suggested.  "I  want 

to  talk  to  you  about  Rover  Dog  Food." 
Now  that  is  a  miserable  way  to  start 

off  the  day.  Rover  Dog  Food  has  been 

one  of  Jim's  accounts  for  the  past  five 

years.  The  client's  ad  manager  is  very 
air-minded,  but  the  firm's  radio-TV 
budget  is  just  about  big  enough  to  buy 

a  one-way  plane  trip  to  Fire  Island 
(30  miles  from  Manhattan). 

"Rover  wants  an  intensive  10-week 

spot  radio  campaign  to  promote  its 
new  line  of  artificially  flavored  dog 

food,"  Jim  told  me.  "Now  we're  hav- 
ing a  client  meeting  here  at  4:30  this 

afternoon.  Why  don't  you  get  me  some 
estimates  on  the  campaign  and  map 

out  the  availabilities?  Bring  them  to 

me,  say  at  4  o'clock,  so  that  we  have 
a  chance  to  go  over  them.  And  be  sure 
to  stick  to  markets  with  50.000  or 

more  dogs,  to  reach  the  maximum 

number  of  potential  buyers." 

10:05  a.m.  I  got  back  to  the  con- 
ference room.  On  my  desk  was  a  note 

from  Rosie,  our  switchboard  girl.  It 

read:  "Frank  Ross  from  All-Over  Spot 
Sales  wants  you  to  have  lunch  with 
him  and  Mr.  Smith,  Station  XXX. 

Please   call   him   back."" I  shuddered.  The  last  time  Mr. 

Smith  came  to  town  for  his  one-week 

fling  from  Castoria.  Wisconsin,  he 

sailed  into  my  office  with  a  bottle  of 

home-made  apple  cider  and  the  usual 

corn  about,  "Let's  discuss  business  over 

dinner." 
I  called  Frank  back  and  begged  off. 

"I've  got  to  work  through  lunch,  'cause 

in\  account  exec's  going  out  of  town 

tonight.  I've  got  to  have  some  presen- 
tations worked  out  for  him  bv  then." 

Thais  standard.  When  it's  that  sort 
of  a.  hnch  invitation,  my  account  exec- 
u',]\(  is  always  either  just  leaving  town 
<,r  just  returning. 

10:10  a.m.  Dick  Noonas  called. 

Dick  Noonas  is  the  air-minded  ad  man- 

ager of  Rover  Dog  Food. 

"Did  Jim  tell  you  about  our  novel 

idea  for  this  campaign?"  he  asked  me. 
The  only  novel  thing  about  a  Rover 

Dog  Food  campaign  would  be  actual- 
ly getting  the  thing  off  the  paper  and 

on  the  air. 

"Now  there's  just  one  little  thing  I 

want  to  talk  to  you  about,"  Mr.  Noonas 
continued.  "We  want  to  be  sure  to 

get  some  real  top-notch  adjacencies. 
Get  us  some  spots  near  Show  of  Shows, 
I  Love  Lucy,  The  Colgate  Comedy 
Hour.  Know  what  I  mean?  Inciden- 

tally, we  don't  want  to  spend  more  than 
$2.55  per  minute,  so  talk  tough  to  the 

boys  about  rates.  Know  what  I  mean?" I  knew  what  he  meant.  Weakly,  I 

protested. "Oh.  you  can  do  it,"  he  interrupted 

me  jovially.    "Know   what   I   mean?" 
Sure.    I  wish  he'd  tell  me  how. 

10:20  a.m.  I  started  calling  reps 

about  availabilities  for  Rover  Dog 

Food.  And  I  gue«s  I'm  kind  of  glad 
that  I'm  a  girl,  after  all.  because,  when 
they  started  to  tell  me  that  they  could 
not  have  them  for  me  bv  afternoon,  I 

cajoled,  and  begged  and  flattered  them. 

They'll  be  falling  over  each  other  in 
my  office  this  afternoon  with  the  stuff. 

11:30  a.m.  I  worked  on  estimates 

for  the  Robo-Ride  campaign.  This  is 

a  dilly — a  20-second  announcement 

campaign  aimed  at  truck-driving 
grandmothers  in  one-station  markets 

throughout  the  Midwest.  And  don't 
think  it's  ever  a  cinch  to  get  market 
data.  I'm  constantly  hounding  the 
reps  and  the  research  departments  at 
the  networks  for  information. 

I  Of  course,  if  the  office  here  could 

be  persuaded  to  subscribe  to  the  vari- 
ous services  and  publications  that  are 

a  timebuvers  guide,  life  would  be 
much  easier.) 

12:01  p.m.  I  called  Ben  from  Top- 

Spot-Sales  Co. 
"Ben."  I  said  sweetly,  "I  think  there 

WANT  A  DIFFERENT  TV  SHOW? 
Popular,  well  rated,  entertaining? 

The  Sportsman's  Club 52  great  15  minute  hunting,  fishing  and  out- 
door panel  shows.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbes  Street  Phone:  EXpress  1-1355 

Pittsburgh  19,  Pa. 
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U  MIGHT  FLY  NON-STOP  AROUND 
E  WORLD  - 

/ 

UT.. 

IU  NEED 

IE  FETZER  STATIONS 

IR  "AIR  SUPREMACY" 

I'  WESTERN  MICHIGAN! 
TELEVISION 

(80,000  WATTS  VIDEO — 40,000   AUDIO) 

WKZO-TV  is  the  Official  Basic  CBS  Television  Outlet 

for  Kalamazoo — Grand  Rapids.  It  delivers  a  strong 
Channel  li  picture  into  more  than  300. 000  T\  homes  in 

21  \\  estern  Michigan  and  Northern  Indiana  counties — 
a  far  larger  television  market  than  i-  available  in 

Rochester,  Houston  or  Denver,  for  example.  Nielsen 

and  Pulse  Reports  prove  that  WKZO-TV  dominates  this 
market.  For  instance:  The  April.  L953  Pulse  credits 

W  KZO-TV  with  more  than  twice  as  man]  viewers  as  Sta- 

tion "\V\  mornings  afternoon  and  night! 

*The  I  nited  Slates  Air  Force  did.  in  /0/9. 

RADIO 

WKZO,  Kalamazoo  ami  WJEF,  Grand  Rapids,  deliver 
tremendous  radio  coverage  <•!  Western  Michigan.  I  he 

M.nh.  10.";:*  Nielsen  Report  credits  WKZO-WJEF  with 
a  1 2-countj  daytime  audience  of  151,050  honu   a  I-- 
countj  nighttime  audience  of  130,530  homes.  The 
February,  L953  Pulse  shows  that  in  Kalamazoo  and 
Grand  Rapids,  WKZO-WJEF  gel   tt%  of  the  morning 
and    afternoon    audience.     10%    of    the    ni^h  time.     The 

next-best  two-station  choice  costs  about  I  \(  <  more — 

yet  gets  <ml\  -lrf.  20^  and  2'K7  of  the  morning,  after- 
noon and  evening  audience,  respectively] 

\\  rite  direct   for  all   the   fact-.     Or  a-k     \\  ei\  -K  nodel. 

7TR WKZO-TV 
fypA  in  GRAND  RAPIDS  t&P*  m  WESTERN  MICHIGAN    ^4  M  KALAMAZOO 

AND  KENT  COUNTY  *»  NORTHERN  INDIANA  and  GREATER 

(CBS  RADIO} (CBS  RADIO) 

ALL  THREE  OWNED  AND  OPERATtu  Br 

FETZER  BROADCASTING   COMPANY 
AVER  Y-K  NODEL,  INC.,  EXCLUSIVE   NATIONAL  REPRESENTATIVES 



must  be  some  mistake  here.  .  .  .  On 

the  rates  you  gave  me  for  the  Robo- 

Ride  campaign,  there's  one  that  just 
can't  be  riglit.  .  .  .  You  quoted  me 
$350  for  2u  seconds  in  Class  C  time 

on  that  ]  k\\.  in  Broken  Bow,  Iowa.  .  ." 
"Yeah?"  he  replied  pugnaciously. 

I  Broken  Bow  is  a  one-station  market.) 

"Well,  that's  the  rate,  kiddo."  He 
chuckled.  Take  it,  or  leave  it,  girl. 

12:05  p.m.  I  finally  looked  through 

my  mail.  One  gem,  enclosed  in  an 

envelope  from  Station  YYY,  Choochoo- 
town,  N.  C,  was  a  note  from  the  sales 

manager  of  said  station: 

"You  lovely  creature,  you: 

"Am  coming  to  New  York  again 
next  week,  you  lucky  girl.  Will  you 
have,  dinner  with  me  Thursday  night, 

by  candlelight?  {That's  poetry, sweetie  .  .  .  yuk  yuk.) 
Love, 

Br 

The  one  thing  I'd  been  waiting  for 
wasn't  in  the  morning  mail,  namely  a 
list  of  availabilities  on  a  radio  station 

in  a  four-station  market  which  I  had 

requested  from  its  rep  a  week  earlier. 
Since  I  had  to  make  up  my  mind 

by   sometime   this   afternoon,   I   called 

CBS 

Radio 
Network 

Leo  J.  ("Fitz")  Fitzpatrick 

I.  R.  ("Ike")  Lounsberry 

You  ride  with  the  winner 

when  you  ride  with  WGR... 

the  most  listened-to  station  all 

over  Western  New  York,  North- 

western Pennsylvania  and  near- 

by Ontario. 

For  example:  WGR's  vivid 
broadcasts  of  baseball, 

basketball,  football,  plus 

all-around  sports  coverage 

win  top  audiences  through- 
out the  year. 

BROADCASTING 
CORPORATION 

RAND    BUILDING,  BUFFALO    3,  N.  Y. 

National    Representatives:     Free    &    Peters,    Inc 

the  rep.  His  secretary  said  he  was 
in  Bermuda.  I  called  the  sales  man- 

ager of  the  station.  His  secretary 

said  he  was  at  Virginia  Beach.  I  asked 

for  the  president  of  the  station.  His 
secretary  said  he  was  vacationing  in 
New  York. 

Now  we  were  getting  closer  to  home. 

I  called  him  at  the  Hotel  Pierre,  as 

his  Girl  Friday  had  suggested.  He  was 

very  impressed  with  my  detective  work. 

Only  three  people  knew  where  he  was 

staying,  including  his  wife  and  secre- 

tary. 1 1  didn't  mention  the  fact  that 
one  of  the  three  had  squealed.) 

Twenty  minutes  after  I'd  told  him 
my  problem,  he  was  up  at  the  office 
with  the  availabilities. 

12:30  p.m.  Lunch  with  aforesaid 

president  of  aforementioned  station. 
His  wife  was  with  him.  Lovely  people. 

When  they  said  "vacation,"  they  meant 
"vacation."'    We   didn't   talk   business. 

1:00  p.m.  After  a  cocktail,  the  sta- 
tion president  told  me  that  he  owns 

some  radio  stations  "on  the  side." 
His  main  business  is  wholesale  jewelry. 
Would  I  like  a  diamond? 

I  sure  would,  I  told  him,  but  I 

couldn't  afford  one  on  a  timebuyer's 
salary.    He  chuckled.    His  wife  smiled. 

1:35  p.m.  After  the  entree  he  con- 
fessed he'd  be  real  tickled  to  come  back 

from  his  vacation  with  an  order  in 

his  pocket.  "That  would  show  the 
boys.   .    . 

1:50  p.m.  After  dessert  he  asked  me 
what  sort  of  a  ring  I  would  like  to 

own.  I  thought  it  over.  "Well,"  I 
replied  shyly.  "I  have  always  wanted 

a  big  chunky  topaz.  .  .  ." I  saw  a  sympathetic  light  in  his 

wife's  eyes.  "That's  what  I  wanted 

when  I  was  your  age,"  she  told  me. 

2:15  p.m.  The  station  president  was 

back  at  my  office.  He'd  brought  a  big, 
chunky  topaz  with  him. 

2:17  p.m.  He  left  my  office,  having 

sold  me  a  $300  ring  for  $65.  He  went 

back  home  with  a  contract  for  S150 — 
(hat's  .c4  per  announcement. 

2:20~2:35  p.m.  Seventeen  phone 

calls  from  various  reps.  Theme:  "We 
hear  Wicked  Night  Perfume  is  plan- 

ning to  spend  $2  million  on  a  spot  ra- 

dio campaign.  Why  didn't  you  let  us 

know?" 

Whv  didn't  someone  let  me  know? 
I  didn't  even  know  we  had  the  account. 

The  timebuyer  is  always  the  last  to 
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it  won't  help  you  if  it's  not  available 
A  lot  of  ratings  being  quoted  these  days  look  like 

the  answer  to  your  sales  problem,  but  are  they  avail- 

able to  you? 

Remember  this  when  you're  scheduling  spots  in 
Los  Angeles,  San  Francisco  and  San  Diego.  Your 

DON  LEE  or  Blair  man  CAN  supply  you  with  con- 

sistently good  ratings  that  are  available  and  which 

will  start  selling  for  you  immediately. 

Best  of  all.  the  low.  low  daytime  rates  on  DON  LEE 

apply  to  nighttime  too. 
DON  LEE  delivers  sales  impressions  at  the  lowest 

cost  per  thousand  of  any  other  sales  medium. 

Call  DON  LEE  or  Blair  when  youre  ready  to  sell 

in  Los  Angeles.  San  Francisco  and  San  Diego. 

LOS  ANGELES 

5000  W      930  KC 

KFRC        KGB 

if  if  if 
SAN   FRANCISCO 

5000  W      610  KC 

SAN   DIEGO 

1000  W      1360  KC 

Represented  Nationally  by  JOHN  BLAIR  &  CO. 

RET  STATIONS  OF 

BROADCASTING  SYSTEM 

The  Notion  %  Greatest  Reg  i  o  no  I  No  twor  k 

7  SEPTEMBER  1953 
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hear  the  client's  hudget.  The  f.o. 
t  that's  front  office  to  the  uninitiated) 
seems  to  feel  that  such  top-level  in- 

formation can't  lie  entrusted  to  the 

girl  who's  figuring  out  where  to  spend 
the  budget. 

2:  10-3:51  p.m.  Talked  to  the  vari- 

ous reps  I'd  called  about  Rover  Dog 
Food.  They're  good  boys,  rushing  up 
here  on  such  short  notice. 

3:53  p.ttt.  Marvin,  the  shoe-shine 
bo) .  >t<>|>ped  by. 

"Congratulations,"  he  said.  ''Hear 

your  agency's  just  gotten  the  Wicked 

\  ight  Perfume  account." 

3:55  p.m.  Eddie,  the  office  boy, 

brought  me  a  memo  from  the  f.o. 

"Meeting  at  5:10  p.m.  to  discuss  a 

new   account." 

3:5!)    p.m.    Al    from    Riterate    Rep 

Agenc\    called   me. 

"Have  you  made  up  your  mind 

about  Gopherville  yet?"  he  asked  me. 
Gopherville  is  a  two-station  market 

that  we  ma)  go  into  with  the  Sugarpie 

Face  Cream  campaign.    I  hedged. 

"Well  look.  girl.  About  those  rates 
I  gave  you.  Find  out  what  the  other 

station  offers,  and  we'll  see  what  we 

can  do  for  you.  .  ." 

4:01  p.m.  I  brought  the  availabili- 

ties and  my  estimates  to  Jim.  "Noth- 
ing wrong  with  this  presentation  per 

se,"  he  conceded. 

4:25  p.m.  Frank  called  me  into  the 

den  to  see  some  film  commercials  he's 
just  made  for  Sugarpie  Face  Cream. 

Campaign  is  to  be  aimed  at  teen-age 
girls  without  boy  friends  in  South- 

eastern  industrial  areas. 

Frank  is  our  radio-TV  director. 

4:5!t  p.m.  Phone  call  from  Charlie 
from  Everywhere  Rep  Co. 

"I  \e  been  calling  sou  all  day,"  he 

panted.  "About  Sugarpie  Face  Cream. 
.  .  .  You  haven't  bought  into  Sowaat, 

Nebraska,   yet,   have   you?" 
Sowaat's  a  three-station  market. 

I   told  him  I  hadn't  decided  yet. 
"Well  hold  off,  girl,"  he  told  me 

e  gerly.  "Let  me  bu\  you  a  drink 
later  this  afternoon.  Incidentally,  no 
matter  what  the  other  two  stations  tell 

you,  we'll  give  you  better  rates." 
5:00  p.m.  I  went  in  to  see  Jim  about 
the  Rover  Dog  Food  campaign. 

"Well,"  I  asked. 

"'\\  ell,"   he  answered. 

"About  the  campaign."  I  insisted. 

"Which  campaign?"  he  replied  cov- 

!>• 
"The  one  I  spent  all  day  lining  up. 

The  one  there  was  such  a  rush  on. 

The  one  for  which  I  called  every  rep 

in  town,  pestered  them  to  death, 

dragged  them  over  here  through  mud 
and  rain.  .  .  .  Rover  Dog  Food,  what 

else?" 

Jim  hid  behind  a  large  economy  size 
can  of  Rover  Dog  Food. 

"The  client  loved  the  presentation." 
He  peered  cautiously  around  the  green 
can. 

"I    know.     But    are   they    buying?" 
"Next  year." 

5:10  p.m.  The  Great  White  Father 
called  a  general  staff  meeting. 

I  sat  down  to  his  right,  because  the 

G.W.F.  always  lists  to  the  right  when 
discussing    weighty    subjects. 

"You've  all  been  doing  a  great  job." 
he  began,  when  we  were  all  gathered 
in  the  f.o. 

I  sighed  unhappily.    When  the  boss 

tells  us  that  we've  been  doing  "a  great 
job,"  that  means  he  isn't  satisfied,  be- 

cause if  he  were  satisfied,  he  wouldn't mention  it.  Heaven  forbid  we  should 

ask  for  a  raise. 

".  .  .  but.  I  think  we  can  do  a  greater 

job.  .  ." 

"Here  it  comes,"  I  thought.  When 

the  powers  that  be  say  "we,"  it  means more   work   for   the  salaried  ones. 

5:40  p.m.  "...  I  don't  have  to  tell 
you  what  this  new  account  means  to 

us,"   the  boss  continued. 

Frank  gave  me  his  "here-comes-the- 

pitch-for-overtime"   look. I   crossed   my  legs. 

"Young  woman,  are  you  trying  to 
distract  me?"  the  boss  scolded. 

I  dropped  my  eyes  demurely  and 
pulled  the  skirt  over  my  knees. 

Well,  that  hadn't  worked. 

6:50  p.m.  ".  .  .  so,  let's  all  pitch  in 
and  do  a  bang-up  job  for  this  ac- 

count.'* the  G.W.F.  concluded. 

I  limped  out  of  the  f.o.  into  the  con- 
ference room.  Hopefully  I  looked  over 

my  calendar  for  rep  or  station  mana- 

gers' parties.    Nary  a  one  in  sight. 
"You'll  have  steak  and  champagne 

every  day,"  my  boss  had  told  me  when I  first  joined  the  agency. 

As  a  matter  of  fact,  during  my  six 

tyro  months  in  the  media  department, 
I  was  deluged  with  party  invitations. 

But  did  I  accept?  I  did  not.  Didn't 

think  it  was  right,  because  I  wasn't 
placing  much  business  at  the  time. 
Now  I  place  over  $1.5  million  a  year. 

Do  I  get  any  more  party  invitations? 
I  do  not.  The  reps  know  I  have  to 
work  with  them,  party  or  no  party. 

So,  I  picked  up  my  stuffed  poodle 
and  went  home.  Steak,  indeed.  Scram- 

bled eggs,  anyone?  *  •  • 

I 
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Round  Number:  Twelve  Million 
Adding  very  little  to  a  pigs  weight  hut  much  to  his  appearance, 

a  tail  also  serves  radio  station-.  Chambers  of  Commerce,  -tatisticalh 
minded  copywriters,  and  packing  houses,  than  which  there  are  few 
things  hetter  to  sta\  upwind  of  (packing  houses,  thai  Is). 

To  come  to  the  point,  in  \()s2  Iowa  again  was  the  Nation's  top 
pork  producer,  being  instrumental  in  supplying  12,057,000  tails,  each 
attached  to  a  going  concern  subsequent!)  rendered  into  squeals,  bacon. 
ham.  pork,  sausages,  billfolds,  brushes  and  an  infinitude  of  et  cetera. 

The  official  I.  S.  census  puts  Iowa-  farm  living  index  at  177. 
which  places  the  Iowa  farmer  on  top.  The  national  average  is  122. 

Iowa  also  leads  the  nation  in  the  percentage  of  farms  with  automobiles. 
The  percentage  of  farms  served  by  electricity,  telephones  and  radios 
has  practically  reached  the  saturation  point. 

These  facts  aren't  put  here  to  bore  \ou.  The\"re  more  reason  for vou  to  call  the  Kat/  Vgen<  \  and  try  this  market  for  size.  It  fits  big 

sales  and  small  I  or  large)  budgets. 

WMT  Cedar  Rapids    •    600   kc    •    5000  Warts    •    Basic   CBS   Network    •    Represented 
nationally  by  the  Katz  Agency. 

WMT-TV  •  Channel  2  •  CBS  •  On  the  air  Sept.  27 

*o? 
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LIQUI-MOLY 
(Continued  from  page  36) 

1 1 1< >\  ies  and   news  show-. 
I  he  films  were  used  for  the  first 

time  last  fall  in  18  markets  coast  to 

coast  for  13  weeks,  two  to  four  times 
a   week  in  each  market. 

The  average  car  owner,  statistics 

show,  is  a  man.  To  reach  a  predomi- 

nant!) male  audience,  Reiss  and  Rat- 
ner  scheduled  announcements  as  fol- 
low-: 

Radio:  In  the  morning,  7:00  to  8:00 

a.m.  disk  jockey  adjacencies,  to  catch 

the  car  owner  on  his  wa\  to  work. 

In  the  afternoon  to  early  evening 

(5:00-8:00  ji.m.i  sports  adjacencies 
were  sought  to  reach  men  while  their 
favorite  sportscasters  were  giving  the 

da\"s  scores.  Eleven  o'clock  news  ad- 
jencies  were  also  sought. 

In  addition  to  these  hasie  time  slots, 

the  agency  looks  around  for  good  buys 

no  mallei  what  ihe  time  of  day,  won't 
hesitate  to  hreak  its  own  rules  when- 

ever an  exceptional  availability  is  of- 

fered. (Example:  Liqui-Moly  current- 
ly is  using  one-minute  announcements 

preceding  or  following  New  York  Yan- 

Here's  Why . . . 
KIFN,  and  only  KIFN,  reaches  more  than  85,000 

Spanish-speaking  people*  in  Phoenix  and  central 
Arizona.  This  Spanish  population  spent  nearly 
$20,000,000  in  retail  sales  during  1952.  They  account 

for  some  20°o  of  Arizona's  population. 
Remember,  if  you  sell  in  Arizona  .  .  .  you  should 

sell  in  Spanish.  And  to  reach  this  rich  market,  you 

must  use  KIFN,  Arizona's  only  full  time  Spanish 
language  station. 

Pinto  Beans?  Si,  Senor, 
I  Love  Them! 

And,  to  prove  it,  I  helped  sell  10  tons  of  them  for  Basha's 
Markets,  Phoenix,  during  a  recent  week-end.  Ask  Mr.  Ed 

Kerns  at  Basha's.  He'll  tell  you! 

Ah,  Senor,  Whot  An 

Angle  For  A  Siesta! 
But  I  wasn't  sleeping  when  I  helped  increase 

Quality  Furniture  Company's  sales  to  Mexi- 
can people  from  5°o  of  volume  to  over  40°o 

in  less  than  2  years.  But  why.  believe  me? 
Ask  Mr.  Al  Garcia,  President. 

Senora  Cow,  She  Never 
Give  Milk  Like  Thees! 
In  one  year  my  Mexican  friends  sent 

187,500  can  labels  to  Borden's  Evapor- 
ated Milk  Company  in  return  for  china 

plates.  You  can  check  these  figures  with 

Mr.  Sporleder  at  Borden's. 

"Statistics  from  Valley 
National  Bank  Survey. 

KIFN 
"LA  VOZ  MEXICANA" 

860  Kilocycles    •    1  000  Watts 

Ask  These  Yanquis  About  Me! 

HARLAN  G.  OAKES 
AND  ASSOCIATES 
672  S.  LaFayette 

Park   Place 

LOS  ANGELES,  CALIF 

NATIONAL  TIME   SALES 
17  E.  42nd  St. 

NEW  YORK,  N.  Y. 

REACHING  PHOENIX,  AND  ALL  OF  CENTRAL  ARIZONA 

kee  games   over   WINS.  I 
Television:  in  the  afternoons,  one- 

minute  announcements  are  placed  ad- 

jacent to  sportscasts,  or  five-minute 
sports  programs  are  sought.  In  the 
evenings,  late  news  adjacencies,  d.j. 
and  movie  participations  are  sought. 

Here,  too,  however,  there  are  excep- 
tions to  this  basic  time  buying  pattern, 

i  Example:  Liqui-Moly  sponsored  a 
sports  show  in  Seattle,  Wash.,  preced- 

ing the  Walcott-Marciano  fight  this 
past  June.  Because  the  fight  lasted 

only  two  minutes,  Liqui-Moly  received 
just  as  much  commercial  time  before 
the  fight  as  the  sponsor  of  the  bout 

got.) Liqui-Moly's  commercials  are  care- 
fully planned  to  combine  effective  pres- 

entation with  education  about  the  prod- 
uct itself. 

The  first  radio  commercials  were  de- 

sinned  to  surround  the  new  product 

with  a  feeling  of  prestige,  familiarity. 

Authoritative-sounding  Westbrook  van 
\  orhees.  announcer  for  The  March  of 

Time  film  series,  was  selected  to  re- 
cord the  initial  commercial.  In  later 

commercials  Fred  L'ttal,  a  well-known 
radio  announcer,  delivered  the  straight 

sell  as  "the  man  who  knows."  And 
Kevin  Kennedy  is  used  on  other  disks 

as  the  "neighborly"  tvpe  who  gives 

the  "reminder  to  buy." 
Attention-catching  sounds,  such  as 

the  roar  of  jet  planes,  police  whistles 
and  running  car  engines  are  used  for 
added  effectiveness. 

The  copy  itself  concentrates  on 

Liqui-Moly's  ability  to  achieve  certain 
specific  results  when  added  to  car  oil. 

Here's  a  sample  radio  commercial  com- 
bining dramatic  effects  with  straight 

sell: 

(Dub  in:  "Science  marches  for- 

ward.") Announcer:  "This  winter  for  the 
first  time  vou  need  never  have  trouble 

starting  vour  car.  You  need  never  wor- 

ry about  dry  starts  like  this — " i  Dub  in:  Sound  of  dry  start.) 

Announcer:  "The  new  wonder  lubri- 

cant Liqui-Moly  guarantees  a  faster 
start  and  engine  warm-up  even  in  the 

coldest   neathcr." 
(Dub  in:  Sound  of  engine  turning 

over  quickly.) 

Announcer:  "All  you  do  is  add 

Liqui-Mol)  to  vour  motor  oil.  It  ac- 
tually plates  the  vital  part  of  your 

car's  engine  with  magic,  friction-reduc- 
ing Molybdenum  Disulfide.  Thus  Liqui- 

Molv  gives  you  instant  lubrication,  in- 
stant starts,  the  instant  you  press  the 
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starter — even  in  the  coldest  weather! 

Yes,    Liqui-Moly  L-I-Q-U-I    dash 
M-O-L-Y  eliminates  unlubricated, 

dry,  grinding  starts,  the  biggest  cause 

of  engine  wear.  And  Liqui-Moly  gives 
you  more  miles  per  gallon,  too.  Get 

Liqui-Moly,  only  $1.50  per  can — avail- 
able at  all  gas  stations  and  auto  supply 

stores.  Beware  of  inferior  imitations 

with  similar  names.  Get  genuine  Liqui- 

Mc.K  today!" 
i  Dub  in:  Engine  turning  over  quick- 

iy-) 

The  agency  has  disked  nine  different 
radio  commercials  with  seasonal,  re- 

gional variations,  in  some  cases  nar- 
rated by  local  personalities.  For  TV 

it  uses  just  one  basic  film.  The  film 

was  so  planned  to  allow  for  a  20-sec- 
ond  change  in  the  middle  to  make  it 

usable  year  "round.  In  the  winter  the 
central  portion  of  the  film  is  devoted 
to  general  talk  about  the  product;  in 
the  summer  the  20  seconds  are  spent 

demonstrating  engine  vibration. 

Radio's  ability  to  dramatize  and 

television's  ability  to  demonstrate  make 
these  media  "naturals"  for  introducing 
a  new  product,  according  to  George 

Seedman,  president  of  Moly  Motor 
Products. 

"You  can  catch  attention  very  easilv 

with  radio,"  he  said,  "but  with  print 
media,  the  reader  may  just  skip  over 
the  whole  advertisement.  And  with  tel- 

evision you  can  bring  home  to  the 
viewer  the  actual  results  to  be  ob- 

tained through  using  a  particular  prod- 

uct.   Demonstration  adds  impact." 
Merchandising  plays  an  integral  part 

in  the  air  drives  in  every  market.  Be- 
fore the  announcement  drive  is  to  be- 

gin in  a  particular  area,  the  station 
mails  out  cards  or  letters  to  every  gas- 

oline station  dealer  and  auto  accessory 

store  in  the  region.  The  letters  point 

out  that  Liqui-Moly  has  signed  up  to 
sponsor  announcements  adjacent  to 

sports  shows  (or  news,  d.j.  shows) 

or  is  a  participating  sponsor  in  such 
shows.  Dealer  reaction  to  these  mail- 

ings, Ratner  reports,  has  been  con- 
sistently good. 

For  example,  this  past  spring,  WINS, 

New  York,  mailed  letters  to  4.000  ser- 

vice stations  in  connection  with  Liqui- 

Moly's  sponsorship  of  New  York  Yan- 
kee games.  Many  dealers  wrote  the 

station  asking  it  to  make  sure  that  dis- 
tributors took  their  orders  for  Liqui- 

Moly,  according  to  Ratner. 
In  addition  to  the  mailings  Moly 

Motors  holds  a  regional  dealer  show 

for  every  new  market  preceding  its  ad 

No.  1  in  Kansas  City 
A  new  survey  shows  KUDL  to  be 

No.  1  independent  station  in 
Kansas  City 

8  a.m.  to  6  p.m.  Monday  thru  Friday 

FORJOE    can    show    you    why 
KUDL  is   in  the  number  one 

.  .  call  him  NOW! 

KUDL  ...  the  Best  Money  Can  Buy! 
1000  WATTS  ...  250  WATT  RATE 

GREATER  KANSAS 

CITY  TRADE  AREA 

KOKO 

KUDL— KANSAS  CITY 
KOKO— WARRENSBURG 
KDKD— CLINTON 

Covers  The  Greater  Kansas  City  Market 

campaign  there.  At  the  shows  dealers 
are  given  scientific  information  about 

the  product.  Professional  actors  dem- 
onstrate the  right  and  wrong  ways  to 

make  sales  in  specially  written  skits. 

When  George  Seedman  created  the 

Moly  Motor  Products  Corp.  last  sum- 
mer, Liqui-Moly  was  being  used  by  a 

limited  number  of  sports  car,  racing 

car  and  foreign  car  fans.  It  was  dis- 
tributed only  in  about  four  or  five 

markets. 

Seedman,  who  owns  Times  Square 
Stores,  a  chain  of  auto  accessory  stores, 
believed  that  car  owners  as  a  whole 

could  be  educated  quickly  to  see  the 

benefits  of  special  auto  lubrication.  He 

felt  that  Liqui-Moly  could  be  trans- 
formed from  a  specialty  product  to  a 

mass-produced  lubrication  foundation 
with  nationwide  distribution. 

Liqui-Moly  is  a  lubricant  containing 
Molybdenum  Disulfide  (MoS2).  It  has 

long  been  known  that  this  compound 
is  an  effective  lubricating  agent.  In 

fact.  MoSo  has  been  used  in  heavy  in- 

dustry for  many  years.  MoSo  in  dr\ 
solid  form  is  unsuited  for  use  in  con- 

ventional  oiling,   greasing   equipment. 

However,  during  World  War  II,  A. 

J.  Lock  rev.  lubricating  engineer,  was 

given  the  task  of  adapting  Molybden- 
um Disulfide  to  withstand  high  pres- 

sures and  temperatures,  so  that  it  could 
be  used  in  motors,  guns  and  planes. 

Through  what  Moly  Motor  Products 
calls  a  *'micronizing"  process.  Lockrey 

was  able  to  hold  MoSo  particles  in  sus- 
pension, thus  transforming  it  into  a 

liquid.  Further  refining  processes 

adapted  the  product  to  ordinary  auto- 
motive use.  Liqui-Moly  is  now  manu- 

factured for  use  in  standard  automo- 

biles in  the  firm's  plant  in  College 
Point.   Long    Island. 

Although  Liqui-Moly  today  is  among 
onlv  a  handful  of  oil  supplements  with 
national  distribution,  several  firms  are 

manufacturing  similar  products  on  a 

regional  basis,  and  several  major  gas- 
oline companies  are  now  eving  the 

field. 

In  addition  to  radio.  TV  and  news- 

paper advertising  Liqui-Moly  is  now 
being  advertised  in  auto  accessorv 

trade  papers  and  in  such  national  mag- 
azines as  Look.  Saturday  Evening  Post. 

American  Weekly  and  Popular  Science. 

Although  ad  plans  for  the  future 
have  not  vet  been  formulated,  the  air 

media  will  continue  to  get  a  large  slice 

of  Liqui-Moly's  budget,  and  there's  a possibilitv  that  air  advertising  may  go 

network  if  sales  warrant  it.  *  *  * 
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MEN.  MONEY 

i  Continued  from  poge  I  ti  > 

der-shrugging  doctors  who  require  al>- 

■olute  proof,  \»n  w as  pointedl)  -.n  • 
castic.  1 1  there  was,  said  he,  as  much 

■•\  idem  e  ti>  link  Bpinach  w  iili  stomach 
cancel   .1-  there  was  evidence  to  link. 

intemperate  cigarette  smoking  with 

lung  cancer,  t h«-n  the  <  1  \  would  1  ing 

through  the  land,  "Spinach  must  go!" 
But,  sneered  Norr,  the  tobacco  indus- 

try enjoj  i'iI  I  his  phrase  I  addi<  ts,  apol- 
ogists and  sycophants. 

In  short,  in  Norr  alone,  the  tobacco 

industry  has  a  formidable  foe  capable 

of  mobilizing  plent)  of  organized  an- 
tagonism. The  whole  morbid  maniacal 

fear  of  cancer  plays  into  the  hands  of 

the  temperance  movement.  Millions  of 

church  members  are  alread)  condi- 

tioned to  an  attitude  of  disapproval. 

The  dramatic  issue  of  lung  cancer,  the 

dramatic  diar)  which  50,000  members 
of  the  American  Cancer  Societv  arc 

keeping  now — and  for  the  nexl  several 
years  tracing  individual  deaths  to 

smoking  habits,  all  add  up  to  a  prob- 

lem for  the  tobacco  industr)  in  the  im- 
mediate future. 

Is  the  tobacco  industr)  being  too 

complacent  about  the  threat?  This  col- 

umnist had  an  interesting  discussion 

on  tobacco's  public  relations  problem 
with  the  PR  officer  of  a  big  whisk) 

combine.  He  had  been  the  neighbor 

at  a  banquet  of  a  cigarette  company 

vice  president.  Said  the  PR  officer 

about  the  cigarette  v. p.:  "I  tried  to 
tell  him  that  the  same  forces  which 

promoted  prohibition  are  being  stirred 

up  against  cigarettes,  but  he  only 

smiled.  He  said  opposition  to  ciga- 

rettes was  Epworth  League,  1905,  and 

had  no  real  public  support.  'You  can- 
not convict  a  community,  everybod) 

smokes!"  was  his  attitude."  The  whis- 
k\  man  shook  his  head,  considered 

this  a  case  of  none  so  blind  as  the\ 

who   will    not   see. 

Not  accidental,  chums,  not  acciden- 
tal at  all  have  been  the  two  recent  at- 

tempts to  get  tobacco  declared  a 

"drug"  by  legal  definition  and  thus 
subject  to  a  whole  new  series  of  curbs 

upon  its  advertising  claims!  Watch 

this  whole  subject.  It  is  a  burning — 

pardon  the  pun — one.  *   *  * 

SPONSOR  ASKS 
(  ontinued  11  om  pagt 

is  nil  soi   lealei  -  books  eithei  as  a 

pur  hasei  oi  set  vice  1  lient.  Howevei . 

in  mosl  '  ases,  w ith  the  aura  ill  ■  on- 

fusion  thai  exists,  there  are  usuall) 

1. nl\  a  less  leadei -  w ho  are  self-stai ihil' 
ami  the  others  must  be  stimulated  into 

making  an  extra  Belling  effort.  Further, 

depending  upon  the  speed  with  which 
it  i-  desirable  t"  convert  the  market, 

the  dealers'  capacit)  I  numbei  oi  to  h- 
nicians  emplo)  ed  and  1 1  u<  k-  operated  I 

for  making  conversions  musl  be  Btud- 

ieil  and  possibl)  temporaril)  augment- 

ed. I  he  local  dealers,  in  anticipation 

nt  the  advent  oi  a  new  I  III-  station, 
should  also  acquaint  their  bankers  with 

the  unusual  requirements  of  the  situa- 
tion m>  that  adequate  financing  ma)  be 

arranged. 

The  foregoing  just  about  tells  the 

-tor\  except  for  one  other  important 

conxersion  factor  the  multiple-hous- 

ing units.  Buch  as  apartment  buildings, 

lintels  and  housing  projects.  In  the 

majorit)  of  instance-  the  landlords 

prohibit  tenants  from  using  outside  an- 
tennas because  of  the  fire  hazard  and 

possible  roof  damage.  The  solution  to 

this  i-  the  master  antenna  system  and 

that  calls  for  another  educational  job 
with  the  landlords.  However,  with  the 

master  antenna,  the  converting  is  done 

at  the  antenna  and  the  apartment 

dweller  with  a  \  I  IF  set  has  nothing  to 

do,  or  buy.  a*  hi*  set  will  receive  the 

I  HF  signal  on  one  of  the  unused  \  Ill- 
channels. 

Fred  N.  Dodge 

Director  of  Merchandising 

NBC,  Sew  Yorl 

a\rr    ̂   WIN  I.      Channel 
VLjv  54,     located     in 

Belleville,  III., 

just  six  and  a 
half  miles  frmn 

downtow  n  St. 

B  ^^k  Louis.  grant- 

It       ~W^k  ed    it-    construc- 

■    /tfl        L  ,l"n      permit      on 
M  mtk       B         November      2  0 . 

Mr.  Hyatt  1952  and  hit  the 

air  with  commer- 

cial programing  on    Vugust  10. 

Due  to  delavs  and  deliver)  of  equip- 

ment we  find,  in  looking  back,  that  we 

have  had  over  eight  months  during 

which  time  we  have  publicized  and  pro- 

moted I  HF  in  this  area  in  a  very  in- 
tense manner.  hittinH  the  air  with  some- 

where  around    100,000  I  III 

•  'hi  round  work  a<  tu  ill)  stai  ted 
with  the  dealers  and  distributors 

Starting  almost  simultaneous!)  with 

mil  grant,  tin-  exe<  utives  of  \\  I  \  I  ii 
tended  ever)  dealei  and  distributoi 

meeting  in  tin-  area  night  aftei  i 

We  pointed  out   that   ovei    ':   ,000 \  III  Beta  in  use  in  the  ' rreatei  St 

I  ouis  area  needed  -nun-  type  oi  con- 

version.   W  e  -iir n-d  up  .1  t remendous 
an   nt  nt  enthusiasm  w  ith  the  dealei  - 

and  distributors  since  oui  market  hid 

a  high  i  urn  entration  of  saturation, 

Bomew  here  around  82'  i  .  m  hi<  h  meant 
that  the  dealers  and  distributors  were 

almost  out  of  business  Bhooting  al  an 

Hi'-  market.  Now  with  the  advent  of 

I  III-  the)  wen-  back  in  business  in  a 

big  way.  \nd  the)  could  look  for- 
ward to  conversion  of  existing  sets  and 

trade-ins  of  -even.  10  and  12-inch  Bets 

(of  which  there  were  some  125,000  in 

use,  all  four  or  fi\ e  j ear-  old  '  for  larg- 
er-screen I  HF-YIIF  sets.  Also,  that 

man)  homes  would  now  want  a  second 
set  with  the  advent  of  a  second  station. 

Public  enthusiasm  was  whipped  up 

through  a  promotion  campaign  that 

started  immediatel)  after  the  Christ- 
mas  holidays.  We  spent  somewhere 

amund  (100,000  in  promotion  of  I  HF 
through  the  use  of  almost  ever)  type 

of  advertising  media — newspaper  ads, 

tens  of  thousands  of  Scotch-glow  bump- 
er tags,  saturation  radio  campaigns, 

bus  cards,  department  store  promo- 

tions, such  as  a  special  I'HF  Fair  at 
the  May  Co.  store  in  St.  Louis,  also  a 

later  promotion  in  the  same  store 

where  we  put  all  of  our  studio  equip- 

ment on  display,  closed  circuit  tele- 

casts in  department  store-,  special  se<  - 
tions  in  local  daily  paper-  and  weekl) 

communit)  newspapers  on  I'HF  and W  INI.  window  streamers  and  decals 

for  taverns,  dealers  and  service  com- 

panies promoting  I'HF  and  our  pro- 
graming—particularly sports  and  the 

fact  that  we  were  carrying  a  full  -<hed- 
ule  nf  Major  League  baseball. 

We   now    have   learned    that    amund 

90^3    <>f  all  new  television  sets  sold  in 

St.  I. oui-  since  January  1  have  I'HF built  in.  which  gave  US  a  fixing  start  of 

-ome    30,000    tn     10,000    Sets    now     in 

use  with  I'HF  built  in.  in  addition  to 
the  tremendous  amount  of  strips,  plugs 

and  all-channel  converters  sold  in  the 

area   that   put    us   up  around   100.000 
I  HF  units  in  the  St.  Louis  area. 

John  I.  Hy\tt 
General  Sales  Manager 

WTVL  St.  Louis 
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m  Boston . . .  EVENING  IS  EVEN  BETTE 

particularly  over  JVHDH,  one  of  the  nation *s  foremost independent  station 

WHDH  Average  Ratings 

126% 

100% 

Sets  In  Use 128% Listeners  Per  Set 

101% 

6-9  A.M. 6-9  P.M. 6-9  A.M. 
6-9  P.M. 6-9  A.M. 

6-9  P.M. 

Comparison  WHDH  Average  Ratings,  Serf  in  Use, 

Listeners  per  Set  6-9  A.M.  vs.  6-9  P.M.  Mon.-Fri.  6-9  A.M.  equals  100% 

*  Source:  Boston  Pulse,  May-June,  1953 

Some  very  surprising  figures  prove  it — evening  radio  time  is 
even  better  than  early  morning  which  everyone  recognizes  as 
a  bargain  buy  in  view  of  listeners  per  set,  audience  turnover 

and  family-type  audience. 

Specifically,  an  analysis*  made  in  Boston  of  the  three  hour 
periods  6:00  to  9:00  P.M.  versus  6 .00  to  9:00  A.M.  Monday 
through  Friday  brings  to  light  this  amazing  comparison  (which, 
incidentally,  warranted  a  major  investment  by  WHDH  in  top 
talent  from  6:45  to  8:00  P.M.). 

26%  higher  average  ratings  on  WHDH  in  the  evening. 

28%  more  sets  in  use  in  the  evening. 

\%  higher  listeners  per  set  in  the  evening. 

Giving  still  more  significance  to  these  figures  is  television's 
thorough  penetration  into  the  Boston  area! 

And  Boston  is  typical  of  many  other  markets  across  the 

country — including  mature  television  markets — where  greater 
nighttime  radio  listening  gives  the  advertiser  a  most  attractive 
cost  per  thousand. 

We  have  the  facts  to  show  that  right  now  evening  radio  is 
a  tremendous  advertising  value  which  every  alert  advertiser 
and  agency  will  want  to  investigate.  Call  your  John  Blair 
man  today! 

This  is  one  in  a  continuing  series  of  advertisemer 

based  on  regular  syndicated  audience  measuremt 

reports.  To  achieve  a  uniform  basis  of  measureme; 
the  radio  stations  chosen  for  this  series  are  all  Jo 

Blair-represented  outlets  ...  all  in  major  markets. 

JOHN 
BLAIR 
&  COMPANY 

REPRESENTING  LEADING 

RADIO  STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN  FRANCISCO    •    LOS  ANGELES 



ber    1953 

MONDAY 

COMPARAGRAPH   OF  NETWORK 

Godfrey"   90   m 
Knomark,   Mogu 
Mut   of  Omahi 
B&J   alt  das 
Snow  Crop.  Mxn. 
Int'l     Cellucotton 
FC&B   alt  das 
Star-Kist  Tuna 

m.w,   alt  f 
10:30-45 

Rhoades  &  Davis 

Lever:    pepsodent 
m.w,    alt  f 
10:45-11 

McCann-Erickson 

Cecil  Brown   news 
co-op 

N  m-f  L 

Mutual  music  box 
N         m-f         L 

F  Singiser  news 
S  C  Johnson  \vxs 
4G6N"  10:30-35  L 
NL&B  m-sat" 
Wonderful  city 

Holland  Furnace 
562N  m-f  L 
Lindeman     $1100 

Welcome  travelers 
P&G:  splc&span 
joy.    prell,    white cheer,  zest 
157C        m-f       L 

r!I6-6:30    pm 

Blow 
$4000 Bob  Hope 

Gen  Fds:  jell-ot 
140H  m-f  T 
Y&R  $8,000 

It   pays  to  be 
married 

H         m-f         L 

Strike  it  rirh 
Colgate: halo,  col- 
gate    dental    rrm, 
palmolive,     fab 

1S1N       m-f       1 
rl:30-2    pm 

My    true    story 
Sterling   Drug 
m-f   10-10:25 

(see   mon) 

D-F-S 

Whispr'g     street! Toni:    prom 
home  perm 

tu.th    10:25-45 
LB    share    $450t 
When  girl  marriei 
N  m-f  I 

Godfrey"  10-11 :3C 
Knomark.   Mogu 

Mut  ol  Omaha 
B&J   alt  das 
Snow  Crop.  Mxn 
Int'l  Cellucottor 
FC&B         alt  das 

Gen    Motors 
Frigidaire     Div 

tu.th. alt  f 
FC&B 

Toni  Co 

tu.th, alt  f 
10:45-11 

Weiss   &    Geller 

Cecil  Brown   new 
co-op 

N  m-f 

Mutual  music  hoi 
N  m-f  I 
F    Singiser    new: 

S   C  Johnson 
m-sat    10:30-35 
NL&B 

Wonderful     city 
Holland    Furnac 

m-f  10:35-11 
Lindeman 

Welcome  traveler P&O 

m-f   (see  mon) 

Blow 
Bob    Hope 

Gen    Fds:    jell- m-f    (see   mon) 
Y&R 

It   pays   to  be 
married 

H  m-f  I 

My    true    story 
Sterling     Drug 

in  f     1D-10:25 (see   mon) 

D-F-S 

Whispr'g     street 
Gen   Mills 

m.w.f   10:25-45 Knox-Reeves 

When  girl  marrie 
N  m-f  ] 

Godfrey  10-11 :3( 

B  m  mark,  Mogul 
Mut    of    Omaha 

B&J   ak  da- Snow  Crop.  Mxn Int'l  Cellucottor 

FC&B i       :"  alt  das 

Star-Kist  Tuna 
m.w, alt  f 

10:30-45 Rhoades  &   Davi 
Lever :    pepsoden 

m.w. alt  f 

10:45-11 McCann-Ericksor 

Cecil  Brown   new 

co-op 

N  rn-f  1 

Mutual  music  bo: 
N  m-f  1 
F    Singiser    new 

S  C  Johnson 
m-sat     10:30-35 

NL&B 
Wonderful     city 

Holland     Furnac m-f  10:35-11 
Lindeman 

Welcome  traveler 

P&G 

m-f   (see  mon) 

Biow 

Bob    Hope 

Gen     Fds:    jell- 
in -f    (see   mon) Y&R 

It   pays   to  be married 

H         m-f 

My    1 

in  f 

D-F-S 

Whlsp 

Ti 

tu.th 

Leo    B 
When 
N 

Godfrey  (cont'd) Pillsbury  Mills 
m-th,  alt  f 

»,  Burnett 
Liggett  &  Myers 
chesterfield  rigs 
m.w.f  11:15-30 
Cnghm  &  Walsh 
Make  up  yr  Mm 
Continental  Bkg 
53N  m-f  I 
Bates  $287! 

Ladies    fair 
co-op    7/6-10/2 
m-f   11-11:25 

H  E  ii  i  li-  news 
S  C  Johnson  wxs 
512C  11:25-30  L 
NL&B       m-sat* 

Live    like    a 
millionaire 

10GN       m-f       I 
Esty 

S330D 

Rosemary 
P&G:  ivory  snow 
117N  in-f  I 
B&B  S270C 

Queen    for   a   day 
1"    Lorillard: 
old    gold    rigs 

454H       m-f       T 
sp  11:45-12 

L&N  share  $5500 

Phrase  that  pays 
CPP:  ajax.  velt 
188N  rl:15-30  L 
Esty    m-f    $2500 

Second    Chance 
N  m-f  I 

Dbl  or  Nothing 
Campbell  Soup 
m-f    11:30-55 

Ward   Wheelock 

Godfrey    (cont'd] Pillsbury    Mills m-th, alt  f 

Burnett 
Nat'l    Biscuit 

tu.th    11:15-30 

McCann-Ericksoi 
Make  up  yr  Mm 
Continental  Bks 
m-f  (see  mon) 

Bates 

Ladies    Fair 
co-op  7/6-10/2 
m-f   11-11:25 

H     Engle    news 
S  C  Johnson 

m-sat     11:25-30 

NL&B 

Strike    it    rich 
Colgate 

m-f    (see  mon) Esty 

Live    like    a 
millionaire 

106N        in  t 

Rosemary 
P&G :  ivory  snow 
m-f    (see  mon) 
B&B 

Queen   for   a   da: 
Quaker    Oats 539H      tu.th      1. 

S&  M  share  $5501 
P   Lorillard: 
old    golds m-f   (see  mon) 

L&N 

Phrase  that  pay 
Colgate 

m-f    (see  mon) 

Esty 

Godfrey    (cont'd! Pillsbury    Mills 
m-th, alt  f 

Burnett 

Liggett  &  Myers 
chesterfields 

m.w.f    11:15-30 Cun'gm  &  Walsl 

Ladles   Fair co-op   7/6-10/2 
m-f  11-11:25 

H    Engle   news S  C  Johnson 
m  s;ii     1 1 :25-3( 

NL&B 

Strike    it    rich 
Colgate m-f    (see  mon) 

Esty 

Second    Chance 
N  m-f         1 

Dbl   or   Nothing 
Campbell  Soup 
m-f    11:30-55 

Ward   Wheelock 

Make  up  yr  Mm 
Continental    Bk< 
m-f    (see   mon) 

Bates 
Rosemary 

P&G :  ivory  snou m-f  (see  mon) 

B&B 

Queen    for   a   da 

P     Lorillard: old    golds m-f    (see   mon) 

sp    11:45-12 
L&N 

Phrase   that  pay 

Colgate m-f    (see   mon) 

Esty 

Second    Chance 

N  m-f 

Dbl   r 

Cami 

in  f 

Wendy  Warren 
Gen  Fds:  max  hs1 
159N  m-f  L 
B&B  $3250 

Aunt Jenny 
Lever '    spry 

177N m-f       L 
FC&B $3000 

Helen Trent 
Am  Home  Prodt 
183N m-f       L 
Murray $2800 

Curt  Massey  time 
Miles:  alka-sltzr 
473H  m-f  T 
Tape  of  CBS  show- Wade  $1200 

Capitol    comment. 
S    C   Johnson 

NL&B  m-f* 
Guest    time 
N  L&T 

No    network 
servire 

m-f 

Turn   to  a  frienc 
Toni :    tonette, 
white  rain 

313N      tu.th      I 
11:55-12:25 

W&G   $4000 
Jack    Berch 

Prudential  Ins 
m-f    12:25-30 

C& H     (see    mon) 

Wendy  Warren 
Gen  Fds 

m-f   (see  mon) 
B&B 

Curt  Massey  timi 
Miles    Labs m-f   (see  mon) 

Wade 

Our    gal    Sunday 
iWhltehl:  anaclnt 
177N  m-f  h 
Murray         $2300 

No    network 
service 

m-f    12:30-45 

Bill    King  Trio 
Gen  Mills 

m-f    (see  mon) 
Knox- Reeves 

Aunt    J 

snny 

Lever: 
spry 

m-f   (see 
mon) 

FC&B 
Helen   Trent 

Am    Home Prods m-f    (see mon) 
Murray 

Capitol  common 
S  C  Johnson  m- 
NL&B      12:15-2' Guest    time 
N   12:20-30   L&1 

No    network 
service 

Turn   to  a   friem 

N  m-f 

Jack    Berch 
Prudential     Ins 
m-f    12:25-30 

C&H     (see    mon] 

Wendy    Warren 

Gen    Fds m-f    (see   mon) 
B&B 

Curt  Massey  tim 
Miles    Labs m-f   (see  mon) 

Wade 

No    network 

service    m-f 

Bill    Ring  trio 
Gen  Mills m-f    (see   mon) 

Knox- Reeves 

Aunt    Jenny 
Lever:    spry 

m-f    (see   mon) 

FC&B 

Capitol  commei R  C  Johnson :  m 

NL&B      12:15-1 

Faith  In  our  time 
N  m-f  L 

No    network 
service 

Our  gal  Sunday 
Whitehall  Phar 
m-f   (see  mon) Murray 

Helen   Trent 
Am    Home   Prod 
m-f    (see   mon) Murray 

Guest    time 

N   12:20-30   L&' 

No    network service 

m-f 
Faitb  in  our  firm 
N  m-f  I 

No    network 
service 

m-f 

Our  gal  Sunda) 
Whitehall  Phar m-f    (see   mon) Murray 

No    network 

service    m-f Faith  in  our  tim 
N  m-f         1 

tu.th 

(s 

W&G 

Jac 
Prude 

m-f 

C&H 

Bill 
Ge 

m-f 

Knox- 

No 

Road  of  Life 

*'  P&G:   ivory   soap 
151N*       m-f       L 
Compton       $3250 

Cedrlc    Foster 
news  co-op 
Bost        m-f        Li 

Ma    Perkins 
'•       P&G:  oxydol 

165N*      m-f      L 
D-F-S  $3250 

Music  by  Wlllard 
Cleve       m-f       L 

No   network 
service 

m-f 

Paul  Harvey  news 
co-op 

m-f 

Road   of   life 
P&G:   ivory  soap 
m-f   (see  mon) 

Compton 

C    Foster    news 

Ted    Malone co-op 

141N       m-f       L 

Ma    Perkins 
P&G:  oxydol 

m-f    (see   mon) 
D-F-S 

Music  by  Willarr 
Cleve       m-f       I 

No    network 

service 

m-f 

Paul  Harvey  new 

co-op 

m-f 

Ted    Malone 

co-op 

141N       m-f       II 

Road  of  life 
P&G:   ivory  soap m-f   (see  mon) 
Compton   C    Foster    news 

co-op 

Bost        m-f        ] 

Ma    Perkins 
P&G:    oxydol m-f    (see   mon) 

D-F-S 

Music  by  Willarc 

Cleve       m-f 

No    network 
service 

m-f 

Ted 

141N 

Young  Dr  Malone 
P&G:  crisco.   jov 

k    159N       m-f       L Compton       $2850 

Guiding  light 
P&G:  duz,  ivory 
159N  m-f  L 
Compton       $3000 

Luncheon     with 
Lopez 

N  m-f  L 

Pauline  Frederick co-op 

N  m-f  L 

Dr  Paul:  Wesson 
oil.  Snowdrift  Sis 
62H  r6:80-45  T 
Fitzg   m-f   $3000 

No    network 
service 

m-f 

Young  Dr  Maion 
P&G:  crisco,  joy 
m-f    (see  mon) 

Compton,      B:ow 
Guiding  light 

P&G:  duz,  iv'y  1 m-f  (see  mon) 

Compton 

Luncheon     with 
Lopez 

N  m-f  1 

Pauline  Frederick 

co-op 

N  m-f  I 

Dr    Paul 

Wesson,  Snowdrf m-f  (see  mon) 

Fitzgerald 

No    network service 
m-f 

Young  Dr  Malon P&G:   crisco,   joy 

m-f    (see  mon; 

Compton,    Biow 
Guiding  light 

P&G:  duz.  iv'y  S 
m-f  (see  mon) 

Compton 

Luncheon    with Lopez 
N  m-f  1 

Pauline  Frederic! 

co-op 

N         m-f Dr    Paul 
Wesson.  Snowdrf m-f  (see  mon) 

Fitzgerald 

it 

2nd  Mrs  Burton 
OF:  swans  downt 
14ZN  m-f  L 
B&B.  Y&R  $3000 

Say  It  with  music 
m-f    2-2:25 

Cleve  L) 

Perry  Mason 
b*       P&G:    tide 

170N       m-f       L 
B&B  $3500 

F  Singiser  news 
R  C  Johnson  wx 
505N  2:25-30  I 
NL&B       m-sat" 

No    network 
service 

m-f 

Mary     Margaret 
McBrlde co-op 

97N      ra-f     L&T 

2nd    Mrs    Burton 
Gen   Fds 

m-f    (see   mon) 
B&B.   Y&R 

Say   It  with music 

Cleve       m-f 

■,er      Nora   Drake 
■0         Toni  Co 
i  .  193N     m.w.f     L 
29  W&G  5/wk  $3000 

Mac    McGuire 
Phila  I. 

Dave  Garroway 
Armour:  dial  soap 
76N  r6:45-7  T 
FC&B  m-f  $3250 

Perry  Mason 
P&G:  tide 

m-f    (see  mon) 
B&B 

F    Singiser    new: 
S   C  Johnson 

m-sat     2:25-30 NL&B 

No   network service 

m-f 

Mary     Margaret 
Mi  Bride 

2nd    Mrs    Burtor 
Gen    Fds m-f    (see   mon) 

B&B.    Y&R 

Brighter    day 
P&G:   rheer 

170N       m-f       L 
Y&R  $2850 

No    network 
service 
m-f 

Jane  Pickens 
N         m-f         L 
News  2:55-3  m-f 

Tennessee     Ernie 

H  m-f 2:30-4:25 

Nora    Drake 
Seenian:  ainvkt 
194N       tu.th       L 
WHW   shr   $2850 

Brighter   day 
P&G:    cheer 

m-f    (see   mon) 
Y&R 

Paula   Stone 
Naumkeag: 

pequot 553N Jackson        $I00( 

Dave     Garroway 
Armour :  dial  soar 
m-f  (see  mon) 

FC&B 

No    network 
service 

m-f 

Jane  Pickens 

N  m-f 
News  2:55-3  m 

Betty    Crocker 
Gen  Mills 

m.w.f   2:30-35 

D-F-S   

Tennessee     Ernl 

H  m-f  1 
2:35-3:55 

Perry  Mason P&G:  tide 
m-f    (see   mon) 
B&B 

Nora    Drake 
Toni     Co 

m.w.f    (see    mon) 
Weiss    &    Geller 

Say  it  with  musi 

Cleve       m-f 

F    Singiser    new 

S  C  Johnson m-sat     2:25-30 

NL&B 

No    network 
service 

m-f 

Mac    McGuire 
Phila 

Dave  Garroway 
Armour:  dial  soai 
m-f  (see  mon) 

FC&B 
Brighter  day 
P&G:     cheer 

m-f    (see   mon) 
Y&R 

No    network 
service 

m-f 

Jane  Pickens 

N  m-f News  2:55-3  m- 

Mary 

M 

Tenne; 
H 

2:: Hilltop  house 
Miles:    alka-sltzr 
146N    r4-4-15    L 
Wade    m-f    $2800 

Life  beautiful 
P&G:  tide,    zest 
173N  m-f       L 
B&B  $2750 

House   party 
T.pver:    surf 

190H  r3:30-45   T 
Ayer   m.w.th 
Plllshurv:    flnurt 
185H    r3:45-4     . 
LB  $6000 

i  Five  V2-hrs  m-th 

John  B  Gambling co-op 

m-f  3-4 
N  L 

Road    of    life 
P&G:    criscot 

168N       m-f       T 
Compton       $2750 

Joe  Emerson 
Gen   Mills m-f   (SE  stns) 

Knox-Reeves 

Hilltop  house 
Miles    Labs 

m-f    (see  mon) 
Wade 

Life  Beautifu 
P&G:    tide,    zes m-f  (see  mon) 

B&B 

Joe  Emerson 
Gen   Mills m-f   (SB  stns) 

Knox- Reeves 

Pepper   Young 
P&G:    Camay t 

170N       m-f       L 
B&B  $2700 

Tennessee      Erni 

(cont'd) 

House  party 
Kellogg  Co 

190H  tu.f  I 
LB  share  $600( 
Pillsbury  Mills 
m-th  3:30-45  seg 
LB         (see   mon) 

John  B  Gambling 
co-op 

N       m-f  3-4       I 

Road    of    life 

P&G:    CTiscot m-f    (see  mon) 
Compton   

Hilltop      house 
Miles    Labs m-f    (see  mon) Wade 

Life  beautiful 

P&G:    tide,    zesl m-f  (see  mon) 

B&B 

Ge 
m-f 

Knox- 

Pepper   Young 

P&G: camay.  duz: m-f  (see  mon) 
B&B 

Tennessee      Erni 

(cont'd) 

House   Party 

Lever:    surf 
m.w.th  (see  mon) 

Ayer   

Pillsbury    Mills m-th  3:30-45  see 

(see   mon) L    Burnett 

Jo'.n  B  Gamblin 

co-op 

N      m-f  3-4 

Road   of   life 

P&G:    crisco 
m-f    (see  mon) 

Compton 

Pepper  Young P&G :  i  amay.duzi m-f  (see  mon) 

B&B Wizard  of  odds 
Toni  Co 

ITSH     m.w.f     T 
LB      shr       f.3700 

Rt  to  happiness 
P&G:  dreft,  tidet 
164N  m-f  L 
D-F-S  $3000 

Edward     Arnold 
storyteller 

H   m-f  3:55-4   I 

Wizard   of  odds 
Manhattan  Soap 
202H  t.th.f  T 
SB&W  shr  $3200 

Rt    to    happlnes: 
P&G:  dreft,  tide! 
m-f   (see  mon 
D-F-S 

Edward      Arnold 

storyteller 
H    m-f  3:55-4 

Wizard   of   odds 
Toni  Co 

m.w,  alt  f Burnett 

Rt    to    happines 
P&G:  dreft.  tide m-f    (see  mon) 

D-F-S 

R  Q  Lewis  4-4:05 
Gen  Fds:   84N-T 
Y&R    m-f    $1500 
Sunshine    Sue 
Corn   Products 

45Rich  omin  m- 
Mlller   $2000 

—  Grady  Cole  4-4:15 
Ren  Fds;  47C— L 
FC&B  m-f  $1750 itu 

B.irkstnne  wife 
P&G:  cheer,  zest 
177N  m-f  L 
Y&R  $2500 

Bruce    &    Dan 
variety 

N  m-f  L 

No    network 
service 

m-f    4:15-55 
News  4:55-5 

ii   m-f  L 

Stella Dallas Sterling Drugt 

157N m-f       L 

D-F-S 
$2800 Widder 

Brown 
Sterling Drugt 

156N m-f       L 

D-F-S 
$2800 Woman  in  house 

Manhattan  soap 
186H  m-f  L 
SB&W  $2500 

No    network 
service 
m-f 

Songs  of  the 
B-Bar-B 

N  m-f  L 

Just  Ptnin  BT1K 
Whitehl:  anacint 
Murray;  Carter. 
Bates  $2800 

Fr  Page  FarrelK 
Am  Home  Prodst 
139N  alt  das  L 
Murray         $2750 

Curt  Massey  time 
Miles;  alka-sltzr 
148H  r6:30-45  T 
Wade  m-f  $10000 

Keynote  Ranch 
N  m-f  T 

5:30-55 
(part  of  network) 
Cecil  Brown  news 
S  C  Johnson  wxs 
511N  5:55-6  L 
NL&B  m-f 

Lorenzo    Jones 
CPP:  fab.   tthpst 
iS3N       m-f       L. 
Esty  $2750 

Doctor's  wife Ex-La>: 
176N       m-f       L 
W&L  $2750 

Jack    Owens 
H  m-f  L 4-4:25 

ABC    late   news 
N       4:25-30       L 

Robt    Q    Lewis 
Gen    Fds    4-4:0; 

Y&R    m-f 
Sun  Sue  4:15-20 
Corn  Prods  m-f C  L   Miller 

TJacTsTage^TTTe P&G:  cheer,  zest 
m-f    (see   mon) 
Y&R 

"JacT 

TTwens™ 

m-f 

4-4:25 

Grady  Cole 
Gen  Fds     4-4:15 
FC&B  m-f 

Bruce    &    Dan variety 

N  m-f 

Stella    Dallas 
Sterling  Drug 
m-f  (see  mon) 
D-F-S 

Betty  Crocker 
Gen  Mis  4 
m.w.f  (see  mon) 
D-F-S 

?,n 

Robt    Q    Lewis 

Gen    Fds    4-4:0 
Y&R    m-l 
Sun  Sue  4:15-20 
Corn  Prods  m-f 
C    L    Miller 

BacksTage*me 

P&G:  rheer.  zes 
m -f    (see   mon) 

Y*R 

Music    in    the 
afternoon 

Var        m-f        L 

No    network 
service 

m-f   4:15-55 

News  4:55-5 N  m-f  L 

Widder   Brown Sterling  Drug 
m-f  (see  mon) 

D-F-S 
Woman    In    house 
Manhattan     Soap m-f    (see  mon) 

SB&W 

Music  In  the 
afternoon 

Var         m-f 

Grady    Cole 

Gen  Fds      4-4:15 
FC&B  m-f 

Bruce    &    Dan 

variety 

N  m-f 

Stella  Dallas Sterling  Drug m-f  (see  mon) 

D-F-S 

Tenne: 

(I 

Edwai sto 

H   m- 
ABC 

N       4 

No    network service 
m-f   4:15-55 

News    4:55-5 N  m-f  I 

Widder      Brown Sterling  Drug m-f  (see  mon) 

D-F-S 

Woman    in    house 
Manhattan     Soap m-f   (see  mon) 

SB&W 

Mus 

af 

Var 

Big  Jon.  Sparkie 
co-op 

184Cinc     m-f     L 

The   play   fair 
C  m-f  L 

No    network 
service 

m-f 

Songs  of  the 
B-Bar-B 

N  m-f  I 

Just    Plain 
Whitehall alt  tu Murray 

BilK 

Phar 
th 

Big  Jon.  Sparki 

co-op 

184CInc     m-f     L 

Ronnie    Kemper 
H  m-f  L 

John    Conte 

N         m-f 

Curt  Massey  time 

Miles    Labs m-f    (see  mon) 
Wade 

Keynote  Ranch 

N  m-f 
5:30-55 (part  of  network) 

Cecil  Brown  new 
S  C  Johnson 
m-f  5:55-6 

NL&B 

Fr  Page  Farrelld 
Am   Home   Prod: alt  tu.th 
Murray       The   play  fair 

C  m-f 

Songs    of    the B-Bar-B 

N  m-f 

Tuf^TTSlin  1 1 1  ti 
Whitehall    Phar ait  m.w.f Murray Big  J 

lSlCii 

Lorenzo     Jones Colgate 
m-f    (see  mon) 

Esty   

Ronnie    Kemper 

H  m-f 

No    network 

service 

m-f 

Fr  Page  Farrellfl 

Am    Ht»me   Piods alt  m.w.f 
Murray 

Doctor's     Wife Ex-Lax 

m-f    (see  mon) 
Warwick  &  Leglei 

John  Con  to N         m-f         I 
Curt  Massey  time Miles    Labs 
m-f    (see   mon) 
Wade 

Keynote  Ranch 

N  m-f 
5:30-55 ( p art  of  network 

Cecil  Brown  new S  C  Johnson 
m-f    5:55-6 NL&B 

Lorenzo    Jones 
Colgate m-f    (see  mon) 

Esty    

R    nil H 

Doctor's    Wife Ex-Lax 
m-f    (see  monl 

Warwlck&  Legler 



PROGRAMS Daytime    7    September    1953 

rue    story 
>>e     Drug 
in  in  25 
nion) 

^'8     street 
ml   Co 

io  as-  is 
J  Mil  I* 

jlrl  marrie 
m  f  I 

Godfrey'  10-11 :3( 
Knomark.  Mogul 
Mut    of    Omaha 

B&J_     alt  ilai 

ip,   Mxn lull     Cellucottoi 

FC&B   alt  dai 
'  )l        Motors : 
FrlKidaire 
in. Hi. alt  f 

FC&B   

i 

lull]  all  f 
Hi   I  ,   U 

Weiss    &    l,i  Mm 

Cecil  Brown  new co-op 

N  m-f  I 

Mutual  music  bo: 
n        in  r        i 

F.  Slngiser  new 
s   C  Johnson 

m  sat     1 NL&B   

Wonderful     elty 

Holland     Furnac 

m-f  10:35-11 Lindeman 

Welcome  Iriveler 
I'M. 

iii  r   (iei 

n..> 
Bob    Hope 

Gin    r"dj:    jell m-f    (see   mon) 

Y&R 

It   pays   to  be 
married 

H  m-f  ) 

SATURDAY 

My    true    story 

Sterling     Ding 

ii  10:25 

(see   mon) 

D-F-S 

Whispr'o     street 

Gen   Mill- m.w.f   10:25-48 Knox-Reeves 

When  girl  marrie 

N  m-f 

Godfrey*  10-11 :3( 
ECnonurk,  Mogul 
Mut    Of    Omaha 
B&J   altda: 
Snow  Crop.  Mxn 

Int'l     Cellucottoi 

FC&B   alt  da H-.FC&E 

Star   Klst     Tuna 
Rhoades  &   Davli 
10:30-45    alt  f 

l.eu-r.     McE: 

Tonl   Co.    W&G 
in   15-11    alt  f 

Cecil  Brown   newi 
co-op 

N  m-f 
Mutual  music  bo> 

N  m-f F    Slngiser    new: s  C  Johnson 

m  sat     10 :T)0  35 
NL&B 
Wonderful     city 

Holland     Furnac* 
m-f    10:35-11 

Lindeman 

Welcome  traveler! 

P&O 

m-f    (see   mon) 

Blow 
Bob    Hope 

'■:   jell-o 

in  f    (see   mon) 
Y&R 

It   pays   to  be 
married 

H  m-f 

No    school    todaj 
co-op  9-10 :3( 
268Clnc  I 

Space   patrol Ralston     Purina 
cereals 

335H  I 

Gardner        $350( 

Galen   Drake 
Animal    Fdtn 

hunt  club  dog  f 7oN 

sp   10-10:15   onl 
Moser  &  6h 

Cotlns  $110 

Let's    pretend 

■■MeB 

Bozo    and    his 
Friends 

F    Slngiser    new 

S   C   Johnson m-sat  10:30-35 

NL&B 

Bozo    and    his 
Friends 

(cont'd) 

Adventui 

Archie   / 

teen-age  i 

Hon     c 

N 

  « 

Mery  Lee  m 

Pet   »"■ 

16UC 

rH2-2 

Gardner 

'I 

;    like   a 
llonalre 

m-f 

Godfrey 

Plllsburj   Willi 
in   Hi. alt  1 

Burnett 

V,l     I     I. 

tu.th    ! 
MeCann-Erickso 

Ladies    Fair 

CO  00   7/0-10/2 
m-f    11-11:25 

ir   Nothing 
bell  s.u 
11:30-5 

Make  up  yr  Mm 
Continental     Bb 
m-r    (st e   in  i  I 

Bates 

H     Engle    news 
s   C   Johnson 

in   lit      11:25-30 
NL&B 

Strike    it    rich 
Colgate 

m-f   (see  raonj 

Esty 

Live    like    a 
millionaire 

10GN        m-f 

Godfrey  (cont'd) Pillsbury.  LB: 
Natl   JJiscuil   Ci 

McE         alt: 
Liggett  &  Myen 

chesterfields 
m.w.f   11    [5  30 

Crni'hm  &   Walsl 

Ladies    Fair 
co-op   7/6-10/2 
m-f    11-11:25 

Rosemary 

I'm:     ivory  snov 
in  i    (see  mon) 
B&B 

Queen    for   a   da. 

Quaker    Oats 
in  Hi    (see    tu) 
S&M   

P.    Lorlllard 
old    golds 

m  f    (see   mon) 
L&N 

Phrase   that   pay 
Colgate 

m-f    (see   mon) 
Esty 

Second    Chance 
N  m-f         II 

Dhl   or    Nothing 
Campbell  Soup 

in  f     11:30-55 
Ward  Wheelock 

Make  up   yr  Mnc 
Continental     Bkf 

m  f    (see   mon) 
Bates 

H     Engle    news 
S   C   Johnson 

in   sat    11  :25-30 

NL&B 

Strike     it    rich 
Colgate 

ni  f    (see   mon) 
Esty 

Fronl   &   Center 

C  Tl 

Romance 

Rosemary 

P&G  :  ivory  snov 
m-f  (see  mon) 

B&B 

Queen    for   a    da 

P.     Lorillard 
nld    golds m-f    (see    mon) 

sp    11:45-12 L&N 

Phrase   that   pay 
Colgate 

m-f    (see   mon 

Esty 

Helen  Hall 

N      11-11:15 
No  network service 

11:15-25 

H     Engle    news 
S  C  Johnson m-sat   11:25-80 

NL&B 

My   secret  «J 

All-league 

clubhouse 

N 

Give   &   take 
Cannon    Mills 

hosiery,      sheet! 
1  57N 

Second   Chance 

N  m-f  ] 

Farm   qui2 

co-op 

Modern 

N 
Y&R 

$225 

:o  a  Frient 
an   Co 
II   55  12  2 
ce    tu) 

k    Berch 
ntial      Ins 

(see   raoi 

Wendy   Warren 
Gen    Foods 

m-f    (see   mon) 
B&B 

Aunt    Jenny 
Lever :  spry 

m-f    (see   mon) 
FC&B 

Curt  Massey  tim 
Miles    Labs 

ni-f    (see   mon) 
Wade 

Ring    Trio 

Mill. 
see  mon) 
Reeves 

network 
crvlce 

Helen   Trent 
Am    Home    Prods 
m-f    (see   mon) Murray   

Our    gal    Sunday 
Whitehall    Phar 
m-f    (see   mon) Murray 

Capitol  commen 
s  ('  Johnson :  m- 
NL&B       12:15-21 

Guest    time 
N   12:20-30   L&1 

Turn   to  a   frlcni 

X  m-f 

Jack   Berch 
Prudential      Ins 
m-f    12:25-30 

C&H      (see   monl 

Wendy     Warren 
Gen    Fds 

m-f    (see   mon) 

B&B 

Curt  Massey  tim 
Miles    Labs 

m   f    (see    mon) Wade 

Aunt    Jenny 
I. ever:    spry 

m-f    (see   mon) 
FC&B 

Capitol     commen S  C  Johnson ;  m 

NL&B      12:15-2( 

101     Ranch     Boy: Lancaster, 

Pa  I 

No    network 
service    m-f 

No    network 
service m-f 

Bill    Ring    trio 
Gen   Mills 

m-f    (see   mon) 
Knox- Reeves 

Helen   Trent 
Am    Home    Prod; 
m-f    (see   mon) 

Murray   
Guest  time 

N   12:20-30   L&l 

No   network service 

m-f 

Bill  Shadel  N 

Campana:  solita 

189N    12-12:0, 

W-F-H  $45 

Theatre  of  Toda 
Cream  of  Wheal 

12  IN    12   ' 

BBDO  $400 

Man  on  the  far 

Quaker   Oats ful-o-pep     feed 
420Llberlyvl]le. 

111 S&M 

$75 

Faith  In  our  tim( 
N  m-f  I 

No    network 
service 

Our    gal    Sundaj 
Whitehall  Phar 
m-f  (see  mon) Murray 

No    network 
service    m-f 

American    farmer 

C.Wash  I 
Faith  in  our  time 

N  m-f 

Stars  over  Holly 

wood 

Carnation     Co evaporated   milt 

197H  L& 

Fifth  Army  ban 

C 

Arthur    B.i newt 

W 

Dude    rl 

Jambori 

Providence. 

Coffee    In    \ 

inftM 

lnterrlei Wash 

EW 

Road  of  life 
P&G:    ivory   soap 
m-f    (see   mon) 

Compton   

Ma    Perkins 
P&G:  oxydol 

m-f    (see   mon) 
D-F-S 

$400 

larvey  new 
co-op 
m-f 

C    Foster    news co-op 

Bost        m-f        I 

Music  by  Wlllarc 

Clcve       m-f       I 

No    network 
service 

m-f 

Paul  Harvey  new: 

*o-op 

m-f    (see   mon) 

Road    of    life 
P&G:    ivory   soar 
m-f    (see   mon) 

Compton 

C    Foster    news 

co-op 

Host        m-f 

Ted    Malone 
Ma    Perkins I'&G:  oxydol 

m-f    (see  mon) 

D-F-S 

Music  by  Willard 

Cleve        m-f 

No    network 
service 

m-f 

Navy   hour Wash 

Fun     for    all 

Tonl    Co- 

prom,   white  ral 
203N 

Dance    music 

Cleve 

network 
ervlee 

m-f 

Young  Dr  Malone 
P&G:  crisco.   joy 
m-f   (see   mon) 

Compton.    Biow 

W&G 

5200 

National  far 

home  ho- 

Allls-Cbaln farm  equip 

194C.Wash rH2:30 

Gittins         | 

Guiding  light 
P&G:  duz.  ivy  f] 
m-f  (see  mon) 

Compton 

Luncheon   with 
Lopez 

N  m-f  I 

Pauline  Frederick co-op 

N  m-f  I 

Dr    Paul 
rVesson .  Snowdrfi 
m-f    (see   mon) 
Fitzgerald 

No    network 

service 

m-f 

Young  Dr  Malone 
P&G:  crisco.   J03 
m-f    (see   mon) 

Compton.    Biow 
Guiding  light 

P&G:   duz.  iv'y  f m-f  (see  mon) 

Compton 

Luncheon   with 
Lopez 

N  m-f 

Pauline  Frederick 

co-op 

N  m-f Dr    Paul 
Wesson.  Snovvdrifl 
m-f    (see   mon) 

Fitzgerald 

Vincent   Lopez 
N  1 

City  Hospital Carter:  arrldt 

199N SSC8   $250 
Galen    Drake 

Gen    Fd<:    sank 

157N     1:55-2 
Y&R  $50 

U    S    Amy 
Wash 

znd^^rsnBurtoJ 
Gen  Fds 

m  f    (see   mon) 
B&B.     Y&R 

The  Ruby  Merce 

  show 
Margaret 

cBride 

Say  It  with   musl 
Cleve       m-f       I 

Perry   Mason 
P&G:  tide 

m-f    (see   mon) 
B&B 

.see     Erni 
111  -  f  1 

10-4:25 

Nora    Drake 
an   Bros 

tu.th     (see    tu) 
Weintraub 

F    Singiser    new 
S   C   Johnson 
m-sat  2:25-30 

NL&B 

No    network 
service 
m-f 

Mac    McGuire Phila 

Dave  Carroway 
Armour:  dial  soar 
m-f  (see  mon) 
FC&B 

Brighter    day 
I'M;:    cheer 

m-f    (see   mon) 
Y&R 

No    network 
service 
m-f 

Jane  Pickens 

N  m-f 
News  2:55-3  m 

Mary     Margaret 
McBrlde 

ro-op 

97N      m-f      L&1 

Betty    Crocker 
Cen    Mills 

m.w.f   2:30-35 

D-F-S   

Tennessee      Erni< 

II  m-f  I 
2:35-4:25 

2nd    Mrs.    Burtor 
Gen    Fds 

m-f    (see   mon) 

Compton 

Say  It  with   musi 
Cleve'     m-f       I 

Perry   Mason 

P&G:     tide 
111  f    (see   mon) 
B*B 

Nora    Drake 

Toni    Co 
m.w.f    (see    mon) 
Woiss   &    Geller 

F    Singiser    new 
S   C  Johnson 

m-sat    2:25-30 NL&B 

No    network service 

m-f 

Mac   McGuire 
Phila 

Dave     Garroway 
Armour:  dial  soar 
m-f    (see   mon) 
FC&B 

ABC    late    news 
N  2-2:05      IJ 

Playland     USA 

N      2:05-3      L&1 

Music     with     th 
Hormel    girls 

Geo    A     Hormel 
canned    meats 

124Var 
N     1:30-2:25 U  S  Marine  b Wash 

BBDO 

$300 

F    Singiser    new 
S   C   Johnson m-sat  2:25-30 

NL&B 

Brighter   day 
P&G-    cheer 

m-f    (see   mon) 
Y&R 

No    network 
service 
m-f 

Jane  Pickens 

N  m-f News   2:55-3  m-1 

Football    Game Var 

2:30  to  concl 

101     Ranch     boy 
Harrisburg, 

Pa 

Design    In 

Interim 

Emerson 
11    Mills 
(SB  stus) 
Reeves 

Hilltop     house 
Miles     Labi 

m-f    (see   mon) 
Wade 

Life  beautiful 
P&G:    Ude.    zes 
m-f  (see  mon) 
B&B 

see      Emit 
■onl'd) 

d    Arnold 
cyteller 

House    party 
surf 

m.a.th    (see  mon) 
L    Burnett 

PillsbuT 
m-th  3  :30 

'see    mon) 
L     Burnett 

John  B  Gamblin) 
co-op 

N       m-f  3-4       I 

Road   of   life 

P&G:    criscot 
lee   mon) 

Compton 

Joe    Emerson 

Gen    Mills m-f    (SE    stns) 
Knox -Reeves 

Hilltop    house 
Miles     Labs 

m-f    (see   mon) 
Wade 

Life  beautiful 
P&G:    tide,    zest m-f  (see  mon) 
B&B 

Pepper    Young 
may.  duzi 

m-f  (see  mon) 
B&B 

Tennessee     Ernii 

(cont'd) 

Wizard  of  odds 
Manhattan  Soap 

t.th.  alt  f 
SB&W 

Rt    to    happlnes: 
P&G:  dreft.  tide 
m-f    (see   mon) 
D-F-S 

House    party 
Kellogg    Co 

tu.f     (see     tu) 

L   Burnett 
Green  Giant  Co 
canned  peas,  corr 

172H  r3:45-4  1 
L    Burnett   f  onl.) 

John   B  Gamblinc 

co-op 

N       m-f  3-4      I 

Road    of    life 
P&G:    criscot 
m-f   (see  mon) Compton 

Pepper  Young 
P&G :  camay,  duzt 
m-f  (see  mon) 
B&B 

ABC    late    news 

N        3-3:05 

Watergate 

Concerts 

Wash 

Football 

(cont'd) 

Bandstand      US 

N        3-3:25 

Sam    Hayes   New 

3  C  Johnson 500N  3:25-30 
NL&B 

What's  On 

seers? 

musical  gun 

Edward    Arnold, 
storyteller 

II   m-f  3:55-4   I 

Wizard  of  odds 
Tonl  Co.  LB; 
Manhattan  Soap 
^B\w  alt  f| 

Rt  to  happiness 
P&G:    dreft.  tide m-f  (see  mon) 

D-F-S 

Sports    parade 
Phila Marine   Cars* 

shew 

.    Owens 
m  I 

lata    news 

:25-30       U 

Hoht    Q    Lewis 
Gen    Fds    4-4:05 

Y     R  _  m-f 
Sun    Sue   4:15-20 
Corn    Pi 
C    L    Miller 

Backstage  wife 
P&G:  cheer,  zesi 
m-f  (see  mon) 

Y&R 

Jack    Owens 
H  m-f  I 

1-4:25 

Grady    Cole I- 1   1 

FC&B  m-f 

Bruce   &    Dan variety 

N  in  f  I 

ic    In  the 
ernoon 

Stella     Dallas Sterling 
Drug 

m-f   (see mon) 

D-F-S 
Wldder Brown 

Drug 

m-f    (see 
mon) 

D-F-S 

Betty    Crocker 

Gen   Mis   4:25-30 m.w.f    (see   mon) D-F-S 

Robt    Q    Lewis 
Gen    Fds    4-4:05 
Y&R   ml 

Sun  Sue  4:15-20 
Corn  Prods  m-f 
C   L    Miller 

Backstage  wife 
P&G:  cheer,  zest m-f  (see  mon) 
Y&R 

Woman    In    houu 

Manhattan     Soa 
m-f    (see   mon) 

SB&W 

Music    in    the 
afternoon 

Var         m-f         L 

Grady    Cole 

■ 
FC&B  m-f 

Bruce    &     Dan 
variety 

N  m-f  I 

No    network 

service 
m-f   4:15-55 
News  4:55-5 

N    m-f 

Stella    Dallas 
Sterling 

Drug 

m-f    (see 
mon) 

D-F-S 
Widder Brown Sterling 

Drug 

m-f   (see mon) 

D-F-S 

Horse    Races 

N  area  I. 

Salute     to     the 
nation 

band    music 

Wash 

Football 

(cont'd) 

Woman    in    house 
Sterling     Drug 

m-f    (see  mon) 
SB&W 

Pan-American 

Union 

Mac   McGuire 

co-op 

Phila 
All-star    pan* 

of    bands 
(in  co-op  wtta Treasury    Deftl 

Var 

•n.   Sparkle -o-op 

c     m-f 

Play  fair ! 

•    Kcmoer 
m  t  1. 

n   Conta 
in  r        iJ 

twork 
service 

■n   f 

Songs   of  the 
B-Bar-B 

N  m  f  1 

Just  Plain  BilK 
Whitehall.  Mur- 

ray: Carter  Pr. 
Bates  alt  tr 

Big   Jon.   Spark! 

Fr  Page  FarrelKI 

I'l       || 

alt  tu.th Murray 
The    play  fair 

C  m-f  I 

No   network 
service 

m-f 

Sonos  of   the B-Bar-B 

N  m-f         L 

TtTsT^PTTTflr^BTtTcr Whitehall.  Mur 
ray:  Carter  Pr. 
Bates  alt  f 

Fr  Page   Farrell 
Am    Home    Prods 

alt  m.w.f 
Murray 

Martha   Lou 

Harp 

N  I 

Football 

(cont'd) 

Big    city 

serenade 
Walter    Preston' 

show   shop 

N         5-5:50        1 

Curt  Massey  tim 
Miles    Labi 

m-f    (see   mon) 
Wade 

Keynote    Ranch 
N  m  '  1 

1  twork) 

wn    new P   C 

HI       f         5      .*>.*!      6 NL&B 

Lorenzo  Jones 
Colgate 

m-f    (sec   mon) 
Esty Ronnie    Kemper 

H  m-f  1 

Doctor's    wife 
l.ax 

m-f   (see   mon) 
Warwick  &  Leglei 

John   Conte 

M  m-f  I 

Curt  Massey  time 
Miles    Labs 

m-f    (see   mon) 
Wade 

Keynote   Ranch 
N  m-f  T 

5:30-55 
(part  of  network! Cecil  Brown  news 

s   0   Johnson 

m-f    5:55-6 NL&B 

Lorenzo      Jones. 
Colgate 

m-f    (see   monl 

Esty 

Paulena     Carter 

pianist 

N  L 
Doctor's    wife F.x-Lax 

m-f    (see   mon) 
Warwick  &  Legler 

N 
The    author 

speaks 
Interviews 

Club   time 
Club   Aluminum 
19C  I 
Buchen  $I80C 

E    Holies    news 

S  C   Johnson 524 W     5:50-6     1 

NL&B   sat  only* 
Public   affairi 

N 



Our  Biggest  l/ear 
AT  THE  STATE  FAIR! 

SI       I        ■*  .,,  II    "  '  .,  SI-''1 

55- 

,«92.P«*
 ,  ib<  b**'  .Acai'*'' 

P.'"',. 

1  ills  was  the  biggest  State  Fair  year  for  W  I  v' 
I  nthusiastu  crowds  jammed  \\  I  N  tents  at  the  Illinois 
and  Wisconsin  State  Fairs,  where  W  h  entertainers 

bi  oadcast  direct  daily. 

As  in  is  previous  years,  the  WLS  NATIONAL 

BARN  DAN<  I  was  the  opening  Saturday  night  fea- 

ture at  the  Illinois  st. itt  Fair  ...  and  played  before  the 

largest  post-war  .crowd  ever  to  see  the  famed  program 

.a  the  Fair!  12,992  people  paid  to  sec  the  29  year  old 
N  VI  IONAL  BARN  DAN<  I  broadcast  in  front  of  the 

Fairground  ( Grandstand. 

This  personal  touch  with  the  WLS  audience... 

this  acceptance,  helps  prove  that  in  the  concentrated 

Midwest  area,  more  people  are  listening  to  \\  LS — on 
more  radios — than  ever  before.  The  W  I  s  audience, 

"""    ,,,i  ever-increasing  in  size  and  importance,  again  demon- 
strates the  pow  er  oi  radio  to  educate — to  entertain — to 

contribute  to  the  American  \\a\   of  life — and  to  create 

favorable  public  opinion — and  sales — for  articles  and 
services  that  deserve  it. 

LIST1  M  R    LOYALTY 

PREDICA1 l S 

ADV1  RTISING    RI  SULTS 

CHICAGO   7 

890    KILOCYCLES,    50,000  WATTS.    ABC    AFFILIATE.    REPRESENTED    BY      \k     JOHN 

7  SEPTEMBER   1953 

BLAIR    &    CO. 

93 



5000  WATTS 
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiih 

KDON 
POWER 

PROGRAMS 
PERSONALITIES 

PALM  BEACH 

Pacific  GROvi 

CarmEi 
\-/»  StASIDt 

iiactrovilu 

SAUNAS 'StASKX 

MONTEREY 

DON 
PANCHO -> 

100,000 

LOYAL 
SPANISH 
LISTENERS 

COLORFUL  L 

SPORTS-  r CASTER 

JOHN 
LAMB 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

KDON 
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii' 

SUCCESSFUL 
PROVEN 

MERCHANDISING 

FOOTBALL  ON  THE  AIR 

[Continued  from  page   11  i 

teams  and  university  athletic  associa- 
tions had  no  objections  to  TV  deals. 

From  ;i  special  study  prepared  b\  Na- 
tional Opinion  Research  Center  last 

fall,  NCAA  learned  that  TV  puts  a  big 

dent  in  college  football  attendance.  In 

areas  where  there  was  no  TV  competi- 
tion last  season,  the  NORC  study 

showed,  paid  admissions  to  college 

games  were  up  10.5$  over  pre-T\ 
years.  But  in  areas  where  TV  com- 

peted with  the  actual  stadium  game. 

attendance  was  off  16.2'  i — or  26.7$ 
below  the  non-TV  areas.  Result :  NCAA 

will  continue  its  "controlled  telecast- 

ing" plans,  deciding  in  advance  what 
games  will  be  covered  where. 

Asa  N.  Bushnell,  TV  director  of  the 

NC.A  A.  explained  the  association's 
views  on  unlimited  telecasting  thuslv 
to   SPONSOR: 

"Radio  arouses  the  interest  of  fans 

in   football.    TV  satisfies  it." 
Meanwhile  sponsors  in  all  parts  of 

the  country  last  week  were  completing 

various  football  lineups.  Here's  how 
the  situation  shaped  up.  nationally  and 

regionally,  as  this  issue  went  to  press: 

Nationwide 

Two  networks  and  a  handful  of  spon- 
sors dominate  the  national  coverage  of 

football   this   fall. 

On  NBC  TV,  General  Motors  will  be 

sponsoring  a  package  of  some  19 

NCAA-approved  college  football  games, 
starting  with  the  Nebraska-Oregon  tilt 
on  19  September  and  running  through 
the  Notre  Dame-SMU  contest  on  5 

December.  The  latest  lineup  of  TV 
stations  numbered  83  as  of  the  end  of 

August. 
Like  tugs  surrounding  the  Queen 

Elizabeth,  two  big  GM  divisions — Olds- 
mobile  and  Pontiac — will  have  pre- 

game  and  post-game  TV  shows  in  con- 
nection with  the  NCAA  schedule.  Olds 

will  sponsor  a  15-minute  Prevue  from 
Press  Box  show  with  Bud  Palmer  just 

before  GM  s  own  quarter-hour  warmup 
show.  Following  the  games.  Pontiac 

will  sponsor  Scoreboard  with  Russ 
Hodges  and  Dick  Kazmaier. 

Best  guesstimate  of  the  total  GM 
package:  over  Si. ()()().()( 10  for  time  and 
talent. 

General  Motors  commercials  for  the 

games  will  be,  according  to  NBC  TV's 
sports  department,  mostly  on  film. 

Du  Mont  has  a  solid  lineup  of  pro 

football    and    big-time    sponsors    with 

which  to  compete  with  the  NCAA 
schedule.  A  total  of  48  games  will  be 

aired  over  DTN  during  the  season  with 

Westinghouse  sponsoring  a  total  of  28 

I  nine  on  Saturday  nights:  19  on  Sun- 
day afternoons).  The  other  games  will 

be  sponsored  by  AIiller  Brewing,  At- 
lantic Refining  and  Brewing  Corp.  of 

America,  largely  on  a  regional  basis. 
Total  value  of  the  package:  1 1,750,000. 

The  radio  webs  of  NBC,  ABC  and 

MBS  have  all  scheduled  weekly  college 

football  games,  and  CBS  Radio  plans 

to  repeat  last  year's  Football  Round-up 
show  in  which  as  many  as  20  games 

each  week  will  be  spotlighted.  No  na- 
tional advertisers  have  as  yet  signed 

for  any  of  these  four  network  radio 

packages. 
Even  though  the  football  season 

hasn't  started,  some  of  the  large  post- 
season bow]  games  have  been  signed 

b\  the  networks.  NBC  will  carry  the 

Rose  Bowl  game  on  both  radio  and 
TV  for  Gillette.  The  same  sponsor  has 
also  contracted  with  CBS  to  air  the 

Orange  Bowl  contest  on  both  radio  and 

TV.  Other  unsponsored-as-yet  bowl 

packages  include:  Cotton  Bowl  on  NBC 
(radio  and  TV)  :  Sugar  Bowl  on  ABC 

i  radio  and  TV)  ;  East-West  on  Du Alont. 

Pro  football's  top  game,  the  Profes- 
sional Football  League  Championship 

match  on  27  December,  will  be  aired 

on  Du  Mont,  sponsored  by  Miller 

Brewing.  The  coverage  will  be  wide- 
spread: Aliller  asked  Du  Mont  to 

"place  the  game  in  every  city  in  the 
country  with  television  facilities  as  of 

that  date." 
East 

Probably  the  biggest  fall  football 

deal  in  the  eastern  U.S.  is  the  upcom- 
ing schedule  of  Atlantic  Refining,  a 

sports  advertiser  on  the  air  since  the 

1930's. 
Atlantic's  schedule  no  longer  in- 

cludes college  games.  This  year,  it  s 
-trictlv  an  all-pro  slate,  in  both  radio 

and  TV.    Here's  the  lineup: 
Radio:  WMGM,  New  York  will  feed 

the  games  of  the  New  York  Football 
Giants  to  a  network  totaling  13  sta- 

tions in  upper  New  York  and  Connec- 
ticut. Aliller  Brewing  will  cosponsor 

these  games  with  Atlantic.  In  Penn- 
sylvania  and  New  Jersey.  Atlantic  will 
feed  radio  sports  coverage  of  the  Phil- 

adelphia Eagles  to  a  13-station  net- 
work from  WCAU.  From  Pittsburgh, 

via  WWSW,  Atlantic  will  air  games  of 

Pittsburgh  Steelers  to  17-station  web. 

94 
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For  an 

gporfe  show... 
Add  PenfieM 

Add  Penfield,  WBIG  Sports  Director,    has   attracted   a   huge   following 

of  fans  because  he  is  really  hep  on  all  types  of  sports.     Whether   reporting   a 

review  of  national  sports  news,  or  giving  an  on-the-spot  broadcast  of  some 

local  event,  Penfield  builds  up  that  tingling  excitement  the  fans  love. 

At  basketball,  golf,  football  or  baseball,   his  flawless  style  brings  every  de- 

tail of  the  contest  into  sharp  focus  for  the   listeners.    Add  has  been  the 

announcer  for  the  Duke  University  football  games  for  many  years. 

Penfield  is  also  a  very  popular  newscaster   with   a    large   local    following. 

His  "News  Roundup"  utilizes  AP  and    local   news  facilities.     It's  a  habit 
among    listeners   in  the   Greensboro    area   to  tune   in   Penfield   for  an  expert 

and  authoritative  report  on  the  news.  /p. 

This  is  a  Personality  Series.  Watch  for 

other  mis  featuring  Boh  Poole,  of 

"Poole's  Paradise:"  Add  Penfield.  Sports 
Director  &   Xewscaster. 

Represented   nationally  by   Hollingbery 

GREENSBORO, N.C. * 

In  27th  Year  of  Broadcasting 

CBS    AFFILIATE       5000     WATTS 
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TV:  From  WABD.  Vw  York,  At- 
lantic will  televise  the  Giants  to  a  nine- 

station  video  network  extending  as  far 

t8  Boston.  WI'II.TN  Philadelphia, 
will  rela\  the  Eagles  games  to  seven 

I  \  stations  in  the  area,  including  At- 
lantic City.  WDTV.  Pittsburgh,  will 

originate  the  games  of  the  Steelers  for 
a  three-station  lineup  of  video  outlets 

in  Pennsylvania.  WXEL,  Cleveland, 
,\ill  feed  the  games  of  the  Cleveland 

Browns  to  a  four-station  web.  In  ad- 
dition. Atlantic  will  share  the  Green 

Bay  Packers-Detroit  Lions  game  with 

Miller  Brewing  on  39  stations  in  At- 

lantic's   marketing    area. 
No  official  price  for  the  Atlantic 

schedule  was  given,  but  it's  understood 
to  be  over  $1,000,000. 

Several  eastern  radio  outlets,  includ- 

ing WWDC,  Washington  and  KYW, 

Philadelphia,  have  plans  for  local  col- 
lege and  professional  radio  football 

coverage. 

South 

Below  the  Mason-Dixon  Line,  where 

football  is  taken  quite  seriously,  the 

Texas  Co.  has  signed  for  a  sched- 
ule of  college  games  to  be  aired  on  a 

series  of  small  regional  networks. 

Games  of  Georgia  Tech  and  the  uni- 
versities of  Oklahoma.  Alabama.  Geor- 

gia and  Tennessee  will  be  heard  over 
a  total  of  16  stations,  with  the  average 

network,  being  about  three  outlets.  The 
full  season  will  be  covered,  but  no 

post-season  games  are  included  so  far 

in  Texas'  plans.  Sportscasters  will  be 
drawn  from  the  ranks  of  regional 

sports   personalities. 
I  nlike  some  of  the  southern  radio 

and  TV  deals,  where  the  network  sizes 

grow  larger  or  smaller  each  week  be- 
cause of  NCAA  or  pro  league  regula- 
tions, the  Texas  lineups  are  for  full 

schedules,  and  the  networks  will  be 
the  same  from  week  to  week.  Also 

unlike  many  of  the  northern  games, 

where  sponsors  (like  Atlantic  and  Mi 

lcr  I  often  sign  up  the  games  and  then 
I'uv  station  facilities,  each  of  the  Tex- 

as Co.'s  five  teams  were  signed  by 
local  outlets,  which  offered  them  to  the 
oil  firm  afterward. 

Midwest 

Most  of  the  big  college  games  in 

this  region  will  be  covered  on  radio  bv 
the  weekly  football  broadcasts  of  the 

major  networks,  although  a  few  con- 
tests are  expected  to  be  covered  locally. 

Pro  football  in  the  Midwest  is  some- 

thing else  again.  On  a  network  of 
some  22  TV  outlets,  ABC  TV  will  air 

the  home  games  of  the  Chicago  Bears 

SOUTHWEST  VIRGINIAS  fti&H&e/l  RADIO  STATION 

WAB  J ...  Roanoke's  LARGE 
ECONOMY  SIZE 

and  Cardinals.  Standard  Oil  of  In- 

diana will  cosponsor  these  games  on 

eight  outlets  with  local  advertisers; 

the  other  14  will  be  co-op. 
In  radio  Miller  Brewing  will  sponsor 

the  Green  Bay  Packers  games  on  a  net- 
work of  some  28  \\  isconsin  and  two 

Minnesota  stations,  originating  the  se- 
lies  at  WEMP,  Milwaukee.  Both  the 
ABC  and  the  Miller  schedules  start  27 

September  and  run  for  12  weeks. 

West 

Another  of  the  country's  oldest  foot- 
ball sponsors,  the  Western  Division  of 

1  ide  Water  Associated  Oil  Co.  has  a 

1-  sizable  lineup  of  gridiron  contests 
scheduled  for  West  Coast  radio  and 

I  \    sports  fans. 
Startim  13  September  and  running 

through  10  December,  Tide  Water  will 

sponsor  a  series  of  half-hour  TV  sports 
films.  Pacific  Coast  Conference  High- 

lights, on  a  total  of  seven  TV  stations, 

from  KING-TV,  Seattle,  to  KGMB-T\  . 
Honolulu  and  KFMB-TY.  San  Diego. 

On  18  September,  the  big  regional 

oil  firm  will  start  the  first  of  20  sports- 

casts  covering  top  intersectional  col- 
lege football  tilts.  These  will  be  aired 

on  both  ABC  and  Mutual-Don  Lee  re- 

gional webs,  plus  a  number  of  inde- 

pendent outlets. 
One  unofficial  estimate  of  Tide  Wa- 

ter s  total  radio-TV  sports  expendi- 
ture: over  $1,500,000.  Incidentally 

this  is  Tide  Water's  twenty-eighth 
straight  year  of  sportscasting  West 

Coast  events.  *  *  + 

Virginia  has: 

•  891,500  families 

•  861,890  RADIO  families 

•  292,520  TV  families 

•  413,740  CAR-RADIO  families 

And  the  WBDJ  area 

Includes  about 

]4  of  Virginia's  Population 
and  Retail  Sales. 

Sourc3.-  A  C.  Nielsen  Co.,  Inc. 

BLOCK  DRUG 

i  Continued  from  page  35  I 

$1,1 100,000:  spot  TV.  SI 30,000. 
By  1952  the  cost  of  the  TV  effort 

was  skv  rocketing.  Addition  of  new 

stations  and  upped  rates  on  the  old 
ones  caused  Block  to  reshuffle  the  bud- 

get. Network  radio  was  dropped  en- 

tirely except  for  eight  weeks'  use  of Carroll  Alcotl  on  the  Columbia  Pacific 

Network  in  May  and  June.  Spot  ra- 
dio took  a  trimming,  too.  as  did  spot 

TV.  So  the  1952  breakdown  looked 

like  this:  network  radio,  nothing:  net- 

work TV,  $1,920,000;  spol  radio. 
$500,000;  spot  TV,  $100,000. 

Late  that  year  Block  got  an  oppor- 

tunitv  to  buv  into  a  "grasscuttex"  op- 
eration on  the  Don  Lee  Network.  I  n- 

der  this  arrangement  Block  would 
share  the  8:00-8:15  a.m.  Cecil  Brown 
new s<asts    with    the    Borden   Co..   each 
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getting  sponsorship  live  mornings 

ever]  two  weeks.  (Foi  example,  Hlin-k 
would  gel  Monday,  Wednesday,  Frida) 
one  week,  Tuesda)   and  Thursdaj   the 
follow  inj;    week.  I 

Block  began  sponsoring  <  <■<  il  Brown 
under  tlii^  arrangement  this  pasl  Jan- 

uary. J  t  j  - 1  about  thai  time,  Cecil 
Brown  switched  from  straight  news- 

i  asting  to  .1  commentary  type  of  1  ovei 

age.  Swinging  out  ;ii  Senator  McCar- 
iln  and  other  controversial  figures  in 
the  government,  Brown  soon  doubled 

lii-  rating  and  lii-  mail  pull  was  t !■«- 
t;ilk  of  the  Coast  This  meant  ;i  far 

iter  audience  and  considerably  low- 

er cost-per-1,000  lor  Block   Drug. 

Phe  ('<•<  il  Brown  program  was  used 
primarily  for  Imm-i-dent  but  Green 
Mini  mouthwash  and  Poslam  ointment 

.mil  soap  were  hitchhiked  on  the  show. 

\\  itliin  a  mouth   Poslam  sales   were  up 

.'>()()'.  over  the  same  period  in  1952. 
Encouraged  bj  1 1 1  i — _  Block  bought 

a  Mutation  lineup  on  the  Yankee  Net- 
work for  the  7:00-7:05  a  m.  newscasts 

of  Nelson  Churchill.  Sales  of  Omega 
Oil  ami  Stera-Kleen  Denture  Cleanse] 

bave  spurted  since  this  buy,  and  the 
newscast  has  been  renewed  for  it-  sec- 

ond   13-week  cycle. 
With  the  demonstrated  pull  of  these 

morning  newscasts  firml)  established, 
\l>rams  was  high!)  receptive  to  the 

opportunit]  of  buying  Mutual's  Ga- 
briel  Heatter  commentar)  at  7:55-8:00 

a.m.  on  a  "grasscutter"  plan,  sharing 
the  program  with  Vitamin  Corp.  of 
America.  This  show  is  sel  through 
the  end  of  1953  on  .V<\:  stations. 

In  the  held  of  TV,  Vbrams'  test- 
and-ride  theorj  is  immediately  appar- 

ent. The  firm  bought  Danger  in  Sep- 
tember 1950  and.  convinced  of  its  ef- 

fectiveness, has  stuck  with  it  e\er  since 

without  a  hiatus.  Starting  with  a  line- 
up of  l.i  \BC  T\  outlet-,  the  firm  has 

added  as  it  went  along,  now  has  the 
program  on  55  -tat ion-. 

Then  in  1951  Block  took  a  26-week 

fling  with  Dick  Tracy  on  W  \BD.  \ew 

York,  and  KSTP-TV,  St.  Paul.  Next. 
Block  tried  Crime  with  Father  on  LB( 

TV  for  six  weeks  starting  October 
1951.  In  June  1952  the  firm  signed 
for  Blind  Date  on  NBC  T\  for  a  spe- 

cial introductory  campaign  on  chloro- 

phyll \mm-i-dent.  dropped  it  after  sev- 
en weeks. 

Kate  Smith  on  NBC  TV  proved  more 
durable.  Block  sponsored  the  4:30- 
4:45  p.m.  segment  on  Tuesdays  for 

26  weeks  commencing  November  l()."i2 
and  endins  May   lO.S.S. 

Precision 
Prints 

YOUR  PRODUCTIONS 
BEST  REPRESENTATIVE 

CLOSK  CIIKCK  ON 
PROCESSING 

Picture  anil  sound  results  arc  liclil 

to  the  (Invest  limits  liy  automatic 
temperature  regulation,  spray  devel- 

opment, electronically  filtered  and 
humidity  controlled  air  in  the  dry- 

ing cabinets,  circulating  filtered 
liaths,  Thymatrol  motor  dri\e.  film 
waxing  and  others.  The  exacting 
requirements  of  sound  track  devel- 

opment are  met  in  PHKCISIOVS 
special  developing  machinery. 

YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 

16  Years  Research  and  Specialization  in  every  phase  of  16mm  processing, 
visual  and  aural.  So  organized  and  equipped  that  all  Precision  jobs  are  of  the 
highest  quality. 

Individual  Attention  is  given  each  film,  each  reel,  each  scene,  each  frame  — 
through  every  phase  of  the  complex  business  of  processing  —  assuring  you  of 
the  very  best  results. 
Our  Advanced  Methods  and  our  constant  checking  and  adoption  of  up-to- 
the-minute  techniques,  plus  new  engineering  principles  and  special  machinery 
enable  us  to  offer  service  unequalled  anywhere! 
Newest  Facilities  in  the  16mm  field  are  available  to  customers  of  Precision, 
including  the  most  modern  applications  of  electronics,  chemistry,  physics,  optics, 

sensitometry  and  densitometry  —  including  exclusive  Maurer-designed  equip- 
ment—your guarantee  that  only  the  best  is  yours  at  Precision! 

Precision  Film  Laboratories  —  a  di- 
vision of  J.  A.  Maurer,  Inc.,  has  76 

years  of  specialization  in  the  16mm 
field,  consistently  meets  the  latest  de- 

mands for  higher  quality  and  speed. 
PRECISION 
FILM  LABORATORIES,  INC. 

21  West  46th  St., 

New  York  36.  N.Y. 

JU  2-3970 
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Throughout  the  years  Block  has  fol- 
lowed a  polic)  <>f  getting  its  agencies 

to  work  closelv  together,  and  it  isn  t 

unusual  to  find  products  handled  1>\ 
different  agencies  being  plugged  on  the 

-an i<-    program. 

Cecil  &  Presbrej  handles  the  major 

share  of  Block  products  I  Amm-i-dent 

toothpowder  and  paste,  Polident,  Poli- 
Grip.  Pycope  toothbrushes  and  Green 
Mint  mouth  wash).  Top  man  on  the 
Block  account  there  is  Sam  Dalsimer, 

senior  v.p.  of  Cecil  &  Presbrey. 

Dowd,  Redfield  &  Johnstone  handles 

Kotalko,  Omega  Oil  and  Stera-Kleen 
Denture  Cleanser.  Account  man  Gene 

McMasters  told  sponsor,  "We  credit 
those  Yankee  newscasts  with  a  terrific- 

jump  in  the  sale  of  Omega  Oil."  And 
account  exec  Ed  Johnstone  explained, 

"Because  of  the  distribution  setup  we 
do  most  of  our  buying  for  Block  on  a 

spot  basis.  For  instance,  we've  got  a 
newscast  on  WING,  Dayton,  another 

on  \\  FBM.  Indianapolis.  And  we've 
used  disk  jockey  Okey  Dokey  on 

WBOK,  New  Orleans— all  with  excel- 

lent  results." 

Kastor,  Farrell.  Chesley  &  Clifford, 

Inc..  has  Poslam  ointment  and  soap, 

Minipoo  and  Alkaids.    About  50%  of 

the  budget  goes  for  air  activities  with 
the  remainder  divided  between  news- 

papers and  magazines.  Account  super- 
\  isor  Irving  Kill  and  account  exec  Har- 

old Chartow  are  working  on  a  fall 
schedule  for  Minipoo.  probably  spot 

TV.  I  hat's  the  medium  that  is  being 
used  on  WDTY.  Pittsburgh,  for  Alkaid 
announcements.  Poslam  commercials 

are  used  on  the  West  (.'oast  during  the 
Gabriel  Heatter  MBS  news  commen- 
taries. 

A  fine  degree  of  rapport  between 

agencies  permits  Block  to  make  a  ma- 

jor expenditure  for  Amm-i-dent.  gi\e 
its  other  products  valuable  hitchhikes 

in  addition  to  each  product's  spot  bud- 
get  for  air  media. 

But.  as  in  any  highly  competitive 

field,  a  good  deal  of  Block's  strategy 
is  dictated  by  the  necessity  of  coun- 

tering moves  by  competitors.  Take 
Amm-i-dent,  for  example.  Block  bought 

the  product  in  1948  from  an  ethical 
drug  manufacturer,  was  just  getting 
it  into  retail  channels  when  a  story 
about  ammoniated  dentifrices  broke 

in  the  Reader's  Digest.  The  terrific 
impetus  of  this  break  was  accelerated 

by  the  use  of  newspapers,  spot  and  net- 
work radio.  The  copy  approach  was 

fairly    simple:    "Use    Ammi-ident,   the 

DRIVING  into  Four  States 

UTAH,  IDAHO,  HEVADA,  WYOMING 

Whether  it's  radio  or  television  in  this  great 
market  you  can  count  on  KDYL  to  swing 

your  sales  for  you  with  programs  that  are 

right  down  the  fairway  and  a  hit 

with  everyone. 

h\    \        PI. iv  K.DYL  and  you  arc  on  the  right  course. 

KDYLh RADIO    NBC    TELEVISION     i\- 

SALT   LAKE   CITY,   UTAH 

REPRESENTATIVES  -  JOHN   BLAIR  &   CO.   AND  BLAIR-TV,  INC. 

ammoniated  tooth  powder,  and  reduce 

tooth  decay." Just  when  everything  looked  rosy 

for  Block,  along  came  the  discovery 

of  chlorophyll.  After  a  feature  arti- 
cle in  the  Reader  s  Digest  I  similar 

to  the  one  carried  on  ammoniated 

tooth  powders  two  years  earlier)  the 

nation  became  as  green-conscious  as 

New  York's  Fifth  Avenue  on  St.  Pat- rick's Day. 

While  all  this  was  going  on.  Block 

was  using  a  heavy  schedule  of  one- 
minute  spot  announcements  through- 

out the  country.  To  keep  up  with  the 

competition  Block  added  chlorophyll 
to  its  Amm-i-dent  formula,  came  up 

with  a  green  Amm-i-dent  to  team  up 
with  the  regular  white  product  But 

the  added  ingredient  meant  fresh  head- 
aches for  the  advertising  men.  Then, 

as  other  chlorophvll  dentifrices  came 

on  the  market,  Amm-i-dent  consolidat- 
ed its  lead  by  adding  a  new  element 

to  its  commercials — economy.  The 
commercials  were  altered  to  include  the 

fact  that  Amm-i-dent  gave  you  four 

and  three-quarter  ounces  for  69£ 

against  only  three  and  one-quarter 
ounces  for  690  in  the  other  two  leading 

brands  I  according  to  Block  I .  With 

three  copy  themes  I  reduction  of  tooth 
decay,  breath  sweetener,  economy  I.  the 
one-minute  announcement  format  be- 

came unwieldy. 

With  the  three  copy  themes  in  mind, 

Block  sent  its  agency.  Cecil  &  Pres- 
brev.  scouting  for  five-  and  15-minute 
shows  on  which  it  could  get  sufficient 
commercial  time  to  tell  its  entire  story. 

The  situation  is  further  complicated 
todav  bv  the  introduction  of  the  latest 
bombshell  to  hit  the  dentifrice  field: 

anti-enzymes.  Extensive  tests  indicate 
that  certain  substances  are  capable  of 

giving  12-hour  protection  against  tooth 
decay  by  means  of  a  coating  of  the 

tooth's  surface  which  prevents  decav  - 
causing  enzvmes  from  penetrating. 

There  is  every  reason  to  believe  that 
this  substance  will  cause  as  much  ex- 

citement in  the  field  as  chlorophvll  did. 

This  newest  battle  was  touched  off 

li\  Lambert  Pharmacal's  announce- 

ment of  a  new  toothpaste  called  Anti- 
zvine.  The  makers  of  Listerine  plan 

to  spend  about  82  million  to  promote 
the  new  product. 

And  it  is  known  that  other  major 

dentifrice  manufacturers  such  as  Col- 

gate-Palmolive-Peet,  Lever  Bros..  Bris- 
tol-Mvers.  and  American  Home  Prod- 

ucts are  watching  the  new  development 

carefully,  will  probably  be  out  with  a 
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similai   product   soon. 

To  countei  these  moves,  ilii-  month 

Block  started  to  tell  the  public  thai 
\mm-i-dent  contains  a  Bubstance  whi<  h 

has  been  tested  at  the  Los  Mamos 

atomi*  labs  and  was  proven  i"  do  the 

same  anti-enzyme  trick.  Ii  is  spending 
ovei  $1  million  in  nexl  six  weeks  on 

■pol  I  \  .  newspaper  campaign  to  Bell 

anti-enzyme  qualities  of  Vmm-i-denl 

i  tlii—  is  special  campaign  being  run  in 
addition  to  usual  advertising). 

Number  one  salesman  l"i  bun-i- 

denl  for  the  past  couple  oi  years  is 

announcer  Dick  Stark.  He's  probabh 
llic  best-known  non-performing  com- 

mercial announcer  in  broadcasting  to- 

day. In  addition  to  delivering  the  com- 
mercials tor  \nim-i-ile  nt  Mark  does  air 

selling  lor  Chesterfield  and  a  number 

of  Procter  &  Gamble  products  ((  risco 

Cama) .  Duz  I.  His  abilit)  to  proje  I 

the  warm,  ingenuous,  sincere  approach 

makes  him  a  much  sought-after  an- 
nouncer.  \n.l  as  George  Vbrams  told 

sponsor:  "He  sells  beautifull)  for  us 
and  he  sells  beautifull}  For  h\<  othei 

sponsors,   too." 
To  cash  in  on  llii-  technique  Block 

commercials  are  carefullj  tailored  to 

Stark's  style.  Thej  arc  loaded  with 
persona]  words  9uch  as  "you  and 

yours,"  "your  child"  and  "your  fam- 

ily." \ik1  the  deliver)  contains  lots 
of  persona]  recommendations  b)  Mark. 

\  typical  Stark-delivered  commer- 

cial reads  something  like  this:  '"What 
happened  last  time  your  child  visited 
the  dentist?  Were  there  too  main  cav- 

ities? If  so — why,  you  should  change 
to  \mm-i-dent  toothpaste  immediate 

1\.  Let  me  -how  you  why.  This  line 

bhows  the  rate  ol  tooth  decaj  (point- 
ing to  chart  i  for  an  average  group 

usinsz  ordinary  dentifrice-.  Right  here 

— half  the  group  changed  to  \nim-i- 

dent's  ammoniated  formula.  Their  rate 
of  cavities  went  down  and  down  and 

down.  I  he  others  went  on  getting  cav- 
ities at  the  same  high  rate.  \\  In  did 

this  happen?  Because  Vmm-i-dent  is 
ammoniated.  The  oilier-  were  not.  Vnd 

I  can  promise  \ou — or  am  other  fam- 

ily— that  this  will  happen  when  you 
change  to  \mm-i-dent.  Fewer  cavities 
for  you  and  for  your  children  with 

Amm-i-dent.    That's  a  promise!" 
This    is    typical    of    the   commercial- 

used    on    Block's    T\     -how.    Dang 
The  program  has  been  unusually  suc- 

cessful, pulling  Nielsen  ratings  of  26.4 
and   22. 5   in   Januarx    and    March,   re- 

...iii 

Jllll 

in  cities.  • 

in  villages 

on  farms  •• 

wbz-tv  : 

r 

is  the  New  England 

station  they  watch  most! 

When  you  stud]  Dr.  Forest  I..  Whan's  i *•[>•  >rt  of  TV  viewing  in  the  Boston 

Trade  and  Distribution  ana.  you  can't  mi--  the  overwhelming  preference 
[or  WBZ-TV.  Of  urban  T\  families,  28.0  named  WBZ-T\  as  the  station 
thej  watched  most  (compared  to  13.89?  for  the  next  best  station).  Vmong 

village  T\  families,  preference  for  WBZ-T\  i-.'.l.'.  (compared  to  13.9 
\jid  on  farms,  the  WBZ-TV  figure  rises  to  14.9       (compared  to  13.9 

If  you  haven't  a  copj  of  tin-  Whan  report,  write  foi  one  m>\s.  It  will  help  you 
select  ilu  programs,  the  time-  ami  the  station  that  will  make  mhh  New  Eng- 

land television  budgel  most  effective.   Writ.-  to  WBZ-TV  or  NBC  Spot  Sales. 

WBZ-TV-  Boston  •  Channel  4 
WESTINGHOUSE     RADIO    STATIONS    Inc 

WBZ  •  WBZA  •  KYW  •  KDKA  •  WOWO  •  KEX  •  WBZ-TV  •  WPTZ 

National  Representatives,  Free  &  Peters,  except  for  TV; 

for  WBZ-TV  and  WPTZ.  NBC  Spot  Sales 
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spectively.  And  Cecil  &  Presbrey  has 

been  successful  in  keeping  t lie  produc- 
tion cost  down  to  what  SPONSOR  esti- 

mates to  be  $10,000  a  week.  One  of 

the  ways  Block  achieves  econom)  is  by 

using  a  single  guitar  to  supply  the 

haunting  and  eerie  music  which  un- 
derscores the  dramatic  series  on  CBS 

TV  every  Tuesda\    night. 

To  keep  the  show  at  its  level  of 

popularity  top  behind-the-camera  per- 
sonnel are  used.  Current  producer  of 

the  program  is  Franklin  Heller,  for- 
merlv   producer   of  The  Web   and   di 

rector  of  W hat's  My  Line?  Now  di- 
rccting  the  program  is  John  Peyser, 

whose  directorial  assignments  have  in- 
cluded The  Web,  Studio  One,  Sus- 

pense and   Crime  Syndicated. 
So  successful  has  the  Danger  series 

been  that  Block  recently  purchased  al- 
ternate weeks  of  Name  That  Tune  on 

NBC  TV,  Monday  evenings.  Show 

starts  under  the  Block  banner  21  Sep- 
tember, will  be  carried  for  16  weeks 

I  eight  programs  in  1953  I  at  a  cost  of 
about  $45,000  per  show  for  production 

and   time  expenses  involved. 

WREN  GOES 
ALL 

THE  WAY! 

WREN  dives  right  into 

your  merchandising  prob- 

lem —  with  a  full  time 

merchandising  department. 

If  you're  looking  for  prize- 

w  inning  merchandising, 

combined  with  low,  low 

cost-per-thousand  ratings 

—  check  on  WREN,  in 

Topeka,  Kansas. 

*  MORE  LISTENERS  .  .  .  MORE  HOURS  .  .  .  THAN 

ANY     OTHER     STATION     IN     TOPEKA! 

«b«-     •     WEED  &  CO.     •     5000  WATTS 

The  new  show,  a  musical  quiz,  is 

something  of  a  departure  from  recent 
Block  strategy  as  it  will  probably  draw 

a  somewhat  younger  audience  than 
Block  has  been  aiming  at  previously. 

Most  Block  products  lend  themselves 
to  adult  audiences.  Parents,  obviously, 

are  more  susceptible  to  a  pitch  for 

reducing  tooth  decay — Amm-i-dent's 

strongest  point.  Poslam  ointment's 
copy  is  slanted  at  people  bothered  with 
general  skin  irritations  and  exzema, 
another  adult  malady.  I  One  exception: 

A  successful  d.j.  campaign  was  aired 

for  Poslam  with  the  emphasis  shifted 

to  its  use  for  pimply  skin,  a  condition 

which  frequently  plagues  adolescents.  I 
The  line  of  denture  aids  must,  of 

course,  be  pitched  to  a  more  mature 

audience.  Omega  Oil.  with  its  rheumat- 
ic and  arthritic  pain-relieving  qualities, 

must   be   sold    to   an    older   group. 

This  explains  Block's  predilection for  newscasters,  homemakers,  and  a 

late  (10:00-10:30  p.m.  I  TV  show.  The 
new  program  (alternate  Mondays. 
8:00-8:30  p.m.)  will  probably  bit  a 
more  diversified  audience. 

But  Block  has  not  given  up  its  search 
for  a  new  network  radio  show.  With 

the  new  anti-enzyme  battle  shaping  up. 

Block  wants  to  be  in  a  position  to 

move  quickly.  And  George  Abrams 

says,  "Radio  gives  you  quicker  action 
than  am  other  medirm  bv  permitting 

overnight  commercial  flexibility."  *** 

MEDIA  STUDY 
{Continued  from  page  30) 

of  certain  markets  (like  farm  or  drug 

field),  information  not  what  wanted, 

not  qualitative. 

Under  "inaccurate,"  SPONSOR  tabu- 
lated comments  like  contradictory, 

false  claims,  national  rates  listed  not 

correct,  slanted,  not  impartial  and  con- 
clusions invalid. 

Here  are  some  sample  comments: 

West  Coast  food  firm  spending  |5 

million:  "Have  question  about  accur- 
acy. Cost  too  much  from  a  standpoint 

of  advertiser — feel  that  media  should 

provide  a  dependable  measure  of  radio 

and  T\    audiences." 
Rubber  company:  "Not  broad 

enough  sample  on  measurement  ser- vices. 

Farm  feed  corporation:  "Radio  in- formation is  almost  completely  lacking 

on  audience  and  listening  habits.  Farm 

publication   readership   information   is 
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improving  faster  than  radio." 
Pharmaceutical  house:  "Information 

is  mil  complete  in  regard  to  separating 
time  and  talent  costs.  National  rates 

listed  are  nevei  correct.  I  oo  man) 
deals  available  are  confusing  t"  begin- 

mi  in  field."  (Latter  is  a  criticism  "t 
media  rather  than  sei  \  ices  in  the  me- 
dia   field.  I 

Basicallj  the  advertisers  wanl  more 
information  and  less  promotion. 

(So  man)  interesting  answers  on 

what's  wrong  with  media  data  were 
i'  cen ed  thai  sponsor  h  ill  treat  the 

subjecl  in  a  separate  article  later  in 
tlii^  series,  i 

13.  H  Iik  Ii  media  have  i/oii  ased 

ffuriiiff   the   /mini    ii  far? 

MEDIA    USED 

(  70     0/      72     HfiMH-riiii;) 

Medium  Numbrr       Percent' 

MACAZINES  61  87.1 
NEWSPAPERS  1.1  HT.I 

RADIO  .-,1  77.1 
BUSINESS    PAPERS  S]  72.9 
TELEVISION  17  67.1 

DIRECT    MAIL  :t<>  SS.7 
OUTDOOR  j  7  S8.6 
SUNDAY    SUPPLEMENTS  25  35.7 

WEEKLY    PAPERS  23  :12.'» 
TRANSIT  IB  25.7 
EXPORT    PUBLICATIONS  IS  -Ml 
FOREICN    LANCUACE  PRESS                  II  IS.7 
COMICS  8  II. I 

OTHER  r  S  7.1 
NO    ANSWER  2 

■Burd    m    TO    n  of    purehue 
moTie    trallm     (1),    collen     public*!  other" 
not     1 1 

1  One  question  was  asked  a-  to  per- 
centage of  budget  alluded  to  each  me- 

dium, but  although  interesting  in  in- 
dividual cases,  the  composite  answers 

were  too  incomplete  for  tabulation.) 

I  I.  11  hoi  category  of  products 
do   unit   sell? 

PRODUCTS 

(f>8  firms  responding  > 

Industrial  I  I  Paper    products  2 
Food  R  Beer   &  whisky  2 

Pharmaceutical  <i  Non-alcoholic  beverages  2 
Petroleum  products  .>  Banking  services  2 
Appliances  S  Commercial  feeds  2 
lewelry  »  Automobiles  1 
Cum.    confections  .1  Retail   variety  I 
Tires,    automotive  3  Cameras  I 

Smoking    supplies  2  Razor    blades  I 

Cleansers  2  Resort    city  1 
Transportation  2  Life    insurance  1 

Clothing  1 

Missing  from  the  above:    Some  big 
soap    companies,     publishers,     others. 
I  lie  toothpastes  are  lumped  with  drugs 
under   pharmaceuticals.    Some  of  the 
II  industrial  firms  responding  use  ra- 

dio and  TV. 

I.».  How  do  If  OH  1(1  1 1- nil  in <•  «'O.Vl- 

per-1.000  (readers,  listeners,  ad 
iiol«»rs.   etc.)? 

WJAS 
k  AM&FM 

MONEY 
-the^WNNY  SIDE 

OF  THE  DIAL 

NOW  OFFERS 

THREE  for  the  MONEY 

(The  biggest  talent  "steal"  in  Pittsburgh's  radio  history) 

Put  your  product  before  three  separate  audiences  every 
day  on  the  ONE  Pittsburgh  station  with  personality  appeal!! 
Saturate  the  fabulous  Pittsburgh  market  across  the  board 

at  tremendous  savings  with  this  "once  in  a  lifetime"  triple 
bonus  package.  Take  advantage  of  Radio  Pittsburgh's  three 
top  radio  personalities — Bill  Brant  in  the  morning,  Barry 
Kaye  in  the  afternoon,  and  Hilary  Bogden  in  the  evening. 

As  little  as  $9.72  per  announcement.*  THE  TIME  OF 

YOUR  LIFE" 
Serving  the 

GREATER  PITTSBURGH 

Metropolitan    Area 

5000  Watts      1320  KC. 

Wrife  .  .  .  phone  ...  or  wire  .  .  . 

George  P.  Hollingbery  Co. 

'26  week  package  as  published  in  S.R.D.S. 

THE  MIGHTY   '  *  M  I  K  E  "  OF SAN  ANTONIO 

250,000   Milliwatts 

Ikiiww SrfH\<l{Q&    .^fl nrtutl tie 

National  Time   Sales — New   York 

Gene    Grant   4    Company 

Los  Anaeles  —   San    Francisco 

St*tcctAe  TVtufi 
3.30   P.M. 7:00  A.M.- 

8:30  A.M. 

3.2 
PULSERATING* 'Pulte     of     New     Orleant     (May-June     'S3) 

BLATZ  BEER  Now  In  4th  Year  .  . 

PET  MILK  Now  In  3rd  Year  .  .  . 

With  ERNIE  THE  WHIP 

Enjoy  rising  sales  and  keep  good 

company  with  Gold  Medal  Flour, 
Maine  Sardines,  Coca  Cola,  Lou 

Ana  Oil,  Bayer  Aspirin,  Bond 
Bread,  Calumet  Baking  Powder, 

Carnation  Milk,  7  Up,  Dixie  Beer, 

C.D.M.  Coffee,  Water  Maid  Rice, 

and  others.  The  only  100°o  Negro 

programmed  station,  only  all- 
Colored  announcing  staff,  WMRY 

does  the  big  job  in  the  important 
Greater  New  Orleans  Negro 
market. 

600KC  "THE    SEPIA    STATION- 

NEW  ORLEANS,  LA. 
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The  fire.  Mr.  Advertiser,  is  in  Pitts- 
burgh. .  where  KDKA  is  doing  one  of 

the    hottest    sales    jobs    in    the    nation! 
In  fact,  KDKA  is  helping  set  sales 

records  for  advertisers  whose  products 
or  services  are  often  considered  hard 
to  sell  on  radio. 

Take  incinerators,  for  example. 

Writes  J.  L.  Neiman  of  Public  Rela- 
tions Research  Service,  agency  for  I  Iol- 

linator  incinerators:  "The  combination 
ol  the  Johnny  Boyer  Sports  Show  and 
the  Janet  Ross  programs  outpulled 
and  outsold  all  other  radio  stations 

combined." I  ike  airline  travel.  Writes  Tom  E. 

M.ireinko  of  North  American  Airlines: 

"We  are  pleased  to  report  that  we  have 
gotten  excellent  results  from  our  one- 
minute  spots  on  the  various  KDKA 

programs   we  are   using." 
Take  savings  and  loan  service. W  rites 

J.  E.  Connelly,  agent  for  Pittsburgh's 
Second  Federal:  "The  first  eight  spot 
announcements  on  the  Musical  Clock 

brought  in  $40,000  in  deposits.  In 

proportion  to  expenditures,  KDKA  out- 

pulls  other  stations  ten  to  one." 
Why  not  set  a  hotter  fire  under 

your  sales  activity  in  the  three  state 

Pittsburgh  market?  KDKA  is  the  sta- 
tion that  can  do  it  for  you.  For  sug- 

gestions, check  KDKA  or  Free  &  Peters. 

KDKA 

WESTINGHOUSE 
RADIO     STATIONS     Inc 

WBZ-  WBZA-  KYW-KDKA 

W0W0«KEX«WBZTV-WPTZ 
National  Representatives,  Free  &  Peters. 

except  for  TV;  for  WBZ-TV  and  WPTZ, 
NBC  Spot  Sales 

DETERM.NING   MEDIA   COSTS 

News- Maga- 

Source                     papers zines Radio 

TV 
ABC    circulation                       18 13 

Starch   or   Callup   &    Rob- 
inson readership  ratings      3 4 

Audience  measurement  or 

rating  services 

10 

13 

— — — — 
Total    responses           16 IT 

10 

13 

102 

Significance  of  above  chart:  Adver- 
tisers are  penalizing  air  media  by  us- 

ing different  measurement  devices  for 

air  and  print.  Here's  why:  Circulation 
of  a  paper  or  a  magazine  is  not  a 
measurement  of  the  readership  of  an 

ad:  only  a  few  percent  of  the  total 
readers  of  a  paper  read  most  of  any 
one  ad.  But  most  people  hearing  or 

viewing  a  program  also  hear  or  see 
the  commercial.  Therefore  cost  figures 
determined  1>\  two  different  methods. 

such  as  the  above,  will  hurt  the  air  me- 

dia if  print  and  air  are  compared. 

One  advertiser,  conscious  of  the  lim- 

itations of  using  ABC  circulation  fig- 

ures only,  wrote:  "We  would  like  to 
know  the  cost-per-M  of  actual  readers 

who  might  be  prospects  for  our  prod- 
uct. As  you  can  imagine,  we  settle 

for  one  helluva  lot  less." 

16.     W  hut   was   your  background 
before  you  got  into  advertising? 

AD  MANAGERS'   BACKGROUNDS 

Background  Number       Percent* 

SELLING  t>  MANAGEMENT  20  35.7 
NEWSPAPERS   &    MAGAZINES  18  32.1 

ADVERTISING    &     PUBLIC     RELA- 
TIONS          12  214 

MISC.     (LAW,     BANKINC,     AC- 
COUNTING)     _           .  12  21.4 

Based     on     56     responding.      Multiple     answers     raise 

inds    listed   to   f.2. 

\bove  question  was  prompted  1>\ 

sponsor's  desire  to  try  to  settle  statisti- 

cally the  argument  that  an  adman's 
background  influences  his  choice  of 

media.  Here's  how  the  picture  looks 
when  you  compare  his  background 
with  the  amount  of  his  advertising 

budget  going  into  radio  and  television: 

Background-Air   media    "correlation" 

Percentage    of   ad    budget    in   air 
Background  media*  Total 

0-25        26-50        51-75        76-100 

Selling,    man-            8              7  2  3  20 
agement  (40)  135)  110)  (15) 

Newspapers,               9              6  2  1  18 

mags  (50)  1 33  >  ill)  <6> 
Advertising.               5             2  3  2  12 

pub.  relations  i41.7>  (17.7)  ■  25 >  117.7) 
Miscellaneous            7              3  1  1  12 

158.4)  (25»  (8.3)  >8.3) 

ures   In   parentheses    represent    i 
total    number    of    persons     included    in    each    background 

i.'k'.'iUiir/.iii 
...BIG  CHANGE 

AT  WVET 

October  1.  1953.  the  fastest-grow- 
ing station  in  Rochester,  N.  Y., 

WVET,  joins  the  fastest-mo\  ing network  in  America! 

WVET  plus  ABC  means  MOST 
I  OR  YOUR  MONTY  in  this 
"MUST"  MARKET!  Don't  miss  a 
daj  of  this  new  DOUBLE  VALUE! 

Place  "effective  October  1st"  con- 
tracts NOW 

5000   WATTS  •  1280   KC. 

Change 
To 

WVET 
Now 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally  by 

THE    BOLLING    COMPANY 

•        Z|  Reasons  Why 

^i  The  foremost  national  and  local  ad- 

1^  vertisers     use     WEVD     year     after 
*^*B  year  to  reach  the  vast 

S  Jewish  Market 

^m    of  .Metropolitan  \e\v  York 
I.    Top    adult    programming 

m m  2.     Strong   audience   impact 
^-0*1  3.     Inherent  listener  loyalty 
09  4.     Potential    buying    power 

Send  tor  a  copy  of 

"WHO'S  WHO  ON  WEVD" 

HENRY   GREENFIELD 

WEVD     117-119    West     46th     St. 
New    York    19 

Managing    Director 

SPONSOR 



rVbove  figures  indicate  thai  persona 

\\iili  selling  and  management  or  adver- 
tising  .ind  public  relations  backgrounds 

are  disposed  to  lean  more  heai  •  I ̂  to- 
wards  .iii  media  than  are  i li< >-<■  "I 
prinl  or  professional  backgrounds. 
However,  the  sample  i-  i<»<  limited  foi 
~ii.  h  an  assumption  to  be  made  » ith- 
oul  furthei  research.  ̂   ou  should  ac- 

tuall)  correlate  backgrounds  and  prod- 
uct \%  iili  media  t"  establish  anything 

more  definite. 
I  hat  there  is  a  i  "i  relation  between 

product  .mil  medium  used  is  indicated 
in  tin-  following  data : 

Product Air  media 

correlation" 

Percentage    o(    at budget In    air 
Product nit  iin 

Total! 0-25 
26-50 51-76 76-100 

Food  products 3 2 3 3             11 
'27  3 ' il8.2> (27.31 127.3) 

Tobacco,    drugs. 

notions,    cos- I 6 1 1             9 

metics,  gum 111) ■  67  > 
1  11  i 

ill  i 

Autos  6  acccs. 2 4 6 

Other   consumer (33) i67) 

goods  I  jewel- 
ry,  paper,   oil 

products,   ap- 
9 3 4 2           18 

pliances) '50> U6.7) i22.2i (11.1) 

Transportation. 5 5 

utilities (100) 

Heavy     industry 7 

(87.5) 

1 

(12.5) 

8 

■Ilium  In  pirantheiea  represent  percentile  be 
t.>tai  number  ••'  Bnni  Included  In  product  ci 
'One    Hem.    an    amusement,    not    tabulated. 

The  above  indicates  that  air  expen- 
ditures increase  with  the  directness 

and  frequency  of  consumer  contact 
with  the  product.  Hence,  food,  tobac- 

co, drugs,  notions,  cosmetics,  gum  and 
other  rapid-turnover  consumer  goods 
lean    relati\el\    heavil)    on    air    media. 
\uios  and  accessories,  jewelry,  paper, 

oil  products  and  appliances — which 
last  longer — use  the  airwaves  moder- 

ately.   Heaw    industry,  transportation 
and  utilities  favor  media  other  than 

air.  I  Warning:  The  si/.e  of  the  -am- 

ple is  too  limited  to  "prove"  anything; 
these  results  are  an   indication  only.) 

•  •  * 

i'liufs  for  radio 

Commenting  on  why  rapid-turnover  con- 
sumer goods  depend  more  on  air  than  other 

media,  an  agency  member  of  SPONSOR'S 

All-Media  Advisory  Board  said:  "Frequency  of 
advertising  must  be  related  to  frequency  of 

purchase — and  you  can  buy  more  frequency 

in   radio  for  less  than  any  other  medium." 
And  the  $5  million  drug  advertiser  quoted 

in  answer  to  question  9  on  page  31,  "If  you 
used  different  media  in  different  cities,  what 

was  the  result,"  wrote  upon  reading  this  arti- 

cle: "For  two  other  products  radio  beat  news- 

papers." (He  had  originally  reported  that 

newspapers  had  proved  "better"  than  radio 

for    one    of    his    firm's    products.) 
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UHF  REPORT 

i  (  ontinued  h  om  /■"  t    '•  1 1 
eithei .    I  be  big   I  III    problem  so  fai 
.1-  engineei  in  ■  goes  is  to  develop  trans 
miners   which    will    radiate    1,000,   I 
watts  and  antennas  « hi*  h  ̂ ill  spread 

..iii  the  signal  pi opei  l\  w  ithin  the  cov- 
e  area. 

However,  fears  that  I  HI  signals 
would  r i <  •  i  '  "\  ei  distant  e  hat  e  been 

put  to  rest  and  there  is  no  doubt  in 

,m\  bodj  's  mind  but  that  in  tunc  the 
ilc.  1 1  ..mi.  a  industi  \  will  come  up  h  ith 

a  1 1  ansmitter  able  to  put  out  the  maxi- 
mum powei .  assuming  ii  is  needed. 

\\  hatevei  the  future  maj  I  e,  ■  ui  rent 

problems  -till  remain  ••  headai  he. 
\|,,i.-.,\ .  i .  bet  ause  ol  the  relentli  -- 

spotlight  on  it-  at  1 1 \  ities,  whei  • 
something  on  the  minus  side  oi  the 
I.  il.-i-r  shows  up,  the  I  III  lectoi  ->i  the 
industry  begins  exhibiting  an 
aled  i  ase  "I  the  jitters. 

\  .  i-.  in  point  is  the  I  HI  station 
\\  i;i  i\  I  \  R0  moke,  V  i  whi<  Ii  •  low  .1 

-I, up  in  July,  ln-i  operating  I  \  station 
to  tin  ii  bat  k  its  i  onsti  in  tion  i  ei  mil  to 

the  FCC.  In  a  lettei  i<>  the  I  <  <  .  Presi- 
dent Leo  I  .  I  lenebi  \  «  omplained  that 

in.  ome  had  dropped  i  onsisti  ntl)    dm- 

D0NT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

WHEC 

FIRSTS    267 

TIES       32 

WHEC  carries  ALL  of  the   vvtop  ten"  daytime  shows! 

WHEC  carries    SIX    of  the  vvtop  ten"  evening  shows! 

LATEST    PULSE   REPORT   BEFORE   CLOSING   TIME 

BUY    WHERE   THEY  RE    LISTENING:- 

rATION 

B 
STATION 

c 
STATION 

D 
STATION 

E 
STATION 

F 
103 

12 
7 0 0 

30 
1 3 0 0 

Station  on 'fit  sunsef  only 

WHEC jffic&esfek NEW   YORK 

5,000   WATTS 

»»pr»f««*of.V*»:  EVERETT- McKINNEY.  Inc.  New  York,  Chicago,  LEE  F.  OCONNEll  CO..  lei  Aagtltt,  Son  Fromchco 103 



to  the  "limited  and  poor  reception  of 
I  III-"  Channel  27  in  the  mountainous 
Roanoke  area  compared  with  the  com- 

petitive VHF  Channel   10." The  WR0V-T\  action  caused  M-ri- 

<>u>  concern.  Henebry's  statement  that 
"the  lad  that  a  station  operates  on 
I  III'  appears  to  preclude  its  obtaining 
the  best  network  programs  where  VHF 
facilities  are  or  will  become  available 

reportedly  led  to  the  FCC's  mulling 
over  network  affiliation  practices.  And 

Henebry's  petition  for  a  VHF  channel 
seemed  to  cast  a  cloud  over  similar 
UHF  efforts  to  buck  VHF  stations. 

Many  familiar  with  the  situation 

pointed  out,  however,  that  WROV-TV 

wasn't  putting  out  much  in  the  wa\  of 
power.  Furthermore,  its  lack  of  net- 

work commercial  programing  lit  was 
an  ABC  affiliate)  could  be  explained. 

in  part,  bj  the  fact  that  its  competitor, 

WSLS-TV,  was  tied  up  with  NBC,  as 
well  as  CBS  and  Uu  Mont.  It  was 

also  pointed  out  that  there  are  plenty 
of  UHF  stations  getting  along  fine. 
Some  blamed  the  Roanoke  fiasco  on 

the  networks"  affiliation  policies;  others 
said  I  III'  stations  lia\  en  I  been  doing 
a  good  selling  job. 

selling 

the  rich 

multi-million 
dollar 

Charleston 

market! 

The  television  gateway  is  now 

open  to  tap  this  rich,  well-populated  industrial  market  that 
spends  over  $620,000,000  annually.  And  your  product  or  service 

gets  tremendous  consumer  acceptance  because  of  double 

network  programming,  and  the  fact  that  WKNA-TV  is 

Charleston's  own  television  station! 

affiliated  with  ABC  and  DUM0NT  Television  Networks 

the  personality  station 

Joe  L  Smith,  Jr.,  Incorporated 'Represented  nationally  by  WEED  TELEVISION 

V 

The  spotlighting  of  network  affilia- 
tion practices  by  the  Roanoke  situation 

has  brought  to  the  surface  serious 

gripes  bj  some  I  HF  operators  who 
feel  the  webs  are  bypassing  I  HF  to 
the  ultimate  detriment  of  the  industry . 

The  networks  deny  their  affiliation 

policies  are  anti-L  HF  in  nature.  Both 
ABC  and  I)u  Mont  point  out  they  have 

been  going  into  the  smaller  markets, 
where  many  of  the  I  HF  stations  are 

located.  ABC  reports  it  has  41  UHF 

affiliates,  of  which  11  are  basic.  NBC 

has  signed  up  with  33  L  HFers.  includ- 
ing a  number  of  primary  affiliates. 

CBS,  too,  has  latched  on  to  I  HF  in 
certain  markets,  one  of  the  latest  being 
WCAN-TV  in  Milwaukee. 

Says  Clarke  A.  Snyder,  director  of 

station  relations  for  CBS  TV:  "We 
don't  care  whether  it's  UHF  or  VHF. 
It  depends  on  how  many  people  we  can 
reach.  CBS  wants  to  sell  for  its  ad- 

vertisers. We  want  the  stations  our 

clients  will  buy.  It's  just  as  simple  as 

that." 

NBC  is  a  little  more  liberal  than 

CBS  in  placing  shows  on  a  UHF  sta- 
tion when  it  cant  clear  live  time  on  a 

VHF  station.  And  in  cases  where  there 

is  only  one  VHF  station  in  the  market, 

NBC  appears  more  inclined  to  tie  up 
with  a  UHF  than  CBS,  which  in  many 

cases  prefers  a  secondary  VHF  affilia- 
tion to  a  primary  I  HF  affiliation. 

However,  UHF  is  moving  too  fast 

for  any  pat  answers  as  to  its  future. 
What  the  Roanoke  and  network  affilia- 

tion picture  boils  down  to  is  this:  \  ou 

cant  generalize  about  UHF.  That's what  sponsor  discovered  in  preparing 

this,  its  second  status  report  on  UHF. 

I  For  the  first  report,  see  '"What  time- 

buyers  want  to  know  about  UHF,"  23 
February  1953.)  For  this  story  spon- 

sor polled  every  UHF  station  on  the 

air  as  of  summer  '53.  Facts  about 
some  of  these  stations  will  be  found 

further  on  in  the  story. 

A  current  look  at  the  UHF  situation 

shows  a  complex  picture.  Conversions 
and  UHF  set  sales  in  markets  which 
also  can  receive  VHF  run  from  less 

than  10'  i  to  over  80' {  of  existing  TV 
homes.  The  reasons  for  this  variety 

are  by  now  familiar  to  most  time- 
buyers.  They  include  the  number  and 

distance  of  existing  \  HF  stations,  the 
length  of  time  the  UHF  station  has 
been  on  the  air.  the  amount  and  type 
of  local  programing. 

Since  sponsor's  last  UHF  report  a 
number  of  studies  have  been  made  on 

I  HI-    penetration   in  areas  covered   In 

104 
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VHF,  Some  have  been  done  privatel) 

and  quietl) ,  Stations  have  pul  oul  fig 

area  ba<  knl  b)  affida>  it-  "i  audited  bj 
certified  public  ac<  ountants.  I  hose 

most  closel)  studied  bj  advertisers  and 

agencies  are  surveys  made  bj  \!!l! 
ami   \  ideodex. 

\ III!  has  compiled  two  studies,  » ill 
make  it-  third  next  week.  It-  firsi 

stud)  co> ered  I  I  markets,  it-  sei  ond 
i  overed  32  ami  al  oul  60  h  ill  be  i  <<\ 

<i''l  in  it-  upcoming  survey,  sched- 
uled l"i  distribution  in  clients  in  <  fcto- 

ber.  \  ideodex  ha-  c  ompleted  one  stud) 
in  12  markets  and  is  currentl)  working 

on  a  LO-markel  stud)  which  will  It 
out  shortl) . 

W  hile  nearh  everyone  agrees  thai 

I  III-  Bel  growth  i-  too  complex  to  pin 
down    t(»    simple    formula-,    efforts    are 

-till  being  made  in  some  quarters  to 

distill  some  generalizations  about  I  III'' 
sel  growth. 

\\  In  ?    Both  iIk-  buyer  ami  seller  ol 

1  HI'  want  some  idea  of  how  -ft  -air- 

will  go  for  I  HF  stations  not  yet  on 

tin-  air.  The)  also  want  to  project  fu- 
ture growth  figures  from  past  data 

(this  can  l>c  done  with  II  markets 

covered  twice  b)  IRB).  bid  research- 

ers are  always  tr\  Ulg  to  find  out  wheth- 
er a  formula  will  work. 

Mil  ha-  constructed  a  formula  from 

\I!B  figures  which  is  said  to  work 

prett\    well.     Here's  how    it    is  set    up: 
Four  factors  were  used  to  figure  up 

I  HF  conversions:  L.  the  length  of  time 

the   I  111''  Station    is   in    the   market:    2. 
the  number  of  VHF  competitors;   3. 
the  distance  of  VHF  stations  from 

the  I  HF  market,  and  4.  TV  set  satu- 

ration before  the  I  HF  station  went 
on  the  air. 

Working  from  \KI!  figures,  NBC  re- 

-r. in  hers  first  got  Conversion  per- 
centage- according  to  the  number  of 

week-  i  1  HF  Station  had  been  on  the 
air.  While  NBC  will  not  reveal  what 

the-,-  percentages  are.  it  is  known  the\ 
are  smaller  than  the  rule-of-thumb  fig- 
Ores  the  network  researcher-  used  late 

last  year.  \t  that  time,  they  were  as- 

suming a  K)',  rate  of  conversion  per 
month.  I  he  initial  growth  percentages 
worked  out  b)  NBC  are  not  only  lowei 
but  after  a  few  month-  the)  decrease. 

Once  the  conversion  percentage  is 
worked  out.  factor  No.  2  i-  brought 
into  play.  Stations  are  grouped  accord- 

ing to  the  number  of  VHF  competitors 
and  a  percentage  figure  i-  given  each 

group.  This  percentage  figure  is  ap- 

plied against  the  conversion  percentage 
worked  out  for  factor  No.  1. 
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Spanish  Language 
Over  50% 

of  the  people  in  the 

San  Antonio  area 

speak    Spanish! 

For  the  new  Bcldcn 

Latin-  American 

Survey   regarding: 

Radio  Listening 

Buying  Power 
Brand   Preferences 

write 

KCOR  BUILDING.  310  South  Flores 

San    Antonio,    Texas 

RICHARD  O'CONNELL 
t"  K.   tvili  -i.  |'|    ;.')]  in 

New  York,  N.   Y. 

or 

HARLAN  J.  OAKES  &  Associates 
Los    Angeles,    San    Francisco 

and  Chicago. 

A  study  of 

listening  habits 
at  Camp  Lejeune. 

Marine  Base 

•;.,   /  ,s.  ]£a    n<  I 

has  ffaiiu  <t  th(    n  sp<  <■(  and admiration  of  all  as  <<  '"/<  fighting 

jj       force. 
m  JNC  has  program  m-  <l 

for  tin  world's  largest  amp] 
training  base  of  tin  USMC  at 

Camp  I  •  ieune,  Worth  ( 'arol  »<i. 
WJNC  >nll  be  happy  to  furnish  you 
dt  tails  r«  garding 

on   thi  ■  of  m<  n 

,i'  Camp  /  •   i    •  •      and  WJ  V<  '• 
-     dy  of  Purchasing  Hab  ts  in  On 
I  ■  -  |  ../  mpa  :"  .  I  n  'i. 

Writ*     I.,     Ir<trr     I.     (.,,,,1,1.     (..n.ral      Marine 

WJNC Jacksonville, 

N,  C,  or 

.■i-k  John  E.  Pearson  <'.>..  national 

H      representative 
WJNC  is  affiliated  with  Ml'.s  and  the 
["obai  eo  Network 

Wmtwnm   mmmmmmummmamamii  m 

BMI 
Servioc  In 

Concert    M u s  i  c 

Typical  ol  RMI  "servio 
the  complete  kit  oi  "Concert Music"  material  used  bv 

broadcasters  dailj  ...  -  ripta 

and  data  which  help  boIvi 

manj  mttsic  programming 
needs. 

Included  in  BMI's  Concert 
Mum     -  are: 

CONCERT  PIN-UP  SHEET— 

\  monthly  Listing  ol  new  re- 

cordings, contemporarj  jh'1 standard. 

YOUR  CONCERT  HALL—  \ 
series  ol  half-hour  scripts  for 

use  with  phonograph  r   rds 

of  contemporary  and  standard 
c  lassii  s. 

TODAY  IN  MUSIC  —  Dates 

and  facts  about  the  important 
music  events  "(  the  month. 

BMllirensed  stations  — 

AM,  FM  and  T\  can  be 

depended  upon  tor  com- plete servu  t  in  music. 

BROADCAST  MUSIC,  INC. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD 
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"Most  effective  medium 

I  have  ever  used,"  says 
C.  R.  Reed  of  Cashway 
Lumber  Co. 

We  can  move  your  mer- 

chandise too  if  you  will 
use 

7^  /t*t  *Wt*4fo  Statu** 

L/flli0tfv 

5000  Wlttl  250  W«tt» 
Night  &  Day         Night  &  Day 
MISSOULA         ANACONDA 

BUTTE 

MONTANA 
THE    TREASVRE    STATE    OF    THE    43 

Representatives: 

Gill-Perna.   Inc. 

N.  Y.,  Chi.,  LA.,  and  S.F. 

ADVERTISING 

DIRECTOR 

-Arvaitabte 

J.3  Years  experience  all 
phases  advertising,  sales 

promotion,  public  relations, 
publicity  at  age  37  . . . 

unciniini  n  lull  It/  In  develop 

more  new  sales-packed  value 
from  i  ri  m  advt  rtising 
dollar  .  .  .  experienced  as 

part  of  top  iiiiimiiii  mi  nt 
assuming  full  responsibility 
of  iiinji  ill  partmt  nt,  agt  ncy 
and  sales  departmt  ni  liaison 
for  national  product.    Dur- 

ing past  i  iji  his  pi  rsonally 

1 1  sponsibh  for  ■"■  i  million 
dollar  Iniilip  I .   Si  i  king 
position  with  promising 

(lit  Hli  . 

BOX  97  SPONSOR 

Likewise,  percentages  are  worked  out 
for  factors  No.  3  and  4.  In  each  step, 

the  percentage  is  applied  against  the 

result  of  the  previous  step.  That  mean*, 
for  example,  that  the  percentage  for 

factor  No.  4  can  only  he  used  when 

the  preceding  step  is  completed. 

Once  the  conversion  figures  are 

worked  out,  NBC  then  adds  the  num- 
ber of  sets  shipped  into  the  market 

according  to  the  Radio-Electronics- 
Television  Manufacturers  Assn.  ll  i- 

assumed  that  all  new  sets  shipped  into 

a  UHF  market  will  be  equipped  to  re- 

ceive I  HF.  cither  b)  the  manufac- 
turer, distributor  or  dealer. 

Compton  Advertising  researchers 
have  also  been  toying  with  a  formula 
evolved  from  ARB  figures.  Here  six 

factors  are  used:  111  number  of  pre- 
freeze  stations  reaching  the  market. 

(2)  number  of  post-freeze  UHF  sta- 
tions in  the  market.  13 1  number  of 

post-freeze  VHF  stations  in  the  market, 

(4)  distance  of  pre-freeze  transmitters 
from  the  market,  ( 5 1  percentage  of 
TV  homes  in  the  market  when  the  UHF 

station  went  on  the  air  and  (61  length 
of  time  the  UHF  station  is  on  the  air. 

The  Compton  people  feel  the  UHF 

pattern  is  too  complicated  for  a  hard- 

and-fast  formula.  However,  Compton. 
like  other  agencies,  is  faced  with  the 

problem  of  making  important  time- 
buying  decisions  and  cannot  wait  for 

perfect  answers. 
While  both  NBC  and  Compton  con- 

sider UHF  set  growth  promising,  some 
other  sources  are  more  cagey  in  their 
valuation.  Their  attitude  is  one  of 

watchful  waiting.  They  no  longer  have 

any  fears  about  the  technical  abilities 
of  UHF,  but  they  present  a  tough 

show-me  attitude  about  UHF  set  fig- 
ures. They  feel,  in  short,  that  the  data 

available  on  UHF  viewing  are  not  com- 
plete enough. 

One  agencyman  responsible  for 
making  decisions  on  placing  one  of  the 

leading  TV  shows  in  new  markets  dis- 

played a  rather  desperate  feeling. 
"As  far  as  I'm  concerned,  I  still 

don't  know  for  sure  how  many  people 

in  a  market  are  receiving  UHF,"  he 
said.  "This  problem  of  overlap  is 
screwing  things  up.  Television  is  too 
expensive  to  buy  two  stations  that 

reach  the  same  home,  and  in-<  it\  fig- 

ures can't  tell  me  for  sure  whether 
I  m  avoiding  that  situation.  There  are 

a  helluva  lot  of  stations  to  l>u\  and  it's 
Mill  a  helluva  problem  to  decide  which 

ones  to  choose." 
Some  solid   answer-   lo   the  question 

of  what  UHF  can  do  against  VHF  will 

he  coming  from  Norfolk  this  fall.  The 

fight  will  be  further  dramatized  be- 
cause it  is  also  a  battle  between  NBC 

and  CBS. 

The  contestants  are  WTAR-TV,  an 
established  VHF  station  which  switched 

from  NBC  to  CBS  last  summer,  and 

WVEC-TV,  a  UHFer,  which  now  boasts 
NBC  affiliation.  The  latter  went  on  the 

air  with  a  test  pattern  15  August  and 

will  begin  telecasting  commercially  19 

September. 
A  razzle-dazzle  campaign  is  under- 

way to  push  conversions  in  the  Nor- 
folk area.  The  kickoff  was  in  Jul\ 

when  WVEC-TV  told  its  story  to  deal- 
ers and  distributors  at  a  hotel  confab. 

This  was  followed  by  scads  of  promo- 
tion material  sent  out  to  dealers. 

The  high-pressure  campaign  for 
WVEC-TV  led  WTAR-TV  to  charge 

in  an  allegation  to  the  FCC  that  NBC 
was  throwing  9175,000  into  newspaper 

ads  for  its  affiliate  I  the  newspapers  and 

WTAR-TV  are  under  the  same  owner- 

ship I .  The  netw  ork  countered  with  a 
charge  that  WTAR-TV  was  trying  to 
thwart  LHF  development.  An  NBC 

spokesman  said  that  not  more  than 
$50,000  will  be  spent  to  promote 

WVEC-TV  via  newspapers  and,  fur- 
thermore, the  station  was  spending  a 

"considerable  portion"  of  that  amount. 
No  figures  on  conversions  had  come 

out  of  Norfolk  at  the  time  sponsor 

went  to  press.  There  are  about  185.- 
000  TV  homes  in  the  area,  and  WVEC- 
TV  is  aiming  for  a  conversion  rate  of 
about  a  third  by  fall. 

While  sparks  have  been  flying  in 

Norfolk,  other  UHF  stations  have  been 

fighting  their  way  to  solvency  with 
less  publicity.  Here  are  some  typical 

examples  of  what's  been  accomplished 
and  what's  been  learned: 

WHIZ-TV,  Zanesville,  Ohio:  Went 

on  the  air  2  May  in  an  area  covered 

by  Columbus.  55  miles  away.  The  ARB 
studv  three  weeks  later  disclosed  a  con- 

version rate  of  45.6' r.  Nate  Milder, 
director  of  sales  for  WHIZ-TV,  esti- 

mated a  60'<  conversion  by  the  end 
of  August  I  15.000  sets)  and  predicted 
100'  r  conversion  in  the  home  county 

by  1954.  Reception  has  been  reported 
05  miles  away.  Milder  said  conversions 

have  been  slowed  by  the  inexperience 
of  sen  ice  men.  and  station  engineers 

have  gone  out  to  help  in  many  installa- tions. 

The  station  has  all  four  network 

affiliations,  al-o  produces  its  own  news- 
cast and  sportscast.    The  news  show  is 
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iponsored  \>\  the  Ohio  Fuel  Gas  I  o 
wlii<li  also  sponsoi -  similai  shows  on 
I  \  Btal i " m-  in  ( lolumbus  and  I  oledo. 
Milder  said  W  III/  I  V  went  on  the  ail 

u iili  si  75,000  in  local  and  regional 
business,  rhere  are  166,000  Families 

within  a  17-mile  radius  "I  the  station  - 
transmitter. 

H  III  Tl  .  Reading,  Pa:  The  mai 

ket  i-  covered  bj  three  \  III'  -il:m,iI- 
.iinl  another  local  I  III'  station 
\\  III  M-TV,  which  went  on  the  ail  22 
February,  a  month  and  a  ball  before 
\\  I  I  I  I A  .  Ewarl  M.  Blain,  directoi 
..I  sales  for  W  l.l.l  -T\ .  Baid  there  were 

5,000  I  111'  bomes  in  metropolitan 
Reading  in  \pril.  20,000  during  the 

middle  of  August.  \\  III  -TV  is  tied 

to  NBC  and  M'.C  while  \\  III  M  -T\ 
is  a  CBS  affiliate. 

Besides  the  usual  station  promotion, 

\\  EE1  - 1\  got  together  with  dealers 
and  agreed  i«>  provide  free  newspaper, 

radio  and  I  A  advertising  it  each  deal- 
er, in  return,  would  put  at  least  one 

salesman  on  the  street  to  ring  dooi 

bells  and  encourage  conversion.  I  he 

station  reported  that  tin-  campaign 
m>t  one  conversion  for  each  two  calls. 

//  LBC-Tl  .  Minnie,  Intl.:  Going  on 

the  air  2()  \pril.  the  station  reports 
Burveys  l>\  several  research  organiza- 

tions showed  approximate!)  30,000 

I  III-'  homes  after  eight  week-.  This 
represents  3593  of  the  \IIK  bomes. 

\\ .  F.  Craig,  station  vice  president, 

says  that  programing  is  the  k<-\  to  the 
rate  of  conversions.  The  station  i- 

affiliated  with  all  lour  networks  though 

not  yet  interconnected.  It-  ana  is 

partiallx   covered  1>\    one  \  III-"  station. 
0  OSH-Tl  .  Oshkosh,  II  is.:  This  sta- 

tion began  operation-  27  June  with 
interim  power  of   1.5  kw.  and  a  signal 
that  goes  out  to  onlj    10  or  L2  miles. 
With    increased    power    to    15    kw.    the 

siation  expects  the  signal  to  reach 

about  30  miles.  Two  Fairl)  good  out- 
side \lll  signals  come  into  the  area, 

one  of  them  from  a  post-freeze  station. 
\hout  3,500  to  1,500  homes  are  now 

receiving  V70SH-TV,  according  to  the 
station.  This  is  about  half  the  15"  i 

V  III'  saturation  at  the  time  the  station 
went  on  the  air.  The  station  is  an 

ABC.  affiliate,  is  now  on  the  air  -e\cn 

hours  a  da\  with  40' ,  local,  live  pro- 
graming. 

II  COS-TV,  Columbia.  S.  C:  like 

mam  others,  this  station  finds  pro- 
graming the  ke\  to  \iewer  acceptance 

of  I  HF.  "Set  sales  and  conversions 
show  immediate  reaction  to  program- 

ing," sa\s  Stewart  Spencer,  T\   direc- 

i   I   the   WCOS  \M  I  M  I  \    op(  >  i 

tn. n.    "\\  COS  I  \    has  done  .in  mi.  n 
give  job  ol  program  promotion. 

( >n  the  hi  —iii«  e  25  VpriL,  the  sUi 
lion  i-  affiliated  with  \i:<  and  NB(  , 

It-  own  10,000-call  survey,  subsequent- 
K  confii med  b)  \I5I>.  indii  ated  more 
than  7 1 I' .  i  ..n\ ei sion  in  it-  area  w ith- 
in  less  than  two  months.  I  ol.d  I  \  gel 

penetration  is  about  33' .  .  WCOS-T\ 
i  ompetes  w  ith  a  good  signal  from 
(  harlotte,  \.  <  . 

//  //  LP,  Springfield,  Mass.:  This 

station  competes  w  ith  a  \  I II  station 
in  New  Haven,  a  I  III  Btation  in  New 
Hi  it.iin  and  anothei  I  I II  station  in  it- 
own  market.  The  New  llaxeii  Btation 

i-  affiliated  with  all  lour  nets,  the  other 

I  III'  Btations  both  have  <  IBS  and  Du 
Mont  affiliations  while  WW  LP  is  linked 
to  NBC  and  \l!(  .  Total  saturation  in 

WW  LP'-  western  Massachusetts  and 
northern  Connecticut  area  i-  225,000 

sets,  which  represent  50'  i  ol  t In • 
homes.  With  three  stations  promoting 

I  I II •'.  a  sun  e\  l>\  W WLP's  ad  agency, 
Channing  L.  Bete,  Fn<  ..  showed  18,000 

I  III-  homes  through  \la\  with  an  ad- 
ditional 6,000  estimated  for  June  and 

July. 
W  W  LP  run-  Id  hours  ol  commercial 

network  -how-,  five  hour-  of  local,  live 

pro  ;ramin  ■  and  the  rest  film  and 
woi  k    - 1 j - 1 . 1 1 1 1 •  - 1  -      I  In    -iii  ion   carries 

kirn--   ..I    Dragnet   and    Robert    Wont- 
:  omei  v  Prest  ntt    neithei  "I  which   in 

can  I'd  bj  the  New  Haven  \  I II  .    It  is 
•  in  rentl)  tele*  asting  From  1  10  p.m.  to 

midnight,  w ill  probably  start  ; 
.1  in  urn  the  end  ol  the  month. 

//  h  III  II  .  Mobile,    ila.:  On  thi  ail 

since   29    Decembi  r,    WK  MM  \     was 

followed  b)  a  \  HF  Btation,  W  \l.\  I  \ 
two  week-  latei   iii  the  same  market. 

\-  id   I  Jul) .  the  -tit  ion  reports  that 
of  the  35,    I  \  Bets   12,   were  also 

I  III.  I  he  high  pen  entage  ol  com  er- 
-ion-  wa-  attributed  to  the  'wonderful 

.  ooperation  of  dealei  -  and  disti  ibu- 
tors  in  the  an  a. 

//  KNB-T)  .  Vea  Britain-Hartford.: 
()n  the  air  Beven  months  the  station 

repoi i-  that  74,000  homes  in  its  i  over- 

age area  i  an  rei  eive  its  signal.    I  h<-  set 
•  ounl  i-  based  on  affida>  d-  rei  eived 
from  distributors  and  accounts  for 

2.".',  of  the  bomes  in  WKNB-TN  - 
area.  Station  Manager  Peter  Kenned] 

expo  t-  100,000  I  III  homes  bj  0  to- 

bei . Pending  the  i  ompletion  of  a  new 
studio  building,  WKM!-I\  is  present- 

ing local,  live  programing  From  its 
transmittei     building    in    Farmineton. 
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WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

sales 

TORONTO 

50,000  WATTS,  WW  K.C. 
CFRB  covers  over  1/5  the  homes  in 

Canada,  covers  the  market  area  that 

accounts  for  40%  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  Slates:  Adam  J.  Young  Jr.,  Incorporated 

Canada:  All-Canada   Radio  Facilities,  Limited 

There  is  No 

SUMMER  LULL 
at  KWJJ 

Summer  time  is  a  busy  time  at 

KWJJ  —  Oregon  Adverl  isers 
know  that  baseball  broadcasts, 
special  summer  features  and  good 
music  keep  KWJJ  audience  rat- 

ings in  the  top  bracket.  In  fact, 
bassball  broadcasts  top  all  Hoop- 

ers and  other  ratings  for  Port- 
land. Schedule  KWJJ  for  a  busy 

summer   sales   season. 

COMPLETE 

Recording  Service 

KWJJ 
1011  S.W.  6th  Ave. 

PORTLAND  5, 
OREGON 

Among  the  shows  being  presented  are 
The  Current  Scene,  described  a*  a  con- 

troversial panel  program,  and  news- casts. 

WCAN-T)  .  Milwaukee:  A  surve\  b\ 

Dr.  Adolph  A.  Suppan,  director  of  Wis- 
consin State  Colleges  extension  pro- 

gram, taken  from  6-20  August  before 

the  station's  test  pattern  was  even  on 
the  air.  showed  high  interest  in  LHF. 

More  than  \IV  '<  of  those  called  had  al- 
ready converted  their  sets  to  receive 

Channel  25  while  more  than  r>{)' ',  in- 
dicated they  would  convert  within  'JO 

days.  Lou  Poller,  general  manager  of 

the  station  said  the  figures  indicate 

that  80,000  sets  were  already  convert- 
ed while  another  220.000  would  con- 

vert in  the  next  three  months. 

WKNX-TV,  Saginaw,  Mich.:  How- 
ard H.  Wolfe,  station  manager,  esti- 

mates that  about  40.000  sets,  or  one- 
fourth  of  all  homes  in  the  area,  can 
receive  his  station,  which  went  on  the 

air  5  April.  Promotion  began  in  Janu- 
ary with  a  television  exposition  in  the 

municipal  auditorium.  The  station  car- 
ries programs  from  all  four  networks. 

•  •  • 

m 
BURN-SMITH    CO 

KID  SHOWS 
{Continued  from  page  43) 

the  point  that  crime  is  never  accept- 
able as  the  basic  theme  for  a  child  s 

program." 

The  radio  and  TV  programs  that 

are  subject  to  NAFBRAT's  displeas- 
ure include  many  kid's  top  favorites. 

Among  them  are  Gene  Autry,  Hop- 
along  Cassidy,  Lone  Ranger,  Roy 

Rogers,  Superman,  Dick  Tracy,  Cisco 
Kid,  Terry  and  the  Pirates,  Tarzan. 
Bobby  Benson  and  Captain  Midnight. 

NAFBRAT  is  by  no  means  down  on 

kids'  programing  100%.  The  associa- 
tion feels  there  has  been  an  improve- 
ment in  some  aspects  of  TV  program- 

ing for  children.  It  considers  NBC's 
Ding  Dong  School  the  outstanding 
achievement  of  the  year  and  welcomes 

the  announcement  of  a  children's  ver- 
sion of  Omnibus.  Also  given  a  pat  on 

the  back  are  such  network  and  local 

-how-  as  kukla.  Fran  &  Ollie.  Super 

Circus.  Mr.  H  izard,  Zoo  Parade.  Jun- 
ior Crossroads.  )  outh  Wants  to  Know, 

Carniial  of  Books,  Symphonies  for 

)  oath.  Let's  Pretend,  Clyde  BeaJty  and 
)  oung  America  Speaks. 

To  get  the  reaction  of  broadcasters 
and  advertisers,  sponsor  queried  ever} 

station  in  Los  Angeles  whose  programs 
were  evaluated  by  NAFBRAT  and  a 

number  of  advertisers  and  agencies 

involved  in  sponsoring  these  programs. 

I  he  arguments  in  defense  of  crime 
show-  were  summed  up  by  James  Web- 

er, vice  president  of  the  Leo  Burnett 
Co.,  whose  client,  the  Kellogg  Co., 

sponsors  one  show  rated  as  "excellent" 

i  Super  Circus  I .  one  rated  as  "fair" 

(  Howdy  Doody  I  and  two  rated  as  "ob- 
jectionable" I  Wild  Bill  Hickok  and 

Superman  I . 
Said  Weber:  "We  seek  to  avoid  the 

macabre,  the  gruesome  and  violence 
for  the  mere  sake  of  violence  but  we 

recognize  that  conflict  and  violence, 

vicariously  experienced,  are  natural, 

normal  and  good  outlets  for  a  child's 
— or  for  that  matter  an  adult's — emo- tions. 

"It  is  natural  and  normal  for  chil- 
dren to  like  violence,  play  violently.  It 

is  natural  and  normal  for  every  child 

to  contemplate  killing  his  parents  and 
friends  many  times  while  he  is  growing 

up.  L  nless  he  is  so  emotionallv  un- 
stable that  he  follows  through  on  such 

instincts,  no  harm  is  done.  And  the 

ones  who  do  follow  through  are  a 

miniscule  proportion  of  the  misfits  that 

any  form  of  life  produces." Another  argument,  a  variation  on 

the  one  above,  is  that  since  crime  pro- 
grams are  so  popular  i  a  study  of  the 

various  rating  services,  as  well  as  the 

chart  on  page  43.  indicates  clearly  the 

popularity  of  programs  involving 
crime  and  violence  I .  they  must  meet 
some  need  of  children. 

The  argument  is  put  this  way  by  Dr. 

Ernest  Dichter.  president  of  the  Insti- 
tute for  Research  in  Mass  Motivations 

and  a  member  of  sponsor's  All-Media 
Advisory  Board: 

"If  children  are  attracted  to  crime 

shows,  let's  find  out  why.  There  is 
probably  a  very  good  reason.  Many 
of  those  who  object  to  any  kind  of 

crime  show  do  so  for  reasons  of  per- 

sonal prejudice.  It's  probably  part  of 
the  puritanical  strain  in  this  count  r\  s 
culture.  Their  objections  are  like  ob- 

jections to  the  publication  of  the  two 

K.inse\  reports.  They  feel  that  ex- 

posure to  anything  they  consider  bad 
is  bound  to  be  harmful  although  sci- 

entific facts  may  prove  them  wrong. 

"It  is  my  personal  opinion  that  the 
excitement  of  a  crime  stor\  is  just  the 

"carrier."  so  to  speak,  of  the  emotion. 
But  crime  stories  for  children  may 

meet  a  deeper  need.  They  take  place 

in  a  super-logical  world  in  which  evil 
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i-  punished  and  in  >v hich  the  hero  ti  i 
umphs.    It   is  nol   always  thai   wa)    in 

real  life.    Real  life  presents  I   i  ends 
which  anno)  the  young  mind  in  its 

attempts  to  grasp  them." 
( Ithers,  too,  pointed  out  thai  spei  ifi< 

moral  codes  govei  ned   the   a<  i   s   "l 
heroes  in  crime  shows  i"i  children. 

Said  i ..  \l.  Philpott,  \  i  e  president  in 

.  harge  ol  advertising  foi  t h< ■  Ralston 

I'm  in. i  ( !o.,  w  hi<  li  sponsoi  -  Space  Pa 

trnl   i  rated  "objei  tionable"  '  : 

"In  tin-  long  historj  ol  Space  Patrol 
tin  one  has  evei  been  killed  01  serious- 

|\  injured;  no  one  has  evei  been  kid- 

napped, no  child  has  evei  been  sub- 
jected t"  intense  fears  01  hoi  i  u  ;  no 

criminal  has  escaped  justice,  and  no 

'cliffhanger'  has  evei  been  used  in  a 

wav   h hich  mighl  woi  rj   \  iewers.' 

\  spokesman  for  Gene   lutry,  whose 

show-  were  also  rated  "objectionable, 
told  sponsor: 

"In  all  Gene  \utrv  Elms  the  hero 
i  \utr\  i  measures  up  to  the  si  i  u  tesl 

Btandards  ol  proper  moral  conduct.  11*- 
never  takes  unfair  advantage — even  of 
an  eneim .  He  never  tell-  a  lie  I  !<• 

never  betrays  a  trust.  He  is  free  From 
all  religious  and  racial  prejudice.  He 

respects  womanhood  and  is  kind  and 

courteous  t"  his  parents  and  all  old 
folks.    He  obex  S  the  law. 

"  \ll  this  would  seem  to  In'  as  'ob- 

jectionable1 as  the  Boj  Seoul  oath." 
Si*  h  codes  are  buttressed  b)  net- 

work codes.  Here  are  some  typical 

clauses  from    \l'>(  : 

"Stories  must  refleel  respeel  for  law 
and  order.  .  .  .  Dramatic  action  must 

not  be  over-accentuated  through  gun- 

|>la\  or  through  other  methods  ol  vio- 
lence.  ...  No  program  or  episode  ma) 
contain  or  end  with  an  incident  which 

will  tend  to  create  morbid  suspense  or 
hysteria  in  the  minds  of  children.  .  .  . 

torture  or  horror  ol  am  kind  ma)  not 

be  dramatized  or  suggested.  .  .  .  Situ- 
ations involving  the  kidnapping  ol 

children  or  threats  of  kidnapping  arc 

not  permitted." 

\\  Idle  not  den)  ing  their  responsibili- 

ties in  regard  to  children  -  programs, 
some  of  the  station-  and  agencies  made 

the  point  that  radio  and  TV  children's 
programs  are  only  part  of  the  influ- 

ences on  <  hildren  ;  that  comics.  mo\  ies, 

the  front  pages  of  newspapers  have 
their  -hare  of  crime  and  violence. 
James  Weber  of  Leo  Burnett  also 

pointed  out  that  children  view  adult 

programing   and  that   the   impressions 

such  pro  ive  on  childi  en  '■ 

something  to  I"-  desired. 

"I  pei sonall)  belie> e,  he  said,  "thai 
the  i  i  ime  and  \  iolenl  ad\  entui  e  stories 

"M    I  \    are  healthiei   fare  i"i  i  hildren 

than   '  I      i    and  Harriet,   I   I  ■■   ■    I 
l/i    Litth     1/'  Oui    Mist    Brooks 
ami  othei  s. 

"I ii  thi  crime  and-adventure  -tulf 
you  have,  b)  and  large,  had  guys  and 

_   I  gu) -.  both  a<  1 1 1 1 l_-  logii  ally.    Now 
u hat's  the  -lull  of  whii  h  these  othei 
shows  ami  -how-,  b)  the  way,  that 
are  mm  h  more  neai  l\  identifiable  w  ith 

the  \  iewei  -  ow  n  life     are  made  ? 

"I  lenerall) .  fathei  is  an  uttei  idiot. 
I  he  vai  ious  members  of  the  •  asl  are 

eithei  deliberatel)  d»  ei\  ing  ea<  h  oth- 
ei .  "i  are  in<  apable  ol  understanding 

ci  h  othei .  Plots  are  shol  tin  ough  w  ith 
ilc  rii  between  husband  and  w  ife,  be- 

tween parents  and  children.  I  hei  • 
cheat  ing  and  K  ing.  In  a  high  per<  'Ml- 

ol  the  stories,  the  i  onclusi  m  is  a 
shambles  and  uttei  -  haos. 

The  broad<  asters  and  agencies  b)  no 

mean-  defended  children-  programing 

all    the    W8)     down    the    line.     Mosl    I'll 

there  wa-  room  lor  -ome  improve- 

ment, although  no  need  id  a  radi<  al (  han 

Limited  agreement  with  NAFBRA1  - 
attitude  toward  Western  films  came 

from  Joseph  <  !offin,  K  1 1 .  \  -  'lire  toi 
ol   -ale-   development: 

"I  hold  no  brief  with  the  abolition 
.'I    the    Western    movie    and    feel    that 

NAFBRAT's  unrealistic  position  is  al- 
read)  evident  in  the  Western  stories 

produced    for    television.     Here,    be- 
.  au-e  of  main  protests  against  shoot- 

ing which  i-  relativel)  difficult  for  a 

child  to  reproduce  in  hi-  .a  tu  il   pla) 
activities  the  him-  have  turned  to  ex- 

tensive use  ol  the  fisl  fight,  which,  in 

turn,  i-  easil)  reproduced  in  the  child's 
plav    activ  itic-.      I  he   end    result    i-   thai 

the  brutal  aspects  ol  these  film-  are 
much  mote  hkelv  to  re-ult  in  actual 

behavior  responses  that  are  not  desir- 
able a-  a  wav  ol  life. 

"In  othei    wonl-.   I   led  that   manv    ol 

the  protests  from  groups  like  \\1- 
BR  VI   arc  not  death  enough  thought 

out    to   pi  odu<  e   tnil)    I  icaliv  e   Solul 

to  the  problems." 

Regarding  NAFBRAT's  finding  ol 
decline  in  "excellent"  radio  programs 
for  children,  Ron  Manders  ol  Kll  -aid 

then  wei    <  hildren  -    \ 

,i\  ailable   on    i  adio     nol    a     en  line   in 

qualil  v .    However,  lie  wenl  on  to 

Dm  has 

I.-,  ided    He  rease    in    pressure 

roups    lot    Ian  ing    and   selling    prod- 

in  i-    and  ■  hildren  -  Bhow  -  are  now   in 

id.-   hands   ol    people   who   are   us 

these  programs  onl)  a-  a  selling  tool. 
I  he  i  ..lumen  lal    la'  I  i •  <n  -eein-  to  b( 

■  eedingl)  well  trained  in  the  approa*  h 

ol   adull   hv  in-  and  Belling  and  tin  \    .in- 
1 1  .i ii- lii  i  in-  that  abilit)  directl)  i" 

children's  -how-  with  onl)  dollar  signs 

a-  theii  -uide.  I  he  buying  "I  -how-  i- 

based  on  "How  nun  Ii  ol  nit  produ<  t 

will  tin-  -h'.w  -ell'''  lew  members  "I 
the  <  ommen  ial    la.  i ion   i  the) 

an-  presenting  a  -how  |.e<  ause  "I  its 

entertainment  value. 

I   ndei  Iv  ing    all   the   pros   and   COns   "I 

crime  programs  foi  children     a-  well 

a-  mosl  disputes  about   radio  -w\    I  \ 

pi  ograming,  as  a  mattei  "t  fat  i     is  die 
bi "a<\   question    "I    bi ".id'  asl i 

sponsibilities.    W  bile  pra<  ii>  all)  e\  ■ 

one  agrees  thai  •  hildren's  programing 
.  all-    foi    -pei  ial    ■  i  itei  ia,    the    n 

theme  ol  hi.. ad.  asters  is  that,  subjei  i 

t<>  ol.v  mil-  han-  -ii-  h  a-  those  on  ob- 

scenity, programs  on  tin-  air  are  there 
onl)     he.  au-e    people    want    them.       In 

satisfying  the  want-  of  the  publi<      as 
cv  i.lcn.  ed    b)    the    rating    sen  il  •-      ami 

sprinkling    in    some    religion,    »  ien<  e, 
ait  and  edu<  alioii.  the  h|oad<  astei  -  - 

the)  an-  performing  their  pul>li<  du- 
i  ies. 

I  he  intellectual  ii  iti   -  -a\   this  i-  not 

I  he)     maintain    that,    i  ontrar)    to 

m  idespread   "pinion,   programs   i  reate 

their  audiem  e,   rather  than   the  othei 

wav    around.     \n   expression   "t    this 

view    wa-   given    in   the  29    \u.:u-t   >nt- 

urday    Revieu    b)    Gilbert   Seldes.     He 
-aid.  in  jiart : 

"Demand  i-  generalized  and  diffuse 

for  entertainment,  foi  thrill-,  lor  \  i- 

•  ai  ious  sadness,  t"i  laughs;  it  •  a\\  be 

satisfied  b)  pro-ram-  of  different  types 

and  different  qualities;  and  onl)  aftei 

these   programs   have   been   offered    is 
there    am     demand    for    them.     Suppl) 

comes  first  in  thi-  bus    ■    - 

it-  own   demand.  •   *   • 
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New  England's 

i  fasfesf 
growing 

3  Cdcl  is  Eastern 

Conn... Served  best 

by  its  largest  city 

•NORWICH  thru 

Some  of  Eastern 

Connecticut's  big 
installations  include 

•  DOW  CHEMICAL 
(Six  miles  from  Norwich) 

•  ELECTRIC    BOAT  CO. 
(Submarines) 

•  SUB    BASE,   GROTON 
(Ten  miles,  nearly  15,000  people) 

•  PHIZER   CHEMICAL 

•  AMERICAN  SCREW  CO. 

•  U.   S.    FINISHING   CO. 

•  AMERICAN  THERMOS  CO. 
and  hundreds  more. 

Here  is  the  #1  Hooper 
station  with  the  best  Local  Music 

and   NeWS   programming  and 

Now 

one  low  rate 

6:00  AM -10:1 5  PM 

AfojorSal^ 

force  of  i 
Eastern 

Conn. contact  John  Deme,  Mgr. 

^Norwich  37,633  New  London  30,367 

Henry  Svhachte,  director  of  advertising,  The 
Borden  Co.,  becomes  vice  president  and  account 
supervisor  at  Sherman  &  Marquette  sometime  this 
month.    I  ntil  he  whips  the  Borden  ad  budget  into 

final  shape  he'll  be  working  for  Borden  days  and 
S&M    nights.     Always   a   heavy   air  media    spender, 
S(  hachte  is  expected  to  be  very  air-conscious  in 
handling  the  accounts  coming  under  his  supervision. 
Prior  to  joining  Borden  he  was  an  account  executive 
at  Y&R  and  a  copywriter  at  General  Electric.    He  is 

a  member  of  SPONSOR'S  All-Media  Advisory  Board. 

George   Weiss.    Midwest  sales  rep  for   I'nited Television    Programs,    has    moved   into    the    New 

York  office  of  the  firm  as  sales  manager.    Prior 
to  joining  ITP,   Weiss  was  sales  rep  for  0.  /.. 
Taylor  Co.  for  seven  months.    Earlier  he  was 

M'ovsmk'.s  traveling  representative  for  two  years, 
working  out  of  the  Chicago  office.    Weiss  has  been 
active  in  the  radio-TV  field  for  12  years,  is  president 
of  radio  stations   WPAL.  Charleston,  S.  C,  and 

WBBQ.  Augusta,  Ga.,  which  he  put  on  the  air  in  1917. 

Boone   dross,   president,   Gillette   Safety   Razor 
Co..   announced   renewal  of  Cavalcade  of   Sports 
on   \BC  TV  and  ABC  Radio.   He  told  sponsor: 

"All  available  studies  show  that  57%  of  all  listeners 
to  our  fights  live  in  areas  not  served  by  TV,  the 

remaining   13' i    of  our  listening  audience  lives  in 
areas  where  TV  is  available.    In  addition  to  the 
more  than   2,000.000  homes   we  reach   by  radio 

there  are  countless   thousands  of  out-of-home 

listeners.    We'd  be  neglecting  a  huge  market  if 

we  didn't  use   radio  to   deliver  our   message." 

V.dward    D.    Madden,    until   recently   v.p.    in 

charge  of  television   operations  and  sales  for  .\BC, 
has    been    elected    v.p.    of    Motion    Pictures    for 

Television,   Inc.    According  to  Board  Chairman 
Muttheu    Fox.   "Mr.    Madden    will   coordinate   the 
inquisition     of    neu     properties    and    production 
arrangements  .  .  .  will  also  be  responsible  for 

the  distribution  and  sales  of  these  neiv  entertain- 

ment films  lor  television."    From  1937  to  19 17  he  was 
with    Mi  (  ann-Erickson   in   the   capacities   of 
vice   president   and   director   of   the   agency. 
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VIC  DIEHM  and  ASSOCIATES    Afe  W  St  aft  OH 
and 

American  Broadcasting  Company 

•
/
 

Not  since  the  Tea  Party  has  Boston  had  such  a  history- 

making  event.  Now  that  trusty  Minute  Man  Diehm  and 

his  associates  have  combined  with  the  great  American 

Broadcasting  Company  in  a  history-making  radio  alliance. 

You  can  just  bet  the  Hub  City  and  adjacent  communities 

will  be  blasted  with  the  best  in  Radio  shows,  both  local 

and  national.  You'll  do  well  to  join  WVDA  .  .  .  I260kc 

.  .  .  the  frequency  Bostonians  have  listened  to  since  1922. 

WAZL 
WIDE 

HAZLETON    PA    NBC-MBS 

(Represented  by  Robert  Meeker  Associates) 

BIDDEFORD-SACO,  ME.  MBS-YANKEE 
(Promotion  Rep.  Robert  S.  Keller) 

WHOL 
WHLM 

ALLENTOWN    PA    CBS 

(Represented  by  Robert  Meeker  Associates) 

BLOOMSBURG    PA. 
(Owned  and  Operated  by  Harry  L  Magee) 

WVDA BOSTON,  MASS.  ABC  , 
(Represented  by  Paul  H.  Raymer  Company) 



Straight  talk  on  UHF 

If  I  HF  is  to  get  a  fair  shake  in  the 

fight  for  national  advertising  dollars, 

right  now  is  the  time  for  advertisers, 
account  executives,  timebuyers  (and 

broadcasters,  too)  to  look  facts  in  the 

face  and  beware  of  downgrading  in- 
nuendo. 

Here  are  some  lads  to  ponder  (see 

"I  III-  :  <mc  \ ear  later,"  page  32)  : 

1.  UHF  is  not  an  inferior  form  of 
h  lev  i-ion. 

2.  National  advertisers  are  not  down 

on  UHF.  All  they  want  is  the  assur- 

ance  that  they  are  getting  buyable  cir- 
i  ulalion.  both  in  quantity  and  quality. 

3.  In  a  new  TV  market  where  UHF 

is  the  pioneer  many  of  the  same  rea- 
sons exist  for  giving  national  business 

to  the  pioneer  station  that  held  true 

when  \  HF  was  the  pioneer  before  lift- 
ing of  the  FCC  freeze.  But  there  are 

also  new  limiting  factors:  For  exam- 
ple, the  experimental  stage  is  over  for 

man)  advertisers;  the  bigger  markets 

are  covered,  the  constantl)  swelling  l\ 

appropriation  has  reached  the  "let's- 
take-stock"  point.  And  this  is  the 

thinking  just  as  many  hopeful  UHF's 
hit  the  air  urgently  in  need  of  national 

advertising  business. 

4.  Competitors  are  trying  to  cash  in 

on  I  III'  innuendo.  This  is  one  for  me- 

dia bu)  ers  t<>  stamp  out. 

").  M IF  broadcasters,  by  and  large, 
are  more  impatient  than  pre-freeze 

\  I II' ers.  There  are  good  reasons  for 
this.  The  first  TV  broadcasters  were 

generally  the  most  prosperous  and  best- 
financed  radio  operators  in  the  land. 

They  were  prepared  to  take  the  heavy 
losses   for   sustained   periods   of   time. 

UHF  operators  are  generally  get- 
ting down  to  the  hard  facts  of  life. 

And  the  facts  are  generally  harder, 
much  harder,  in  a  market  where  VHF 

already  exists  than  in  the  virginal  T\ 

area. 
The  cost  of  a  TV  station,  whether 

VHF  or  UHF,  is  high.  The  demands 
for  income  climb   insatiably. 

But  only  the  fighting  and  the  fit 
will  prosper. 

As  far  as  the  national  advertiser  is 
concerned  UHF  must  be  translated  into 

how  many  sets  it  reaches.  Like  all 
other  media  it  must  show  circulation. 

12   advertisers   speak   out 

You've  never  seen  as  fine  a  collec- 
tion of  data  on  media  evaluation  as 

you'll  find  on  pages  27  to  31  of  this issue. 

They  contain  the  results  of  spon- 
sor's survev  of  1.000  advertisers.  (The 

agenc)  survej  will  appear  next  issue.) 
Sixteen  tables  give  you  a  fascinating 

insight  into  how  72  advertisers  spend- 
ing over  $137  million  a  year  assess 

media. 

Three  over-all  conclusions  may  be 
drawn  from  this  tremendous  collection 

of  original  data: 

1.  Habit  still  prevails  in  choice  of 

media;  too  many  advertisers  don't know  how  much  each  medium  sells. 

Only  18.6%  of  those  answering  actual- 
ly tested  different  media  in  different 

cities  although  over  half  have  estab- 
li>hed  some  correlation  between  media 

and  sales. 

2.  Advertisers  continue  to  overesti- 

mate air  media's  costs  as  against  print 
by  using  two  different  yardsticks  for 
measuring  them.  I  sing  ABC  circula- 

tion for  print  and  a  rating  service  for 
air  and  then  deciding  you  can  spend 

up  to  S5  or  S6  a  thousand  circulation 
for  print  but  only  S1.50  to  S2.00  per 
M  for  air  is  the  worst  kind  of  arith- 
metic. 

Reason:  ABC  circulation  has  no  re- 

lation to  ad  readership,  but  air  circu- 
lation is  virtually  synonymous  with 

commercial  audience. 

3.  The  advertiser  wants  to  know  far 

more  about  a  medium  than  he  cus- 

tomarily gets  from  the  average  media 

rep.  Some  examples:  "Will  I  need 
other  media  to  complete  the  cover- 

age?" "\\  hich  of  my  competitor-  i- 

using  it  now?  How  much?"  and  "Can I  saturate  the  market  quickly? 

This  is  the  most  provocative  of  spon- 
sor's All-Media  Evaluation  articles  to 

date.  Read  it.  Then  write  us  to  let  us 
know  what  vou  think  of  it. 

Applause 
Teamwork  in  Tulsa 

Imagine  ever)  radio  station  in  a  siz- 

able (  it)  combining  to  sell  the  top  de- 
partment store  a  full  \ear  saturation 

campaign  in  which  all  station-  equallv 
share. 

Imagine  these  stations  setting  up  the 

schedule  even  to  the  extent  of  picking 
the  personality  who  will  I"  re<  ogni/ed 
as  the  v oice  of  the  store. 

Impossible,  \ ou  sav? 

Bui  not  for  Tulsa  broad  asters.  The) 

like  to  work  together,  as  the  six  -ta- 
tions  comprising  the   Associated  Tulsa 

Broadcasters  have   frequently   demon- 
strated  in  the  past. 

Starting  13  September  Tulsa  radio 
stations  KVOO,  KTUL,  KRMG,  KF.MJ. 

KAKC  and  KOME  will  each  carry  60 

announcements  per  week  for  the  next 

•~>2  weeks  on  behalf  of  Brown-Dunkin. 

I  ulsa's  largest  department  store.  The 
commercials  will  be  taped  daily  to  give 
Brown-Dunkin  maximum  timeliness 

and  flexibility.  The  personality  picked 

l>v  the  Tulsa  broadcasters  and  ap- 

proved by  the  department  store  will  be 
featured  in  each  announcement. 

It  all  started  when  John  Dunkin, 

head  of  the  store,  listened  to  a  talk  \>\ 
Kevin  Sweeney,  vice  president  of 
Broadcast  Advertising  Bureau,  during 

an  ATB  luncheon  and  opened  the  door 

for  a  radio  plan.  The  six  Tulsa  sta- 
tions put  their  heads  together  and  came 

up  with  the  saturation   formula. 

W  e"ll  admit  that  not  many  markets 
can  boast  of  the  caliber  of  unified 

friendship  and  action  that  character- 

izes Tulsa  broadcasters.  But  it's  not 
impossible  anv  where — and  the  need 
exists  todav   everywhere. 
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RCA  Type  BQ-IA  Fine-Groove  Tron- 
scription  Turntable.  There  is  ample  room 

for  a  booster  amplifier — and  plenty 
of  shelf  space  for  program  records. 

The  ONLY  professional  turntable 

tailored  specifically  for 

"fine  groove"  33^3  or  45 
New,  smaller  size  .  .  .  only  28" 
high,  20"  wide,  L6j  i"  deep 
Faster  starts.  Full  speed  in  less 
t  h.m   '  t  turn 

Easier  cuing  .  .  .  through  faster 
starts  and  disengaging  of  driver 
idlers 

Goodbye     operating    errors. 
Center    hole   diameter   changes 

automatically   with  speed 
chants  a 

•  No  record  slippage.  The  cen- 

ter of  the  platter  i-  recessed  to 
handle  the  inside  shoulder  of 

45's.  Easy  to  handle 

•  Wow  and  flutter  as  low  as 

RCA  70  series  turntables 

OMALLER  than  any  Professional  Broadcast  turntable  .  .  .  yet 

capable  of  delivering  the  same  high-quality  output  as  RCA's 
famous  70  series  .  .  .  Type  BQ-IA  is  your  answer  for  a  simple- 
design  turntable  matched  and  styled  to  meet  the  trend  in 

transcription  requirements.  It  enables  you  to  take  full  advan- 

tage of  the  vast  library  of  45's  and  33!/rs  now  available.  It  takes 
up  less  space  in  your  control  room.  It  enables  you  to  take  ad- 

vantage of  the  important  space-saving  features  offered  by 

"fine-groove."  And  Note  This  Fact:  The  price  is  right! 
Type  BQ-IA  is  ready  for  immediate  delivery,  complete— or 

mechanism  only.  For  details,  call  your  RCA  Broadcast  Sales 

Representative. 

RADIO  CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT 
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Baltimore 

is 
different! 
.  .  .  and  smart  radio 

time -buying  is  different 
in  this  compact  market! 

Baltimore's  big  population  is  packed  mostly  right  inside  the  city 
limits.  The  number  of  Baltimoreans  who  live  outside  the  city  in  the 

metropolitan  area  is  unusually  small.  What's  this  mean  to  the  people 
who  use  and  buy  radio  advertising?   Just  this: 

^f"l"T_H  covers  this  highly  concentrated  market 

efficiently!  You  don't  need— you  don't  have  to  pay  for— a  big, 
powerful,  expensive  radio  station  to  reach  the  people  of  this  rich 

market  effectively.  W-I-T-H  will  do  the  whole  job  for  you— at  a 

fraction  of  the  cost!  Overlapping  coverage  of  network  stations 

from  their  own  affiliates  limits  their  effective  coverage  to  just  about 

the  area  W-I-T-H  itself  completely  serves. 

Nielsen  proves  ̂ f"l"T"H's  superiority  in  the 
Baltimore  market!  The  latest  Nielsen  Coverage  Service  shows 

that  W-I-T-H  leads  every  other  radio  and  television  station  in 

town — regardless  of  power  or  network  affiliation — in  weekly  day- 

time circulation  in  Baltimore  City  and  Baltimore  County.  That's 
only  one  big  fact  that  came  out  of  this  amazing  survey.  Get  the 

whole  story.  Let  your  Forjoe  man  prove  to  you  that  the  best  buy 

in  Baltimore  is  W-I-T-H. 

TOM    TINSLEY,    PRESIDENT REPRESENTED    BY    FORJOE    AND    COMPANY 



U.   S.   Steel  after 

more  clearances 

Drake  will   make 

$176,000  in  '53 

How  short  can 

you  make  'em? 

TV  show  costs 

down   slightly 

BAB  offers  aid  to 

agencies  on   radio 

Radio,  TV  on 

ANA  Chi  agenda 

Banker-directors    of   U.S.    Steel   are    said   to    be    lending   company  hand    in 

getting   clearances    on    local    TV   stations   for   U.S.    Steel's   dramatic   hour 
on   ABC    (Tuesday,    9:30-10:30).      Here's   how    it    work:;:    If    ABC    can't    swing 
clearance    in   specific   market    desirsd,    banker-directors    contact    one    of 
their   bank   affiliations    or   friendships    in   that   market.       (Much   pre- 

ferred   is    contact    who   has    loan   relationship   with   station,    it's   al- 

leged.)     CBS  appears   to   have   already  felt    effects   of   this    "drive" 
from   stations   not    exclusively  affiliated   with   that   network.      Parallel 

shows    on   CBS   are    "Suspense"    (Auto-Lite)    and    "Danger"    (Block   Drug). 

-SR- 

Galen  Drake's  sold  1,000  products  in  30  years  on  radio,  is  undoubtedly 
radio's  highest-paid  copywriter  ($176,000  this  year).   His  secret: 
He  doesn't  write  a  word.   For  story,  see  page  36. 

-SR- 

Station  Reps.  Assn.'s  Reg  Rollinsoi  reports  New  York  agency  asking 
radio  stations  for  rates  for  3  (three)-word  announcements  for  south- 

ern coffee  client.   Words  probably  "Drink  It  Straight."  Point  is,  SRA 
worried  this  is  effort  to  short-circuit  8-second  "radio  short"  con- 

taining up  to  16  words  which  SRA  helped  standardize. 

-SR- 

Average  TV  nighttime  shows  on  networks  this  fall  have  dropped  in  cost, 
as  follows:  NBC  TV  average,  319,003  (520,500  last  year);  CBS  TV, 

518,000  (520,000);  Du  Mont,  56,500  (about  same);  ABC  TV,  514,000 

: 12, 500).   For  network  show  trends,  costs,  other  data,  see  SPONSOR'S 
twin  features:  "Have  TV  show  costs  reached  their  celling?"  page  29, 

"How  ABC  will  compete,"  page  32.   And  don't  forget  SPONSOR'S  revised 
6-page  TV  Comparagraph  of  Network  Programs  page  91.   Every  show  cost 
has  been  updated. 

-SR- 

Broadcast  Advertising  Bureau  inviting  agencies  to  seek  its  aid  in  pre- 
paring network,  spot  radio  proposals  for  their  clients.   BAB  will  (1) 

get  data  from  own  files  or  from  network,  rep  or  830  station  members, 

or  (2)  in  many  cases  finance  research  itself  where  there's  radio  busi- 
ness in  sight.   (For  one  instance  of  BAB-financed  research  helping 

agency  make  radio  recommendation,  see  article  based  on  media  direc- 

tor's memo  to  his  client,  page  34. 
-SR- 

ANA  annual  confab  in  Chicago  today,  tomorrow  and  Wednesday  (21-23 
September)  will  feature  special  closed-circuit  showing  of  RCA  color 

TV  originating  in  New  York  and  starring  Nanette  Fabray.   "What  Adver- 

tisers Really  Want  to  Know  about  Radio  &  Television"  will  see  4  top 

competing  network  execs  on  one  panel.   BBDO's  Ben  Duffy  and  Y&R's 
Sigurd  Larmcn  are  among  speakers. -1 

SPONSOR.   Volume  :.   No     '.;>    21   September   I  SPONSOR  >  1  •  -111.  Advertising.  Circu- 
lation Offliej  40  E.   49th  St..  New  York   IT.     JS  a  ytir  in  U.   S.     J9  elsewhere.   Entered  u  secorni  ciiss  matter  J9  January  1949  at  Baltimore.  Md.  po?!offlie   under  Act  3  March  1879 



REPORT  TO  SPONSORS   for  21   September   1953 

CBS  color  TV 
"break"  due 

'Exploded"  foods 
still  good — CF 

NBC  TV  offers  $ 

to  buck  "Lucy" 

Hall  of  Fame 

to  Hollywood 

Philco  "big  push" 

for  '54 underway 

Don't  ignore  copy 
in  choosing  media 

CBS  will  be  out  soon  with  sensational  new  color  TV  "break,"  possibly 
development  of  new  tube.  For  what  you  can  do  now  pending  arrival  of 

commercial  color  TV,  see  article  page  40,  also  forum  feature  page  60. 
-SR- 

General  Foods,  huge  air  media  user,  unworried  by  Scottish  scientist's 

blast  against  "exploded"  breakfast  foods.   Dr.  David  Paton  Cuthbert- 
son  charged  vital  amino  acids  forming  proteins  are  harmed  by  heat. 
GF  told  SPONSOR  they  knew  it  all  the  time  but  people  prefer  puffed 
and  roasted  cereals,  eat  them  with  milk  and  sugar  and  thus  get  more 
nutrition  anyway.   Charge  recalls  similar  attempt  by  another  Scot 

earlier  this  year  to  decry  chlorophyll  products.   American  Chicle  told 

SPONSOR  at  time  they'd  like  to  have  scientist  in  their  lab  for  one 
hour  to  show  him  what  chlorophyll  can  do  to  odors. 

-SR- 
About  only  program  subsidizing  NBC  TV  is  now  offering  sponsors  covers 

spot  opposite  "I  Love  Lucy."   NBC  will  contribute  $14,000  to  cost  of 
show  bucking  CBS  TV  leader.   Amount  will  drop  as  program  rating  rises. 

(For  analytical  round-up  on  fall  net  shows,  see  page  29.) 
-SR- 

Hallmark  Hall  of  Fame  programs  (radio  and  TV)  being  switched  to  Holly- 
wood from  New  York  starting  27  September  for  2  reasons:  (1)  TV  version 

directed  by  Albert  McCleery  will  be  able  to  use  big  NBC  studio  there  ; 

(2)  both  versions  will  be  able  to  draw  on  Hollywood  talent.   William 
Gay  directs  radio  version  on  CBS.   Ed  Cashman  heads  Foote,  Cone  & 
Belding  staff  shifting  across  continent  with  show.   Some  shows  will 
still  be  done  from  New  York.   Sponsor  is  Hall  Bros. 

-SR- 

Philco  tells  SPONSOR  its  current  multi-million  dollar  campaign  of 

112  days  of  continuous  advertising  won't  actually  end  "big  push"  of 

1954  line  of  appliances.   All  major  media  being  used,  but  "Philco  TV 

Playhouse"  (NBC),  new  "Philco  Radio  Playhouse"  (starts  30  September 
over  130  ABC  stations),  Don  McNeill's  "Breakfast  Club"  (ABC),  Edwin 
C.  Hill  newscasts  (ABC)  and  spot  radio  will  extend  into  1954. 

Agency:  Hutchins. 

-SR- 
If  you  want  to  know  how  agencies  differ  from  sponsors  in  assessing 

media,  read  "How  94  agencies  evaluate  media,"  starting  page  43.   After 

reading  advance  copies  of  article,  2  agency  members  of  SPONSOR'S  All- 
Media  Advisory  Board  called  or  wrote  to  stress  influence  of  copy  on 
media  selection.   However,  agencies  polled  ranked  copy  11th  among 

factors  affecting  their  media  choice.   (See  Question  2  in  charts.) 

IVetc  iKiiioiiiil  spot  radio  and   TV  business 

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,  start,   duration 

American    Tobacco, 
NY 

Fl.iko    Prods,    NJ 

Lincoln-Mercury, 
Detroit 

Nestle     Co.     White 
Plains,    NY 

New    York    &    New 

England   Aopie    In- 
stitute,    Kingston, 

NY 

Taylor-Reed    Corp, 
Conn 

Roi-Tan  Cigars 

All    products 

1953    Mercury 

Cookie  Mix,  Eveready 
Cocoa 

Apple    crop 

Q-T    Frosting 

Lawrence  C.   Cum- 
binner,    NY 

Charles  W.   Hoyt,  NY 

Kenyon    &    Eckhardt, 
NY 

Cecil    &    Presbrey, 

NY 
Charles  W.   Hoyt,  NY 

16-18  TV  mkts  throughout  coun- 

try 

Radio-TV  mkts  east  of  Missis- 
sippi 

125  radio  mkts  throughout  coun- 

try 

15  Eastern,  Midwestern  radio-TV mkts 

15  radio-TV  mkts  in  NY,  New 
England 

Charles  W.    Hoyt,   NY        10  TV   mkts.    Eastern    Seaboard 

TV:   7   20-,   60-sec   anncts,    I.D.'s  a   wk; 
beg   Sep;   20  wks 

Radio-TV:  20,  60-sec  film  anncts,  partic 
in   women's  shows;  21    Sep;   10  wks 

Radio:  chainbrks,  60-sec  anncts;  21   Sep; 4  wks 

Radio-TV:    60-sec    anncts;    mid-Oct;    10 
wks 

Radio-TV:  60-sec  partic;  21    Sep;  4  wks 

TV: 20-,    60-sec    film   anncts: 
wks 

mid-Oct; 

J 
SPONSOR 



Your  radio  dollar  has  a  whopper  of  a 

Hooper  when  vou  buy  KSI.  radio  .  .  .  the 

Mount. un-W  est's  50,(KX)  watt  CBS  station. 

K.SL  radio  commands  one-third  of  the 

entire  listening  audience  in  a  four-state, 

58-county  area.    And  in  the  four  county 

industrial  heart  of  the  Mountain-West, 

KSL-'s  audience  averages  113-2^'  more 

than  the  next  ranking  Salt  Lake  City 

station  and  tops  the  audience  of  a  large 

regional  network  by  174.lcc.   Reach  all  of 

the  rich  Mountain-West  thru  KSL  Radio. 

SALT   LAKE   CITY,    UTAH 

CBS  Radio  Network  •  50,000  Waft* 

Represented  by  CBS  Radio  Spot  Sales 

Source:    Hooperoiings,  Feb.,  1953 

21   SEPTEMBER   1953 
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ARTICLES DEPARTMENTS 

I 

Have  TV  show  costs  reached  their  ceiling? 
A  comprehensive  study  of  fall  programs  indicates  that  costs  have  taken  a 
definite  downward  turn.  Article  gives  average  cost  per  show  on  various  net- 

works,   outlook   for    films,    an    analysis    of    trend    toward    network-produced    shows 

Hon      WW     trill   compete 

The  upsurge  of  ABC  points  to  the  hottest  competitive  situation  in  network 
broadcasting.  New  money,  new  talent,  new  programs,  new  sponsors  add  up  to 

a   situation   under   which   advertisers   can    no   longer   think   in   terms   of   "big    two" 

fiedla  director  writes  of  nighttime  spot  radio 
An  actual  memo  from  an  agency  media  director  to  a  client  shows  that  more 

people,  especially  men,  are  available  for  your  radio  message  at  nigh1. 
Chart     breaks     down     night     vs.     day     costs,     gives     specific     market     examples 

fialen  Drake:  ratlin's  hlghest-pald  copywriter 
A  wizard  at  the  art  of  "soft  sell."  Galen  Drake  has  been  creating  his  own 

commercials  for  30  years,  sold  over  1,000  products  on  radio.  Here's  the 
inside    story    of    his    successful    technique,    along    with    some    specific    examples 

The  anti-enzyme  war  on  the  air 

The  dentifrice  makers  are  off  again:  Lambert's  Antiiyme  is  taking  an  early 
lead,  Block  Drug  follows  close  behind.  With  all  major  competitors  expected  to 
join     the     race,     radio     and     television     advertising     will     play     a     major     role 

Color  TV:  tvhat  you  can  do  noiv 

With  FCC  approval  of  color  standards  expected  shortly,  you'll  be  interested 
in  this  status  report  of  what  networks,  agencies  and  advertisers  are  doing 

to    prepare    for    "C    Day."     Valuable    tips    on    what    to    do    in    months    to    come 

How  \atlonal  Shoe  rings  the  bell  with  radio,  TV 
Since  this  shoe  firm  switched  from  print  to  air  advertising  13  years  ago 
National     has     doubled     the     number     of    stores,     quintupled     its     sales     volume 

Htm-  !)4  agencies  evaluate  media 

Part  10  of  SPONSOR'S  All-Media  Evaluation  Study  shows  how  agencies  billing 
$800  million  a  year  assess  media,  what  they  want  to  know,  how  TV  has  affected 

their     media      pattern.      This     ends     tabulation      of     3,000-questionnaire     survey 

COMING 

flow*  BBDO  evaluates  media 

Ben    Duffy,    BBDO    president,    +ells    how    one    of   the    nation's   top    agencies   looks 
at   media    picture.     Part   II   of   SPONSOR'S   media    study 

Why  so  few  lady  producers? 

Can    they    do    a    better    job?     Are    they    given    a    chance?     A    back-of-the-mike- 
and-screen    visit    with    some    leading    gal    producers 

2» 
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1CWKH  unlock 

I  times  as  many 
radio  homes 

as  the  next 

rhreveport 
station! 

No  ifs,  ands  or  buts     KWKH  is  the  key 

station  in  the  important  Arkansas-Louisiana- 
Texas  area.    It  far  surpasses  all  competition 

by  a  tremendous  margin. 

KWKH  delivers  307.0%  as  many  Weekly 

Listeners  as  Shreveport's  next  station     yet  costs 

only  60c'<   more! 

These  audience  figures  are  from  the  new- 
Standard  Station  Audience  Report-   the  more 
conservative  of  the  two  recent  audience 

surveys  made  in  this  area. 

Get  all  the  KWKH  facts     write  direct  or 

ask  your  Branham  representative. 

KWKH 

STATION  "B" 

AVERAGE  DAILY  LISTENERS  IS. A.M.) 

50,000  Watts    •    CBS  Radio 

KWKH 
A   Shrct  rf>ort   Times    \tiifiim 

Texas       ̂  
SHREVEPORT  f  LOUISIANA The  Branham  Co..  ArkoHSAS 

Representatives  ^^^^^^^^^^^^^^ 
Henrv  Clav,  Genera/  Manager 

Fred  Watkins.  Commercial  \lanager 



All  Southern  California  in 

ONE  GIANT 
ECONOMY  PACKAGE 

MAKE  THE  WHOLE  SALE 

AT  A  WHOLESALE  RATE! 

Catalina-based  KBIG,  with  10,000  watts 

at  740  KC  is  the  convenient,  efficient 

way  to  reach  the  whole  Southland — one 

medium,  one  set  of  copy,  one  bill.  Not 

just  America's  Third  Market  (Los  An- 

geles), or  America's  25th  Market  (San 

Diego),  or  America's  62nd  Market  (San 
Bernardino) — but  all  of  them  PLUS  lots 
more  in  between.  A  total  of  over  six 

million  people,  at  a  KBIG  base  hour 

rate  of  only  $118. 

KBIG  Does  It  Alone?  Yes.  KBIG's 

10,000-watt  signal  focuses  all  its  strength 
on  its  market  and  wastes  none  out  to 

sea.  Booming  across  salt  water  (finest 

known  conductor  of  radio  waves),  KBIG 

covers  Southern  California's  mainland 
from  Santa  Barbara  to  Mexico.  KBIG 

helps  you  to  want  the  Whole  Sale,  to 

all  the  Southland,  at  Wholesale  Prices — 

as  little  as  §9  a  spot! 

Prove  It  To  Yourself!  Compare  KBIG's 
base  hour  rate  (§118)  or  base  minute 

rate  ($18)  with  any  combination  of 

newspapers,  outdoor,  television  or  radio 

you  need  to  get  this  same  coverage. 

You'll  see  why  KBIG  is  the  BIG  Buy, 
the  best  way  to  make  the  Whole  Sale 
at   the  Wholesale  Price. 

Availabilities  Will  Never  Be  As  Good 

As  Now!  Call  Meeker  or  us — get  the 

whole-  KBIG  story— and  place  your schedule  on 

10,000  WATTS 

at740 KBIG 
STUDIOS  IN  AVALON 

AND  HOLLYWOOD 
GIANT 

ECONOMY 
PACKAGE  OF 

SOUTHERN 
CALIFORNIA 

RADIO 

John    Poole    Broadcasting   Co. 

KBIC     •     KBIF     •     KPIK 

6540  Sunset  Blvd.,   Hollywood  28,  Calif. 

HOIIywood    3-3205 

Not.    Rep.    Robert  Meeker  Associates,    Inc 

I      ,  _J~  fP 

Paul  G.  Gutnhinner,   radio-TV  director,  Law- 
rence C.  Gumbinner,  New  York,  is  another  night- 

time radio  champion   (see  story  on  page  34).   "Chap- 
Stick  was  an  early  morning  radio  user  (or  six  or 

seven  years,"  he  relates.   "Then  in  fall  1952  we  tried 
6:00-7:30  p.m.  news  and  sports  adjacencies  in  Chica- 

go because  early  morning  was  unavailable.    Result: 
Chicago  pulled  a  better  response  than  it  had  in  five 

years  previous."    A   mens  product  with  national 
distribution,  Chap-Stick  is  on  the  air  annually  in 
18  to  30  markets  from  October  through  March. 

Eleanor  Aecle.v,  Robert  W.  Orr  &  Assoc,  New 

York,  is  awaiting  results  of  her  Detroit  test  cam- 

paign for  Clairol's  new  Hairdew,  a  cream  rinse,  wave 
lotion  and  hair  conditioner.   "I've  found  the  use  of 
local  air  personalities  most  effective  in  introducing 

new  products,"  Eleanor  explains.    She   therefore 
placed  ClairoFs  minute  participations  on   three  day- 

time women's  participation  shoivs  on  radio  and  one 
on   TV.    Retailers,  she  says,  have  been  reporting 
excellent  Hairdew  sales  in  and  around  Detroit. 

Campaign   will  expand  into  other  markets  in  fall. 

Murray  Roffis,  Maxon  Agency,  New  York;  has 
been  kept  busy  shifting  radio  announcements  for 

Packard  Motor  Co.  throughout  September.    "We 
buy  40  minute  announcements  in  30  top  radio 

markets,"  he  explains,  "and  we  buy  them  on  a  one- 
week  basis  for  flexibility."    Starting  26  September, 
Packard  Co.  uill  advertise  its  1953  line  on  an  ABC 

weekend  neivs  package  of  24  newscasts  every 

Saturday  and  Sunday  for  13  weeks.    Predominantly 
a  TV  advertiser  in  1952  Packard  is  dividing  its  1953 

budget  between  early  morning  and  evening  radio. 

II  iff iam  B.  II inmon,  Lambert  &  Feasley,  New 

York,  is  now  preparing  Phillips  Petroleum's  fall 
campaign.    An   18-year  air  media  veteran,  Phillips 
buys  mainly  5-  to   \5-minute  newscasts  on   early 
morning  and  nighttime  radio,  as  well  as  noontime 

slots  in  midwestern  farm  areas.   "We  buy  radio  in 
some  30  midwestern  markets,"  Rill  explains,  "and  a 
weekly  half-hour  TV  show  in  24  midwestern  mar- 

kets."   During  the  summer  Phillips  sponsored  Doug- 
las Fairbanks  Presents,  a  half-hour  TV  drama. 

This  fall  firm  renews   Phillips'  Game  of  the  Week. 

SPONSOR 
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(  Top-flight 
I  Sales  and 

(  Promotion 

|  Executive 

|  ...available 
1  October  1 

Une  of  broadcasting's 
most  successful  spot  and 

local  sales  and  promo- 
tion experts  will  be  ready 

for  a  new  assignment 
October  1. 

(  His  background: 
•  TWO   YEARS— Na- 

tional Sales  Manager  of 

a  major  (IBS  radio 
station. 

•  NINE  YEARS— Direc- 
tor of  Radio  Sales  Pro- 

motion.  Winner  of  21 

'"'firsts"  in  22  national 

promotion  competitions. 

•  TWO  YEARS — Direc- 
tor of  nine-man  radio 

sales  promotion  depart- 
ment in  New  York. 

•  DIVERSIFIED  news- 

paper and  magazine 
experience. 

I   be  combination  of  bis 

broad  experience  in 
promotion  .  .  .  his  sales 
achievements  .  .  .  and  his 
top-flight    references 
speak  for  themselves. 

For  details  contact: 

BOX   1A  SPONSOR 
40  East  49  Street 

New  York  17,  N.  Y. 

Im,1iot 
■I  if 

h\ 

Robert  J.  Landry 

What  the  man  suitl 

A  certain  observable  unease  and  unhappiness  among  advertising 
agencies  at  the  present  time  is  plausibly,  if  perhaps  incompletely, 

explained  by  the  jolting,  earth-crunching  commotion  called  television. 
But  there  are  observers  of  the  agency  scene  who  argue  that  what  ails 

the  agencies  goes  deeper  than  the  simple  embarrassment  of  their 

having  so  notably  lost  their  showmanship  prestige,  of  radio  days, 
to  the  television-rulins;  networks. 

"Embarrassment"'  is  the  right  word.  Too  often  there  is  too  little 
participation  by  the  agency  in  a  television  entertainment,  which  is 

overwhelmingly  somebody  else's  bundle.  Plain-talking  Emil  Mogul, 
himself  an  agency  owner,  stood  up  in  meeting  recently  and  declared 
that,  in  his  opinion,  many  agencies  of  record  do  not  earn,  and  can- 

not justify,  the  15%  commission  vis-a-vis  video.  This  was  painful 
candor  indeed  and  was  greeted  with  the  silence  of — again  the  word — 

embarrassment,  as  if  the  word  had  quickly  passed  around:  "Pretend 

you  didn't  hear  what  the  man  said!" 
*  *        * 

Memory  runneth  back  to  radio  where  all  the  functions  and  steps 
and  responsibilities  for  the  creation  and  execution  of  programs  were 

vested  in,  and  insisted  upon,  by  the  agencies.  There  was  then  little 
talk  that  the  15%  commission  was  unearned.  Rather  it  was  the 

other  way  'round.  Many  hinted  it  ought  to  be  more  than  15%. 
Agencies  were  then  the  dominating  showmen  of  the  industry,  and 

proud  of  the  fact.  A  "package"'  was  then  hardly  more  than  an  oc- 
casional stunt,  dreamed  up  by  the  William  Morris  office  or  the  Music 

Corp.  of  America,  to  benefit  a  stars  vanitv  and/or  tax  position. 
*  *        * 

Those  who  argue  that  there  is  more  fermenting  at  the  agencies 

than  just  lost  program  showmanship  point  to  other  signs  of  the  times. 

They  see  what  they  call  "the  business-manager  type"  too  prominent 

in  agency  management.  That's  the  sort  of  sweeping  charge  which 
cannot  be  proved,  or  disproved.  It  amounts  to  an  allegation  that 

agencies  over-reward  charm,  contacts  and  control  of  accounts  and 
under-reward  creativity.  Be  that  as  it  may.  But  the  charge  may 

have  some  merit  since  in  three  prominent  agencies — J.  Walter 

Thompson,  Batten,  Barton,  Durstine  &  Osborn  and  McCann-Erick- 
son — thev  are  now7  using  writer-contacts  for  clients.  In  other 

words,  the  "creative"'  man  now  has  direct  access  to  the  account 

and  is  not  kept  at  Brooks  Bros."  ann'i-  length.  There  are  those 
who  think  the  growth  of  this  writer-contact  s\stcm  is  an  extremely 
healthy  break  with  choking  protocol. 

*  *        » 

More  broadly  involved  is  the  perennial  question  of  what  the  proper 

functions  of  an  advertising  agenc)  are  or  ought  to  be.   In  recent  years 
i  Please  turn  to  page  113) 
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J   ■ 

Starting  S-x^^.1 

in  the Kans«W-   , 

M* 

$
*
*
*
*
 

$/**"£ 

with    a    NEW    approach 

Kansas  City  .  Mid-America.  It'  .1  rich, 
ripe  market.  KCMO  Radio  has  been  elling 

millions  of  dollars  of  goods  and  services  in 

Mid-America  for  all  kinds  of  Bales-minded 

sponsors—  for  a  long,  long  time.  Now  thai 

same  strong  sdl  hits  tin  Kansas  City  market 

September  27  via  a  fresh  approach  .  .  . 

KCMO-TV,  Channel  5. 

with    a    NEW    twist 

The  same  kind  of  top-selling  ability  that  dis- 

tinguished KCMO  Radio  in  Kansas  City  is 

now  available  on  Channel  5,  KCMO-TV. 

Now    on    Low-Band    TV 
Market-wise  KCMO  now  pours  its  proven  sales- 

ability  into  low-hand,  top-selling  TV.  Channel 

5  is  the  hot  spot  righl  in  the  middle  of 

Kansas  City's  TV  selling  picture.  Ask  your 
Katz  man  about  that  same  strong  sell,  tested 

and  seasoned  in  radio  —  now  available  on 

Channel  5,  KCMO-TV. 

The  Katz  Agency,  Inc..  can 

tell  you  about  Kansas  City  . 

Mid-America  .  .  .  KCMO 

Radio  and  KCMO-TV. 

Channel  5 

KCMO-TV KANSAS      CITY 
basic    ABC    television 

21   SEPTEMBER  1953 



and  now... 
a  major  coast-to-coast  organization 

devoted  exclusively  to  the  production  ar 

distribution  of  films  for  television. 

tm 

le 
elevision 

TPA  is  not  a  subsidiary  or  division  of  a  corporatio 

whose  major  interests  lie  in  other  fields.  There  i 

nothing  to  keep  it  from  pursuing  and  concentratin; 

on  its  basic  objectives :  the  best  films  for  televisioi 

advertisers  .  .  .  the  most  efficient  distribution  o 

independently  produced  TV  film  programs. 

who  is  TPA  ?  II 
Behind  TPA  are  three  men  whose  backgrounds  anc 

experience  are  assurance  of  the  high  place  TP^ 

will  occupy  in  TV  films : 

Edward  Small,  Chairman  of  the  Board,  is  an  out- 

standing independent  producer  whose  motion  pic- 

tures have  grossed  well  over  $100,000,000.  He  is 

the  showmanship  arm  of  the  company.  Mr.  Small 

has  a  tremendous  (and  well  earned)  reputation  for 



s  of 
# 

merica,  trie 

being  able  to  recognize  the  commercial  potential  of 

a  script  or  pilot  film.  He  will  use  this  rare  talent  to 

make  sure  that  TPA  properties  are  good  programs. 

of  high  mass  appeal. 

Milton  Gordon,  President,  is  the  financial  arm  of 

the  group.  He  is  a  recognized  authority  in  the 

financing  of  motion  picture  and  TV  films.  Mr.  Gor- 

don is  a  guarantee  of  the  financial  soundness  of 

TPA  operations. 

Michael  (Mickey)  Sillerman,  Executive  Vice-Pres- 

ident, is  the  sales  arm  of  TPA.  In  both  radio,  and 

more  recently  in  the  field  of  film  distribution,  he 

has  built  an  unmatched  sales  record  on  the  sound 

premise  that  a  sale  is  not  complete  until  it  does  a 

job  for  the  advertiser. 

TPA  properties 
TPA  has  already  acquired  a  group  of  successful 

film  programs,  announcement  of  which  will  shortly 

be  released.  These  and  other  TPA  properties  will 

be  recognized  by  their  ability  to  deliver  mass  audi- 

ences to  advertisers  at  realistic  costs  . . .  by  the  com- 

plete follow-through  sales-aids  which  are  part  of 

every  TPA  package  .  .  .  by  the  list  of  advertisers 

in  many  different  fields  across  the  country  who  are 

profitably  sponsoring  them. 

Look  for  the  man  from  TPA  who  will  be  calling  on 

you  soon  with  these  TPA  properties. 

television     programs  of    tMmerica,  inc. 

7S9    Seventh    Avenue,    Sew    York    ID,    New    York 

lCM  S.  Formosa  Avenue,  Hollywood  i6,  California 
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a Want  to  see 
your  sales  / 

SKY  HIGH? 

anchor 
£2W     your 
^/advertising 

^CKAC 

l.  Huge  coverage     2 

out  of  3  French  radio 

homes  in  Quebec. 

'2..   Hundreds  of 

thousands  of 

faithful  listeners  day 

and  night  as 

reported  by  B.B.M. 

.'I.  Selling  power 

second  to  none 

{      7,5(K).0(K)  box  tops 

i .  last  year. 

CBS  Outlet  in  Montreaf 

Key  Station  of  the 

TRANS-QUEBEC  radio  group 

CKAC 
MONTREAL 

730  on  the  dial  •  10  kilowatts 

Representatives 

Adam  J.  Young  Jr.    New  York,  Chicago 
Omer  Renaud  &  Co.    Toronto 

rittitf* 

00 

CANADIAN  SECTION 

Our  sincere  thanks  to  sponsor  for 

helping  to  make  our  Nanaimo  summer 

meeting  of  the  British  Columbia  Asso- 
ciation of  Broadcasters  so  successful. 

We  received  the  BO  copies  of  spon- 

sor's special  Canadian  Radio  and  TV 
edition  [10  August  1953]  in  time  to 

place  a  copy  in  the  room  of  each  regis- 
tered member.  All  were  most  enthusi- 

astic  about  the  wonderful  job  you  had 
done  for  Canadian  radio  in  this  edi- 
tion. 

Your  statistics  were  verv  enlighten- 
ing. The  fact  that  66  more  U.  S.  firms 

are  using  Canadian  radio  this  year — 
and  600  branches  of  U.  S.  concerns 

have  been  established  in  Canada  since 

the  war,  explains  part  of  the  business 

increase  on  stations  throughout  Can- 

ada.* 

After  carefuly  reading  this  section 

I  sincerely  hope  every  advertiser  in 
Canada  and  the  United  States  con- 

templating the  use  of  Canadian  radio 
will  take  time  to  digest  the  contents 

thoroughly.  Canada,  and  particularly 
the  West  Coast  of  Canada,  is  growing 

so  rapidly  in  population  and  industry, 

it  is  almost  impossible  to  keep  a  time- 
ly report  in  the  hands  of  prospective 

advertisers. 

Yours    is    the    most    comprehensive 

and  up-to-date  study  of  Canadian  ra- 
dio we  have  had  the  pleasure  to  read. 

Sheila  Hassell 
National  Sales   Director 

CHUB,  Nanaimo,  B.  C. 

♦SPONSOR  wishes  to  thank  Pat  Freeman  and 
the  Canadian  Assn.  of  Broadcasters  for  getting 
up    these    statistics. 

I  thought  your  Canadian  section  a 

very  interesting  job,  and  useful  to  sub- 
scribers in  a  number  of  ways. 

A.   D.   Dunton 

Chairman 

CBC,    Ottaua 

MEDIA  SELECTION 

In  the  Juh  issue  of  The  Ad  vert  is- 

<  r's  Digest  we  noted  a  review  of  an 

article  entitled  "How  to  choose  media"' 

b\  Ra)  Lapica  which  appeared  in  \our 

publication  in  the  issues  of  June  1 
and  15,  1953. 

We  wonder  if  it  is  possible  for  you 

to  send  us  a  reprint  of  this  article  or, 
if  \  ou  do  not  have  reprints  available, 
tear  sheets  from  the  two  issues  in 

which  it  appeared. 
We  will  appreciate  receiving  a  copy 

of  the  article  for  our  information  and 
teference  files. 

(Miss)  A.  M.  Liptak 

Walther-Boland  Associates 
San  Francisco,  Cal. 

•  Reprintfl  of  Media  Study  articles  are  not 
available.  The  -tody  v.  ill  be  published  in  hook 
form  next  year.  Rcser\  ations  are  acreptahle  now 
by  writing  to  SPONSOR,  Extra  eopie*  of  issues 
containing    the    article*    coat    50c    each. 

In  the  April  20  issue  of  SPONSOR 

)  ou  begin  Part  1  of  an  eight-month 
iii\e.-tigation  of  how  media  are  bought. 
I  have  this  copy. 

Would  you  please  send  me  the  tear 
sheets  of  the  seven  succeeding  articles 

that  complete  this  series  (or  all  those 
that  ha\e  been  released  to  date)? 

A  final  request — would  you  also  in- 

clude a  copy  of  your  most  recent  "Ra- 
dio Basics"  and  "Television  Basics?" 

We  get  your  fine  publication  here 
in  the  Telecommunications  office  at  SC 

but  it  is  not  possible  to  tear  from  these 
library   issues. 

The  reason  I  need  this  information 

at  hand  is  I  am  completing  my  disser- 
tation for  the  Ph.D.  degree.    My  dis- 

sertation is  entitled  "An  Experimental 
Study  of  the  Relative  Effectiveness  of 

Certain  Types  of  Radio  and  Television 

Commercials."  My  study  is  being  done 
in  cooperation  with  the  Allan  Hancock 
Foundation.  Lever  Bros..  M.  J.  B.  cof- 

fee and  Philip  Morris. 
James  J.  Rue 
Telecommunications  Dept. 

University  of  Southern  California 

•  Single  copies  of  "Radio  Basics**  and  **TV Basics**  are  available  at  30c  each.  Lower  prices 
on    quantity    orders. 

SPONSOR  CARTOONS 

We  here  at  Station  WJXN  are  very 

proud  of  our  new  Radio  Ranch,  and 
are  determined  to  make  it  an  interest- 

ing community  project  as  well  by  plan- 
ning our  motif  around  the  theme  of 

radio  broadcasting  itself.  In  line  with 
this,  we  have  had  line  drawings  put 

on  the  walls  of  our  lobby — all  appro- 
priate to  the  radio  theme. 

It  occurs  to  me  that  the  series  of 

cartoons  which  SPONSOR  printed  some 
{Please  turn  to  page  15) 
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WKZO — Kalamazoo 
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WHAT  MAKES 
I.  Production 

2.  Payrolls 

3.  People  (who  benefit  from  both) 

They're  all  plentiful  in  the  114  counties 
reached  by  the  clear,  strong  signal  of 

WSAZ-TV. . .  the  one  television  station  that 

serves  the  industrial  heart  of  America. 

No  smart  advertiser  needs  to  have 

this  spelled  out.  Where  there's  abundant 

industry  and  big  payrolls— there's  strong 
demand  for  the  product  you  sell. 

No  other  TV  station ...  in  fact, 

no  other  single  medium . . .commands  this 

high-income  market !  We  thought  you'd  want 
to  be  reminded.  After  all,  you 

are  interested  in  profits! 

Huntington— Charleston,  West  Virginia 
Channel  3-84,600  watts  ERP- NBC-CBS-DuMont-ABC 

Laurence  H.  Rogers,  Vice  President  <£  General  Manager,  WSAZ,  Inc. 

Represented  nationally  by  The  Katz  Agency 

14 SPONSOR 



time  ago,  representing  the  timebuyer, 

manager,  bookkeeper,  salesman  an- 
nounce!    the  whole  radio  personality 

ill     would   make     si    interestin 

buhjects  for  our  "i  ogues  galler) .  ' 
II   ii   i>  possible  i"  obtain  .1  set   <>! 

these,  we  would  be  \ci\  happ)  i<>  use 
them  in  this  manner  and  "I  course  are 

prepared  to  reimburse  you  for  them. 
Jim  <»\\  sb\ 
II  l\\ 
Jackson,    Hiss. 

•         \     f,  ,.     ..-i.    ..f    SPONSOR*!     In.      Jnr..     Mr.. 
.    1,.    ..n-     -till       liable.      Pries,    M    psr    -•  i 

RADIO  b  TV  BASICS 

I  enjo) i'il  \  mil  "Radio  Basil  s"  ami 
"  I  \  Basil ■-"  sections  in  the  Jul)  1  I issue  of  sponsor. 

Would  you  please  send  me  a  reprint 
of  each  of  these  ai  tides  for  mj  ow  n 
files? 

Porter  \\  h  \ki  o\  Jr. 
Miles  Laboratories,  Inc. 
Elkhart.  Ind. 

I  have  enclosed  100  in  payment  for 

one  cop)  of  this  year's  "Radio  Basics." 
I  would  appreciate  it  verj  much  if  you 
would  send  me  this  at  your  earliesl 
opportunit)  and  we  are  certain  thai  it 
would  be  ot  great  help  to  us  in  keeping 
our  foreign  companies  informed  ol 
domestic  findings. 

G.  H.   M  \  r  1 1  isi;n 
Foreign   Advertising   Dept. 
Colgate-Palm  olivc-Peet  Co. 
Jersey  City  2 

I  would  like  ver)  much  to  obtain  a 

half  dozen  copies  of  " T\  Basics."  \\  ill 
you  please  send  these  to  me  together 
with  a  covering  invoice? 

\\  .  S.  O  T<  ii  ins 

J  ice  Pies,  in  charge  Advtg. 
Brown  iV   II  illiamson  Tobacco 
Louisville  1 

1  believe  I  read  in  \our  last  issue 

that  you  have  reprints  available  of  the 
Radio  and  television  Basics  published 
in  your  Julv  13  issue.  Will  you  please 

-end  us  two  copies  of  both  "Radio 
Basics"  and  "TV  Basics."  If  not  avail- 

able in  this  Form  please  -end  two  copies 
of  the  magazine  itself. 

Gertrude  Cannell 
Librarian 

McCann-Erickson 
Cleveland  1  1 

•  R.-print.  of  both  "Radio  Basics"  and  "TV 
Basics  pri'  no*,  available  Sinelr  rnpir.  ro.|  .'lllr 
each.  Quantilv  prices  on  Iffljiml.  *.**  rilr  lo 
SPONSOR.    40    V.     l->th    St..    Ne»     'lork    17. 

NEGRO   RADIO  SECTION 

...  I  he  \  ii   -  .nil'  lea  in  tl"  Ni 

Radio  Si  ■  tion  I  24  August  19  >  1 1  were 
most  mil. i mative  and  I  hope  thai  the 
1953  n  |". it  h ill  help  advertisers  to 
I  >  i  •  >  |  >>  - 1 1  %  evaluate  the  Negro  radio  pi< 
lure.  Mm.  and  more  |"  ople  are  find- 

ing it  to  I"-  i  most  hi'  i ative  medium 
bringing  much  bettei  results  pei  dol- 
In  -.priii  ih. 111  i-  indicated  bj  i  harts 
and  rules. 

\\  e  also  want  i"  thank  oui  stations 

l"i    perating  « ith  sponsor  in  fur- 
nishing ■  omplete  data  and  information 

re  .11  ding  theii  Negro  programs.  I  he 
boys  all  along  the  waj  were  anxious 

to  give  the  advertisers  as  much  infor- 
mation as  possible  and  I  believe  you 

found  in  the  correspondence  thai  the] 
an-  most  enthusiast!  ovei  the  progress 
of  theii  stat  ions  since  the)  started  pro- 

graming to  the  Negro.  .  . 
Cla\  iiin   I.  <  lossi 

Dora-Clay  ton    [gem  \ .  Inc. 
Ulanta  3 

I  was  more  than  somewhat  cha- 

grined in  reading  sponsor's  Vugusl 
1\  Negro  Radio  report  to  note  thai 
mention  was  made  of  Hunter  llamixk 

as  i  K(  d  I  d.i.  ami  kl'X  I)  was  con- 
spi<  uous  b)   it-  absence. 

Tlie  fact  of  tha  matter  is  thai  Kl  \  D 

u.i-  the  firsl  station  in  Southern  Cali- 

fornia to  presenl  a  program  primaril) 

I'm  Negroes.  To  be  mure  explicit,  this 
consisted  <>f  Hunter  Hancock's  Harlem 

Holiday  which  together  with  his  Har- 
lem Matinee  has  been  on  this  station 

since  Ma)  1943.  (This  incidental!)  is 

several  years  before  raosl  "I  the  sta- 
tions ni>\\  '  irrying  Negro  programs 

were  licensed.  > 

Consequentl)  and  jusl  for  the  rec- 

ord, Hunter  Hancock's  Harlem  Mali- 
nee  1  :30-4:30  p.m.,  KFVD,  Monda) 

through  Friday,  is  nol  onl)  the  oldest 
hut  the  mosl  successful  and  popular 

Negro  program  in  Los  Vngeles.  If 
anyone  wants  proof  "I  the  selling  job 

we  do,  the)  will  have  to  stand  in  line 

because  righl  now  Hunter  Hancock  is 
sold  out. 

Frank  Ri  rkk 
G  nem!    Manager 

Kl  I  l>.    Los     tngeles 

a  solid 

foundation 

in  the 

world's 

fastest 

growing 
market! 

KMPC  gives 

primary 
coverage 

in  205 

Southern 

California 

Cities! 
KMPC -5939  Sunset  Blvd. 

Los  Angeles  28,  California 
HO  9-5341 ...  or  call 

H-R  Representatives 

"LIFE"  STUDY 

For  the  past  three  months  there  has 
been  so  much  printed  about  the  Life- 

i  Please  turn  to  page  117i 

Gene  Autry                             ■» 
President                                 ^m 

R.O.  Reynolds 

Vice-president  & 
General  Mgr. Q 
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THE  EXCITING  NEW  national 
sales  offices  of  NBC  Spd  8 
in  the  RCA  Building,  New  fork, 
arc  headquarters  for  ■  revolu- 

tionary spot  -buying  technique 
called  Electronic  Spol  Buying. 

It's  the  dramatic  use  of  TV  to  buy 
Spot   TV. 

I 

*^li 

©• 
K I. K(  TRONIC  SPOT   BUYING 

enables  advertisers  to  see  live  local 

TV  shows  originating  at  the  stations 

represented  by  NBC   Spot  Sa!> 
Now,  over  a  closed  circuit,  you  can 

On  specific  occasions  see  local  TV 

personalities,  station  facilit 
your  commercials  on-camera  and 

even  your  markets— all  without 
leaving  the  NBC  Spot  Sales 
headquarters. 

r\  ,'     . I 
K V K R-I XCREA SING  SERVICES  : 

A  new  sales  office  in  Detroit  .  .  .  salesmen  with 

an  intimate  knowledge  of  our  stations  gained 

through  travelling  more  than  175,000  miles 
since  the  first  of  the  year  to  those  markets  .  .  . 

copy  clearance  specialists  .  .  .  research  staffs 

that  provide  data  for  scientific  time  buying  .  .  . 

experts  in  TV  film  and  slide  specifications  .  .  . 
all  these  added  to  Electronic  Spot  Buying 

make  NBC  Spot  Sales  a  better  spot  than  ever 
to  do  business. 

NBC  I  SPOT    SALES 
30  Rockefeller  Pla  za,  Nt  w  York  90,  N.  Y. 

Chicago 

and 
Detroit 
Wash i 

Sa "  1  '  ■ 

Is  ••-■  .  1 1 
Char 

to* 

*Bomar  Ijowranc*  Amorialt* 

rrprrt.nl, ne    Th  l.l  I  l  +  IO\     •>  I    I  /  /((\  *  .- r.pr.„nline   RADIO    s7IHin>: 

^HHh            wnbt M  ■  Turk 
KSD-TV St.  Lnuxn 

WNBC 

^I^^^^^H WNBW 

WMAQ 
' 

^^H^^^^J                 WNBQ 
Ch  irago WRGB 

Srhrn'--' 

KNBC 

WTAM Clrreland 

^^^^^^H                 WPTZ 
Philadelphia 

Albany-  Tr.,*i 

WRC 

H'a*h  ington 

^^^^^^^^| /?->.«  ton KPTV 

Portland,  O'-- 

K5D 
SI     lyuit 

^^^^H^^H                 WNB
K and KONA KGU 

■  *■* 
^«~#  •'                           APfVfin 



Milwaukee's 

"Old  Nite  Owl" 

JOE   DORSEY 

Monday  Through  Saturday 
10:00  P.M   2:30  A.M. 

EB   wire   requestQ 
RADIO  STATION  WEMP 
MILWAUKEE,  WISCONSIN 
RE  JOE  DORSEY'S  "WIRE  REQUEST" 
SHOW.  HIS  FANS  INCLUDE  SECOND 
SHIFT  INDUSTRIAL  WORKERS,  AS  WELL 
AS  TEEN  AGERS.  WE  ENJOY  WIRING 
IN  FAVORITES  FOR  THE  "OLD  NITE 
OWL"  TO  PLAY.  THANKS  FOR  CATER- 

ING TO  LISTENERS'  MUSICAL  TASTES 
PAST  SEVEN  YEARS  ON  MILWAUKEE'S 
ONLY  TELEGRAM  REQUEST  PROGRAM. 
WE'LL  BE  LISTENING. 

REGARDS 
MILWAUKEE    LISTENERS 

These  national  advertisers,  knowing  that 

"Wire  Request"  has  a  broad  listening 
audiencej  are  using  15-minute  segments 
on  the  show: 

Ting,  Coca-Cola,  Wildroot, 
Nesbitt,  North  American 
Airlines,  Household  Finance. 

Join  them  and  find  out  how  WEMP  de- 
livers up  to  twice  the  Milwaukee  audience 

per  dollar  of  Milwaukee  network  sta- 
tions.*    Call  Headley-Reed ! 

*Based   on    latest   available   Hooper 
Comprehensive  and  SR  &  DS  rates. 

WEMPWEMP-FM 
MILWAUKEE 

HUGH  BOiCE.  JR..  Gen.  Mqr. 
HEADLEY-REED,  Natl.  Rap. 

HOURS  OF  MUSIC.  NEWS,  SPORTS 

Joel  Y.  Lund 
Executive  V.P. 

Lambert   Pharmacal  Co.,   St.  Louis 

If  the  commercial  airlines  between  New  York  and  St.  Louis  show 

an  increase  in  revenue  this  year  they  can  attribute  at  least  part  of  it 

to  the  discovery  of  anti-enzymes  for  use  in  dentifrices.  Incongruous 
as  this  sounds  it  is  the  introduction  of  this  new  agent  into  Listerine 

toothpaste  which  caused  Joel  Y.  Lund.  exec,  v.p.,  The  Lambert 
Pharmacal  Co.,  to  make  22  round  trips  by  air  between  New  York 

and  St.  Louis  in  the  first  eight  months  of  this  year. 

Fortunately  for  Lund  and  his  company,  they  had  more  than  a 

modicum  of  air  experience  under  the  belt  before  the  time  came  to 

introduce  the  new  product,  Antizyme  toothpaste.  Last  October 

the  firm  started  alternate- week  sponsorship  of  Ozzie  and  Harriet 
on  ABC  TV  and  Radio  to  push  the  sales  of  Listerine  toothpaste  and 

Listerine  Antiseptic.  Says  Lundv  "The  company's  sales  show  the 
highest  level  since  1929 — an  abnormal  year  because  of  an  influ- 

enza epidemic." 
In  explaining  the  allocation  of  60%  of  the  company's  ad  budget 

to  air  media  Lund  told  sponsor:  "We  feel  that  we  need  the  full 
coverage  of  radio   and   TV   to   get   our   story   to   the   most   people. 

"We've  changed  from  situation-type  to  strongly  competitive  cop. 

To  put  across  Antizyme  we're  not  going  to  be  content  to  sit  back 
and  quietly  tell  the  public  of  the  superiority  of  our  products,  we 
intend  to  slam  home  the  fact  that,  regardless  of  the  claims  of 

others,  Antizyme  is  the  only  toothpaste  on  the  market  which  con- 

tains an  anti-enzyme  ingredient  which  gives  protection  all  dav  long. 

That's  our  story  and  we're  counting  heavily  on  radio  and  TV  to 

help  us  tell  it  to  the  greatest  number  of  people  possible."' 
Lambert  is  betting  heavily  on  Antizyme.  " V>  e  passed  up  chloro- 

phyll," says  Lund,  "because  research  on  Antizyme  was  well  along 

and  we  knew  it  would  be  much  better.  So  Antizyme  get*  the  big  ride." 
A  business  administration  graduate  from  M.I.T.  in  1923.  Lund 

joined  Lambert  25  years  ago  in  the  engineering  department,  beaded 

construction  of  the  Jersey  City  plant,  became  v.p.  in  charge  of  pur- 
chasing and  manufacturing  before  assuming  his  present  post  in  1951. 

Married  and  the  father  of  two  daughters.  Lund  devotes  his  spare 
time  to  educational,  civic  and  charity  work. 

(See  "The  anti-enzyme  war  on  the  air."  page  38.)  *  *  * 



Storer    Broodcosting    Company 

TOM  HARKER.  NAT  SALES  DIR .  118  E.  57th  STREET.  NEW  YORK 

Represented  Nationally 

by  KATZ 
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THE  NEW  KEY  TO 

PlTTS  PREFERENCE 

WKJF-TV 
PITTSBURGH   A 

New  developments  on  SPONSOR  stories 

>r 

^***fmm*z?r*'^ 

It's  good  business  to  sell  the 
rich  Pittsburgh  market  through 

WKJF-TV,  Pittsburgh's  pioneer 
UHF  television  station.  In  addition 

to  "top"  NBC  shows,  WKJF-TV 
offers  a  wide  range  of  local-interest 

programs — all  designed  to  assure  a 

high  audience  "pull"  from  America's 
eighth  largest  trading  area.  And  re- 

member— the  more  than  680,000  set 
owners  in  the  Pittsburgh  area  are 

converting  fast  to  receive  Channel 

53,  Pa  Pitt's  Preference. 

Offend/ 
NBC  Pre 

'9 

ro9rams 

WKJF-TV 
fibumet  53 PITTSBURGH 

National  R.pr.nn/of.v.j:  WEED  TELEVISION 

New  York        Chicago        Detroit        Boston 

San  Francisco       Atlanta        Hollywood  .■- 

Subject: 

"How   Kraft    uses   the   air:    1933-'52' 

5  May   1952,  p.   15 

"Kraft  TV  Theatre"  to  be  telecast 
over  NBC  TV  Wednesdays,  ABC  TV 
on    Thursdavs 

The  first  dairy  company  in  the  U.S.  to  package  cheese  in  slices, 

Kraft  is  about  to  chalk  up  another  TV  "first"  as  well:  This  fall  Kraft 
will  be  the  first  advertiser  to  sponsor  each  week  two  one-hour  dra- 

matic shows  over  two  TV  networks,  each  with  different  scripts  and 
different  casts. 

Both  shows  are  running  under  the  same  title:  Kraft  TV  Theatre. 

The  original  schedule:  NBC  TV,  Wednesdays,  9:00-10:00  p.m.  The 
additional  schedule:  ABC  TV,  Thursdays,  9:30-10:30  p.m.,  starting 
15  October. 

This  additional  network  TV  show,  which  will  cost  Kraft  an  esti- 

mated extra  $2.1  million  in  time  and  talent,  will  give  the  dairy  giant 

the  dual  advertising  impetus  it  seeks:  I  1  t  more  audience  and  cover- 

age with  a  tested  and  successful  program  format;  (2  I  an  added  ad- 
vertising vehicle  for  its  extensive  line  of  dairy   products. 

The  reasoning  behind  the  second  one-hour  network  TV  buy: 
Kraft  Tl  Theatre  has  done  an  outstanding  job  of  selling  the  various 

established  Kraft  products,  has  built  up  an  established  following. 

Now.  with  further  expansion  of  Kraft's  line  of  foods,  the  firm  feels 
it  can  cash  in  on  the  shows  name  by  duplicating  the  program  to  sell 

some  of  its  newly  developed  products,  such  as  Cheez  Whiz. 

Besides  the  104  TV  theatre  shows  Kraft  has  undertaken  to  sponsor 

during  the  52  weeks  following  15  October,  the  dairy  firm  will  con- 

tinue sponsorship  of  The  Great  Gilder  sleeve,  NBC  Radio,  Wednes- 

days, 8:30-9:00  p.m.,  for  Parkav  and  Velveeta,  and  Bobby  Benson, 

MBS,  Mondays  5:15-5:30  p.m.  for  Kraft  Caramels. 

Kraft's  1953-'54  air  advertising  budget  is  estimated  at  34f(  above 

the  previous  year's  $4.4  million  radio-TV  expenditures.  Here's an  estimated  breakdown: 

PROGRAM  COST  {time  and  talent) 

Kraft  TV  Theatre  I  ABC  and  SBC  I  84.200,000 
Great  Gildersleeve   {NBC)       1.200,000 

Bobby  Benson  (MBS)     350.000 

Spot  Radio  and  TV  .....  125.000 

$5,875,000 

Kraft's  sponsorship  of  the  Kraft  TV  Theatre  on  ABC  TV  repre- 
sents an  additional  advertising  appropriation.  The  company  does 

not  intend  to  cut  its  other  advertising  to  provide  for  the  additional 
network  TV  show. 

Krafts  approach  in  adding  a  second  version  of  an  existing  TV 
show  is  reminiscent  but  not  identical  with  the  \^  OR-TV  .  New  ̂   ork, 

plan  (ailed  '"Double  Exposure.  L  nder  terms  of  "Double  Exposure.  ' 
clients  on  other  New  York  stations  are  invited  to  plav  their  film 
shows  a  second  time  in  the  New  ̂   ork  market  via  ̂ \  OR-T\  .  But 

Kraft  will  use  entirel)  new  programs  for  its  second  7/  Theatre. 

\\  li i It-  probably  unprecedented  on  either  T\  or  radio  networks,  the 
Kraft  maneuver  is  not  far  removed  from  standard  procedure.  Rea- 

soning  is  similar  to  that  of  a  client  who  sticks  to  soap  opera  or  situa- 

tion comed)    if  that  programing   form   pa\s  off  for  him.  *  *  * 
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Gad! Look  what 

has  happened 
in 

San  Francisco's 

daytime 

television ! 

When  spring  rolled  around  this  year,  KPIX 

was  doing  all  right  in  daytime  TV  ...  a 

good  strong  second  and  well  ahead  of  the 

number  three  station  in  San  Francisco. 

Could  KPIX  better  its  position?  Take  a  look 

at  the  result  of  some  serious  thinking  and 

some  fine  programming.  As  of  the  August 

Telepulse,  KPIX  has  climbed  by  22  %  across 

the  daytime  board  to  a  sponsor-satisfying 

number  one  spot.  Thus,  always  a  good  buy, 

KPIX  is  now  a  better  buy  than  ever.  Your 

Katz  man  has  the  hour-by-hour  story. 

Chart  based  on  monthly 

Telepulse   reports   for 
the  San  Francisco 

Bay   Region. 
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on  the  way  up 



You  can  get  there  quicker  on  WBBM-TV. 

For  that's  wh.vc  audifnce  history  is  being  made.  Take  a 

look  at  WBBM-TV's  progress  during  the  last  six  months, 
for  example. 

Todc 

ii  Chicago  ? 

8  of  Chicago's  "top  10"  nighttime  TV  shows  are 

WBBM-TV  shows.    Six  months  ago  there  were  only  5 

12  of  Chicago's  "top  15"  nighttime  shows  are 

WBBM-TV  shows.  (Six  months  ago  there  were  only  9.) 

6  of  Chicago's  "top  10"  across-the-board  daytime 

TV  shows  are  now  WBBM-TV  shows.  Six  months 

ago  there  was  only  1.) 

WBBM-TV  is  now  top-rated  in  164  week-long 

quarter-hour  periods  . . .  leading  all  other  Chicago 

stations.  (Six  months  ago  we  were  a  poor  second  with 
104.) 

In  Chicago  .  .  .  Showmanship  changes  things  — for  the 

better.  The  fastest  way  to  make  your  sales  curve  soar  in 

the  nation's  second  market  is  to  give  your  product  a  ride 
on  .  .  . 

\Af  B  B  IVI  "       \i     Chicago's  showmanship  television  station 
CHANNEL      2      CHICAGO 

Source:  Ttlepulse  ol  Chicago  (Aug  .  i»W) 



U1VEC-TV channel  15 

nbc  affiliate 

Virginia's  "power"  station 

200,000  watts 
500  foot  tower 

serving  over  %  mil  lion  people  in  Norfolk...  Portsmouth... 
Hampton...  Newport  News...  Greater  Metropolitan  Area 

JAMES  CITY 

Channel  15 

POPULATION 

NORFOLK,  PORTSMOUTH,  Hampton 
Newport  News  Area 
784,400 

RETAIL  SALES 

$1,128,464,000.00 

Source     Consumer  Markets   '?2  •    'S3 
WVEC-TV  blankets  this  rich  metropolitan  market 

with  a  primary  NBC  signal.  A  market  so  fabulous 

many  sales  campaigns  are  first  tested   here. 

For  lowest  rates    -    best  availabilities    call   NOW 

WVEC-TV represented  by  RA^lBl:.  \  I ' 

<2>€>0 
television  "■ 
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SNISIK 

>n  fCntfio   \«»<  i 

SPONSOR 

CIO 

G.n,  r.il   Foodj  Corp 
Cillcltc    Safety    Razor    Co. 

Boston 

Longines-Wittnaucr 
W.itch   Co 

Longines-Wittnaucr 
Wjlch   Co 

P     Lonllard 
Milncr   Prods 
Murine  Co 

Owens-Corning    Fibcrglas 

Phi  Ico   Corp 

Reynolds    Metals 

AGENCY 

Henry   J     Kaufm.in    &    Assoc 

FC&B 
Maxon,    NY 

Victor    A.    Bennett 

Victor    A.    Bennett 

Lcnncn    &    Newell 
Cordon  Best 
BBOO 

Fuller  &   Smith  &   Ross 

Huchins    Adv 

Buchanan 

Renewed  on 
SPONSOR 

Animal   Foundation    (Hunt 
Club    Dog   Food) 

Cannon    Mills 

Colgate-Palmolivc-Peet 
Colgate  -Palmolivc-Pcet 

Colgate-  Pa  Imolive-Peet 
Corn    Products   Sales 
Cream   of   Wheat   Corp 
Ccneral   Electric  Co 

General    Foods 
Crecn   Ciant  Co 
Kellogg  Co 

Liggett   &    Myers  Tob 

Miles  Labs 
Miles  Labs 
Natl   Biscuit 

Natl   Homes  Corp 

RCA   Victor    Div.    RCA 

Star-Kist   Foods 

Toni    Co 

Willys  Motors 

ftndio  \<m  i 

AGENCY 

Moser  &   Cotins 

Young  &   Rubicam 
Ted  Bates 
Esty 

Esty 

C.   L.   Miller 
BBDO 
Maxon 

Benton   &    Bowles 
Leo    Burnett 
Leo    Burnett 

Cunningham  &   Walsh 

Wade  Adv 
Wade  Adv 
McCann-Erickson 

Applcgatc   Adv 

J.    Walter   Thompson 

Rhoades  &    Davis 

Weiss  &    Cellcr 

Ewcll   &   Thurber 

STATIONS 

ABC    128 

CBS  140 ABC   350 

CBS   126 

CBS   126 

CBS  206 
CBS  125 

CBS  204 

CBS  204 

ABC  300 

CBS   111 

STATIONS 

CBS     78 

CBS  157 
CBS  205 
NBC   190 

NBC  190 

CBS  78 
CBS  160 

CBS  204 

CBS  164 
CBS  176 
CBS  199 

CBS  207 

CBS  '52 CBS  154 
CBS  202 MBS 

NBC   198 

CBS   195 

CBS   204 

CBS  204 

PROGRAM,   time,   start,   duration 

John    W     Vanilcrcook      M   F    7   7   1 5    pm ,    7    Sep ,    52 

B.ulah     M     W     F    7   1 5   30   pm.   5   Oct;   26   wks 
li     ot    Sports      F    10    pm    to    concl:    4    Sep; 

39   wks 
I    Symphonott.       Sun    2   2  30    pm      27    Sep. 

65    wks 
Chorahcrs.   T.  Th  7  30-45   pm;  29  Sep     65  wks 

progs     Biul.ih     Th   7   15-30   pm      1    Oct     3   progs; 

|unior   Miss.  W   7  30-45   pm ;   4   Nov     •) 
Arthur  Codtrey  Digest;   Sun  5-5  30  pm; 

progs 

IRS,     Dvui.in        in     I     ijju    pin,      i     vt.i 

Junior   Miss.  W   7  30-45   pm ;  4   Nov     4   . 
-   Codtrey  Digest;   Sun   5-5  30  pm;  6  Sep;   52 

Philco    Radio    Playhouse;    W    9-9  30    pm ;    30    Sep 

52  wks Little   Brown   Jug     Th   7   30-45  pm ;  24  Sep  only 

PROGRAM,   time,   start,   duration 

Calcn   Drake:  Sat  10-10:15  am;   12  Sep:  13  wks 

Cive  &  Take.  Sat  11:30-12  noon;  3  Oct;  52  wks 
Our  Miss  Brooks;  Sun  6:30-7  pm:  4  Oct:  52  wks 
Phrase     that     Pays;     M-F     11:30-45    am;     28     Sep: 

52  wks Strike   It   Rich:   M-F   11-11:30  am:  28  Sep:   52  wks 
Sunshine  Sue;  M-F  4  15-30  pm     7  Sep:  52  wks 
Theatre  of  Today    Sat  12:05-30  pm ;  19  Sep:  52  wks 
Meet    Mr.    McNutlcy;    Th    9-9:30    pm :    17    Sep:    52 

Wendy  Warren.  M-F  12-12  15  pm;   14  Sep:  52  wks 
Houscparty;  Th  3:15-30  pm;  3  Sep;  52  wks 
Houseparty;    T    3   15-30    pm;     Th     3  30-45     pm :     1 

Sep:   52  wks Arthur    Codfrey.    M.    W.    F    11:15-30    am;    3    Aug: 

52  wks 
Hilltop  House:   M-F  3-3:15   pm;  28  Sep.  52  wks 
Curt  Masscy:  M-F  5  45-6  pm;  28  Sep:  52  wks 
Arthur    Codfrey;    T.    Th    11    15-30    am;    alt    F    11- 

11:15  am;   1    Sep;  52  wks 
Cabricl    Hcattcr:    M.    W.    F    8:45-55    am;    4    Sep; 

52  wks 
Phil    Harris-Alice    Fayc;    F   9-9  30   pm :    25    Sep:    39 

Arthur    Codfrey:    M.    W.    alt    F    10:30-45    am:    31 

Aug:  52  wks 
Arthur  Codfrey;   T.  Th.  alt  F   10:45-11    am;   1    Sep: 

52  wks 
N.    Y.    Philharmonic;    Sun    2  30-4    pm;    11    Oct    30 wks 

(For   Nan    Nat i.. rial    Siiot    lU'tio   an.l   TV    RuHneis.    see  pag*   2 

National   Broadcast   Sales 

NAME  FORMER    AFFILIATION 

|ohn  C.   Alicoatc  Advanced   TV    Picture   Services,    mgr 
Milton   F.   Allison  CBS  Radio  Spot  Sales.  NY.  acct  exec 
Alan    Axtell  KNX-CPRN.   Los  Angeles,  asst  gen  sis  mgr 
Ray   Barnett  ABC.  SF.  spot  sis 
Morton    A.    Barrett  WCBS-TV.   NY.   mgr  opcrs.  sis  serv 
Carl    Bchle  WMPS.   Memphis,  sis  stf 
L.   A.    Blust   Jr.  KTUL.  Tulsa,  asst  gen  mgr 
Wells   F.    Bruen  Radio-TV  exec 
Charles  W.    Brunt  WTOB,   Winston-Salem,  sis  stf 
Icrry  Burns  KDYL-TV,   Salt  Lake  City,  comml  mgr 
Diane   Cameron  Freelance  radio-TV  pert 
Dan    R.    Cavalier  Campbell  Music,  gen  mgr 

|ohn   ).   Cole  Motion   Pictures  for  TV.   Midw  mgr 

William  Connelly             '         KOOL.  Phoenix,  sis  mgr 

NEW  AFFILIATION 

Cuild  Films.  NY.  sis  mgr 
Same,  eastern  sis  mgr 
CBS   Radio  Spot  Sales.  Chi.  acct  exec 
W    S.   Crant.   LA.  acct  exec 
Boiling  Co.  NY.  exec 
KOTV    Tulsa,  sis  stf 
Tulsa   Bdcstg  Co.   vp  &   gen   mgr 
Ceo  P.   Hollingbery.  NY,  sis  stf 
Same,  sis  mgr 

KOOL-TV.  Phoenix,  dir  TV 
WOL.   Wash.   DC.  sis  stf 
The    Cood    Music    Station.    Inc.    Wash.    DC 

sis  &  devel 
Same.  West  Coast  sis  mgr 
KOOL.   KOOL-TV.   Phoenix,  dir  sis 

vp    chg 

In    next    issue:     Mete    and    Reneteed    on     Television     (\elirork) ;     Advertising    Agency    Personnel 

Changes;  Sponsor  Personnel  Changes:  Station  Changes  (reps,  netirork  affiliation,  potcer  increases) 

Sumben  after  names 

refer  to  New  and  Re- 
new category 

Al  Constant  I  3  i 

Milton   Gordon  <  3  I 

M.  A.  Barrett  <3> W .  Humphreys  (3) Frank  Mangam  (3) 
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Y«'ir  a  ml  rvnvtf 3 ■        Ynfioncif  Broadcast  Sales  Executives   (continued) 
NAME 

Al   Constant 

Wayne  W.   Cribb 

Ranny    Daly 

Tom    Dawson 
Richard    Dinsmorc 
Charles   V.    Dresser 
David   Englcs 
Charles  C.  Farrar 
lack   F.   A.   Flynn 

Riley  Gibson 
Henry   A.    Gillespie 
Milton    Gordon 

George  Greaves 
David    Harris 

James   Henslcy 
Charles   M.    Higgins 

Kingsley    Horton 
William    H.    Humphreys 
B.    Lowell   Jacobsen 

Joseph  A.   (enkins Roland  T.   Kay 
Thomas  Kelland 
lack   King 

James  T.    Kirwan 
Eric   C.   Lambart 
Aflrcd    |     Larson 
Allan   Lewis 

Howard    D.    Longsworth 
Chris    Mack 

Edward    D.    Madden 

Guy  F.   Main Frank    Mangam 

Edwin   C.   Metcalfe 

King  Mitchell 
Donald    P.    Molony 
Chick    Morris 
Edward    F.    Murphy 

Perry    Nelson 
Walter    C.    Newton    |r 
Lvnn    Phillips   Jr. 
Philip    D.    Porterfield 
Cecil   L.   Richards 

Boyd    A.    Rippey 

Angus   Robinson 
Frank   D.    Rubel 
Hamilton   Shea 
Michael   Sillerman 

fames  T.   Simler 
Thomas   J.   Swafford 

|.    Paschal   Swift 
Alexander    M.     Tanger 
Lewis  Thomas 
Thomas  W.   Thuman 
Howard    M.    Tucker   |r. 

Cy   Wagner 
|ohn    Downing    Wilson 
Paul    Yamamoto 

Lloyd    E.    Yoder 

FORMER   AFFILIATION 

Denver  TV  Co,   Denver,  gen  mgr 
KHMO,   Hannibal,    Mo,  gen   mgr 

WPFB,  Middletown,  Ohio,  comml  mgr 
KGBC,  Calveston,  prog  dir 
TV  film  prod 

NBC  Central  Div,  Chi,  TV  spot  sis  mgr 
Chiodo  Candy,  Oakland,  sis  mgr 
KSTL,   St   Louis,  asst  to  pres 
WPIX,    NY,   asst  opers  mgr 
KOME,   Tulsa,   gen   mgr 
RCA,   Southeastern  rep 
Own    investment   co 
KNBC.  SF,  asst  gen  mgr 
KWG,   Stockton,   Cal,    stn   mgr 
KNX,  LA,  acct  exec 

WIRK,  WIRK-TV.   W.    Palm    Beach,   comml'mgr CBS  Radio  &  TV,  Hywd,  chg  Pacific  Coast  sis 
WCAR,  Cleve,  sis  rep 

RCA  Victor,   NY,  pers  mgr  home  instru  dept 
NBC,   NY,  exec 

CBS  Radio  Spot  Sales,  Chi,  acct  exec 
KOOL,   Phoenix,  asst  mgr 
WORL,    Boston,   sis  stf 
WNLK,    Norwalk,  Conn,  exec 
Crowcll-Collier  Publ,  Chi,   sis  rep 
Artra  Cosmetics,  asst  to  sis  prom   mgr 
WCR,    Buffalo,   chief  anncr 
WOWO,  Fort  Wayne,  regional  sis  mgr 
WNAX,    Yankton,   farm   serv  dir 
NBC,  NY,  vp  chg  TV  opers  &  sis 
KTLA,    LA,  sis  stf 

"The  Chicago  Tribune,"   Chi,  adv 
KECA-TV,   Los  Angeles,  sped  sis 
KOMO.   Seattle,   sis  stf 
WjIM-TV,    Lansing,  dir  TV  prod 
WBZ,   Boston,   sped  events  dir 
WGN-TV,  Chi,  exec 
KFBK,   Sacramento,  sis  mgr 
WOR-TV,   NY,   sis  stf 
Ziff-Davis  Publ,  vp  &  ad  dir 
ABC,  NY,  acct  exec 
WBZ,  WBZ-TV,  Boston,  asst  prom  mgr 

Harrington  &   Rippey  Adv,   SF,  partner 
Walter  O'Keefe,    Hywd,   sis 
Wometco  Theatres,  exec 
WTAM,  WTAM-FM.  WNBK,  Cleve,  gen  mgr 
Ziv  TV,  NY,  sis  exec 

W|AC-TV,  Johnstown,   Pa,  sis  stf 
CBS  Radio  Spot  Sales.  SF  acct  exec 
WGR,  Buffalo,  exec 
WHDH,   Boston,  acct  exec 
Denver   "Post"    radio-TV   column 
WSAI,  rep  Cinci,   sis  stf 
Barnes,  Chase,  San  Diego,  exec 
ABC,   NY,  TV  sis 
Bloom  Adv.   Dallas,  radio-TV  dir 
KULA,    Honolulu,   copy  chief 
KNBC,  SF,  gen  mgr 

NEW  AFFILIATION 

KONA,    Honolulu,   opers  mgr 

WTAD,    Quincy,    KCLO,    Mason    City, natl   sis  mgr 

WONE,    Dayton,   asst   to  pres 
ARB,  West  Coast  client  serv  dir 
Screen  Gems,  West  Coast  sis  mgr 
WNBQ,  WMAQ,   Chi,  dir  sis 
KNBC,   SF,   mgr  sis  merch 
Same,   stn   mgr 

Same,  sis  stf 
KXO.   El  Centro,  Cal,   gen   mgr 

Screen   Gems,   Southeastern   sis  mgr 
TV  Programs  of  Amer,  NY,  pres 
Same,  gen  mgr 

KM),    Fresno,   Cal,   stn   mgr 
CBS  Radio  Spot  Sis,  SF,  acct  exec 
WFEC,   Miami,  comml  mgr 
George   F.    Foley,   Hywd,   exec 
Katz  Agency,   Detr,  sis  stf 
NBC,   NY,  pers  dir 
WKJF-TV,   Pittsb,  comml   mgr 
KNX-CPRN,  SF,  Eastern  sis  rep 
Same,  stn  mgr 

WBZ,  Boston,  sis  rep 
WDLA,  Walton,   NY,  prog  dir 

NBC,   Chi,   acct   exec 
Paul  H.   Raymcr,  NY,  acct  exec 
WBES-TV,   Buffalo,  comml  mgr 
Same,   sis  mgr 
Same,  asst  mgr 

Motion   Pictures  for  TV,    NY,   vp 
WCIA.  Champaign.   III.,  sis  mgr 

Katz  Agency,  Chi,  sis  staf 
Weed   &  Co,   Hywd,  TV   mgr Same,  sis  mgr 

WEHT,   Evansville,  asst  gen   mgr Same,  sis  rep 

KSTM-TV,   St   Louis,   prog  dir 

KMJ-TV,   Fresno,  Cal,   stn   mgr 
Weed  &  Co,  NY,  sis  stf 

NBC.    NY,    TV   acct   exec 
WOR-TV,   NY,  acct  exec 
WBZ,    Boston,    WBZA,    Springfield    ad mgr 

Weed  &  Co,  SF,  sis  stf 

NBC,   Chi,   TV  acct  exec 
Cedar    Rapids   TV   Co.    gen    mgr 
WNBC-WNBT,    NY,   gen   mgr 

TV   Programs  of  Amer,   NY,  execp  vp 
Adam   Young  TV,  Chie,   sis  stf 
KNX-CPRN,   Los  Angeles,   asst  gen   sis 
WBUF-TV,    Buffalo,    comml    mgr 
Same,  comml  mgr 
KLZ,  KLZ-TV,   Denver,  prom  mgr Same,  sis  mgr 

Erwin,  Wasey,   LA,   media  dir 
NBC,  Chi,  TV  acct  exec 
Screen    Cems,    Southwestern   sis   mgr 
Same,  mdsg  mgr 

WTAM,   WTAM-FM,  WNBK,   Cleve 

I 

1 

mgl 

Xew  Agency  Appointments 

SPONSOR 

Advanced   Prods  Corp,   Cal 

Armstrong   Rubber,   West   Haven,  Conn 
Deko   Chemical,    Hawthorne,   Cal 
Gallenkamp  Stores.   Cal 
House   of  Worsted-tex,   Phila 

Iceberg   Freezer  Corp,   Chi 
Investors  Planning  Corp,  NY 
Knolar  Prods,  Camden,  NJ 

Raymond's.    Boston 
Reelshav    Div,    Warner-Hudnut,    NY 
Ronson    Art    Metal   Works,    Newark 
Turner  Hall  Corp,  NY 

WHLI,   Hempstead,   LI,   NY 

PRODUCT    (or   service) 

Jet  Glow   hard  wax Rubber   prods 
Dish-A-Way  liquid  detergent 
Retail  shoe  stores 
Worsted-tex    suits,    Knit-tex    topcoats, 

other  clothing  lines 
Home  freezer 
Investment  firm 

Nola  soap  flakes,   Magic  Washer 

Department   store 
Reelshav  automatic  razor 
Lighters,  other  prods 
Admiracion    shampoo;     Eska     professional 

hair   prep 

Radio  station 

AGENCY 
Yambert-Prochnow.    Beverly  k 

Biow,   NY 
Jimmy  Fritz  &  Assoc,  Hywd 
Yambert-Prochnow,    Beverly  k 
Hirshon-Carfield,   NY 

Robertson  Potter  Co,  Chi 
Doremus  &  Co,   NY 

McKee  &  Albright.   Phila 
Ingalls-Miniter,   Boston 
Ruthrauff  &   Ryan,   NY 
William   H.   Weintraub.   NY 
Kiesewetter,    Baker,    Hagedo  I 

Smith,    NY Marks-Aiken,   NY 

Numbers  after  names 

refer  to  New  and  Re- new category 

Henry    (iillespie  (3) 
Frank   Rubel  (3) 

Wayne  Cribb  (3) 
Dan  K.  Cavalier  (3) 

Lewis  Thomas  <3i 

H.    Dinsmore 
' il    Wiirjiln 

Tan  '.'it 
II.   farrar 
il.  Hi i  hards 

(3) 1 3  I 

f3) 

(3) 
(3) 
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won 

»»(, p«i  the  arg  qn 
into  UHF/VHF  station  planning 

-with  RCA MODELS 

You  see  the  station  as  it  actually  will  look 

You  can  work  out  layouts  faithfully  and 

accurately — plan  with  confidence 

You  work  with  exact  replicas  of  RCA's 
newest  UHF  and  VHF  equipment 

For  UHF  and  VHF  transmitter  rooms  ■"^^^^^— ^^^^^~ 

40  pages  of  paper  cut-outs  covering  7  different  RCA  UHF 
and  VHF  transmitters  —  25  20kw  power  amplifiers — 50kw 
power  amplifiers — input  and  monitoring  equipments — 
transmitter  consoles — power  equipment,  etc. 

For  studio  and  control  rooms  ■""-— 

22  pages  of  paper  cut-outs  on  RCA  Studio  Cameras — 16mm 
TV  film  projectors — a  35mm  film  projector — film  cameras — 
program  and  audio-video  consoles — transcription  turn- 

tables— studio  and  film  equipment  racks,  etc. 

For  copies  of  these  indispensoble  UHF  and  VHF    station-planning 
aids,  call  your  RCA  Broadcast  Sales  Representative.  Or  write 

on  your  broadcast  station  letterhead  to  Section   15-6, 
RCA  Engineering  Products,  Camden,  N.  J. 

RADIO  CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT 

Price  $2.00  each 

CAMDEN. N.J. 



Penetration  of  Charlotte's  Big  2 
in  Kings  Mountain— WBT,  89%;  WBTV,  72% 

nrmm 

On  October  7,  1780,  a  hastil; 

gathered  "army"  from  th« Carolina  mountains  surprisec 

and  destroyed  a  British  force 

atop  Kings  Mountain— delay- 
ing the  British  advance  unfii 

spring  and  paving  the  way 
for   Yorktown. 

at  the  peak  of  the  Charlotte  market 
Historic  Kings  Mountain  now  shadows  a  thriving  industrial  town.  Confident 

Kings  Mountain  citizens  ask  odds  of  nobody-in  1780  or  in  1953.  Yet  they  depend  on  nearby Charlotte  for  business,  cultural  and  recreational  facilities  beyond  the  resources 
of  their  own  community.  This  dependence,  repeated  in  scores  of  satellite  textile 

communities*  gives  Charlotte  a  market  importance  ten  times  its  city  size. 

CHARLOTTE'S 

*  For  exompte:  N    C...   Albemarle,  Belmont,  Concord,  Cromerfon,  Gosfoma,  Hickory,  Kannapolis L.ncolnton  and  Salisbury,  S.   C,  Chester,  Fort  Mill,   Coffney,  Lancaster,  Rock  Hill  and  Union. 

JEFFERSON  STANDARD  RROADCASTING  COMPANY 

Represented  Nationally  by  CBS  Radio  and  Television  Spot  Sales 

BIG  2 
ARE     PLUMB     IN     THE     MIDDIE     OF     A     FABULOUS     MARKET 



SPONSORED  PROGRAMS  MAKING  THEIR  DEBUT  ON  TV  NETWORKS  THIS  FALL 
PROCRAM COST NETWORK  UNCTH 

,>    I  homai  Sho* 

Bolger  Show 

ris<-  Jeaael 

Steel    rheotre 

i 

of  ihi*   Familj 

II    lluilrt- 

to  r.Txiii 

noritr    Hu-!i;mH 

I  .   with  Father,  Mother 

\  ii  Behind  the  Itudg,- 

I  iit  t<>  Loretta 

I  nino 

lid  &    Vlh.rt 

I  Mar  a  ̂ ,-ronrl 

ir    Wa> 

'E:    III       ttj    tire   cro«s    (tnrlode 

- 
SPONSOR ACCNCY 

$24,750 
$28,000 
$15,000 

$35,000 

$12,750 
$17,000 
$20,000 
$20,000 

$27,000 

$26,000 

$28,000 

$14,000 

$30,000 

$23,500 

$13,000 

$  9,500 

$  8,000 

  in.  dj  M'<  Ml  mill. 

<  oiil.Ii  v., i  let)  \u<  to  Bin. 

<  OBIedj    \.n  n  I-  Mil  .'{()  mill. 

Il  .li  mi. i  MM  60  mill.' 

Situation  coraedi  \M<  SO  min< 

Sitnatioi   coined)  IRC  SO  rain. 

I  Straight  drama  \KI  Ml  inin. 

Inter*  let*  <   II"*  M)  mill. 

Situation  ™m..l>  <  H*'  SO  min. 

r  Situation  comadi  •  It-  Mi  min. 

I  Situation eotaeuj  CBS  SOmin. 
I 
^  Crime  A  deteelion  <  BS  Mi  min. 

I  Straight  ilrain.i  NBC  SOmin. 

I  Situation  eomad)  MH.  .SOmin. 

Situation  corned}  MM.  .SOmin. 

1  \inl.  participation  l)u  M  Mi  min. H     'lllil.      |i.l  I  1  I*    1  |».l  I  Ml  1.  Wll       »l  •  »*.     mill. 

I  And.   participation         lln   M  Mi  min. 

I  ii.  k n  ̂ irik. .  Spaidel 

I'.ll  M.,11.  Shenrin-WiUiaaM 

IJ.lt.  Pen  <  ....  (.. m.  \ 

1  A  -i<  <  I 

Dnffy-Motl 

Uri-lol- M  i .  r-.     Vrmoiir 

Krai  t   »   li.  ■«■-.     I  o. 

\moro.    II.iiiiiii    lli.^in; 

K.  J.  Remold* 

Internal  wilM-r.  Simmont 

v  <  .  Johnson 

Briatol-Myen 
i\v<.  (Tide) 

Philip  M«>rri«.  Lad)   Esther 

Sunbeam  <a»rp. 
\\  in.-  <a>rp. 

\\.  I.I.    Win. 

•Altcnwt*  wwk. 

IIIIIIO.    --<    B 
--<   It.  I  ..II.  r  i    Smith   I 

Hilton  A   Biggin,  BBDO 

ItHlio UH 

",  A  H 

JW  I 
Jo-.   I\al/.  »  .ini|il>.-ll-Mithuii 

I  -h 

YAH 
M  Alt 

>AI< 

UAI! 

Rion 

Perrin-Pauf 
W  i-i"  A  Cellar 

(  .n  .   nlll.il 

Have  TV  show  costs  reached  their 

ceiling? 
They're  leveling  oil  this  season,  SPONSOR 

survey  of  fall  *53  TV  shows  indicates 

M  be  average  cosl  of  sponsored  T\ 
network  programs  has  definite!}  taken 
a  turn  downward.  This  is  one  of  the 

highlights  emerging  from  sponsor's 
survey-analysis  ol  commercial  program 
alignments  on  the  networks  this  fall. 

Here  -  bow  the  average  cosl  to  spon- 
sors of  nighttime  programs  shapes  up 

bj  networks:  \B("  TV  is  the  single 
exception  to  the  current  lower-cosl 

trend,  ̂ n  unprecedentedl]  heavj  line- 

up of  upper-cost  programs  is  responsi- 
ble for  raising  its  average  this  fall  to 

$1  1,000.  \IU:  TV  last  tall  showed  an 

average  program  cost  of  812,500     - 

"How  \K<  will  compete,"  page  12  , 
CBS    l\  -  average  comes  oul  al  $18,- 
000,  aboul   82,   I  less  than   il   was  a 

year  ago.  \t  I'n  Monl  I h<-  average  is 
$6,51  H  I,  w  hit  li  is  jusl  aboul  what  it 

was  the  previous  fall.  NB(  I*Vs  aver- 
age i-  $19,000,  as  compared  with  $20,- 

500  lasl    fall. 

sponsor's  survey-analysis  of  the  fall 
T\     programing    situation,    in    which 

progra  m  i  n  g 

sponsors,  agencymen  and  network  ex- 
e  utives  were  quel  ied,  also  dia  losed 
the  following  observations,  statistical 
information  and  sidelights : 

/.  lln-  tup  agencies  have  never  had 
ii  -I.  good  from  the  viewpoint  of  pro- 

gram billings.  But  their  I  \  depart- 
ment '"  et  utives  in  larger  numbers  than 

pe  aboul   the   netwoi 
"monopoh  "    in    program    packaging, 

ith  es  des  3  get- 
ssiveh    worse.    The  fn 

ing  is  espet  ialh   >lir«-.  ted  al  I  BS 
rul  NBC,  with  the  pointing  a  little  less 

nous  at  the  latter.  The  plaint  from 
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this  source  is  lhat  the  two  networks' 
dominance  in  program  packaging,  plus 

control  "f  the  time,  has  tended  to  frus- 

trate agenc)  attempts  to  develop  their 
own  program  ideas  for  sponsors  and 

has  boxed  out  am  form  of  experimen- 
tation. 

2.  The  appetite  for  film  among  net- 
work sponsors  appears  less  sharp  than 

it  was  a  year  ago.  At  the  start  of  the 

1953-'54  season  55$  of  all  types  of 
dramatic  programs  were  on  film.  This 

fall  film's  share  among  the  71  straight 
dramatic,  situation-comedy,  Western 
and  crime  shows  on  the  networks  is 

down   to   less  than   40'  i  . 

3.  Two  program  types  that  have  tak- 
en a  suhstantial  hike  in  hoth  number 

and  percentage  are  situation-comedy 
and  quiz-audience  participation.  The 
shows  in  the  quiz-audience  category 
this  fall  total  39,  or  17  more  than 

were  sponsored  on  the  networks  last 
fall.  This  represents  an  increase  of 

from  14r<  of  all  programs  last  fall  to 
22','  this  fall.  There  are  23  situation- 

comedy  programs  this  fall,  as  com- 
pared with  the  11  that  were  on  the  net- 

works last  fall,  i  See  chart  on  "Types 

of  sponsored  network  TV  programs," 
on  page  at  right.)  Agencymen  had  a 
simple  and  unanimous  reason  for  this 

rash  of  situation-comedy  shows:  the 
continued  smash  success  last  season  of 

/  Love  Lucy.  As  for  the  proportion  of 

quiz-a.p.  programs,  the  same  opinion 
source  held  this  twin  view:  It  reflected 

(1)  the  increasing  entry  of  low-budget  - 

COPIES   OF   COMPARAGRAPH 

are    available    without    cost    to 

agencies    and    advertisers    for 

mounting    on    bulletin    boards 

(as    shown    in    picture    at    right). 
Write    SPONSOR    at    40    E. 

49th    St.,    New    York    City. 

ed  advertisers  into  network  TV  and 

i2i  the  tendency  of  some  major  ad- 
vertisers to  reduce  the  cost  of  one  or 

more  of  their  programs  to  allow  money 
for  the  addition  of  markets  to  their  net- 

work hookups. 

4.  This  is  the  biggest  "status  quo*' fall  since  the  emergence  of  TV  into 

a  big-time  medium.  The  percentage 

of  program  replacements  is  lower  than 

it's  ever  been.  Of  the  17  commercial 
shows  making  their  debut  on  the  net- 

works (see  chart  page  29  I  only  five  of 

them  are  taking  the  place  of  shows 

that  the  same  sponsors  had  on  last 
season. 

5.  Crime  seems  to  be  taking  a  beat- 

ing in  sponsored  network  TV.  \ot 

only  is  this  fall's  quota  of  mystery  and 
detective  programs  less  than  it  was  last 
fall  I  13  as  against  18  I.  but  of  the  17 

new  shows  making  their  debut  this 

season  only  one  of  them — Man  Behind 

the  Badge — deals  exclusively  or  direct- 

ly with  crime. 
6.  As  a  sponsored  TV  staple  the  soap 

opera  seems  to  be  making  anything  but 

headway.  The  1952-'53  season  started 
off  with  four  soapers  sponsored  on  the 

networks.   There  are  just  three  of  them 

Agencymen  are  studying  fall  TV  programing  trend 

Shown  above  discussing  show  costs  as  listed  in  SF 

Comparagraph   of  network  TV   programs   are   these 

Types  of  sponsored nettuorh  TV  shows 

TYPES                 CBS I¥BC ABC DTIV TOTAL 
1952        1953 1952 

1953 1952        1953 1952        1953 1052             1953 

Children's    shows                      3 
4 3 4            1 3 14           4 

Comedy    variety                         2           2 7 5 2 9           9 
Situation  comedy                      5        10 2 8 4         5 

11         23 
Daytime    variety                        4          3 1 1 1 5            5 
Straight   drama                          5        12 

16 10 

2         7 1 23         30 
Mystery  &  detection               10           5 4 5 2          I 2            2 18         13 
Soap  operas                                 3           3 1 4            3 
Westerns                                      1          2 1 2 1          1 3            5 
Forum,    discussions                                 1 3 1 3            2 
Interview                                        2           2 1 1 2 5            3 
Musical  &  musical  variety     5          3 6 4 1 1 12            8 
News   &   commentary               2           3 1 2 2          1 1 8            6 
Sports    (action)                           1            I 2 2 2 1             1 4            8 
Religious 2         2 2            2 
Variety                                            1           fc 3 1          4 1 3          13 
Quiz,   aud.   partic,    panel     12        IS 5 

10 

2         5 2          7 21         37 

TOTAL  56      68 54 

57 

20      32 13       12 143       189 

SOURCE:    Network    schedules    as    n( ember 1953 mil    2    Sepiem bei    1952 

being  underwritten  this  fall. 

7.  Some  agencies  are  trying  to  "edge 
back"  into  production  on  a  broader 
scale  by  making  package  deals  that 
give  the  agency  the  right  to  put  a 
staff  man  in  charge  of  production.  A 

case  in  point:  Young  &  Rubicam,  in- 
stead of  XBC.  will  produce  the  Paul 

Winchell  Shoiv  for  Procter  &  Gamble. 

The  packager,  however,  retains  all 
other  administrative  functions,  l  &R 

is  looking  forward  to  making  this  the 

pattern  of  other  outside  packages  spon- 
sored by  its  clients. 

8.  Network  TV  sponsors  will  spend 
a  total  of  about  S2.830.000  a  week  on 

talent  and  production  during  the  1953- 
*54  season,  sponsor  estimates  that  the 
annual  bill  on  this  score  will  come  to 

about  $124,000,000.  (See  chart  on 

"What  sponsors  spend  on  TV  talent, 

production,'"   page   31.) 
9.  The  magazine  concept,  much 

vaunted  by  NBC  in  particular  the  past 
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(•cutlves  (I.  to  r.):  Phi!  Kenney,  chief  radio-TV  timebuyer;  Thomas 
phy,  chairman  of  the  board;  Herbert  Landon,  publicity  director; 

lyson,  radio-TV  talent  and   program   buyer.    Program  costs  discussed 

in  article  on  these  pages  were  drawn  from  SPONSOR'S  Comparagraph  which 
appears  this  issue  page  91.  Costs  of  shows  seem  to  be  levelling  otf  under  the 
pressure   adding   new   television   markejs    puts   on    budgets   of   major   advertisers 

several  years,  seems  to  have  come  to  a 

standstill  as  far  as  nighttime  spon- 

sored programing  is  concerned.  The 

onl\  show  of  the  nighttime  "maga- 

zine" type  lone  in  which  more  than 
two  sponsors  participate)  remaining 

on  NBC  is  )  our  Shou  of  Slums.  Be- 

tween last  \ear  and  the  present.  \BC*s 
other  "magazine"  package,  All  Slur 
Revue,  became  a  program  casualty. 

i  Some  of  the  participating  stars,  how- 
ever, have  been  assigned  to  other  NBC 

packages.)  On  CBS  this  fall  there  con- 

tinue to  he  two  "magazine"  packages, 
the  CBS-owned  and  produced  Jackie 
Glcason  Shou  and  the  Ford  Founda- 

tion-produced and  CBS-contracted  Om- 
nibus. Some  agencymen  look  to  the 

vanishing  of  the  nighttime  magazine 
concept  in  a  \ear  or  two.  not  because 

the  idea  is  unsound  economical!}  hut 
because  of  the  advertiser  reluctance  to 

share  the  glamor  of  an  important  show 
with    another    advertiser    during    the 

same  broadcast  period.  have  alternate-week  sponsorship. 

10.   On    the   other   hand   the   pattern  Following   i-    i  •  r.   e.  lion  of  \%hat 
of    alternate-week    sponsorship    seems  SPONSOR    found    sponsors,    agencymen 
to   he  holding   up  well,   if  not   expand-  and    network   executives   were   thinking 

ing.    One   index   to   this   practice:   Of  and  saying  about  the  sponsored  pro- 
the    17  new    shows   making   their  debut  graining    situation,    allied    side    issues: 

on   the   network-   this   fall  seven    will  [Please  turn  to  page  I""'1 

\\  htit    clients    spend    <mi    TV    network    talent-prodtiction 

WEEKLY  ANNUALLY 
i't*r     '3     feasor             1 : 

53    i'iun 
19  S3 -'54     teasar. 

\BC TV $212,000 
|    ''i.OOO 

-           0,00" 
$19,300,000 

CBS TV 1.110,000 1.220,000 1 1.800.000 

'•0.000 

»TX 58.000 
80.000 

'  0.000 

VKf TV 
990.000 1.090.000 

11. 10 

r. 900.000 

I    Mllll $2,360,000         $2,830,000       $98,100,000    S124,000,000 

SOURCE:    Figure*   on    19'.  -    'ONSO  t.    *   S 
isoti    are   base-1   on    t  -i    TT    Cotnparacraph   of    Network    Irociaou.    pjze    ST,    21    Sep- 

tember   1l»"i3    Issue. 

21   SEPTEMBER   1953 For  article  oh  ABC  programing  plans  see  next  page 
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How  ABC  will  compete  i 
Network  is  eoneentraling  its  fire  on 

throe  TV  nights  so  as  to  use  new  star  names 

to  best  effeet.    Ratings  those  nights 

will  he  watehed  eagerly 

by  Alfred  J.  Jaffe 

Comedy  names,  lacking  at  ABC  till  merger  with  United  Para- 

mount Theatres,  are  important  in  1953-'54  programing  strategy.  Danny- 
Thomas  (below),  Ray  Bolger  {above),  Paul  Hartman  {opposite  page) 
must  lure  audience  from  other  nets  if  ABC  is  to  build  TV  strength 

32 

Ww  ith  the  American  Broadcasting 
Co.  moving  firmly  and  confidently  into 

the  big  time,  this  fall  will  see  the  fierc- 

est competition  in  the  historv  of  net- 
work broadcasting. 

Primed  with  United  Paramount  The- 

atres money.  ABC,  after  wandering  in 
the  wilderness  for  a  decade  has  reached 

the  promised  land  and  is  now  stand- 
ing before  the  walls  of  Jericho. 

Whether  its  trumpets  will  topple  the 

walls  remains  to  be  seen,  but  ABC  has 

surprised  many  in  the  industry  by  ad- 
vancing into  a  position  of  strength  in 

the  few  short  months  since  the  ABC- LTPT  merger. 

Here  are  the  highlights  of  its  ac- 
complishments and  strategy: 

1.  Taking  first  things  first,  rather 

than  spreading  itself  all  over  the  map. 
ABC  is  concentrating  on  TV.  which 

had  been  draining  its  meager  finanrial 
resources  before  the  merger. 

2.  Using  the  rifle  rather  than  buck- 
shot. ABC  TV  has  dug  itself  into  three 

nights  with  impressive  sponsored  pro- 
gram lineups,  a  good  part  of  them  new. 

It  first  nailed  down  sponsors  on  Tues- 
day and  Frida\  nights  and  recontK 

rounded  out  Thursdav  night  with 
Krafts  surprising  decision  to  put  a 

second  hour-long  drama  show  on  T\  . 
(See  Kraft  show  details  in  P.S..  page 

18.)  Other  nights  will  be  built  up 
in  turn. 

3.  \\  bile  the  emphasis  is  on  TV, 
ABC  has  already  begun  to  reshape  its 
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radio  offei  ings  I  he  most  signifi<  ant 

move  i-  the  scheduling  ol  L5-minute 
strips  "ii  weekda)  nights  from  8:00  t" 
9:00  p.m.  \  stai  i  has  also  been  made 
on  both  mot ning  .mil  afternoon  tine 

tip-. 

I.  \l!(  s  talenl  deals  poinl  up  t In ■ 
show  business  turn  ol  mind  "f  X 1 1 <  's 
management,  now  infused  with  motion 

picture  theatre  executives.  Uthough 

\l!(  had  been  deficient  in  corned)  tal- 
fiit  previous  to  the  merger,  the  signing 

of  Damn  Thomas,  George  Jessel,  Raj 
Bolger,  Sammj  Davis,  Joel  Gray,  Paul 

Hartman,  el  al.,  reflects  also  tin-  feel- 
ing  al  \BC  that  T\  i-  show  business. 
However,  recent  moves  indicate  thai 

sports  and  new-  also  rate  as  important 
programing  elements. 

I  here    has    been    no   e\  idence   that 

\l'>(  will  go  diT  the  beaten  tr.:<k  in  its 
programing.  \\  bile  it  i-  bringing  new 
names  and  fresh  -tor\  lines  into  T\ . 

the  approach  i-  one  of  sticking  ti>  tech- 
niques which  have  been  tested  and 

found  successful  in  broadcasting  and 

motion  picture  entertainment. 

Besides  the  names  and  program 

given  wide  mention  in  the  trade  pre--. 
\P<  has  othei  cards  up  its  sleeve, 
three  of  these  involve  productions  for 
VBC  l>\  the  veteran  Hal  Roach  Jr. 
rhc\  are  "  kite  Collar  Cirl  with  Lar- 

raine  Day.  Tales  of  the  It  ayward  Inn 

with  Brian  \herne  and  duns  of  Des- 

tiny, a  series  of  stories  revolving 
around  a  particular  gun.  such  as  a 
blunderbuss,  a  Luger,  a  Colt  and  so 

forth.  Roach  will  also  produce  a  situa- 
tion corned)  titled  //  Seems  Like  )  es- 

terday.  Peter -Lind  Hayes  and  his  wife. 
Man  Healy,  were  tapped  to  play  the 
leading  roles  hut  negotiations  for  their 
sen  ices  fell  through. 

5.  VBC  takes  the  Hat  position  that 

radio  and  1\  arc  competitors.  None 

of  this  use-radio-for-non- 1  A  -  treas,  an 
expedient  which  found  temporar)  pop- 

ularity in  some  broadcasting  circles. 

\BC  executives  feel  that  the  rapid 
spread  of  TV  since  the  thaw  has  killed 

this  approach  once  and  for  all.  ABC's 
thinking  on  radio  vs.  T\  resembles 

somewhat  the  may-the-best-medium- 
win  philosophy  as  regards  movies  vs. 

T\  which  led  to  the  MUM  PT  merger. 
\t  present.  VBC  i-  organized  a-  fol- 

lows: Radio  and  T\  sales  arc  split  up 
and  down  the  line.  All  programing 
and  talent  is  under  Vice  President 

Rohert  Weitman.  but  beneath  him  the 

split  is  complete.  Station  relation-, 

which  has  gone  through  a  number  of 
phases,    is    now     in    one    department. 

uso    integrated   are   puhli*     relations, 

advertising   and   promotion,  engineer- 
tnd  leg  il  departments. 

6.    \\  hile   c\ en     \|',t   -   .  ompetitoi  - 
fee]  that  the  stories  "I   i  sub- 

sidies  on    I  \    have   ben:  •  tted 
b)  agent  ies  foi  bargaining  pui  pi 
it  i-  1 1 « .  set  n  t  thai  \P<  has  been  par- 

tiall)  unili-i  w  i  iiniL'  the  costs  ol 
of  it-  big-name  I  \  enti  ies  \  Bl  ex- 
e  utives  prefei  keeping  their  ow  n 

counsel  on  the  program  subsid)  ques- 
tion, but  there  is  little  doubl    \P<    re 

gards  subsidies  a-  temporar)  measures 
which  will  be  discontinued  when  i  and 
if  i  the  web  i-  ensconced  with  salable 

pro-ram   ratings. 

7.  \-  of  the  beginning  of  Septem- 
ber, \B(  bad  154  T\  affiliates,  has 

found  it-  new  program  properties  a 
substantia]  bargaining  plus  in  lining  up 

stations.  I  BS  and  NBC  are  still  top 

dogs  when  it  comes  to  grabbing  affili- 
ates and  man)  o]  \P><  -  are  se  ondar) 

affiliations  but  \BC-  programs  have 

given  it  an  edge  over  Du  Mont.  The 

long-range  network  picture  i<  -till  not 

i  lear,  and  it  appears  that,  unlike  radio, 
man)  markets  will  i  ontinue  indefinite!) 
w  Itb    set  ondai  j    affiliation.     \  B(     has 
been  iltii       the 

smallei    markets  than   I  BS   and    NB( 

,md  has  been  signing  up  I  III    stations 

as   primarj    affiliates   in   some  of   tin- 
In  -i   markets,  examples  being   Pitts- 

bui  Mi.  Buffalo,  St.  I  "in-  and  Mil- 
waukee. 

In     Pittsburgh     M:t      has    \\  I  NS, 
wbii  b  went  on  the  air  earl)   till—  month. 
It  i-  the  set  "ml  I  III  station  in  the 

market,  the  othei  being  Wkll  l\.  In 
Buffalo  \P<  -  affiliate  is  \\  Bl  I  I  \. 

h  In.  h  was  -  heduled,  at  SPONSOR  prt 

time,  t"  be  on  the  ail  IT  September.  It 
i-  also  the  second  Mil  in  the  market, 
and  follows  WBES-TV,  which  began 
telecasting  5  September.  Starting  in 

I  >.  tober,    \B'     h  ill   be  represented   in 

St  Louis  b)  KTSM-TV  and  in  Mil- 
waukee b)  v70KY-TV.  \-  in  Pitts- 

burg li  and  lliiif.il".  the)  an-  the  second 
I  III-  station.  I  he  web  has  also  re*  ent- 

K  gotten  \  III  primar)  affiliates  in 
Kansas  I  it\    and   Minneapolis. 

<'!.  I  he  i  i  ii  ial  problem  of  program 

learances  has  been  keeping  \P>C  on 
its  toes,  but  it  regards  progress  as 
satisfactory.  Talking  about  clearances, 
one  \BC  executive  told  sponsor: 

"The)  confound  our  competitors,  con- 
tent our  advertisers."  The  web  has 

just  about  completed  the  .">2--Iation lineup  for  the  Ra\  Bolgei  show, 

Where's  Raymond?  i  Pall  Mall  and 
Sherwin-Williams  1  and  the  60-station 

lineup  for  the  I  .  V  Steel  Hour.  The 
Make  Room  for  Daddy  (Dann) 

Thomas)  lineup  has  reached  !i2  -ta- 
tions.  but  it  i-  -till  not  complete.  Luck) 

Strike  and  Speidel,  sponsors  of  the  new 
situation  comedy,  would  like  a  lineu|) 

in  the  neighborhood  of  12o  stations, 
but  there  has  been  no  commitment 

made  b)     \BC  for  that  number. 
Despite  new  stations  coming  on  the 

air.  the  one-station  market  situation  is 

far  from  -"bed  a-  yet,  and  clearing 

time  i-  no  mean  job  for  ABC.  \-  "f 
last  month,  out  of  111  TV  market-.  99 
had  onl\  one  station,  though,  o]  course, 

there  an-  \.ir\inu  degrees  of  overlap. 

Of  the  12  multi-station  market-.  30 

had  two  stations,  ciMit  had  three  sta- 
tions, two  had  four  stations  and  two 

had  seven  -tations.  \s  a  re-ult.  the 

Where's  Raymond?  lineup  is  about 
I  Please  turn  to  page  113  i 
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I-BOM: 

♦   radio       BitfE:   July  
   5J 

BE:   nighttime  
spot  rail 

««.   We  reco
rd  major  inc

reases COHCLU5IOH:   We  rec 
 because  we 

la  U8e  of  ̂ ^^^n:^  most    ■ 
can  reach  more  men  at  nigh  

^^ 

markets  than 
 we  now  reach 

,    AAA  of  morning  time 
M3TH0D:   Cost-per-l.OOU 

 ith 

„rirPts  we  hui'  wa
s  comj* in  markets  w  00  of 

average  cost-?er  l,     ̂ ^ 

What  a  niel 

nighttii 
J  s  nighttime  radio  a  good  buy? 

All  over  the  U.  S.  these  past  few  months  admen  have 

been  ashing  this  question.  With  early-morning  radio  time 

hard  to  get  and  rates  coming  down  at  night,  the  reevalua- 

tion  of  nighttime  radio  is  underway.  It  isn't  often,  how- 

ever, that  one  advertising  man  tells  another  what  he's thinking. 

The  memo  presented  on  these  pages  does  just  that — it 
takes  you  behind  the  scenes  at  a  medium-sized  New  York 
agency,  revealing  recommendations  to  one  of  its  clients 
on  nighttime  spot. 

The  agency's  media  director,  who  authored  the  memo 
and  supervised  compilation  of  the  data  it  draws  upon, 
allowed  sponsor  to  publish  it  with  the  understanding  that 

the  agency's  and  client's  identities  would  not  be  revealed. 
Nothing  else  has  been  altered,  however,  so  that  the  memo 

remains  an  important  guide  for  any  agency  or  client  now 
thinking  about  nighttime  spot. 

The  client  (called  Company  X  in  the  memo  below) 
manufactures  a  product  bought  mainly  by  men.  This  firm 

has   been    using   spot    radio,    mostly   early-morning   time, 

for  two  years.   It  is  now  considering  nighttime. 

For  a  quick  look  at  what  the  agency's  study  of  early 
morning  vs.  nighttime  revealed,  see  the  table  immediately 

beloic.  Then  read  the  memo  following  to  get  a  full  fill-in 

on  the  agency's  thinking,  i  For  a  recent  SPONSOR  report 
on  this  same  subject  see   10  August   1953  issue.  I 

Memo  to  Company  X 

When  we  sat  down  with  you  people  this  past  January 

to  map  out  your  '53  radio  campaign,  we  ruled  out  night- 
time for  the  following  reasons: 

1.  High-rated  minute  spots  were  not  availahle.  and  you 

didn't  want  us  to  cut  your  copy  down  to  20  seconds. 
2.  With  bulk  of  advertising  concentrated  in  TV  mar- 

kets, you  lacked  confidence  in  nighttime  radio. 
3.  Cost  of  evening  time  seemed  considerably  higher. 

4.  Evening  announcements  would  reach  male  audience 

at  a  time  when  use  of  your  product  was  not  imminent. 

However,  by  this  summer  you  had  achieved  your  origi- 
nal aim:  educating  the  public  to  use  of  your  product.  Your 

new  ad  goal  is  a  simpler  one:  to  place  and  keep  the  brand 

EARLY  MORNING  VS.  NIGHTTIME  ON  99  STATIONS  IN  22  MARKETS 

AVERAGE  COST  PER  ANNOUNCEMENT 

l(irt\   morning  one  minute      

El  ening  20  second* 

S37.0.. 

$48.91 

AVERAGE  NUMBER  HOMES  REACHED  WEEKLY 

Early  morning  one  minute 

ing  20  seconds 

149,200 

104,500 

AVERAGE  NUMBER  OF  MEN  REACHED  WEEKLY 

Early  morning  one  minute 

Evening  20  seconds 

91,000 

128.400 

AVERAGE  COST-PER-M  MEN  REACHED  WEEKLY 

Early  morning  one  minute 

Evening  20  seconds 

S2.02 

S1.90 

wmilllim   iiiiiiiiiiim   iiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiiinm   iiiiimiiiiiiinmiiinmiiiiimiiiiiiiiuiiiiimmiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiinn   mini   mini   iiiiiimmiiiniimiiiimi   immiiinmmi   imiiinimii   inn   immimmmnniiiiimi   muiiiiiimni   imiiimiuiiimn   immiimmiimmii? 
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unpctor  wrote  his  client  about 
f|»l  ft  Ilk         Monio    f»i\«vs   ai»>ii<*v\s    lliiiikpni:    on    iii^lilliinc    \  s. 

II  II  It'        earlj    morning   lime   in   2'i   lolovision    markets 

Dame  in  the  minds  <>l  a  maximum  number  ol  men.  Since 

ii  i-  im  longer  necessary  !■>  include  .1-  man)  selling  points, 

we  feel  \011r  message  can  he  put  over  in  211  seconds. 

Here,  then,  arc  our  findings  on  the  various  advantages 

and  disadvantages  <>l'  nighttime  20  Beconds  .1-  compared 
wilh  morning  minutes. 

I  he  basis  tor  this  stud)  is  99  radio  stations  in  22  l\ 

markets  throughout  the  country.  Cosl  figures  are  based  on 

the  one-time  rate  for  morning  minutes  and  evening  station 

breaks.  We  use  Pulse  ratings  throughout,  based  <>n  7:00" 

B:00  a.m.  for  mornings,  8:00-10:30  p.m.  for  evenings. 

I  lie  following  i-  a  summarized  comparison  of  morning 
and  evening  radio: 

1.  Average  cost  per  announcement:  Evening  announce- 
ments cost  more  on  (>(>  st.it ion-,  less  on  20,  same  on   13. 

2.  Average  number  oj  homes  reached  weekly:  Evening 

announcements  reached  more  home-  on  69  stations,  Fewer 

homes  on  2().  same  on  one.  i  The  number  of  home-  reached 

is  arrived  at  b)  applying  the  average  morning  and  evening 

weekl)  rating  against  the  number  of  families  within  the 

l\  viewing  area  of  each  market.  "Outside  area"  isn't 
included  since  it's  not  a  factor  in  the  comparison  of  morn- 

ing VS.   night.  ' 

3.  Average  number  oj  men  reached  weekly:  Evening 

announcement-  reached  more  men  on  84  stations,  fewer  on 

15.  (This  figure  i-  arrived  at  b)  applying  the  male  audi- 
ence composition  figure  against  the  number  of  homes 

reached  weekl)    in  each  market.) 

4.  Average  cost-per-1,000  men  reached  weekly:  Evening 

announcements  reached  men  at  a  lower  <  o-t -per-1,000  on 

63  stations,  at  a  higher  cost  on  36. 

A  market-In -market  comparison  between  nighttime  and 

morning  radio  (see  chart  at  right  for  12  of  market- 1  shows 

that  in  ever)  one  of  the  22  markets  studied  more  men  are 

availahle  to  radio  at  night.  The  average  number  of  men 

per  100  listening  homes  is  63.4  in  the  morning  again-t  an 
evening  average  of  78.3. 

Other  factors  and  trends  that  tend  to  strengthen  the 

lor  nighttime  radio  are  the  following: 

Although  T\    is  important  in  every  one  of  the  markets 

l  Please   turn    to   j>age    72 1 
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llrin-  Coiiijmiiii/  \'«  fiioi»iiiio  vc/iei/nlV  com- 

pare \   with  nighttime   m    12   T\    mtmrUet* 

Xtlanttt:      U        ghtly     upped    weekl)     cosl    evening 

would    uilit    ">L";      murr    homes,     '.'■'■      mOTt     mm     daily 

Ko/i  iinorc:     Little  additional  money    would  provide 

more  homes,   IT'  |    more  men  0 

ffirniinr;finnt:  Morning  announcements  prt 

greater  mate  audience  dmh  :  but  evening  yields  : 
murr   mm   considering   urrl.li   audience   turnover 

Kovion:        it    lower    cost    than    current    sched 

morning  jilus  some  evenii  to  night-only   would 
reach   ">'.    fewer  homes  but    14$    more  men 

Chicaao:     19  evening  anna  ran  be  bought 
for   cost   oj    II    morning  announcements,     If  hde 
homes  would  be  reci'  •  men  would  I"  in  an 

Cincinnati:     Thret     evening    vs.    fite    morning    an- 
nount  I  more    horn'        27         more    mrn 

I  Irvt'lantt:     I  vening  announcements  would  yield  2r', 
more   homes   and    Wr'r    more   men   listeners 

Itrtrnit:     Evening   time   provides   72%    more   homes 
and   Kir;    more  mrn   listt 

f f on v (on:      Using    three    evening    announcements    a 
would   providi  more 

men  daily  .  ire  men  considering  weekly  tun 

Kansas    City:      The   three  evening   lor   five   morning 

announi  rr  •  here   adih    "r'f     homes,   ')''',     men 

l.as     XltQfles:      \ine  evening  announcements  instead 
ot  mixed  schedule  would  inrrease   number  of  homes  by 

•   men   rearhed 

Minneapolis:      F.iening  announcements  uould  reach 
more  homes.  35^  more  men  listeners 35 



Galen  Drake:  radio's  liighestf lie's  sold    1,000  products  in  30  years  on  radio,  has  created  all  the  comm<< 
by   Miles    David 

M.  he  smiling  man  with  the  moustache 

in  the  picture  helow  is  probably  Amer- 

ica's highest-paid  radio  copywriter. 
Yet  in  30  years  of  creating  effective 

commercials  he  has  never  set  fingers 

to  a  typewriter. 
He  writes  his  commercials  as  he 

speaks  on  the  air  and  has  never  ac- 
cepted a  written  piece  of  copy.  His 

name:  Galen  Drake.  His  income  for 

creating  and  delivering  commercials 

and  doing  commentary  programs:   an 

estimated   $176,000  in  1953. 

I  nlike  Arthur  Godfrey  for  whom 

commercials  are  often  written  "in  God- 

Ires  style,"  Galen  Drake  won't  use 
agency-written  copy.  Nor  will  he  fol- 

low  a  suggested  list  of  cop)    points. 

A  prima  donna? 

Far  from  it.    Says  Drake:  "I'm  not 

c  o e  r  c  i  a 
Is 

a  radio  star.  I'm  a  businessman.  I'm 
a  partner  in  a  client's  business  when  I 

get  his  product  to  sell." 
Galen  Drake  seeks — and  gets — com- 

plete freedom  to  sell  in  his  own  way 

because  his  approach  works.  He  has 
sold  for  over  1,000  products  in  his 
three  decades  on  radio.  He  is  cur- 

rently heard  on  the  CBS  Radio  net- 
work for  35  minutes  weekly  and  on 

WCBS,  New  York,  four  and  three- 

quarter    hours    weekly — almost    e\cr\ 

ffi 

mmsmts'  > ptortcTitt  umw 

smunsiiiiTr  \    U/ODO 

Typical  Drake  commercial  has  anecdote  air 

You  know,  I  may  not  be  the  Beau  Brummel  around  these 

studios  today — but  I'm  sure  the  most  comfortable:  open  neck 
shirt — and  you  can  bet — NO  TIE!  This  summertime  stuff  is 

here  for  sure,  and  I — for  one — am  going  to  be  comfortable. 

My  only  complaint  about  this  joint  is  we  need  a  cooler  here 

in  the  studio  for  our  NO-CAL.    You  heard  about  those  NO-CAL 

beverages?    At  our  place,  we're  drinking  "em  by  the  case   all 
five  flavors:  ginger  ale,  cola,  root  beer,  cream  and  black  cher- 

ry. Annie  likes  the  ginger  ale,  because  it's  a  dry  type  drink, 

but  I  personally  go  for  that  black  cherry.  Linda  Anne'll  go 
for  any  flavor — any  time  we'll  give  it  to  her.  About  9  o'clock 

every  night,  while  we're  sitting  around  the  place,  I'm  usually 
elected  to  go  out  to  the  kitchen  to  make  sodas  with  NO-CAL 

and  ice  cream.  Sound  good? — really  delicious.  You  know. 

I'm  so  sold  on  the  flavors  of  NO-CAL,  1  keep  talking  on  that 

calorie  in  a  whole  16  oz.  bottle;  so  on  these  "dog"  days  around 
New  York,  you  can  have  a  cold  drink  handy  as  many  times  as 

you  like  during  the  day  or  evening  without  counting  the  cal- 
ories or  worrying  about  your  figure.    Not  a  single  calorie  in  a 

whole   16  oz.   bottle   and  as   I   said,  they   make  five  sparkling 

flavors:  ginger  ale,  cola,  root  beer,  cream  and  black  cherry. 

Drinking  NO-CAL  isn't  exactly  going  to  change  your  life — but 

believe  me   it's  going  to  make  it  more  comfortable.     And   by 
the  wa>.  do  you  hate  dragging  those  bottles  back  to  the  store 

and  keep  'em  piling  up  until  you  can  hardly  get  near  the  sink? 
Forget   it  with   NO-CAL — throw   the   bottles   away — no   deposit. 

•<  Drake  is  shown  left  on  merchandising  visit  to  super  market  for  No-Cal 
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«  I*.     Heir's    llis    :i  |i|»i  o.m-Ii 

minute  sponsored. 

\  giant  Madison  \\ enue  agem  j 
Dine  asked  Galen  Drake  to  come  and 

speak  before  ii-  copywriters  on  the 
techniques  ol  commercial  writing.  He 

refused.  "'I  didn't  want  95  guys  imi- 

taring  me,"  he  explains.  But  over  the 
lunch  table  recentl)  he  set  forth  to 

SPONSOR  half  a  dozen  of  hi-  own  prin- 

ciple- ot  salesmanship  which  could 

prove  valuable  i<>  the  copywriters  ol 

am  agenc)  giant  or  cubby-hole  size. 
Here  the)  are  in  hi>  own  words : 

/.  "'I  won't  use  slogans.  \l\  selling 
i-  purel)  conversational  and  kept  in 

keeping  with  the  show.  I  won't  in- 
troduce a  catch  phrase.  1  ou  can't  <]<■- 

pend  on  selling  youi  audience  l>\  pre- 

tending something  exists  that  doesn't." 

2.  "I  won't  call  a  product  the  best 
there  is.  I  speak  about  it-  strong  point- 

hut  I  won't  sell  all  the  others  down  the 
riser.  Knocking  your  competitor 

doesn't  build  up  faith  in  your  own 

product  or  it-  spokesman." 
11.  "*\e\er  let  the  listener  feel  you 

know    more   than    he   doe-.     ̂   ou    aren't 
lecturing.  I  tr\  to  put  aero--  the  feel- 

ing that  I'm  just  trying  to  help  the 
housewife  l>u\  more  wisely.  Tin  not 

making  sale-  point-.  I'm  stating  facts." 
/.  ""I  believe  what  I  say.  Nobod) 

can  do  this  type  of  commercial  thai 

doesn't  believe  it.  You  have  to  be  hon- 
est. I  have  a  panel  of  listener-  to 

whom  I  send  an)  product  which  I'm 
scheduled  to  sell.  I'nle--  !!()',  of  them 

report  they  like  it  I  won't  take  it  on. 
I've  refused  dozens.  1  won't  take  one 
1  have  to  sell  twice.  \I\  job  is  to  in- 

troduce a  product  and  keep  introduc- 

ing it  to  listeners  who  haven't  yet  tried 
i  Please  turn  to  page  80) 

Galen  Drake  has  been  in  radio  for  30  years. 

His  supply  of  conversation  is  enriched  by  ca- 

reers including  acting  (top  picture  he's  shown 
as  miser  in  1926  play);  boxing;  conducting 

symphony;  singing  with  San  Francisco  Opera. 

Radio  career  began  at  KFOX,  Long  Beach, 

Calif.  He's  covering  air  race  (center).  Today 
he  regards  himself  as  businessman,  not  radio 

star.  He's  member  of  business  clubs,  is  shown 
at    right    speaking     at    home-furnishings     show 
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The  anti-enzy me  war  on  the  air Not  since  the  chlorophyll  boom  have  toothpastes  rushed  to  the  air  waves 

with  the  fury — anil  dollars— they're  devoting  to  the  anti-enzymes 

J*  or  nearly  a  month  now  the  anti- 

enzwne  toothpaste  hattle  has  been  rag- 

ing in  air  and  print  media  to  the  tune 

of  jingling  drug  store  cash  registers 
and  the  clatter  of  copy  department 

typewriters. 

There's  no  indication  of  a  slow- 
down either.  Claims  and  counter- 

claims in  this  latest  advertising  bac- 
terial warfare  have  <;rown  more  heat- 

ed. Toothpaste  ad  budgets — with  heavy 

emphasis  on  air  media — have  been 
upped  anywhere  from  30%  (as  in  the 
case  of  Ipana)  to  80%  or  more  (as 
in  the  case  of  Listerine  Antizyme). 

With  the  earliest  reports  showing  a 

sales  bonanza  for  the  leaders,  here's 
how  the  media  battle  lines  have  shaped 

up    during    recent    weeks: 

Network:  National-level  radio  and  TV 

are  used  by  all  of  the  anti-enzyme  lead- 

ers to  trumpet  the  values  of  the  vari- 

ous decay-reducing  toothpastes.  The 
latest  network  box  score  shows  the 
following: 

1.  Lambert  Pharmacal,  first  tooth- 
paste maker  out  of  the  starting  gate 

with  an  anti-enzyme  product,  now  de- 
votes half  the  commercial  time  on  its 

Ozzie  and  Harriet  show  (ABC  Radio 

and  ABC  TV)  to  plugging  Listerine 

Antizyme.  The  first  big  network  break 
was  on  28  August,  with  a  special  film 
commercial  featuring  the  Nelsons,  in 
Summer  Theatre.  With  the  return  of 

O&H  on  18  September,  Lambert's  net- 

work drive  went  into  high  gear. 

2.  Block  Drug,  quick  to  catch  up  to 

the  big  switch  in  Listerine  tactics,  now 

gi\es  anti-enzyme  Amm-i-dent  plenty 
of  network  commercial  time.    Since  24 

August,  Block  has  pushed  a  revamped 
loolhpaste  on  Gabriel  Heatter  (MBS), 
Cecil  Brown  I  Don  Lee)  and  on  its 

well-rated  mystery  thriller  Danger  on 
CBS  TV.  A  new  show.  Name  the 

Tune,  has  been  running  since  7  Sep- 
tember on  NBC  TV. 

3.  Bristol-Myers,  which  had  been 

planning  to  enter  an  anti-enzyme  ver- 
sion of  Ipana  early  in  1954  but  pushed 

up  plans  when  Lambert  moved  in  last 
month,  will  center  its  Ipana  network 

promotion  on  two  T\  shows  due  to 
start  next  month.    The  first  of  these  is 

II  hat  four  of  biff  spenders  art*  doino  on  nit 

SPONSOR 



t'liilr    aj    tin-    Family    on     VB(      I V 
m hich  goes  "M    I   October;   the  othei 

ia  CBS    I  V's   Man  Behind  the  Ba 
itai  ting  1 1  '  totobei . 

I.  I'm'  let  v\  I  lamble,  broad  asting's 
biggest  advertiser,  is  -till  somethin 
.1  question  ni.uk.  For  nearl)  .1  year, 

P&G  has  been  marketing  .1  toothpaste 
called  Gleem,  which  contains  an  anti- 

enzyme  detergent,  in  the  Midwest 

1  agency  :  Compton  ' .  Pari  of  the  re- 

gional  advertising  for  tlii-  P&G  prod- 
ad  which  ma;  or  maj  nol  turn  out 

to  be  a  "sleeper  in  the  hoi  ra<  e 
has  been  cut-ins  on  the  "  elcome  Trav- 

eler 1  -Ihi\s  on  NBC  Radio. 

.">.  Latest  on  the  bandwagon  at  spon- 
sor's presstime  was  the  Pepsodenl  Di- 

vision ol  Levei  Bros,  which  began  an- 

nouncing anti-enzyme  qualities  !"i  its 
Chlorodenl  and  Pepsodenl  brands  dur- 

ing the  second  week  of  September. 
/.//\  Radio  Theatre  (CBS  Radio)  and 

heav)  >|int  radio  schedules  constitute 
the  air  campaign  for  Chlorodent, 

brand  launched  al  the  beginning  of  the 
chlorophyll  boom.  \ir  schedule  for 

Pepsodenl  and  Pepsodenl  chlorophyll 

includes  tr/fuir  Godfrey  Time  i('l!S 
Radio  and  l\  I,   trt  Linkletter's  House 

Party  (CBS  Radio  and  I  \      /;.<.•  I  on  n 
CBS     I  \  *     and    hew  \     ipol     1  adio -<  hedules. 

6,  <  Mini  .  0  unties  -till  to  be  heard 

from  in'  lude  su<  li  majoi  network  -^\- 

vei  1  isei  -  .1-  1  •  ■!  1 1  •  -  agency:  I  <•<! 
Bates  &  1  ...  I,  \\  hitehall  Pharmai  il 

ency :  Biow).  Colgate  is  known  to 

have  an  anti-enzyme  formula  in  tin- 
works,  partiall)  developed  in  it-  own 
labs  and  partiall)  based  on  resean  K  al 

Northwestern    I  ..    as    was    Lambert's 

round-up 

\nti/\  me.  \\  hitehall,  a.  ording  to 

dm-  ti ade  -  uttlebutt,  ma)  Boon  launi  li 

its  own  anti-enzyme  products  or  add 

an  enz)  mi-  inhibitoi  to  KoK  nos. 

Spot:  I  In1  national  air  advertising  al 
I."  al  level  of  the  toothpaste  leaders 

closel)    follow-  the  lines  laid  down  in 

network    airsidlin:j.    a-    lai    a-   <  ojn     i- 
concerned.  The  air  vehicles,  however, 

\  .11  \  considei  abl) .   Foi  example: 

I.  Lambert  1  agenc) :  I. ami.. 'it  \ 
Feasley )  has  been  using  -pot  l.ro.id- 
casting  Lm    Vntizyme  since  20   August; 

it  I. inn.  hed  tl"   ipot  d rivet     radii 

l\  1   witli  heav)  announcement  sched- 
III.  -      III      I  \         •   li-       Hid      ̂ .lll      I  ) 

—  iii- e  then   othei  areas  have  !■■ 

•  1.  d  w  ith  ipot.     \-  '  ■■!  ild   Blake   1 1. 
■iii  S  I  eaalej  \  .p.,  told  spon 

"\\  e're  n-in.  0  zie  &   Harru  t  as  out 

base  and  adding  -|i<.t  impact  where  we 
tliink  it  will  do  the  most  good  01  where 

the  ■  ompetition  is  hea>  test. 

2.    Bloi  k   I  )i  ug  1-  using  a  -  hedule 

ipot   1  adio  and    I  \    annoum  ements 
foi  anti-enz)  me    Vmm  i-dent,  but  only 
in  maj oi  markets.    Foi  the  mosl  part, 

these    annoum  ements    are    "teamed 
with  lull  .  1  ■'   newspaper  ads,  with  the 
.iii    media    delh ei ing    reminder   •  op\ 

while  the  newspaper  ^>\~  spell  oul  the 
complete  produi  t  story.  I  bis  1  amp 

began  soon   iftei  Block's  first  1  'ij  news- 
papei  Bplash  I  in  some  251 1-  II K)  papi on  -I    Vugust 

'..  Bristol-Myers  I  agem  j  :  Doherty, 
Clifford,  Steers  &  Shenfield),  which 

sponsors  hillbill)  radio  music  shows 
in  some  35  areas  across  the  1  ountr) . 

shifted  ovei  to  plugging  the  anti-en- 
zyme fpana  on  these  programs  on  29 

Vugust.  Shows  include  su<  li  nation- 1  /'/<  i/w  turn  to  page  108) 

Amm-i-dent 
Anti-enzyme     properties 

of    both    plain    and    green 

Amm-i-dent    arc    sold    with 

four   network    shows — two 

TV,    two    radio:    ''Danger" 

on    CBS   TV,    "Name   the 

Tune"  on  NBC  TV;  Gabriel 
Heatter  on  MBS,  Cecil  Bro 

on    Don    Lee.     Spot    radio 

and   TV   also   being    usid 

Pepsodent 
Pcpsodcnt    Div.    of    Lever 
Bros,    began    announcing 

anti-enzyme    for    Chlorodent 

and    Pepsodent    via    "Lux 
Thcat-c,"   CBS    Radio;    "Ar- 

thur  Godfrey    Time,"    and 
"Art    Linklctter    House    Par- 

ty," both  CBS  Radio,  TV, 

"Big   Town,"   CBS   TV,   and 

heavy  spot  radio  schedules 
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Color  TV:  what  you  can  do  now 
Color  TV  is  on  its  way.    Here  are  some  specific  tips  on  how  to  become  color- 

conscious,  start  you  working  on  the  practical  problems  right  now 

^  olor  I  \  is  turning  some  admen 
blue. 

But  it  needn't. 
\\  nether  color  TV  is  commercial  b\ 

Christmas  or  comes  in  with  the  robins 

next  spring,  it's  certain  that  it  will 
grow  to  important  stature  in  a  few 

years.  Meanwhile  here's  what  you  can 
do  now  as  an  alert  advertising  man  to 

prepare  painlessl)  for  tbe  great  day 
when  natural  color  plus  sound  and 
motion  is  turned  loose  on  the  Ameri- 

can consumer. 
SPONSOR  asked  dozens  of  network. 

agen<\  and  advertiser  executives  for 

suggestions.  Interest  in  color  was  in- 
tense but  most  sources  had  more  ques- 

tions than  information.  The  best 

sources  turned  out  to  be  networks  and 

a  few  key  agency  men  whose  sizable 

accounts  had  won  them  a  bid  to  par- 
ticipate in  network  color  tests.  From 

these  color  initiates  sponsor  was  able 

to  compile  this  list  of  tips: 

J.  The  big  problem  in  creating  color 
commercials,  whether  film  or  live,  will 

be  how  to  use  color  intelligently.  Many 

advertisers  will  be  impelled  to  splash 

color  like  three-year-olds  loose  in  a 

finger-painting  class.  Remember  that 
color  should  be  handled  as  a  tool 

rather  than  as  a  weapon.  If  you  can 

afford  it.  make  several  of  your  current 

Closed  circuit  tests  of  color  TV   by  NBC  point  up  naturalness  of  tones.    Agencies  are  concerned 
about  rendition  of  existing  color  films  which  exaggerate  hues.    Engineers  claim   fears  groundless 

commercials  in  color.  They'll  repro- 
duce as  well,  or  better,  on  black-and- 

white  TV  as  commercials  in  black-and- 
white  film.  And  making  them  will  help 

i_ri\e  you  the  feel  of  color.  If  you  aren't 
ready  to  start  shooting  test  films  in 
color  now.  here  are  some  alternate 

suggestions. 
A.  Have  some  color  stills  taken  on 

the  set  the  next  time  you  rehearse  your 

commercial  I  film  or  live  I.  Studving 

stills  will  give  you  the  feel  of  thinking 
in  terms  of  color. 

B.  Look  at  color  movies  which  may 

already  have  been  made  for  your  com- 

pany. Main  firms  have  30-minute  color 
movies  fer  circulation  to  schools  and 

colleges.  And  many  use  short  film 
commercials  for  showing  in  theatres 
(most  of  these  in  color).  Studving 

these  films  with  an  eye  to  color  TV 

possibilities  will  equip  vou  in  advance 
for  smoother  color  TV  production. 

2.  Take  a  good  look  at  your  pack- 
age and/or  trademark.  Does  it  make 

the  most  effective  use  of  color  in  its 

design?  Is  it  simple  vet  individual? 
Does  it  contain  some  character  or  fea- 

ture which  might  be  made  to  come  to 

life  on  a  video  screen?  Now's  the  time 
to  start  working  on  improvements.  It 

will  probably  be  a  few  years  before 
large  segments  of  the  public  get  to  see 

your  product  on  color  TV,  but  vou'll 
be  better  off  if  you  have  begun  to  es- 

tablish your  modified  package  by  that 

time  instead  of  having  to  make  a  sud- den change. 

3.  Don't  pass  up  an  opportunity  to 
work  with  the  networks.  Thev  are  busy 

organizing  clinics  for  advertisers,  but 
so  far  because  of  limited  facilities  NBC 

has  had  to  set  up  these  sessions  on  a 

one-agency-per-clinic  basis.  CBS  will 
start  its  indoctrinations  in  October. 

Naturally  the  agencies  getting  the  first 

invitations  are  those  currentlv   spend- 

status    report 
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Clinics  for  advertisers   are   being   organized    by   network   color   experts. 

Typical  session,   shown   above,   includes  Wm.   Esry's   Radio-TV  V.P.   Ken- 

dall  Foster;    NBC   scenery  expert   Norman   Grant;    NBC   Color   Coordi- 
nator Barry  Wood,   and   NBC  Art   Director   Richard   Day.   making   plans 

in»  the  most  monej  with  the  networks. 

I'hesc  fortunate  ones  are  given  an  op- 
portunity to  tr\  their  commercials  in 

color  via  closed  circuit.  \-  more  fa- 

cilities become  available  it  is  probable 

that  the  networks  will  extend  this  op- 

portunity to  smaller  agencies  and  ad- 
vertisers. 

/.  Keep  posted  on  developments  in 
color  film.  \  prevalent  tear  among 

agencymen  (which  the  network  people 
do  not  share  i  is  that  existing  color 

film  will  not  transmit  properl)  on  coloi 
l\.  The  lush,  somewhat  exaggerated 
hues  of  most  motion  picture  culm  film 
differ  from  the  warm,  realistic  toni  - 

the  proposed  color  system.  Network 

engineers  seem  to  believe  that  the  so- 

lution will  come  with  the  development 
of  a  good  35  mm.  color  film  scanner: 
the  ](>  mm.  scanner-  now  used  are  not 

completely  satisfactory.  (The  scanner 
is  the  device  which  accepts  the  picture 

from  a  projector,  converts  it  into  tele- 
vision terms,  and  passes  it  on  to  the 

imase-orthicon  tube  for  transmission,  i 

\  lew  c)  ni<  al  agero  \  people  have 

opined  thai  network  development  of  a 

scannei  has  I  igged  because  the  net- 
work- have  an  i  conoraic  -take  in  live 

tele,  asting  rathei  than  film.  This  opin- 

ion seems  negated  l>\  the  fact  that  i  om- 

petition  between  equipment  manufac- 
turer- i-  fierce  and  a  host  id  companies 

in'  hiding  RC  \.  Philco,  Du  Monl  I  are 
i    t"    eel    there    fustesl    with    the 

mostest.   None  i  an  afford  t"  hold  back. 

5.  Keep  ,in  eye  '>n  NBC's  premiere 
•  oloi  productions  latei  this  j ear.  It 
u  ill  be  an  opportunity  t"  chei  k  costs 

of  live  <  "l"i  production  against  exist- 

ing monochrome  -h<>\\  i  osts. 
(>.  i  .et  .ill  the  infoi  mation  a\  ailable 

<>n  developments  su<  h  as  these : 

Color  clinics.  Starting  last  month. 
i  Please  turn  to  pagt    7(  i 

Tips    gathered    from    ii«'liror/»    niirf    agenrg    color    specialists 

1.  Don't  g   erboard.    For  maximum  ■  'or  must  be  used  intelligent- 
ly.    Temptation    to                        oloT    must    he    curbed,    common    sense    must    prevail 

2.  Check    w>;/r  package  and  or  trademark.    It  it  :rel\    on  color 

/'/    rhe  time  t                     is  nmi    whil*    you  can  accustom  the  public  to  the  change 

It.    U  n!'  -  ol  color   film   on    Tl  .     ff  hcther  equipment  m    handle 
this   problem    will   be   of   great   dollars-and-  ern    t"    \  hi    in    future    ; 

I.  Keep  an  eye  <•"  the  upcoming   VjB(    "Premiere"  colorcasts  of  top-notch  shows 
starting    this    month.      Lessons    learned    here    can    be    of    great     value    to    you 

.■».   Don't   wait  too  long  -         <>ur  feet   wet."     /'    win    < an   afford  it  get  started 
on  at  least  'dor  film  commercials  so  as  to  be  ready  for  the  "new  medium" 

21    SEPTEMBER    1953         For  Boh  Foreman's  rfliiimciils   on   color   (c*J«»ri.«ion   see   page   .>  I 
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How  radio  and  IT 
ring  the  bell  for 

Switch  from  print-only  to  heavy 

air  use  helped  sales  zoom  500% Famous  radio  j'ngle  is  translated  into  puppet  dance  on  TV  Itid  show 

iwational  Shoes  ring  the  hell!" 
has  been  sung  over  radio  stations  in 
Greater  New  York  hundreds  of  times 

each  week  since  1940.  It  is  the  jingle 
that  has  helped  double  the  number  of 
National  Shoe  stores  and  multiplied 

the  Eastern  retail  chain's  sales  volume 
almost  five  times  in  the  past  13  years. 

In  1940  when  the  Emil  Mogul  Co., 
Inc.,  took  over  the  National  Shoes  ac- 

count, this  chain  of  retail  shoe  stores 

was  a  print-media-only  advertiser.  Af- 

ter studying  the  account's  problem. 
Emil  Mogul  suggested  a  complete  re- 

versal in  advertising  policy.  At  the 

agency's  recommendation  National 
Shoes  put  1009/  of  its  advertising  bud- 

get into  radio.     It  was  one  of  the  first 

shoe  chains  to  take  to  the  air. 

Reasoning  behind  National  Shoes' 
big  switch:  As  a  retail  chain  selling 
low-priced  shoes,  National  Shoes  want- 

ed to  reach  a  mass  audience  with  maxi- 
mum frequency. 

"That's  still  our  advertising  philos- 

oph)  today,"  adds  Milton  Guttenplan, executive  on  the  National  Shoes  ac- 
count. 

National  Shoes'  answer  to  its  need 
for  frequent  impact  on  a  large  family 
audience  is  a  combination  of  popular 
local  music  programing  and  a  he  vy 
schedule  of  announcements  throughout 

the  day.  The  chain's  roster  of  New 
York  stations  includes:  WNEW,  WINS. 
WMCA,  WOV.  WHOM.  WWRL. 

Four  Nat.ona  Shoes  partners  and  three  Mogul  execs,  responsible  for  National's  500%  sales 
increase  celebrate  opening  of  100th  store:  Fred  Siegel;  Emil  Mogul,  agency  pres.;  Louis  Fried 
pres.  of  Nat.onal;  Nat  Wildman,  Mogul  gen.  mgr.;  Milt  Guttenplan,  a/e;  Mac  Siegel-  Irv  Sicgei 

National's  approach  to  radio  adver- 
tising has  been  consistent  throughout 

the  past  13  \ears.  The  only  major 
changes  have  been  a  fivefold  increase 

in  money  appropriations  since  1940, 
and  the  addition  of  stations  particu- 

larly strong  in  special  group  appeal 
about  six  years  ago. 

National  Shoes"  program  hu\s  are 
invariably  10-  and  15-minute  segments 
of  popular  local  d.j.  programs.  Typi- 

cal example  is  the  firm's  segment  on Make  Believe  Ballroom.  WNEW,  Mon- 

days, Wednesdays,  Fridays  6:00-6:15 
p.m..  on  a  52-week  basis. 

On  foreign-language  and  Negro  pro- 
graming blocks.  National  Shoes  sticks 

to  the  15-minute  musical  program  pat- 
tern, also  usually  on  a  52-week  basis. 

National  s  announcements  are  sched- 

uled seasonally,  with  the  heaviest  con- 
centrations during  spring  and  fall. 

"W  e  use  literally  hundreds  of  an- 
nouncements a  week,"  says  Emil  Mo- 

gul Radio  and  TV  Director  Lew  Wex- 
ler.  "We  !>u\  mainly  into  the  7:00 
a.m.  to  7:00  p.m.  period,  though  we  do 

use  occasional  evening  adjacencies." 
National's  fall  spot  schedule  in  New 

"^ork  will  include  20  to  40  announce- 
ments weekly  on  each  of  its  six  sta- 

tions and  50  to  60  musical  programs 
a  week  I  either  10-  or  L5-minute),  on 
three   of   these   stations. 

[Please  turn  to  pazr  110  I 

case    history 
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How  94  agencies  evaluate  media 
Those  agencies  bill  8800  million  annually.    Part  10  of  SPONSOR'S  All- 

Media  Evaluation  Study  concludes  report  on  It.OOO-quesI  ionnaii -e  survey 

by  Ray  Lapica 

^■.gencies  arc  much  more  concerned  adverti  ers  and  94  agencies   replied.) 

with  media  evaluation  than  are  adver-  Agencies  arc  much  more  cautious  of 
tisers.   (Of  the  3,000  questionnaires  on  definitive  answers  in  media  evaluation 
media   evaluation   SPONSOR   mailed    t<>  than  advertisers  seem  to  he.    Reason: 

1,000  advertisers  and    1,000  agencies  possiblj    because   the)    work   with   far      sets  of  responses  to  its  20-question  me- 
last    February,    March   and    April.    72  more  products,  use  far  more  media  and      dia  questionnaire. 

have  succeeded  and   failed   with  more 
combinations   than   have   advertisers. 

I  hese  arc  onlj  two  "I  the  basic  dif- 
ferences sponsor  mi'  overed  in  the  two 

SPONSOR'S    All-Media    Advisory   Board 

George    J.    Abrams  ad  director,   Block  Drug  Co..  Jersey  City 
Vincent    R.    !2liss  executive  v.p.,   Earle  Ludgin  &  Co.,  Chicago 
Arlyn    E.    Cole  pres.,   Mac  Wilkins,  Cole  &  Weber,   Portland.  Ore. 
Dr.    Ernest    Dichter  pres.,   Inst,  for   Research  in   Mass  Motivations 
Stephens     Dietz       v.p.,  Hewitt,  Ogilvy,  Benson  &  Mather,  New  York 
Ben  R.  Donaldson        ad   &  sales   promotion   director,    Ford.    Dearborn 

21   SEPTEMBER   1953 

Marion    Harper    Jr.  president,   McCann-Erickson,   Inc.,   New  York 

Ralph  H.  Harrington  ad   mgr.,  Gen.  Ti-c   &   Rubber  Co.,  Akron 
Morris  L.  Hite  president,    Tracy-Locke    Co.,    Dallas 
J.    Ward    Maurer  ad    director,   Wildroot   Co.,    Buffalo 

Raymond  R.  Morgan  pres.,   Raymond   R.  Morgan   Co.,   Hollywood 
Henry  Schachtc  v.p.,   Sherman   &   Marquette,   New   York 
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Agencies   <*on.vi<f<*r   iiioi*<>   factors   thun  do   advertisers 

in  choosing  media,  SPO\SOR's  three-month  surrey  shows 

On  the  following  pages  \<>ull  find 
1(>  questions  and  answers  tabulated  in 

easy-to-read  form.  With  the  agency 

answer  to  each  question  you'll  see  the 
advertiser  answer  in  parentheses  so 

you  can  tell  at  a  glance  how  the  two 
differ  or  coincide.  The  similarity  in 

most  instances  i*  striking. 

The  91  agencies  responding  hilled 
an  estimated  $800  million  last  year 

i  roughl)  a  third  of  the  total  agency 
hillings  in  the  U.  S.).  Among  those 

returning  questionnaires  were  BBDO. 
McCann-Erickson,  Foote.  Cone  &  Beld- 

ing,  Cunningham  &  Walsh.  Ted  Bates. 
Kenyon  X.  Eckhardt,  Ruthraufi  &  Ryan 
and  Earle  Ludgin. 

Some  big  agencies  gave  sponsor 
valuable  data  on  media  evaluation  but 

begged  off  on  the  questionnaire  with 

the  plea.  "Too  tough. 
Of   the    aeencvmen    who    answered. 

J!(l'<  were  owner-,,  partners  or  senior 
officers.  \s  with  the  survej  of  adver- 

tisers last  issue,  much  personal  inter- 
viewing was  done  in  several  cities  to 

check  mailed  responses  and  obtain  ad- 
ditional   data. 

for  how  72  advertisers  spending 

over  $137  million  annuall)  evaluate 
media  see  SPONSOR,  7  September  L953, 

page  27.  What  SPONSOR  learned  from 

the  agency  response  is  summarized  be- 
low. Sixteen  questions  were  tabulated 

of  20  asked.  Of  those  missing,  two 
were  combine. I  with  two  others,  one 

did  not  apply  to  agencies  ( "\\  hat  prod- 

ucts do  you  sell?"  I  and  the  breakdown of  media    used    was   not   tabulable. 

Ten  of  the  questions  are  tabulated 

on  pages  44  through  47.  For  the  elev- 
enth through  sixteenth,  turn  to  page 

85.  For  text  of  the  questionnaire,  see 

sponsor.  9  February   1953.  pp.  P>7-89. 

\  concise  summar\  of  what  the  re- 
turns from  94  agencies  billing  over 

$800  million  a  \ear  revealed  to  SPON- 

SOR  follows: 

1.  Agencies  feel  they  ha\e  far  more 
to  do  with  media  selection  than  do 

their  advertiser  clients.  Account  exec- 

utixes  are  mentioned  in  i!2'/  of  the 
cases,  as  against  419?  I,ir  advertising 

managers.  I  But  the  ad  managers  them- 

selves said  they  decide  in  90'  f  of  the 
cases.  Possible  explanation  of  this 

discrepancy:  The  ad  manager  decides 
generally  what  type  of  media  will  be 
used — radio,  outdoor,  TV,  print.  But 

the  agency  picks  out  the  actual  sta- 
tions, newspapers  and  magazines. 

2.  As  with  advertisers,  agencies  con- 
sider the  market  i  who  buys!  and  how 

best  to  reach  it  as  the  most  important 

influence  in  deciding  which  medium 

to  use  in  a  campaign.  Fifty-six  per- 
cent listed  it  first.  Agencies  seem  to 

be  more  aware  of  the  importance  of 

presentations  by  media  salesmen.  One 

agency  listed  as  a  prime  media  influ- 

Here  are  the  16  questions  and  answers  based  on  94  questionnaires  returned 

Who  determines  the  medium  or  combi- 

nation of  media  to  he  usetl  in  a  campaign? 

AGENCY 

2.     What  influences  the  choice  of  medium 

or  combination  of  media  for  a  campaign? 
MEDIA    tNFLUENCES 

EXECUTIVE 

iccount   executive  ... 

Media  director    __ 

Plans   board 
I' resident 

Research   director 

Other' 
ADVERTISER  (CLIENT) 

NUMBER 
PERCENTt 

73 
82 (88) 45 

51 

(72) 
37 

12 

(21) 27 
30 (    9) 

7 8 HI) 
2 2 (       ) 

D 

37 
12 

(»o> 

33 

37 

(34) 28 
31 

(20) 
3 3 (    4) 
I f (    7) 
f I (    5) 
I I 

d») 

idvertising   managei 
Sales  manager 
President 
Hoard  of  directors 

Regional  manager 

Sales  ■•lull 
Other     I  mil    spei  lUcd  I 

are    higher    because    at    multiple    answers       Hsas<  i    on    89    re- 
i     in    parent!'  nse    to    same    question     (see     i 

i    ;   in.  ilia   .1.  'i    '      ex-v.p     'li 

Above  shows  both  advertisers  and  agencies  feol  account  exacutive 

has  most  to  do  with  media  selection  at  agency.  But  several  dis- 
crepancies are  seen  in  other  comparisons  of  answers.  Examples: 

Advertisers  feel  agency  president  has  much  less  to  do  with  media 

selection  than  agency  says  he  has;  agencies  disagree  with  ad  manag- 
ers over  how  much  voice  latter  have  in  choosing  media.  Possibly 

managers  allocate  budgets  but  leave  specific  media  choice  to  agency. 

FACTOR 

Market  and  how  best  to  reach             

If  ho  buys  and  how  best  to  reach      
Goals  of  campaign   ...   

Amount  of  appropriation       ,.     

Type  <H  cost  of  product        
Experience  with  medium      
Merchandising  &  promotion  by  medium 
Prestige            

Cost  per  M      _     
Recommendations  of   dealers,   etc   

Type  of  copy  used    

Time  &  space  salesmen's  talks  _ Experience  stories  in  trade  press   

Other* 

SO 

111 
41 

15 
14 
14 
12 

8 
7 
7 
5 
4 
3 
2 

50 
lit ir, 17 

10 
10 
in 
» 
8 
8 

6* 

4 
3 
2 

(45) (30) 

(43) 
(19) 
(12) 
(11) 
(  7) 

(  1) 

(10) 

(    1) 

7) 

) 

3) 

) 

I      il    1318)    exceeds  respond-:it-    [89]    bo  tuse     i    multiple   li>tir.u-   t"i    "firs!   <!i 

pondents.      Percent    In    parentheses    is    advertisers'    response     (see    ' 
September    1953   issuei.     (Includes   client's    wife    ill.    media    department    analysis    (1) 

Agencies  are  influenced  by  virtually  same  factors  in  media  selection 

as  advertisers,  as  above  table  shows.  Surprisingly  the  market  and 

how  best  to  reach  was  voted  "first"  by  both  groups  to  far  greater 
degree  than  product,  for  example.  Of  course  distinction  is  a 
fine  one:  Product  does  determine  market.  Another  difference  be- 

tween agency  and  advertiser  responses:  Former  give  more  weight 

to     time     and    space     salesmen's     presentations     than     do     advertisers. 
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3.      What  ifo  ijoh  leant  ta  hltOVC  atumt  a  mt'tl'urni  ht'l'avv  start'imf  a  va 

NUMBER- 

how  well  does  it  cover  the  mark
et? 

 
80 

does  it  reach  the  buyers  of  my  produ
ct?  

79 

how  does  it  rate  in  a  particular  market  against  other  media? 
 

68 

any  research  available  (or  where  do  i  get  my  facts  about  the  medium)?  60 

will  i  need  other  media  to  complete  the  covera
ge?  

57 

what  merchandising  or  product  cooperation  will  i  get  from  the  medium?  57 

what  is  the  medium's  prestige  or  quality?          56 
how  expensive  is  it?                         55 

which  of  my  competitors  is  using  it  now?  how  much?    51 

if  my  product  is  new,  has  this  medium  been  used  to  sell  a  similar  product?  46 

can  i  saturate  the  market  quickly?    36 

other;     3 

iiifiriif/ii. 

PERCENT' 
90  (89) 

89  (83) 
76  (54) 

67  (49) 

64  (47) 
64  (40) 

63  (38) 

62  (68) 

57  (35) 
52  (11) 

40  (23) 

3  (  3) 

•T>h»1  number  of  i  <i  multiple    i  -  I 
tlncludti   >>iie  i  -i>  h     t>nw>f   or   k  medium    itablltly 

Agencies  and  advertisers  agree  on  order  of  first  two  factors  the*  want 
to  know  about  medium  before  buying,  namely  coverage  of  market  and 

coverage    of    prospects.     But   agencies   don't    rank   cost    of   medium    as 

h'gh  as  do  advertisers,  not  only  because  they  don't  pay  bills  but  chief- 
ly because  »hey  know  cost  is  important  only  in  relation  to  sales.  On 

whole   agencies  want   to   know   more   about   media   than   do   advertise  s. 

ence:   "The  client's   wife." 
3.  Agencies  want  to  know  the  same 

things  about  a  medium  before  decid- 
ing on  a  campaign  as  the  advertisers: 

lai  How  well  does  it  cover  the  mar- 

ket'.'' ibi  Does  it  reach  the  Inner-  of 
my  product?  (c)  How  does  it  rate  in 

a  particular  market  against  other  me- 
dia? These  are  the  top  three  questions 

asked.  But  agencies  also  seem  to  con- 
sider more  factors. 

4.  Standard  Rate  &  Data  Sen  ice  is 

first  choice  for  media  data  for  51% 

of  agencies  responding  i  against  19^5 

of  the  advertisers  i .  Agencies  natural!) 
use  more  services  i  such  as  Starch,  sta- 

tion coverage  reports  i  since  thev  do 

the  actual  buying.  They  also  pa\ 
twice  as  much  attention  to  time  or 

space  reps. 

5.  Pulse  leads  the  list  of  air  mea- 

surement services  used  by  agencie- 
with  Hooper  second.  ARB  third  and 
Nielsen  fourth  I  Nielsen  was  first 

among  advertisers  I .  Starch  leads  the 

print  measurement  services.  i  Don't 
read  the  wrong  meaning  into  this: 

Pulse  offers  market-bv-market  ratings: 
Nielsen    has    national    ratines    and    i- 

mucfa  more  expensive.  Nielsen  can  <  :os1 

a  big  agenc)  118,000  a  year;  Pulse 
$2,700.) 

(>.  Agencies  are  far  more  critical  of 
information  sources  available  to  them 

than  are  advertisers.  Criticism  ranges 

from  "not  comparable,"  "incomplete," 

"not  explicit  or  precise  enough"  and 
"inaccurate"    to    "too    promotional," 
"dated."  "cost  too  much"  and  "too 

bulkx." 

7.  Agencies  consider  newspapers, 

magazines,  T\  and  radio — in  that  or- 
der—in connection  with  a  campaign. 

Advertisers  listed  radio  before  1\. 

with  magazinea  (in  first  position)  be- 

Fore  newspapers.  Bui  the  agencies,  like 

the  advertisers,  don't  think  of  just  one 
medium—  but  of  at  least  three  or  more 

as  "first"  when  planning  campaign 

strategy.  In  main  cases  the)  under- 

standably add:  "Depends  on  product." 
8.  The  agencies  sampled  obviousl) 

used    more    media    than    did    the    indi- 

>EXT  ISSUE:     "How    KUDO    evaluates 
.."    In    Ben    I  Hdent.     Irsisht 

into  how  top  (.'-  iks  at  media  pi'  I 

vidua!  advertisers  during  the  past  year. 

Onl)  difference  in  rank  of  media  used 
between  answer-  of  agencies  and  adver- 

tisers:  Latter  collective!)  rated  busi- 

ness paper-  higher  than  do  the  ;i 

< des.  Significantly,  l'i'»  of  the  agen- 
.  ies  responding  used  no  radio  last  \--.ir 
1 '>'<  used  m>  l\.  The  question  natu- 

ralK arises:  If  an  agenc)  ha-  no  -kill 

in  employing  a  particular  medium, 

won't  it  tend  to  push  it-  clients  into 
media  it  know-  something  about?  This 
i-  not  onl)    true  of  the  smaller  ageiN  \. 
but  often  of  the  larger  also. 

').  I  \  ha-  affei  ted  the  media-use 

pattern  of  agencies  and  advertisers 
alike  i  six  out  of  In  agencies  against 

fi\c  out  of  lo  advertisers).  One  com- 

ment from  a  •?">(>  million  agenc)  :  "  I  \ 

raised  hell  with  the  whole  thing."  The 
effect  of  T\  ha-  been  a-  follow-:  Seven 

out  of  Id  agen  ie-  cut  other  media, 
including  radio;  onl)  one  out  of  five 

advertisers  were  persuaded  to  expand 

their  budget  to  accommodate  I\.  In- 
terviews indicated  radio  invariabl)  wa- 

the  first  medium  to  be  cut. 

](».  Vgencies  use  -ales  result-.  t<~t- 
of  individual  markets  and  coupon  re- 
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Agencies  list  "best"  media  combinations 
&m    What  medium  or  media  combination  have  you 

found  most  effective  in  selling  your  products? 

MOST     EFFECTIVE    MEDIA 

RESPONDENTS  REASON     GIVEN 

TV 

Radio 2 
Business   papers I 

2   MEDIA RESPONDENTS 

Radio,    re>/spapers 

:t 

Radio,    TV 

•» 

TV,    ;nags 2 

Direct    mail 2 

TV,    newspapers f 

3    MEDIA  RESPONDENTS 

Radio,    TV,    newspapers  4 

Radi o,  newspapers,  mags 

Radio,   TV,   dir   mail  I 

Radio,  dir  mail,  bus  papers  I 

Radio    TV,   Sun   sup  I 

TV,  dir  mail,  newspapers  J 

TV,    newsp,    outdoor  I 

Newsp,   mags,   dir   mail  I 

4    MEDIA  RESPONDENTS 

Radio,  TV,  newps,  bus  prs      2 

Radio,  TV,  newsp,  mags 

Radio,  TV,  newsp,  dir  mail 

Newsp,    mags,    dir    mail, 

bus   papers 

5    MEDIA  RESPONDENTS 

Radio,  TV,  newsp,  mags, 
outdr  1 

Radio.  TV,  newsp,  outdr, 
dir    mail  I 

Radio,   TV,   newsp,    Sun 

sup,    comics  I 

Radio,   TV,    newsp,    mag, 

bus    pap  I 

RESPONDENTS 

Radio,  Tv,  newsp,  mag, 
dir  mail,  bus  paprs, 

wkly    papers 

RESPONDENTS 

Radio,  TV,  newsp,  mags, 
dir  mail,  bus  paps, 

wkly  paps,  export 

oubs,    ci 

:un    sup 

"Product   demonstration" 

"Powerful    sales    impression" 

"Sells    visually    &    audibly" 
"Lowest  cost" 

"Industrial    accounts' 

REASON    GIVEN 

"Low  cost,   wide   circulation" 

"Most    profitable" 
"Tests   showed    this    best" 

"Low   costs   per   person' 

"Dynamic    media" 

"Experience" 
"Combines   immediate    and 

long-term  effects" "Type  of  product'  (2) 

"Local  impact" 

REASON     GIVEN 

'Type    of    product" 
"Maximum    impact    per    $" 

"Product   recognition" 

"Hits    bulk    of    public" 
"Localized     impact" 

"Produces    mail-order    results' 

"Type    of    product" 
"Low    cost    per    contact" 

"High   consumer  impact" 

"Combined    impacts" 

"Plug    brand    acceptance" 

REASON     GIVEN 

"Sales    results" 

"Product   determines" 

REASON     GIVEN 

Greatest,    most   diversified 

coverage" 'Mass    media" 

'Sales  results" 
Must    satisfy    variety    of 

clients" 

REASON  GIVEN 

REASON  GIVEN 

Total    ni'lki    combinations:    J>;    listed    by    11    agci  i    94    respondents 
■nondents)  In    previous    i- 

Household    items 

Grocery   good: 

Retail   accounts 

Industrial 

Industrial     (I) 

PRODUCT 

Personal   use 

Household     supplies 

Industrial 

Consumer 

Industrial 

PRODUCT 

Consumer   items 

54    odv  it  of    re- 

Mori   advertisers  than  agencies   (75$    versus    14  enough   to  an 

this  question.    Reasons  for  ■■■  icy  responst  :    18  agencies  said  they  handle  va- 
riety  ■  tits  and  media  selection  depends  on  products  or  client*.    This  is  more  or 
less  tr\     of  all  agencies.    Abovi    shows,  however,  that  agencies  do  II. <    to  use  certain 

comb  ft    products.     Too   of t<n.    it's    habit,    not    result    of    testing. 
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turns  as  their  three  chief  methods  of 

determining  media  effectiveness.  Their 
answers  correspond  identically  with 
those  of  advertisers  so  far  as  order  is 

concerned.  But  they  use  each  type  of 
lest   more. 

11.  Onlj  12  df  23  agencies  which 
tested  different  media  in  different  cities 

were  ahle  to  determine  "who  won": TV  in  seven  case~.  radio  in  three,  news- 

papers in  one.  a  newspaper-radio  com- 
bination  in  one.  Eleven  agencies 

"couldn't  tell"  or  "cant  generalize." 
Since  agencies  test  only  for  clients, 

obviously  the  two  sets  of  answers  coin- 
cide, within  reason. 

12.  Agencies  have  had  no  more  suc- 

cess in  correlating  sales  and  advertis- 
ing media  used  than  advertisers  lor 

they  would  have  told  their  clients  I . 

Only  one-third  answering  have  estab- 
lished a  correlation  in  full,  another 

30'  (  in  part.  One  third  have  had  no 
success,  and  38  of  94  agencies,  or 

40'  i  .  failed  to  answer  this  challenging: 

question.  The  conclusion  seems  ines- 

capable: About  two-thirds  of  the  agen- 
cies don't  know  or  aren't  sure  which 

media  affect  sales.  I  One  agenevman 

told  sponsor:  4i0f  course  we'd  be  glad 
to  try  to  find  out.  But  will  the  client 

pay  for  it?'"  \ 

13.  Agencies  don't  seem  to  be  near- 
ly as  certain  as  their  clients  as  to  which 

medium  or  media  combination  is  most 

effective  for  certain  products.  Most  ad- 

vertisers 1 75'^  of  those  responding! 
felt  confident  enough  to  put  down  one 

or  more  media.  But  only  44' ',  of  the 
agencies  ventured  an  answer.  Eighteen 
of  those  who  waived  the  question 

said  product  or  client  determines  the 

choice.  In  both  cases — agencies  and 
advertisers  —  there  were  almost  as 

many  media  combinations  as  respoii- 
dents. 

14.  In  determining  cost-per- 1,000 
readers  and  listeners,  agencies  make 

the  same  ' 'mistake,"  if  it  can  be  called 
that,  as  do  advertisers:  Thev  use  ABC 

circulation  for  print  media  and  audi- 
ence measurement  or  rating  services 

for  radio  and  T\  .  Former  gives  "cost 

per  copy  circulated*  and  by  no  means 
cost  per  reader  of  an  ad.  Air  measure- 

ment services  give  cost  per  program 

listener  or  viewer  I  in  most  cases  i .  and 

this  corresponds  more  nearh  with  cost 

per  listener  or  viewer  of  your  com- 
mercial. 

However,   from   a  third  to  a   fourth 

of  the  agencies  use  Starch  or  Gallup  & 

Robinson   readership  ratings  to  deter- 
i  Please  turn  to  page  85) 
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>\iivh  sources  <(•»'<*  •/*"«  "the  »'»v<  hi*"  Win  data'.' 
SOURCES  FOR  MOST  MEDIA  DATA 

Only   those  listed  foi   first  position  were  tabulat 
SOURCES  MIMIII  l<  n  m  I  s  I 

mi m  i  m  /'  i ui  mi  \  / 
1/7  Ml  W  S 

iPERIl  M  I    ll  II II   Ml- hll  M 
,   SP  U  /    Kl  I'KI  "7  \  /   1771  A..S 
(£(  0R1>S,  /'//:  /MM 
<)////  A'  i  nil  H  U.I    Kl  POR1  S 

I  £   1/sA'UN  /     s/  «l  /<  /  S    [R4Tl.\GS) 
I  RSHIP  STt  /'//  S 

?<  //.  A\/>/  V.  A7    I/*/  «>////'  »//  /»//  S 
i/V  8i/<    f//m  i 

/A'  1/7    /'A7  v> 
1/  III    I'RoMiU  m\ 

R       lloir   0O   you    toil    niriiin    cllcrlirnicss'.' 

IS 
r,i 

( m 

20 
22 (  53  > 

22 
25 

r  tit) 

•j u 

•*•> 

(36) 

20 

•>  •* 

M/> 

i  i it. 
f!2J 

12 
12 

<     It) 
2 lo 

(  m 

i 1 (     > 
.» 

« (   «> 
1 I 

(    i, f I (   n 
I f 

(    i) f 1 t     ) 

(     mult 

Pepterob 

'■  pt  if!  on  S  RDS   as  th      'No 
III       III  III-'       Oil       li: 

OS    iniiili    ill  h  n  I  mil    tO    Hi'  ''  • 

print   mi  ilia   fax    moi  i    than  </"  a 

M.iMnttinnil^i:!1  t 

\hivh  iiicdiimi  is  firs!  choice  for  eampoiojt? 

FIRST    CHOICE    OF    MEDIUM 

MEDIUM  NUMBER  PERCENT* 

"I  RS 
,/  S 

«s  PAPERS 
M  III. 

S    PPLE\!E.\TS 

K)    PAPERS 

PI  HI. If   ITIONS 

I  INGl    tGE  I'KI  SS 

Hi 
."»."» 

(  Id) :i» 17 
1  lit) 

37 15 
1  28  > 

28 25 f  31 ) 

20 2  1 
( 28 ) 

If 13 (     7) 

10 
12 (l»> 

8 J 
(     •*>> I 

.» 
(     8) 

4 5 (     7) 
:» 

f 
(   :t) 

:» 

1 (   9) 

2 2 (    » ) 
1 I (      ) 

DUDiber   of  p                                        S3)  :  Baaed 
iliMir.      Parreol    lr    parentheses    Is    *.\\.- 

advertisers,  agencies   reversed  order  of    <  ■   and 
rs,  radio  and  TV.    Virtually  all  listed  more  than  Hum 

MEDIA    TESTS 

IIMINI.      Ml  t  MOO 

>  III  S  A7  SILTS 

II  S7     M  IKKI  I  ̂ i  ill  pf)\  s 

RATISG    SI  R\  U  I  S 
/  -/  mi  1 1  m  \i  mi  hi  i  i\  nn  1 1  ki  \  /  i  ////  s 
SI  Kl  I  )  S 
Kl  )  I  l>   Kl  SPO.\  SI 
i  \n kii  \<  i   1 1 it  \rs  tssi  ssmi  \i 
PI  Kl  H     Kl  SPONSl 

!»i\  T  TES1   OR    \n    /\^»/  R r.'i 

55 

.-,  i 

28 

2.1 

It 
7 
2 
2 

82 

82 

.">  7 

.'{.'{ 

Jit 
U 

it 

:i 

2 
« 

(7/J> 

<  15  J 

(  12  > 
(27) 

f     7> 

i  ) 

i  > 

t  -'> 

t  i 

iitn    affoinsi   anothi 

'.hi  in.     I  Hi- 

n 

9_     II*   i|»n   usvtl  \MWereni   in«*«fi«   in   tliiU'rent 

cities  (newspaper  in  «»i<*  tewns  r«*(io  station  in 

seeosufj  T1    in  thirtl).  what  was  the  resalt? 

RESULTS   OF   MEDIA  TESTS 

RESULTS  NUMBER  PERCENT- 

'  in  I  I >\  I    1 1  I  I  .  i    l\  I    Li  M  K  II  l/l 

/i    irt>\ 
k  ii>ii>  u n\ 
M  II  SP  in  RS  n  o\ 
\EWSPAPER-RADIO  COMBIh  lll<>\   :i<>\ 
Ml  HI  li    I  Ml    HI  I    I  I  I  \ 

I  I 
7 
2 
f 
I 

in 

28 
13 

I 
I 

(  10) 
(MS) (  7) 
(  7) 
(        > <i:t> 

'Rued  on   23   explanation*.     Perctnl    In    pari 

\  «i/. 

hi    /••  S  ''.'/.    ii"  ■  biggt  r    a- 

clined  if 

timing  ami  choici    of  <•  To  I    agency:    "( i,  U."    & 

round  job  ' '     Boston  agi  ncy).   "  (1)  TV, S 

as   TV   afiected   your   media    use   pattern? 

EFFECT  OF  TV 

YES 
NO 

'i  K  r*8  \(  \tBER  20 

t[VT  H2  /'AAV  h.  V T  21 
(.»!)*  f33J 

N"    [NSWER:  16:  PERCENT:   17   (IS) 

(pnation  In   those  answering  "yes'     I  16  "'   58  gave  explanations): 
EXPLANATION  NUMBER  PERCENT- 

THER  MIDI  I.  INCH  DING  K  IDlO:  26        72  ( r>  I ) 

'    >    t:\PA.\DF.l)    IU  DGET    TO     iCCOMMO- 

'     FIRST,    FILL    l\     II  ITU    K  WW     IND 

HH  KEI'l.  ICED  OR  (  I  T  I  SE  OF  RADIO; 
FOR  DEMONSTRATlOh    MERCHANDISE 

'lla«ixl  on  .'!>'.  explanations      fSomc  cut  othor  nv  lodsct. 

8 22  (17) :t 

i 

8  (     *) 
8  (21) 8  (  4) 

\\jm      Have  you  ever  established  a  correlation 
between   sales  antl  tttlvertisiny   media   used? 

SALES-MEDIA    CORRELATION 

I  ES 

l\    I'IRT 

\n 

\i>     IMff« 

NUMBER 

PERCENT- 

If) 
34    (24) 

17 

:io    <:i:i> 

20 

38    (  i:i) 

:tft 
.  ■    (..) 

*Rased    on    :>*    responding 

Only    one-third  which    i 
ing    ii  another    third    hu  S    rpris- 
ingly    high    pi 

• 

/    and 
advert  cap,  but  problem  should  h>  faced  xquarely. 

(Charts  II  to   IU  start  paye  «.>> 



f.     \<-ir   construction  permits* 

CITY   L  STATE 

BAY  CITY,  MICH. 

COLUMCUS,   GA. 

DES    MOINES,    IA. 

JACKSON,   MISS. 

MANCHESTER,   N.   H. 

PROVIDENCE,  R.   I. 

SWEETWATER,   TEX. 

WATERLOO,    IA. 

CALL 
LETTERS 

CHANNEL 
NO. DATE  OF 

GRANT 

ON-AIR 
TARGET POWER    IKWI" 

STATIONS 

VISUAL    |     AURALl      on  air 

SETS  IN 

MA>>KFTt 
(000) 

LICENSEE   &.    MANAGER 

5  2  Sep.  49  28.8  0  NFA 

WRBL-TV          4  26    Aug.  26.9  14.5  0  NFA 

WHO-TV          13  3  Sep.                                          316  158  0  NFA 

WRBC-TV          3  26   Aug.  100  50  1  NFA 

WMUR-TV        9  26   Aug.  148  89.1  0  NFA 

WPRO-TV        12  3  Sep.  316  158  1         1,000  VHF 

12  26   Aug.  2.95  1.48  0  NFA 

KWWL-TV        7  3  Sep.          50.1  25.1  0  NFA 

N^t   'astr-tn     Michigan Corp. 

Columbus    Bdestg.    Co 

Central    Bdestg.    Co. 

Lamar  Life  Bdestg.  Co. 

Radio    Voice    of    New 

Hampshire 
Cherry    &    Webb    Bdestg. 

Co. 

Texas   Telecasting 

Black    Hawk    Bdestg.    Co. 

RADIO 

REPl 

Holllnior 

Free    & 

Peters 

Branhan 
Weed 

Rayniee 

Hr-Hley. 

Reed 

ff.    I%ew  stations  on  air* 

i POWER 

(KW)" 

CALL             CHANNEL| 
LETTERS               NO. 

ON-AIR 
DATE 

NET 
AFFILIATION 

STNS. 

ON  AIR 

MARKETt 

(000) 

LICENSEE  &.  MANAGER 
CITY  &  STATE VISUAL AURAL REP 

ABILENE,  TEX. KRBC-TV 9 30  Aug. 29.5 
15.9 NBC,  ABC, 

DuM 
1 8 VHF Reporter    Bdestg.     Co. 

Howard    Barrett 

Pearsei 

BAKERSFIELD,    CAL. KAFY-TV 29 
24   Aug. 20.5 11 DuM  prima 

plus  other 
ry;  1 3 

3.5 
UHF 

Bakersfleld     Bdestg.     Cr 
Naum    Hcaly 

ForjM 

CHICO,   CAL. KHSL-TV 
12 

29   Aug. 12.28 6.14 CBS,    NBC 1 29 
VHF 

Golden   Empire  Bdestg. 

Co. 
M.    F.    Woodllng 

Grant 

COLUMBIA,  S    C. WNOK-TV 
67 

1   Sep. 
93.5 39.3 

CBS,    DuM 
2 31.5 

UHF 

Palmetto    Radio   Corp. 
H.    Moody    McElveen.    Jr. 

Rayraer 

MILWAUKEE,   WIS. WCAN-TV 

25 7  Sep. 
22 11 CBS   primary      2 

440 VHF 
Midwest    Bdestg.    Co. 
Alex     Rosenman Taylor 

MINNEAPOLIS,   MINN. 
WTCN-TV- 

11 
1   Sep. 

68.5 41.1 
ABC 

4 380 VHF Minnesota    TV    Public 
Service    Corp. 

Edward    G.    Smith 

Blair  TV 

PITTSBURGH,  PA. WENS 
16 

29   Aug. 200 
105 

ABC  basic- CBS 
3 

100 

UHF 

Telecasting   Co.  of   Pittsb. 
Larry    H.     Israel    &     Don 

Petry 

Faust,    co-managers 

PORTLAND,   ME. WPMT 53 30    Aug. 
10 

6 All  4 1 20 
UHF 

Portland     Telecasting 
Corp. 

Frank    S.     Hoy 

McKinnty 

QUINCY,  ILL. WGEM-TV 

10 4  Sep. 
316 

158 

ABC,    NBC 1 30 VHF Qulncy    Bdestg.    Co. 
Joseph    Bonansinga Walker 

ST.  PAUL,   MINN. 
wm;n-tvs 

11 
1   Sep. 

68.5 41.1 
ABC 

4 380 
VHF 

WMIN    Bdestg.    Co. 

N.    L.    Bentson Taylor 
WATERBURY,   CONN. WATR-TV 

53 10  Sep. 24.5 
12.5 

ABC,    DuM 2 

60 

UHF 

WATR.    Inc. 

Samuel     R.     Elman 
Rambtaa 

Iff.     1  title nda  to  previous  C.P.  listings 

Anchorage,    Alaska,    ch.    II,    call    assigned,    KTVA 

Boston,   Mass.,  ch.  50.  new  call  WBOS-TV    (former- 
ly WSTB-TV) 

Bufte.    Mont.,    KOPR-TV,    ch.    4,    nafl    rep    Holling- bery 

Butte,    Mont.,    KXLF-TV,   ch.  6,    nat'l   rep,   Walker 
Cedar  Rapids,  la.,  ch.  9,  gen.  mgr.,  Frank  D.  Rubel; 

nafl  rep,  H-R  TV 

Fairbanks,    Alaska,    ch.    2,    call    assigned    KFIF 

Fresno,   Cal.,    KJEO,   ch    47,    nat'l    rep   Hollingbery 

Hannibal,  Mo.,  KHQA-TV,  ch.  7,  nat'l  rep  Weed  TV 
Kalamazoo,  Mich.,  WKMI-TV,  ch.  36,  C.P.  cancelled 

12    Aug.     53 

Knoxville,   Tenn.,   ch.   26,   new  call,   WTSK    (formerly 
WCEE-TV) 

Portland,    Ore.,    ch.   6,    call    assigned,    KOIN-TV 

These  changes  nnii  additions  iimy  be  filled   in  on  original  chart  of  post-freeze   C.P.'s  appearing   in    sponsor's   9   February    issue   and  in    issues   thereafter 

Sandusky,  0.,  WLEC-TY,  ch.  42,  C.P.  cancelled  25 

Aug.   '53 

Spartanburg,  S.  C,  ch.    17,  call  assigned,  WSCV 
Tucson,    Ariz.,    KCNA-TV,    ch.   9,    C.P.   cancelled  J 

Sep.   '53 

Waterloo,   Ind.,  WIN-T,  ch.    15,  new  target    15  D«: 

'53 

Wichita    

Falls,   

Tex..    

KTVW,   

ch.   
22,   

C.P.  
eancell»d 

28  July 

n  o  V    CPflRF 

Total    I  '.$.    stations    on    air, 
inct.    Horn. lulu     ill     Si  p 

\o.   of   markets    covered 

231 

15  .l 

JUA    otUnt 
\o.  oi  grantees  on  air  ...  .   

.Vo.  of  post-freeze  CP's  grant- ed   (excluding  18  educational 

grants;    11   Sep.  '53) 

124 

131 

A'o.  of  TV  homes  in  U.S.   (1 

Aug.  '53)      24,895,0001 
Percent    of    all    U.S.    homes 
with  TV  sets  (1  Aug.  '53)                 55.3% § 

■Bout  new  C.P.'l  and  stations  going  on  the  air  listed  here  are  those  which  occurred  between 
SI  Aui  i  which  Information  could  he  nntnlneci  I 
considered  to  be  on  Uic  air  when  commercial  operation  starts.  "Power  of  C.P.'s  Is  that  recorded 
tn  FCC  applications  and  amendments  of  Individual  grantees,  tlnformatlon  on  the  number  of  sets 
In   markets   irbi  (mated    as   belie    from    NBC    Research  I    estimates    from    the 
atatlons   or    reps    and    niu>l    be    doomed    approximate.     {Data    from    NBC    Research    and    Planning. 

Percentages  on  homes  with  sets  and  homes  in  TV  coverage  nrias  are  considered  approximate.  fU 
most  rases,  the  representative  of  a  radio  station  which  is  granted  a  C.P.  also  represents  the  ne» 
TV  operation.  Sinre  at  presstime  It  Is  generally  too  early  to  confirm  TV  representations  of  molt 
grantees,  SPONSOR  lists  t lie  reps  M  the  radio  stations  in  this  column  (when  a  radio  station  hu 

•  ■  I  \  gra  I  '  -  \VT<  N  TV  and  WMIN  TV  op. -rate  un  a  share  time  na>is  NTA 
No    Oku-.  ..i    presstime    on    nuniher    of    sets    in    market. 
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IN   SAN   FRANCISCO  TELEVISION 

HIGH  KRON-TV,  since  February  14,  1953  has  operated  at 
HIGHEST  legal  power  on  its  favorable  Channel  4. 

HIGH  KRON-TV  telecasts  from  the  HIGHEST  antenna  in  the 

San  Francisco-Oakland  area. 

HIGH  KRON-TV  reaches  the  HIGHEST  share  of  the  Bay  Area 

and  Northern  California  viewing  audience  —  June  Tele- 

pulse  shows  KRON-TV  leads  in  1  8  of  the  21  morning, 
afternoon  and  evening  segments  of  the  week. 

HIGH  KRON-TV  programs  — NBC  Network,  Local  and  Syndi- 
cated are  HIGHEST  in  total  June  Telepulse  ratings.  Nine 

of  the  "Top  Fifteen"  are  KRON-TV  features  — 50% 
more  than  the  other  two  stations  combined. 

LOW  KRON-TV,  Channel  4,  operates  on  the  LOWEST  fre- 

quency in  the  Bay  Area  —  insuring  a  stronger  signal  over 

a  greater  area. 

LOW  It  all  adds  up  to  the  fact  that  KRON-TV  gives  the  adver- 
tiser the  LOWEST  average  cost  per  results. 
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Rank      Past' now       rank 

« 

Top    JO  shows  in    10  or  more  markets*  * 
Period:    1-7  August    7953 

TITLE,    SYNDICATOR,    PRODUCER.    SHOW    TYPE 

Favorite  Story.  Ziv  (D) 

Boston  Blackie,  Ziv  (M) 

Cisco  Kid,  Ziv   (W) 

Liberace,     Snader,  Guild   Films  Co.   (Mu) 

flopafong  Cassidtj,  NBC  Film  (W) 

Foreign  Intrigue,  JWT,  Shel.  Reynolds  (A) 

Kit  Carson,  MCA,  Revue  Prod.  (W) 

Wild  Bill  HicUok,  W.  Broidy  (W) 

Superman.  MPTV,   R.  Maxwell   (K) 

Average rating 

21. 1 

20.:i 

1.9.6 

in. i 

n. n 

17.1 

Hi.  I 

!.->.* 
13.8 

7-STATION 

MARKETS 

N.Y. 

LA. 

8.7 
6.9 

unlit 
10 :30pm 

kttv 

S  :00pm 

7.2 

9.5 

wabd 
9 :30pm 

knbh 8  00pm 

8.9 

9.5 

wnbl 6:00pm 

keca  tv 

7:00pm 

7.9 
70.5 

wnbt 
10:00pm 

klac-tv 

7  30pm 

72.2 9.7 wnbl 
i:  :;ii|.in 

kttv 

7  :00pm 

74.5 72.5 
wnbt 

10:30pm knbh 10:30pm 

70.7 

keca-tv 

7  :30pm 

6.4 

8.5 
wabd 

7  :00pm 

ktla 

G  :00pm 

6.5     70.4 

wabc-tv 

>>  :15pm 

keea-tv 

8:30pm 

4-STATI0H 

MARKETS 

Chl. 
Wash. 

74.4 73.0 

ubbm-tv 

9:30pm 

utop-tv 

i"  30pm 

76.4 

77.0 

wgn-tv 

9:30pm 

RTtOP-tV 

8 :30pm 

9.8 

9.6 

wbkb 
3:00pm 

unbw 

-   30pra 

70.4 

7.4 
wgn-tv 
9  30pm 

irttg 

10.00pm 

70.4 

wmal-tv 

B  00pm 

7  7.2 
75.6 

wnbfl. 

0  'ill), ni 

wnbw 
10:30pm 

8.6 wbkb 2:30pm 

7.8 
7  7.2 

wbkb 
1 :30pm 

wtop-tv 

1:00pm 

7  7.0        7.8 
wbkb r  :30pm 

wnial-tv 

6 :00pm 

3-STATI0N    MARKE 

Atlanta       Bait. Cine.         Clrve.    Columbus 73.3 

uhal-iv 

10:30pm 
73.8     79.0 

.'  cpo-ti      tvews 

8:30pm    10:30pm 

7  7.3    25.0 

23.3 

wbal-tv 

10:30pm 

wlw-t 

•30pm 

wbns-1 

8:30pi 

73.3    20.3     79.3      77.0 

wbal-tv 

7:00pm 

wepo  tv     wnbk 5:00pm    6:00pm 

wbns- 

7  OOpi 

73.8 
9.8 

wbal-tv 

10 :30pm 

wbns-tv 

:  :00pm 

77.8 
72.3 77.0 

5'. 

wbal-tv 

6  30pm 

wnbk 
6:00pm 

wbns-tv 12:00n 78.3 

20.5 

wkre-tv 

it  :30pm 
wews 10:00pm 

1 
73.8 

7.5 

9.3 79.3 

wlw-a 

6:30pm 

wmar-tv 

6:00pm wnbk 
6:00pm 

wbn«  -  tv 

6  :30pm 

»1 74.8 77.3 7  7.5 
70.8 

79.8 

<• 

wsb-tv 

5  :30pm 

wbal-tv 

7 :00pm 

wkre-tv 

5  :30pm 

wnbk 

i;  00pm 

wbns-lv 

6:00pm 

• 

8.0     10.5     70.5     7  7.3      72.8      3 

wsb-tv 

5:30pm 

wbal-tv 

7:00pm 

ukiv-tv 

5 :30pm 

wnbk 6:00pm 

wbns-tv 

6 :00pm 

Rank 

now 

« 

Past' 

rank 
Top    10    shows   in    4    to   9    markets* 

City  Deteetire,   MCA,  Revue  Prod.  (D) 

Orient  Express.    PSI-TV,  Inc.  (A) 

Range  Riders,  CBS  Film,  Flying  "A"  (W) 

4   I  3 nanh  McCtine,  Video    Pictures    (C) 

Doug.  Fairbanks  Presents,  NBC  Film  (D) 

U Heart  of  the  City,  United  TV  Programs  (D) 

7      7 
Xhbott  &  Costello,  MCA,  TCA  (C) 

Dangerous   Assignment,   NBC  Film  (A) 

March  of  Time,  March  of  Time  (Doc.) 

10  Into    the    Wight,    Sterling  Television    (M) 

23.fi 

22.fi 

20.2 

20.0 

m.  i 

17.4 

16.3 

l«.2 

15.8 

1-1.5 

7.4 

knbh 10:30pm 

3.5 

keca-tv 

8:30pm 

6.5 knxt 

7:00pm 

2.2 

klac-tv 

7 :00pm 

70.5 
wnbt 

10:30pm 

4.7 

kttv 
10:30pm 

7.9 
kttv 

7  :30pm 

4.0 70.2 

wor-tt 

  i   

knbh 

lo:-inr,m 

3.2 5.2 

u  nbl 

:  00pm km 

7  :30pm 

8.2 

wbkb 

5 :00pm 

7.8     12.8 
wgn-tv    wtop-tv 

9:30pm    10:30pm 

4.2 wbkb 

:■  L5pm 

9.8       3.8 

wbkb       wnbw 
9:?0pm    10:30pm 
9.8 

wbkb 9:30pm 

73.3 

wsb-tv 

10:30pm 

73.8 

wnbk 

10:30pm 

7  7.5 

wlw-c 

8 :30pm 

8.8 

wsh  tv 

5:30pm 

74.3 

wbal-tv 
10:30pm 

7 

10::  i 

70.3 

wnbk 10:30pm 

73.8       70.0 

wewfl      wbns-tv 9:00pm     10:30pm 

7  7.5 
wnbk 10:00pm 

wjb 

10:31- 

x  D                                   (K)   kid  show: 
lw)  Western;  (M)  mysi            U                   Fill  ,  net*    broad- 

The  avera  elel                         ■:    in.li- 

vblual   market   ratin,  .-,.   nim   net   broadcast    In   this   markel    u 

of  1-7  August  1953.  While  net' 
markets  in  which  they  run.  tins  1 
be  borne  in  mind  when  analyzing 

to  last  month's  .hart.    Shows  plaj 

>ik  -l:ows  are  fairly  stable  from  one  month  to  *n 

s  true  to  much  lesser  extent  with  syndicated  shows  ■ 
rating  trends  from  one  month  to  another  in  title  cH 

ing  only  few  of  thtse  markets  are  not  fully  reflect- B 

50 A  new  chart  will  appear  in  the  79  October  issue SPONSOR 



>l  "
■ 

STATION     MARKETS 

B«t      Otytan       Mplt 

78.5 25.3 

11  OOpi i 

18    22.8 18.8 25.3 

Mpm    T  OOptn 

i.  in,,  n 

|    CH.,„„ 

25     75  5 79.3 

kilo  ti 

27.0 

9.8 20.0 
wbi  It 

11  Mam 7  :00pm 

79  3 24  3 

■ta  iv k«tn  it 
I  :n>tini 

3 7  7  S 75.5 

m 
wn«*-  tv 
6  Mpa 5  00pm 

3 9.8 8  3 78.3 

m 
wntr-tr 
I  Mpm 

itlwd 
5. 00pm 

«m)-lv 
7    lH;nn 

.8     70.3       6.8       8.5 

I  If     wuc-tr      wlw-d      WCCO-tT 
■inn     5:00pm     5:00pm 

I   STATION 

Buffalo      N..   Or. 

MARKETS 

Se»ttl«     St    lonl. 

49.0     37.8     45  0 

49.0 39.0 
I   pm 

380    27.5 39.8 28.5 

uil.ll     ll » 

53.2 42.5 

25.5     36.0     37.3     27.5 
when   *\     w.Uu    I. 
11:30am 

7  00pm 

22.5 

37.0    20.8     30.0 ■_•  00pm 

9  OOpn 

L'  BOpm 

24.0    40.0     27.3     24.0 

1  in'mn 11  OOn 

38.5     25.5     27.5     25.5 
\ttim  ii    irdtu  ii 
'00pm     G  00pm 

knii   n 
:.  00pm 

solid  south:  1953  style 
The  changing  skyline  of  today's  mid-South  is  a  happy  sight 
for  any  advertiser  who  wants  to  harness  the  real  sales  power 

of  television. 

20.0 

wbi  tv 

•8 

75.5 

wbl-tv 
in  10pm 

1.0 

■\>m 

6.0     70.0 

mtf    \vruc-tv 
'pm    6 :30pm 

6.3 

- 

26.8 

weco-tr I  OOpn 

30.8 

kltp-t« 8 :30pm 

20.3 

I 

77.0 

kstri-K 10:30pm 

46.0     40.5 
wh.'tl    tv 

in  30pm   10-OOpm 

53.5 47.5 

*  Itu  tl • 
klne-iv 

42.0 
32  0 

u  bo  'i krnft-tv 

420 

klns-tv 
S  :30pm 

47.0 

10:00pm 

2/.0     46.5 
wben-tv    n  uni  ll 
11:30pm  10:00pm 

43.8 

klmt-lr 9:30pm 

42.8 

kine-tv 

52.5 

wben-tv 
B  30|  m 

indicated    >h'«  ̂     were    being 
Offl'ulsc     1   7     August      l!'";;.       tPrcv 
■  Ire    not    runkeil    by    SPONSOR 
I  On  one  to   10   In   this   ehart. 

■Down    ii1    10    or    nn  re    I  i  I 
ihom    tr     four    to     nine 

Krvm     now    oo    they    will     be 

Throughout  29  high  income  counties  in  our  pivot  of  the 

Piedmont,  more  and  more  TV  homes  have  their  antennas  set 

for    Channel    2-WFMY-TV. 

It's  a  solid  array  of  selling  potential  —  compounded  of  the  most 
progressive  families  in  an  area  with  nearly  $1,500,000,000 

buying  power. 

WFMY-TV  is  their  television  station  .   .   .  the  daily  habit, 

welcomed,  watched  and  believed  in  homes  where  the  most 

buying  is  done.  And,  significantly,  where  real  selling 

opportunities  exist  for  you  —  when  your  message  is  solidly 

delivered  by  WFMY-TV! 

wfmy-tv 
Basic  CBS  Affiliate -Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington.  Righter  &  Parsons,  Inc. 

New  York— Chicago  — San  Francisco 
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//A 
EAST, 

?€de 

SOUTHEAST 

WBZ-WBZA 
WGR 

KYW 
KDKA 
WFBL 

tt^  SPOT  RADIO 
Boston-Springfield 
Buffalo 
Philadelphia 
Pittsburgh 

Syracuse 

XBC 

CBS XBC 
XBC 
CBS 

wcsc Charleston,  S.  C. CBS 
WIST Charlotte MBS 
WIS 

Columbia,  S.  C. XBC 
WGH 

Xorfolk-Xewport  Xews 
ABC 

WPTF 
Raleigh-Durham 

XBC WDBJ 

Roanoke CBS 

MIDWEST,  SOUTHWEST 
WHO Des  Moines 

XBC 

woe Davenport XBC 
WDSM 

Duluth-Superior 
ABC 

WDAY 
Fargo 

XBC 

WOWO Fort  Wayne XBC 
WIRE Indianapolis XBC 

KMBC-KFRM 
Kansas  City 

CBS WAVE Louisville XBC 

KFAB Omaha CBS 
WMBD Peoria 

CBS 
KSD St.  Louis XBC 

KFDM 

KRIS 
WBAP 

KXYZ 
KTSA 

MOUNTAIN  AND  WEST 
KDSH 

KVOD 

KGMB-KHBC 
KEX 
KIRO 

Beaumont 

Corpus  Christi 
Ft.  Worth-Dallas 
Houston 

San  Antonio 

Boise 

Denver 

Honolulu-Hilo 
Portland,  Ore. 

Seattle 

ABC 

XBC 
XBC-ABC 

ABC 

CBS 

CBS ABC 

CBS 
ABC 

CBS 

50,000 

5,000 50,000 

50,000 

5,000 

5,000 

5,000 
5,000 
5,000 50,000 

5,000 

50,000 

5,000 
5,000 
5,000 10,000 

5,000 

5,000 
5,000 50,000 

5,000 

5,000 

5,000 1,000 
50,000 

5,000 

5,000 

5,000 

5,000 
5,000 

50,000 
50,000 

l*tf>8tfri<ftg<ftM>g*ft8<ftaii«^^ 



) "Choice  of  Time— 

Your  Own  Choice!" 
by  HAL  HOAG 

V.  P.  iititl  H"« \tcrn  Manager 

If  von  believe  that  skillful  timing  lias  anything  to  do 

with  the  success  of  advertising,  you  automatical!) 

believe  in  Spot  Radio. 

National  Spot  can  beat  the  clock  and  the  calendar 

every  day  of  the  year.  It  defeats  the  nation's  four 
time  zones.  It  enables  you  to  reach  your  best  pros- 

pects at  the  best  time  prior  to  their  average  time-of- 

buying  for  your  product,  whether  that  time  is  seasonal, 

weekly  or  daily.  With  Spot  Radio  you  can  also  air 

your  programs  or  announcements  at  periods  of 

highest  listenership  —  which  may  vary  all  over  the 
clock  in  different  cities  and  even  on  different  stations 

in  the  same  city.  .  . 

Choice  of  Time  is  only  one  of  seven  basic  advantages 

of  Spot  Radio.  Perhaps  it's  time  right  now  for 
you  to  consider  some  Spot  on  the  top  stations  listed 
at  the  left. 

1  CHOICE  OF  MARKETS 

2  CHOICE  OF  STATIONS 

3  CHOICE  OF  TIME 

4  CHOICE  OF  PROGRAMS 

5  CHOICE  OF  AUDIENCES 

6  CHOICE  OF  BUDGETS 

7  CHOICE  OF  MERCHANDISING 

REE& 
INC 

ETER 
Pioneer  Station  Representatives  Since  1932 

JEW  YORK  CHICAGO  ATLANTA  DETROIT  FT.  WORTH  HOLLYWOOD  SAN  FRANCISCO 



Radio 

S-— —  "—"Si 
by  Bob  Foreman 

C  olor  TV  is  already  creating  ex- 
citement, as  well  it  should.  Hut 

more  than  that,  work  is  being  done 

now,  work  that  will  have  a  very 

definite  hearing  on  the  future  of 
television  as  well  as  on  the  future 

of  advertising. 

Before  this  year  is  out,  the  FCC 

willing,  NBC  will  have  broadcast 
most  of  its  top  sponsored  programs 
in  color  once.  Picture  if  you  will 
what  color  will  add  to,  say,  a  Hit 

Parade  or  a  Show  of  Sfwws! 

For  the  above  reasons  it  is  per- 
haps worth  while  to  do  a  bit  of 

cogitating  on  what  color  means  and 

what  problems  it  may  bring  to  this 

problem-rampant  medium. 
From  the  many  discussions  I 

have  had  with  folks  far  better  able 

to  judge  the  future  than  I,  one  of 

the  bigger  questions  is:  "Will  col- 
or TV  run  side  by  side  with  black- 

and-white"  (as  in  the  motion  pic- 
tures)? Most  people  feel  that  the 

movie  precedent  is  not  really  a 

precedent  at  all,  since  TV  is  a 

sponsored  medium  and  therefore 
it  is  likely  that  commercials  will 
be  done  in  color,  all  of  them. 
Hence  a  color  commercial  in  a 

black-and-white  show  would  be  a 

decisive  factor  in  forcing  all  pro- 

graming into  color. 
The  residual  values  in  a  film  se- 

ries would  certainly  be  enhanced 
if  that  series  were  in  color.  So 

when  the  time  is  ripe  (perhaps  not 

until  1954  is  on  the  wane),  it  is 

probable  that  the  film  boys  will  be 
shooting  in  color,  making  their 

product  ready  for  the  added  sales 
appeal  color  will  bring  to  second, 

third  and  fourth  (they  hope!)  re- 
runs. 

Color    film    should    cost    about 

By   end    '54   most   TV   film    producers    will    shoot   in    color,    says    Foreman.     Early-bird    Ziv    TV    has 

been    shooting    all    film    series    like    "Favorite    Story"     (below)     in    color    and     b&w    for    years 

15%  more  than  black-and-white. 
Live  color  may  up  the  price  of  fa- 

cilities (time)  a  bit  but  should  not 

be  very  much  more  costly  than  the 

present  black-and-white  method  of 
presentation.  For  which  we  can 
breathe  a  sigh  of  relief. 

The  folks  who  make  film  com- 
mercials tell  me  that  a  15%  to 

20%  increase  is  about  what  color 
will  make  necessary  for  them,  too. 

Already  a  few  are  shooting  their 
commercials  in  color  on  an  experi- 

mental basis,  since  there  won't  be 
enough  color  receiving  sets  around 
even  in  1954.  Also  there  are  no 
residual  values  in  ar.^  thing  as 
short  lived  as  a  commercial,  so  ex- 

perimentation is  the  motivating 
force.  But,  as  you  know,  it  is  a 

simple  process  to  pull  a  black-and- 
white  print  from  a  35  mm.  color 

negative  and  utilize  it  until  the 
eventual  catches  up  with  us. 

Despite  the  added  headaches 

and  costs,  advertisers  can  only  wel- 
come the  opportunity  to  present 

their  product  in  color.  Not  onlv 

does  color  give  us  the  opportunity 

to  present  products  and  people  and 
locales  in  a  way  that  comes  much 
closer  to  reality,  but  in  any  item 
where  style  is  important,  color  TV 
is  bound  to  make  great  strides. 
One  of  the  last  strongholds  of  mag- 

azines is  breached. 

Over  and  above  the  obvious  ad- 

vantage that  color  brings  to  a  style 

product,  it  provides  us  with  the 
ability  of  showing  our  packages 

precisely  as  they  appear  on  the 
dealers'  shelves.  And,  of  course, 
the  ready  identification  that  fa- 

miliarity affords  is  one  of  the  top 

selling  tools  in  an  advertiser's  kit. 
It  is  very  difficult  not  to  get 

steamed  up  over  the  imminence  of 
color.  The  months  ahead  will  put 
all  of  us.  it  is  to  be  expected, 

through  the  same  paces  black-and- 
white  did  at  the  beginning.  The 

1  '1  nes  will  be  green  or  red  or 
blurred.  The  edges  will  be  fuzzy. 

The  pan  shots  will  be  ragged.  And 

if  these  aren't  the  problems  we  en- 
counter, there  will  be  others  which 

will  cause  frenzy  and  tension. 
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Stations 
K  XL 

PORTLAND 

K  XL  Y 

SPOKANE quit    . 

K  XL  F 

BUTTE 

K  XL  L 

MISSOULA 

K  XL  J 

HELENA 

K  XL  K 

GREAT  FALLS 

w:+ K  XL  Q 

BOZEMAN 

j^£sU 
K  XL  Y  -  TV4 
SPOKANE 

K  XL  F-TV6 
BUTTE 

YOU  CAN'T  COVER the  PACIFIC  NORTHWEST 

WITHOUT  ghe(~ 
Imitations 

When  You're  Way  Up  High 

KXLY-TV4 
spokane,  Washington 

Highest  antenna  in  the 
Pacific  Northwest  / 

•  Everyone  Con  See  You 

PACIFIC   NORTHWEST   BROADCASTERS 

SEATTLE.    WASHINGTON 

Jones    Building 

Mutual   3377 

SAN  FRANCISCO  S.  CALIF. 

116   New   Montgomery   St. 

EXbrook   2-8033 

HOLLYWOOD  28.  CALIF. 

6381    Hollywood  Blvd. 

Hollywood  9-5408 

THE  WALKER  COMPANY 

MINNEAPOLIS  2.  MINN. 

1487   N.W.    Nat.    Bank   Bldg C-E-e.a   9431 

NEW  YORK   17.   N.   Y. 

347  Madison  Avenue 

Murrayhill   3-S830 

CHICAGO    I.   ILLINOIS 

340  North  Michigan 

Andover  3-5771 

. 



WANT  A 

ON  YOUR 

CLIENT'S  PRODUCT  OR  SERVICE? 

MAKING  A  SURVEY? 

We'll  bet  you  a  median  to  a  norm  that  you  can  get  it  done 
faster,  better,  more  economically  through  Western  Union's 
Market  Opinion  and  Survey  Service.  It's  flexible,  it  can 
be  tailored  to  your  job.  Here's  why  it's  so  efficient: 

Western  Union  has  offices  in  2,200  cities  all  over  the 
country,  staffed  with  people  who  serve  their  communities, 
know  the  people,  enjoy  their  confidence.  The  survey 
faculties  of  the  entire  Western  Union  organization 
are  behind  them,  to  speed  their  findings  and  give  you 
the  results — often  overnight! 

Years  of  experience  lie  behind  Western  Union's  Market 
Opinion  and  Survey  Service.  It  has  proved  effective 
for  advertising  agencies  and  their  clients  from  coast 
to  coast.  It  is  ready  to  go  to  work  for  you  at  a 

moment's  notice — on  a  local,  regional  or  nationwide 
scale.  For  complete  details,  just  call  your  local 
Western  Union  office. 

WESTERN  UNION 

The  one  redeeming  feature  (oth- 
er than  the  basic  worth  of  color 

itself)  is  that  most  of  us  lived 
through  seemingly  impossible 

problems  so  recently  in  black-and- 
white  that  our  faith  in  an  immedi- 

ate future  is  not  even  slightly 
di  mined. 

We've  been  through  it  before. 
We  know  it  will  turn  out.  And 

we're  pretty  certain  we  will  be 
around  to  see  it  happen. 

Evolution  has  been  a  pretty  tedi- 

ous process  in  everything  but  tele- 
vision. That's  why  so  many  people 

are  looking  forward  to  color  with 
almost  boyish  enthusiasm.  (See 
"Color  TV:  what  you  can  do 
now,"  page  40.) 

commercial  reviews 

TELEVISION 

sponsor: 
Detergents,    Inc. 
(All) 

AGENCY: 
Mumm,    Mulloy    &    Nichols, 

Inc.,   Cleveland pkocram: Announcement 
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By  means  of  a  sound  but  rather  un- 

distinguished television  commercial,  this 

product  presents  its  revolutionary  story 

that  suds  aren't  the  thing  when  it  comes 

to  automatic  washers — a  story  that  gets 

the  benefit  of  full  pages  in  newspapers 

plus  a  direct  backing  from  the  makers  of 

the  washing  machines  themselves. 

There  are  a  half  dozen  puns  on  the 

name  of  the  product — and  a  couple  of 
down-on  shots  of  washers  in  action.  But, 

other  than  the  words  in  the  sound  track, 

there  is  little  excitement,  novelty,  or  at- 

tempt to  create  a  memorable  piece  of  video 

in  making  what  is  a  reversal  of  all  previ- 

ous soap-and-detergent  advertising  —  i.e., 
the  less  suds,  the  better. 

On  the  other  hand,  the  photography  is 

good,  the  pace  fine  and  the  optical  effects 

that  achieve  package  identification  are 
excellent. 

And  perhaps  the  All  folks  don't  have to  tell  the  suds-less  story  graphically. 

Every  woman  who  has  had  the  suds  run 

out  of  her  machine  and  fill  up  the  base- 

ment (or  kitchen)  gets  the  idea  in  the 

copy  very  easily.    Maybe  that's  enough. •  •  • 

SPONSOR 



News 

Does  More 

for  the 

Station... 

If  your  station  is  not  yet 
using  Associated  Press 
service.  >  our  AP  Field 
Representative  can 
give  you  complete 
information. 
Or  write 

...Because  it  Does 

More  for  the  Sponsor! 
Every  week,  \\  LBJ  at  Bowling  Green,  k\..  carrier  50  -pon-ored 

Associated  Pre--  newt  and  feature  programs.  The  station's 
experience  with  AF  is  typical:  \F  i-  easier  to  -'II  because  it 
accomplishes  more  for  the  sponsor. 

A  pood  example  i>  \\  LHJ  -  u-e  of  "Stars  Over  the  Horizon. "  a 
popular  AF  report  on  motion  picture  doings  and  personalities. 

Local  sponsor  of  "Stars  Over  the  Horizon"  is  a  drive-in  movie.  \\  LBJ  niereh  tie-  in 
the  movie  stars  mentioned  in  the  feature,  (which  the  station  files  for  use  and  re-u-e  i 

with  the  current  movie  beinp  shown  by  the  drive-in.  The  result  i-  a  tailor-made  pro- 
pram  for  the  man  who  foots  the  bill  ...  a  propram  of  outstanding  interest  to  the 

drive-in's  customers. 

Notice  two  interesting  aspects  of  this  particular  AP  sale: 

JL.  WLBJ  sold  the  sponsor  an  easy-to-air  format— no   tricky   program 
building,  no  production  headaches. 

2.  WLBJ  attracted  a  sponsor  from  a  field  all  too-accustomed  to  pet  free 
advertising. 

And  ihi-  i-  what  WLBJTl  C.ommerrinl   M;m.iper  Hob  Proctor  >.i\-: 

"AP  gives  us  varied  and  solid  coverage. 

We  find  it  easy  and  profitable  to  inject 

a  little  ingenuity  so  that  we  are  able 

to  offer  our  local  businessmen  a  large 

assortment  of  hard-selling  programs 

that  make  money  for  them — and  for  us. 

Our  merchants — like  merchants  every- 

where— ore  brand  conscious.  When  we 

offer  them  AP,  they  know  they're  get- 

ting the  best  brand  in  news." 
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ZIV's  NEW  SHOW  IS 
TV  DYNAMITE ! 

» 

0(> f. 

STARRING     HOLLYWOOD'S     BRILLIANT    ACTOR 

IN   THE  TRUE-LIFE  STORY  OF  A  PATRIOTIC  YOUNG  AMERICAN  WHO  LED  3  LIVES  IN  THE  SERVICE  OF  OUR  COUNTRY! 

1.  CITIZEN!    2.  COMMUNIST!    3.  COUNTERSPY    FOR    THE    FBI! 

I  LED  3  LIVES 
TENSE  because  it's  FACTUAL!    GRIPPING  because  it's  REAL!   FRIGHTENING  because  it's  TRUE! 

EACH    HALF-HOUR    A    TRUE-LIFE    ADVENTURE! 



OF  A 
COUNTERSPY 

FOR  THE    i 
# 

O    0  3 0    0 
>  o*o  o 
0   0   o 

0    0   0   0 
ooo 

>    0-0   0 
ooo 

0    0    0 
ooo 
ooo 

/ 

M> 

Not  just  a  script  writer's  fantasy — but  the  authentic  story  of  the 

Commies'  attempt  to  overthrow  our  government!  You'll  thrill  to 

the  actual  on-the-scene  photography  ...  the  factual  from-the- 
records  dialogue. 

Taken  from  the  secret  files  of  a  counterspy  for  the  FBI.  Authen- 

tic sets  and  scripts  personally  supervised  by  Herbert  Philbrick, 

the  man  who,  for  9  agonizing  years  lived  in  constant  danger 

a)  a  supposed  Communist  who  reported  daily  to  the  FBI  I 

EVER  BEFORE  HAS  SUCH  A  DRAMATIC 
DOCUMENT  APPEARED  ON  TV! 

ZIV  TELEVISION  PROGRAMS,  INC. 
1529  MADISON  ROAD.  CINCINNATI.  OHIO 
NEW  YORK  HOUYWOOD 



a   forutn   on   questions  of  current   interest 

to   air   advertisers   and   their   agencies 

\\  hat  kind  of  intelligent  planning  can  ageneies  and 

advertisers  do  now  to  prepare  for  color  television'* 

Mr.   Spence 

THE  PICKED  PANEL  ANSWERS 

Since  the  main 

objective  of  both 
the  advertiser 

and  his  agents  is 
to  sell  goods  or 
services  at  a 

profit.  farsight- 
ed  organizations 
have  already 

started  thinking 

about  ways  to  get 
the  maximum 

payout  from  color  TV.    For  example: 
1.  How  will  my  package  do  in  color 

TV?  Are  any  revisions  indicated  to 

improve  it? 
2.  Do  the  members  of  my  present 

TV  art  staff  who  have  become  skilled 

in  dealing  with  various  shades  of  gray 
need  more  training  in  the  basics  of 
color?    Or  do  we  need  a  color  expert? 

3.  What  about  the  way  I  am  going 
to  sell  on  TV?  Is  there  some  new  wax 

I  can  use  a  demonstration  of  my  prod- 
in  t  that  will  bring  out  the  full  value 

and  selling  power  of  color?  In  other 
words,  have  I  thought  of  color  in  terms 

of  static  printed  ads  or  in  terms  of  its 
power  to  arouse  the  emotions,  create  a 

mood,  build  desire  for  m\   product.-' 
4.  Should  I  start  immediately  to 

shoot  mj  film  program  in  high-cost 
<  olor  nr  refuse  to  be  stampeded  until 
the  stations  generally  are  erpiipped  to 

broadcast  color  and  the  percent  of  set 
penetration  of  color  receivers  assures 
an  adequate  audience  to  sell  against? 

Forward-looking  agencies  are  keep- 
ing in  close  touch  with  the  networks 

who  arc  currentl)  most  i  oncerned  with 
color  I  \  m>  that  their  clients  may  be 
in  a  position  to  consider  and  evaluate 

developments  in  tin-  new  field. 
\\  I  LLS  SPENI  I 

Vice  President 

WcCann-Erickson,  Inc. 
Vew   )  ork,  V.  )  . 

Mr.    Vietor 

We  at  SSC&B  are 

planning  to  learn 
all  we  can  about 
color  television. 

We  want  to  rec- 

ognize the  pitfalls 
now  and  learn 

the  correct  an- 
swers while  the 

experimental  pe- 
riod lasts.  We  in- 
tend to  acquaint 

all  our  clients  with  the  facts  as  we  dis- 

cover them  with  a  view  toward  finding 

out  better  methods  of  selling.  At  this 

moment,  we  are  making  some  experi- 
mental color  commercials  and  we  are 

also  trying  out  color  program  ideas. 
We  are  fortunate  in  having  progres- 

sive thinkers  among  our  clients  who 
will  be  anxious  to  make  the  best  use  of 

color  without  getting  "color  happy." 
We  will  find  out  the  facts  and  act  ac- 

cordingly on  the  basis  of  good,  sound 
selling  principles.  Our  basic  aim  is  to 

be  on  our  toes  and  try  to  use  common 
sense  in  what  has  to  be.  after  the  ini- 

tial excitement  is  over,  a  complex  but 
verj   telling  medium. 

Thomas  F.  Vietor  Jr. 

In  Charge  Color  Television 
Sullivan.  Stauffer.  Colwell 

&  Bayles.  Inc. 
Mew  York.  V.  )  . 

Color  television 
will  be  with  us 

probabl)  within 
the  year.  When 
it  comes,  and 
when  a  sufficient 

number  of  color 

receivers  are  in 
use.  it  will  have 

a  tremendous  im- 

pact on  the  whole 
industry.  Its 

sales    effectiveness    will    be    infinitelv 

Mr.    Gilday 

greater  for  nearly  every  manufactured 

product,  for  it   will  bring  realism. 

Advertisers  and  agencies  must  ex- 
pect the  Era  of  the  Color  Expert.  The 

color  experts  will  promise  to  solve  all 

the  technical  problems  of  color  tele- 

vision. Actually,  agencies  and  net- 
works will  undoubtedly  do  an  excellent 

job  by  themselves  in  solving  these 

problems.  Agencies  today  are  coop- 
erating with  the  networks  in  staging 

color  shows,  even  though  there  are 
onlv  a  handful  of  receivers  around. 

Costs  will  go  up.  It  will  cost  ap- 

proximately 20'  (  more  to  produce  a 
commercial  on  color  film  than  in  black- 

and-white.  Very  shortly,  however,  cli- 

ents should  plan  to  shoot  their  com- 
mercials in  color,  especially  if  they  will 

not  be  made  obsolete  by  product  or 

package  changes  during  the  year. 
J.  Frank  Gilday 
Radio  and  TV  V.P. 

Cecil  &  Presbrey,  Inc. 
Xew  York.  N.  Y. 

Before  we  discuss 

the  steps  adver- 
tising agencies 

and  their  clients 

are  taking  to 
meet  the  color 

television  situa- 

tion, let's  look  at 
some  of  the  now 
"known  prob- 

lems this  new  di- 
mension i  if  it 

can  be  called  that  I   will  pose. 

\\  ith  the  advent  of  black-and-white 
we  found  that  we  could  no  longer 

speak  glowingl)  of  the  ''large  economy size  unless  we  showed  a  size  and  a 

relativity  that  looked  like  the  word  pic- 
ture we  had  built  up.  Now  in  color,  we 

cannot  talk  about  that  "school  girl 

complexion"  unless  we  show  a  clear, 
vouthful   complexion,   and    unlucky    is 

Mr.    Douglass 

CO 
SPONSOR 



the  da)  when  despite  .ill  precautions 

ion  nun  h  "lilue  gets  into  the  picture, 
and  instead  <>l  a  In-. uiii.nl  skin  tone, 
\  on  gee  .1  ghastl) .  bilious  green. 

In     black-amiss  Kite      I  V      ss  Inn     we 

found  a  pa<  ka  ;e  01  .1  logo  thai  » ould 

not  photograph  sharply,  we  made  a 

mock-up  in  the  graj  scale  and  unit 
merril)  on  oui  ssas.  Now  thai  same 

pa<  kage  must  come  up  sharpl)  in  it- 
original  color.  Lets  sa)  were  links 

and  in  color  it-  reproductivit)  is  okas. 
Inil      ssliat      about      compatahilih       in 
black-and-white  ssc  still  have  the  same 

package  thai  started  the  trouble. 

To  find  ezperl  help  on  these  and 

other  problems,  the  T\  dej  artment  ha- 
to  look  first  to  tin-  department  ssitliin 
tin-  agenc)  that  i»  a  1  ustomed  to  face 
related  problems  the  \it  Depart- 

ment. \t  Ted  Bates  &  Co.  the  radio- 1  \ 

department  is  working  closer)  ssith 

and  borrowing  the  color-brains  of  tom 
Carnese  'the  partner  in  charge  of  art 

and  production)  and  hi-  entire  art  de- 
partment. 

In  these  initial  stages  of  color  TV 

the  entire  Bates  l\  department  is  sit- 
ting in  on  all  color  activity,  both  live 

and  film.  We  base  currentl)  in  prep- 
aration four  color  commercials,  three 

live  for  the  first  colorcast  of  the  Col- 

gate  Corned)  Hour,  an  I  one  experi- 
mental film  commercial  using  anima- 

tion in  color. 

We  arc  planning  to  take  all  the 

above  one  step  further.  We  arc  creat- 

ing a  new  department  within  the  radio- 

TV  department.  This  department's 
function  \sill  be  to  design  settings,  cos- 

tumes, displays  to  at  as  liaison  ssith 
the  art  directors  and  art  groups  on 
each  account,  to  create  or  help  create 

color  stors  boards,  ass'st  the  agenc) 
producers  in  both  live  and  film  pro- 

duction, and  to  assist  in  package  re- 
design to  meet  the  requirement-  of 

color  TV.  We  are  currently  looking 
for  the  right  man  to  head  this  depart- 

ment. He  should  be  qualified  in  set 

design  and  lighting,  preferably  has 

worked  in  color  motion  pictures — and 
also  has  a  commercial  sense.  And,  as 

remarked  when  we  were  discussing 

these  qualifications— "A  good  stane  or 
picture  designer  can  set  and  light  a 

scene  to  show  to  best  advantage  the 
star — all  he  has  to  learn  is  that  now  the 

star  is  our  client's  product." 
J  \MK.s  C.    Dot  CLASS 

Director  of  Radio  and  77 
Ted  Bates  &  Co. 

New  York.  \.  }'. 

Til  get    em  EASY 

with  this  fire-power!" 
Some  situations  may  call  for  an  all-out  bombardment     but 

believe  us,  doing  a  smart  radio  job  in  Kentucky  isn't 
one  of  them.   .   . 

More  than  50'  \  of  Kentucky's  total  retail  sales  are  made  in 

WAVE'S  "home  precinct"  —the  prosperous,  concentrated 
Louisville  Trading  Area  which  includes  the  economic  heart 

oi  Kentucky,  plus  a  quarter-billion-dollar  slice  of 
Southern  Indiana! 

5 000- watt  WAVE  is  powered,  priced  and  programmed  exclusively 

for  this  one  important  market.   WAVE  covers  it  thoroughly, 

without  waste  circulation! 

Ask  Free  &  Peters  for  all  the  facts. 

WAVE 
5000  WATTS 

NBC    AFFILIATE         •  LOUISVILLE 

«Hp- 

Free  &  Peters,  Inc.,   Exclusive  National  Representatives 

21   SEPTEMBER   1953 

61 



CHEVROLET  DEALERS 

SPONSOR:  \  irginia  Chevrolel VGENCY  :   Ketchum,   McLeod 
&  Grove 

CAPSULE  CASE  HISTORY:  Last  nutter,  the  day  before 

the  "unveiling"  of  the  19^3-model  Chevrolet,  Richmond, 

Va.,  Chevrolet  dealers  bought  30  six-word  announce- 

ments to  run  throughout  the  day.  The  copy:  "See  the 

new  1953  Chevrolet  tomorrow.  This  is  WRNL,  Rich- 

mond." Despite  inclement  weather  the  following  day, 

148  people  were  counted  in  the  three  dealer  display 

rooms  during  a  spot  check  at  11:45  a.m.  All  three 

dealers  reported  that  sales  exceeded  expectations.  Cost 

of  the  one-day  drive:  $135. 

WRNL,  Richmond  PROGRAM:   Announcements 

— —  ■ 

results 

BASEBALL  BBOCHUBE 

SPONSOR:  Philadelphia  Phillies        AGENCY:  Weightman,  Inc. 

CAPSULE  CASE  HISTORY:  The  Philadelphia  Phillies 

baseball  team  was  pushing  its  advance  sale  season  ticket 

brochure  last  spring  on  all  radio  and  TV  stations  in  the 

area.  According  to  station  KYW,  it  received  1,294  re- 

quests for  the  brochure.  All  other  stations,  plus  tele- 
vision, pulled  a  total  of  483  requests.  Cost  of  the  KYW 

announcements  was  S420. 

IOW.   Philadelphia PROGRAM :   Announcements 

COFFEE.  TEA 

SPONSOR:  Blue  Ribbon,  Ltd.  AGENCY:  Cockfield,  Brown 

I   VPS1  I  I    I   W:  HISTORY:  Blue   Ribbon,   Ltd..   dis- 

tributor of  coffee,  tea  and  other  grocery  products  in 

Canada,  has  been  using  IQ-minute  participations  in 

Casino,  a  cash  giveaway  program,  lire  times  a  week  for 

the  past  nine  months.  The  sponsor  is  so  pleased  with 

the  volume  of  mail  response  \  over  .">(). Illlll  Idlers  received 
during  the  past  nine  months:  2,405  letters  received 

during  u  single  <ln\  recently  i    //"//  it  has  renewed  for 

another   w'\    months   on   the  same  program.     Total  COSt   of 

each  week's  participation  is  sH6. 

i  III',.  Vernon,  B.  C.  PROGRAM:   Casino 

GASOLINE 

SPONSOR:  Calso  Gasoline  AGENCY:   Lohmeyer,  Ad 

&  Montg 

CAPSULE  CASE  HISTORY  :  This    California    gas 

company  confined  its  advertising  strictly  to  the  Far 

area  for  two  years.    Then,  it  bought  a  schedule  of  , 

participations    in    the    Steve    Allison    Show,    heard 

11:15  p.m.  to  2:00  a.m.   over   WPEN.    Weekly  co. 

the  schedule  is  $100.    During  the  first  six  weeks  of  s 

sorship,  the  30  Calso  service  stations  in  the  Philadel 

area   reported   200    new   customers   a   week.     These 

patrons  told  service  station  operators  they  were  sei 

the  stations  by  Steve  Allison. 

WPEN,    Philadelphia 
PROGRAM:   Steve  Allison 

KNITTING  WOBSTED 

SPONSOR:  Rhodes  Dept.  Store  AGENCY:  H.   I.  Md 
8 

CAPSULE  CASE  HISTORY :         Rhodes    Department    § 

in  Seattle   wanted  to   test   radio   against   newspapers, 

chose  four-ounce  skeins  of  knitting  worsted  as  test  n\ 

chandise.     ARBI,   an   independent    organization,   alio. 

the  same  amount — $110 — to  the  store's  radio  and  ne 
paper  advertising.    In  the  newspapers,  the  ad  budget  u 

for  one  30-inch  ad.    On  KJR,  the  money  bought  three 

minute  programs  on  three  different  days.    ARBI  repor 

that    radio   customers   accounted  for   44r/r    of   the  U 
amount  of  sales,  newspapers  brought  in  28.5%. 

KJR,  Seattle  PROGRAM:   Newsc. 

AUTO  PABTS 

SPONSOR:  Chattanooga  Auto  Wrecking  AGENCY:  Dir 

CAPSULE  CASE  HISTORY:  The  Chattanooga  Al 

Wrecking  Co.,  dealer  in  auto  parts,  had  tried  vario 

other  media  before  turning  to  radio.  It  bought  three  1 

minute  Spiritual  Singers  programs  on  WMFS  for 

weeks.  Cost  of  the  show  is  S40  a  week.  During  tl 

period,  the  auto  parts  company  reports  a  30' i  increa 
in  sales  directly  attributable  to  radio.  The  sponsor  h 

just  renewed  the  program. 

WMFS,  Chattanooga PROGRAM:   Spiritual  Singe 

NEW  HOMES 

SPONSOR:   Melvyn  Goldman,  Inc.  \GENCY:  Dire 

(  \l^l  LE  CASE  HISTORY:  The  pioneer  in  the  use  ( 

saturation  announcements  to  sell  new  homes  in  the  Ball 

more  area  reports  'phenomenal"  success  due  to  radu 
Melvyn  Goldman,  Inc..  realtors,  bought  a  saturatio 

schedule  on  U  IT II  to  promote  their  Gray  Manor  Home: 

Goldman  reports:  "From  the  time  the  first  spot  went  o 
the  air  our  phone  kept  ringing,  although  phone  call 

were  not  encouraged  and  the  number  mentioned  onl 

casually."  Twelve  homes  were  sold  during  the  first  da 
at  cost  of  about  $7  per  home.    No  newspapers  were  uset 

WITH.  Baltimore 
PROGRAM:  Announcement 

- 



ere  comes  the  commercia 

// U 
00 

0 

^%R 

These  three  commercials  started  out  equal 

. . .  except  for  one  thing . . .  Creative  ingenuity. 

oo 

0 

YOUNG    &    RUBICAM,   INC. 

Advertising   •  Sew  York     Chicago     Detroit    San  Francisco 

Hollywood    Montreal     Toronto     Mexico  City     London 
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NBC-TV  signs  $90,000,000 
worth  of  business  in  8  months 

The  simplest  proof  of  a  television  network's  effectiveness 

lies  in  its  acceptance  by  advertisers. 

In  the  eight  months  of  I953,  advertisers  have  signed 

for  $90,000,000  worth  of  NBC  Television  time.  In  the  last 

three  months  alone.  NBC  time  bookings  have  reached 

$31,000,000.  Much  of  it  is  new  business,  but  $24,000,000 

of  it  is  renewed  business,  which  joints  a  particular  moral: 

AV/C'x  ailrt  rtist  rs  </<  f  results. 

The  tremendous  advertising  investment  made  by  American 

business  in  NBC  Television  is  dramatic  testimony  that 

NBC  is  America's  No.  1  Network. 

NBC's  Audience  Advantage  is  to  Your  Advantage  .  .  .  Use  It. 

•V  '•*•'•'  •*•  •  •  » •.».  •*•  •        •.•.*. /•'•  ■  •*•  ■»*•'.  *  •*•  •,•  •.  •.«.«  /•  •  ».•  •  •  •.> 
•!•*•*  i  •*•'  *•*•*•  •-■!•'  •••  .».•.•  •*•'•    •••«••• 
•  ••"   •   '•    •*••  •••  •.•••••  •••,   •.••„•,•.•.• 
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Retail  store  uses  own  commentator,  props  to  pare  TV  costs 

A  South  Carolina  department  store 

has  discovered  that  TV  is  inexpensive 

if  you  mix  ingenuity  with  "home" talent. 

Kohn  &  Co.,  of  Columbia,  S.  C,  de- 

cided to  put  a  store  fashion  show  pre- 
viewing fall  fashions  on  WCOS-TV  as 

a  public  service.  It  wanted  to  keep 
costs  down  to  the  barest  minimum. 

Here's  how  the  store  cut  down  its 
TV  expenses: 

1.  Commentator:  Kohn's  discovered 

one  of  its  own  employees  had  consider- 
able talent  along  these  lines,  used  her 

instead  of  a  professional. 

2.  Props:  Scenery  necessary  to  cre- 
ate the  fall  setting  and  additional  props 

were  gathered  from  the  store's  window 
display  department. 

3.  Flowers:  Only  really  necessary 
for  bridal  scene  in  fashion  show,  store 

discovered.  Local  florists  generally 

donate  them  in  exchange  for  a  credit 
line  on  the  air. 

4.  Models:  Amateurs  can  be  used. 

Payment,  if  given,  can  be  token  fee. 

Kohn's  reports  the  show's  actual  cost 

was  negligible  except  for  the  station's 

Spot  TV  airline  advertisers 
on  increasi':  Petry  study 

There  are  17  spot  TV  airline  adver- 
tisers today  compared  with  only  five 

two  and  a  half  vears  ago. 

That's  one  of  the  facts  contained  in 
a  new  Edward  Petry  &  Co.  industr) 

report.  "Airline  Advertising  Airborne 
.  .  .  via  Spot  Television." 

The  report  points  out  that  airlines 

using  spot  TV  today  are  placing  it  in 
IV,  more  markets  and  sponsoring 

more  than  twice  the  number  of  pro- 

Li  rams   and   37 %    more  spot  commer- 

<  ials  than  airline  sponsors  in  spot  TV 
hist    December.    The   report   includes  a 

<  omplete    listing    of   current    spot    T\ 
.inline  -ponsors. 

Further  information  can  be  obtained 

from  Bob  Eiutton,  Edward  Petr)  &  Co., 

New   "»  ork.  *  *  • 

30-minute  time  fee.  Public  reaction 
was  immediate  and  enthusiastic:  The 

switchboard  was  swamped  for  several 

hours  following  the  show.  Kohn's  is 
now  planning  a  second  telecast  for  the 
near  future.  *  *  • 

TV  sponsor  merchandises 

shows  with  portable  ''sets" 

The  Cat's  Paw  Rubber  Co.,  Balti- 
more, is  merchandising  its  three  TV 

shows  to  shoe  repair  shops  via  a  rea- 
sonable  facsimile   of   a   television  set. 

Cat's  Paw  salesmen  all  carry  port- 
able TV  "sets"  (actually  units  contain- 

ing built-in  phonographs  operated  by 
batteries;  screens,  and  slides  which  are 

changed  by  rollers).  Copy  and  pic- 
tures on  the  screen  keep  changing  as 

Facsimile    television    set    is    worked    by    hand 

the  rollers  are  turned.  The  phono- 

graph I  inset  in  picture  above!  pla\s  a 

recording  of  an  "announcer's"  voice 
which  tells  the  story  of  the  rubber 

firm's  sponsorship  of  three  TV  shows: 
)  our  Show  of  Shows  and  All-Star 
Revue,  both  NBC  TV.  and  The  Carry 
Moore  Show,  CBS  TV. 

The  demonstration  is  completed  in 

five  minutes.  \»ency  for  Cat's  Paw 
is  the  S.  A.  Levyne  Co.,  Baltimore. 

•  •  • 

Drug  advertisers  benefit 
from  new  WWL  tie-in  plan 

Network  and  national  spot  drug  ad- 
vertisers now  on  WWL,  New  Orleans, 

are  benefiting  from  a  new  merchandis- 

ing plan  launched  recently  in  coopera- 
tion with  the  Katz  &  Besthoff  drug chain. 

The  campaign  involves  46  window- 
displays  of  WAVL-advertised  items  (see 

photo)  ;  25  counter  displays  in  each 

of  K&B's  17  stores;   reciprocal  adver- 

WWL  drug   plan   includes  46  window  displays 

tising  ( the  drug  chain's  newspaper  ads 
list  station-promoted  products;  WWL 

programs  a  heavy  schedule  of  an- 

nouncements spotlighting  the  chain's 
special  products  and  departments). 

In  preparation  for  the  drive,  K&B 

clerks  were  alerted  to  "push"  WWL 
products  and  a  850  prize  was  offered 
to  the  manager  doing  the  best  job  of 

displaying  WWL-advertised  merchan- 

dise, -k  -k  -k 

TV  beats  dailies*  cost-per- 
1,000,  WOAI-TV  study  says 

A  22-page  study  of  the  comparative 
coverage  and  costs  of  newspapers  vs. 

television  has  just  been  distributed  to 

San  Antonio  retailers  by  WOAI-TV. 

The  study,  "Howr  San  Antonio  news- 

papers measure  up  to  WOAI-TV," 
comes  up  with  the  following  state- 

ments : 

On  a  cost-per- 1,000  basis,  WOAI- 
TV  delivers  more  people  per  dollar 

than  any  San  Antonio  newspaper.  Ac- 

cording to  the  study,  WOAI-TV's  cost- 
per-M  is  S2.49;  the  most  inexpensive 

newspaper's  cost  is  $5.21  per  1.000 readers. 

The  study  also  points  up  compara- 
tive  audience   figures    ( WOAI-TV   de- 
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, 

livei  -  38'  <  more  audiem  e  than  the 
5«n  Antonio  papei  with  the  largest 
circulation)  and  comparative  costs  (a 
half  h< >u r  on  \\  1 1  \l  I  \  coats  leas  than 

.1  1,200- line  ad  in  an)  San  Vntonio 
dail)  I. 

The  study  is  tin-  combined  product 
of  Edward  V.  Cheviot,  W(>\l  l\  com- 
mercial  manager,  and  Morton  I..  Gross- 

man, promotion  manager.  Both  are 
ex-newspapermen. 

•  *  * 

Briefly   .  .   . 

How  good  .i  selling  job  IV  doe-  in 
comparison  with  newspapers  \wH  Boon 

!><•  explored  by  the  William  F.  Gable 
Co.  department  -tore  of  Altoona,  Pa. 

Starting  in  September,  thai  store  pi. in- 
to spend  about  the  same  amount  oi 

money  in  television  as  in  newspapers, 

idvertising  the  same  items  in  both  me- 
dia. This  will  give  an  equal  coal  basis 

for  comparing  selling  result-.  says 

George  I'.  Gable,  store  president,  and 
careful  clunks  will  be  made.  (The  Ca- 

ble Co.  owns  WFBG-TY  in  Utoona,  as 
well  as  WFBG-AM.) 

Facts  and  figures  on  Negro,  Spanish 
and  German  radio  listening  in  the  New 

York  Cit)  area  are  available  in  a  sur- 
\e\   just  completed  for  WW  Kb.  Wood- 
side,  N.  Y..  by  Pulse,  Inc.   The  stud) 

can  be  obtained  by  writing  WWRL  or 
phoning  DKfender  5-1600. 

KALY-TV,  Spokane,  put  in  a  print 
order  for  20.000  booklets  commemo- 

rating its  opening,  thinking  the  suppl) 
would  be  more  than  adequate.  To  the 

station's  surprise  the  demand  for  the 
48-page  booklet  wiped  out  the  suppb 
in  less  than  60  days.  To  meet  the  de- 

mand, the  post-freeze  station  created  a 
souvenir  card  for  \isitors  and  has  al- 

ready passed  out  3,000  of  the  mementos 

to  people  who  have  appeared  before  the 
studio  cameras. 

Radio  again  to  the  rescue  in  an 

emergency.  WAPX,  Montgomery,  \la.. 
was  one  of  the  five  Montgomery  radio 
stations  to  which  the  local  Weather 

Bureau  sent  a  grateful  letter  in  appre- 
ciation for  its  recent  cooperation  in 

broadcasting  flood  warnings.  The  let- 
ter, addressed  to  WAPX  president  T. 

E.  Martin,  stated.  "Within  30  min- 

l  Please  turn  to  page  117  I 

JOHN  GIVNEY 

is  Editor  and  Commentator 

on  WTRY  .  .  .  every  survey 

since  1949  gives  WTRY  the 

highest  average  news-ra- 

Albany  —  Troy  — 
ctady. 
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^^o  pharaohs— no  Nile— but 
people  in  Egypt  do  have 
the  best  TV  entertainment 

in  the  world  over  WHEN 

in  Syracuse. 

Egypt,  N.  Y.,  is  one  of  over  250 
communities  that  WHEN  brings 

to  the  Syracuse  shopping  area. 

Here's  a  market  comprised  of 
2Vi  million  people  in  26  coun- 

ties —  a  rich,  stable,  still  grow- 

ing market  —  a  guaranteed  mar- 

ket whether  measured  by  milli- 

volts or  response  —  a  market  tai- 

lored for  the  products  you  sell. 

The  pick  of  programs  that  3  net- 
works offer  insure  the  largest  TV 

audience  in  all  upstate  New 

York.  They're  your  prospects. 
Reach  them  over  Channel  8. 

^IUBv 

1 
n  i. 

SEE  YOUR  NEAREST 
KATZ  AGENCY 

CBS 
ABC 
DUMONT 

MEREDITH 

STATION 

U  TELEVISION 

\v    SYRACUSE 

agency  profile 
Roger  Pryor 

V.P.   Radio  and  TV 

Foote,  Core  &  Belding,   New  York 

Heaven  help  the  TV  actor,  producer,  director  or  musician  who 

tries  to  put  anything  over  on  Foote.  Cone  &  Belding's  radio  and  T\ 
\.p..  Roger  Pryor.  His  background  of  over  30  years  in  show  busi- 

ness serves  him  well  in  mam  instances.  In  fact  it  got  him  into  the 

agency  field  in  1947. 

The  way  Pryor  puts  it  is  this:  "The  various  phases  of  entertain- 
ment in  which  I  had  worked  were  all  component  parts  of  television. 

Therefore  the  agency  figured  that  I  would  have  a  head  start  on 

others  in  the  field  and  could  be  expected  to  assimilate  TV  savw 

more  rapidly.  I  don't  know  how  true  that  turned  out  to  be.  but 
the  agency  added  radio  to  my  functions  in  1951,  and  I've  still  got 

a  job  at  Foote.  Cone  &  Belding." 
In  the  course  of  hanging  onto  that  job  Rog  has  often  been 

tempted  to  buy  stock  in  an  aspirin  company.  "You  just  get  one 

headache  cured  and  up  pops  another."  he  told  SPONSOR.  "W  ith  all 
the  new  stations  going  on  the  air  the  TV  clearance  situation  is 

straightening  out.  Bang!  Along  comes  color.  And  while  color 

certainly  gives  appetite  appeal,  it's  got  a  bagful  of  technical  bugs 
to  be  worked  out.  How  many  more  color  experts  are  we  going  to 

have  to  hire?  Will  color  film  transmit  properly?  How  much  bigger 

bite  is  it  going  to  take  out  of  the  budget?  There's  a  million  new 

questions  to  be  answered."    t  See  color  TV   article,  page  40. 1 
And  with  clients  like  Hallmark.  Frigidaire.  Rheingold,  Lever, 

General  Foods.  Kreisler,  Armour  and  Kleenex  to  worry  about,  the 

answers  will  have  to  be  forthcoming  soon.  Once  again  Rog's  the- 
atrical background  may  come  in  handy. 

On  his  credit  sheet  vou  can  find  stardom  and  direction  of  60 

feature  motion  pictures,  as  well  as  acting  in  and  direction  of  such 

Broadway  plays  as  Saturday's  Children.  The  Royal  Family.  The 
Front  Page  and  many  others.  Toss  in  a  stint  as  vaudeville  headliner. 

a  couple  of  years  as  an  orchestra  leader,  a  three-vear  session  as 
master  of  ceremonies  of  the  Gulf  Screen  Guild  Theatre  and  five 

years  as  narrator  for  the  I  .  S.  Steel  Theatre  Guild  on  the  Air  and 

you  have  a  solid  professional  background  unmatched  in  the  adver- 
tising trade. 

But  tlie  Madison  Avenue  >uit  is  >!rictl\  a  five-day-a-week  costume 

for  Rog.  Weekends  i  when  he  can  act  away)  he's  a  country  gentle- 
man on  his  100-acre  farm  in  Red  Hook.  N.  Y.  *  *  * 
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282,000 
WATTS 
You'll  travel  in  fast-selling  company 

when  your  message  is  adjacent  to  these 

top  ABC-TV  and  KBTV  shows.  Specify 
KBTV-Denver  for  a  brighter  sales  picture. 

KBTV-OWNED  FILM ABC-TV  NETWORK 

PROPERTIES SHOWS 
All-American   Gome   of   the   Week 

Abbott  ond  Costello 

Amot  'n   Andy 
Kraft   Drama MOST 

China   Smith Comeback 

City   Detective 

Duffy's  Tavern* 

Danny   Tha/nos 
Date  with  Judy POWERFUL 

Hopolong  Cassidy Georgie  Jessel 

Joe  Palooka* 

Lib  wow* 

Juke  Box    Jury 

lone  Ranger TV  STATION 
life   with    Elizabeth* 

Name's  the  Some 

Linkletter   and   the   Kids 

Meet  the  Victim 

Ozzie  ond  Harriet 

Pride  of  the  Family IN  THE  WEST 
Sportsmen's  Club 

Pepsi-Cola    Playhouse 

Touchdown Quick  as  a  Flash 
beaming  better  programs 

'Programs     soon     to     be     released  — Ray  Bolger 
KBTVoptioned 

Saturday  Night  Fights from  atop  Lookout  Mountain... 

KBTV  LIVE  PRODUCTIONS Stu    Erwin new  half-million  dollar  studios 

Captain   Oiie  Waters  — 
Western  Playhouse 

Super  Circus 

Space  Patrol 

in  downtown  Denver... 

Bill  Michelsen  ond  the  News Smilin'   Ed  McConnell completely  equipped  to  serve 
(INS  Telenews) U.S.    Steel    Theater    Guild 
Menu  Motinee 

Walter   Winchell every  television  need  including 
Weather  with  Vince  Monforte 

You  Asked  for  It movie  camera  crane,  rear 
Eddy  Rogers  Show 

Mile-High   Born  Dance 
.^•»m.       A 

projection,  revolving  stage. 
Koffee  Klatsch 

Sports  Corner 

fU 
Farm   Reporter New  ABC-TV  Daytime 

KBTV  Studio  Wrestling Programming  Monday  thru  Friday 

lfDTlf\ JOE  HEROL 

- 

D,  Manager 

l\ul  V JERRY  LEE,  Comi mercial  Manager 

CHANNEL  Q  DENVER   / 
STUDIOS  AND  OFFICES: 1089  BANNOCK  STREET 

^ak-tv  ̂ *Be-Tvy DENVER,  C OLORADO 

CONTACT       YOUR       FREE       &       PETERS       REPRESENTATIVE 
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SPONSOR  is  the  most  imitated 

trade  magazine  covering  the 

advertising  field  today! 

SPONSOR 
the   magazine   radio   and    TV  advertisers 



Wherever 

Whenever. . 

DAYTIME NIGHTTIME 

WBZ  is  testation 

"listened  to  most' 

In  this  Whan  Survey. .  the 

most  comprehensive  audience 

survey  ever  attempted  in  New 

England.,  the  leadership  of 

WBZ  emerges  strong  and  clear. 

In  this  Survey,  too,  you'll  find 
records  of  listening  habits  that 

will  help  you  spend  your  New 

England  advertising  dollar  with 

utmost  results.  If  you  haven't 
a  copy,  get  in  touch  with  Free 
&  Peters  or  with 

WBZ 
BOSTON 
50,000    WATTS 
NBC      AFFILIATE 

WESTINGHOUSE 
RADIO   STATIONS   Inc 

WBZ.WBZA-KYW.KDKA 

WOWO.KEX.WBZ-TV.WPTZ 
National  Representatives,  Free  &  Peters, 
except  for  WBZ-TV  and  WPTZ;  for  the 

television  stations,  NBC  Spot  Sales 

NIGHTTIME  MEMO 
[Continued  from  page  35  i 

studied,  nighttime  radio  in  these  areas 
is  far  from  dormant.  A  recent  CBS 

survey  conducted  in  18  major  cities 

compares  radio  sets  in  use  in  October 
L952  wilii  October  1951  between  6:00 

and  1 1  :00  p.m.  The  stud)  showed  17'  , 
more  radio  sets  in  use  in  1952  than 
in  1951. 

A  Trendex  survey  conducted  in 
homes  which  have  had  television  for 

more  than  two  years  further  substanti- 
ates the  CBS  study.  This  survej 

showed  that  after  six  months  from  the 

time  the  family  acquired  its  TV  set 
radio  listening  began  to  increase,  so 

that  bv  the  end  of  the  two-year  period 
TV  viewing  was  shown  to  be  done  on 

a  highly  selective  basis,  with  radio 
filling  in  the  resulting  gap. 

A  BAB  survey  of  20  major  TV  mar- 
kets showed  that  TV  homes  have  more 

radio  sets  than  non-TV  homes:  TV 

homes  average  2.34  radio  sets:  non- 
TV  homes  1.87  radio  sets. 

The  Class  A  cost  factor,  long  ob- 

jected to  by  radio  advertisers,  is  rapid- 

ly being  eliminated  by  the  radio  sta- 
tions themselves.  The  trend  in  rate 

structure  is  overwhelmingly  toward  a 

single  rate  from  7:00  a.m.  to  10:30  or 
11:00  p.m. 

Another  move  stations  are  making 

is  the  offer  of  special  frequency  pack- 
ages at  night.  Such  packages  provide 

extra  announcements  per  week  for  the 

advertiser  at  a  cost  per  announcement 

that  is  considerably  under  the  rate 
card.  Take  a  Northwestern  station  as 

a  good  example: 
The  one-time  rate  for  a  20-second 

announcement  at  night  is  $18  or  $90 

weekly  for  a  five-announcement  sched- 
ule. The  stations  package,  however, 

consists  of  18  announcements  weekK 

for  $195— a  unit  cost  of  $10.83. 

These  special  package  costs,  al- 
though increasingly  prevalent  among 

radio  stations,  were  not  considered  in 

the  cost  comparisons  cited  on  page 

35,  even  though  these  package  rates 

would  further  strengthen  our  recom- 

mendation of  nighttime  radio.  How- 
ever,  the  existence  of  these  packages 
should  be  kept  in  mind  when  consider- 

ing the  use  of  evening  announcements. 
Another  factor  that  tends  to  weigh 

in  favor  of  nighttime  radio  is  the  lack 
of  choice  minute  availabilities  during 

the  tight  morning  schedules.  Some 
three  years  ago,  when  advertisers  first 
crowded  into  earh    morning  radio  en 

masse,  they  still  had  a  fair  pick  of  time 

slots.  Today,  with  a  whole  Blue  Book 
of  advertisers  crowded  into  the  7:00- 

8:00  a.m.  period,  this  choice  no  longer 
holds  true.  Advertisers  pretty  much 
have  to  take  what  the  stations  can 

spare  them. While  there  is  some  variation  from 

day  to  day  among  morning  radio 
ratings,  this  variation  exists  to  a  far 

lesser  degree  than  at  nighttime.  Take 
\\  ABC.  New  York,  as  an  illustration 

of  this  point: 

The  average  rating  between  7:00- 
8:00  a.m.  for  the  week  is  1.8.  On  a 

daily  basis.  Monday  is  low  with  1.5, 

and  Thursday  is  high  with  2.0.  The 

spread  is  not  too  great.  However,  the 

same  calculations  for  evening.  8:00- 
10:30  p.m..  show  a  weekly  average  of 

2.7,  with  Monday  low  at  1.9  and  Fri- 
day high  with  3.9.  In  other  words,  a 

Friday  night  announcement  would 
yield  better  than  twice  the  audience  of 
a  Monday  night  announcement.  Here, 

the  factor  of  judicious  time  buying  as- 
sumes greater  importance  in  improving 

the  nighttime  radio  picture. 
The  audience  turnover  element  is  an- 

other plus  factor  for  nighttime  radio. 
Studies  of  listening  habits  reveal  that 

morning  radio  listening  is  a  fairly 

automatic  thing;  listeners  tune  in  to 
the  same  station  at  more  or  less  the 

same  time  each  morning.  Such  a  listen- 

ing pattern  is  valuable  for  a  short- 

term  campaign  when  the  advertiser's 
aim  is  to  reach  virtually  the  same  audi- 

ence morning  after  morning  with  suffi- 
cient frequency  to  make  an  impact 

with  his  sales  message.  A  morning 

schedule  on  one  station  in  a  multi- 
station market  will  therefore  reach  the 

usual,  loval  listeners  of  the  one  sta- 

tion but  miss  completely  those  listen- 

ers in  the  same  market  who're  loyal to  the  other  stations. 

A  Nielsen  study  conducted  in  Chi- 

cago yielded  the  following  figures  sub- 
stantiating the  audience-turnover  prem- 

ise.    I  BAB   had   this   study    made   for 

H lave  great  opportunity  for 
early  morning  personality. 

Smooth  style  preferred,  but 
will  li»tcn  to  any  audition. 

Give  full  qualifications  and,  if 

possible,  send  audition  with 
first   letter  to 

BOX     50     SPONSOR 

12 SPONSOR 



When  you  buy 

radio    time    (or    TV) 

in  the  QUAD-CITIES 

. . .  remember 

WHBF IS  NOW CBS! 
This  powerful  combination  offers  you 

better  Quad-City  coverage,  lower  cost 
Now  more  thon  ever  WHBF  Radio  is  a  necessary  MUST 

on  the  list  of  many  aggressive  advertisers  who  want  to 

sell  profitably  to  the  242,000  people  of  the  Quad-Cities 

(plus  the  additional  thousands  in  the  trading  area  adja- 

cent   to    this    important    Midwe:t    market.) 

CONSIDER     THESE     LATEST     MARKET     FACTS 

Among  the  155  Standard  Metropolitan  County  areas  in  Sales  Manage- 

ment's   1953    Survey    of    Buying    Power — the    Quad-Cities    rank 

84th 
74th 

80th 

n   POPULATION 

n   RETAIL  SALES 

n   FOOD  SALES 

70th   in   DRUG  SALES 

64th  in  AUTOMOTIVE  SALES 

30th  in   EFFECTIVE  BUYING  INCOME 

per  CAPITA 41st  in   EFFECTIVE   BUYING   INCOME 

per  FAMILY 
A  consistently  good  market  that  will  share  with  you  its  spendable 

income  through  the  medium  of  WHBF.  the  Quad-Cities  favorite  sta- 
tion,   and    CB5     the    nations    favorite    network 

AVERY  KNODEL,    Representatives 

LESLIE  C.  JOHNSON.   V.P.  and  Gen.   Mgr. — Tclco  Bldg..   Rock   Island.   III.   / 
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us,  and  we  feel  they  deserve  a  tribute 

for  constructive  cooperation,  i 

The  average  audience  turnover  dur- 
ing one  week  in  the  7:00-8:00  a.m. 

period  was  2.0.  in  the  8:00-10:30  p.m. 
period.  3.5. 

Here's  how  these  turnover  figures 
i  an  he  translated  into  actual  listening 

audience.  Take  Station  Y  as  an  ex- 

ample: 
Station  Y  has  an  average  daily  rating 

of  2.0  in  the  morning  and  reaches  an 

average  of  10,000  men  daily.  At  tit- 
rate a  schedule  of  five  announcements 

would  reach  50,000  men  per  week.  But 
this  total  of  50,000  men  does  not  mean 
50,000  different  men  reached  once  a 

week  any  more  than  it  mean  10.000 
men  reached  five  times  a  week.  The 

2.0  turnover  indicates  that  20.000  dif- 
ferent men  hear  the  announcement  on 

the  average  of  two  and  a  half  times 
a  week. 

Station  ̂   may  also  have  a  2.0  aver- 
age rating  reaching  10.000  men  each 

night.  With  a  turnover  figure  of  3.5 
we  find  that  35,000  different  men  hear 

the  announcement  on  the  average  of 

just  under  one  and  a  half  times  per 
week.  Thus  it  is  evident  that  an  eve- 

ning schedule  does  reach  a  wider  audi- 
ence— in    this    instance.    7V,     wider. 

\\  itli  the  lengthening  of  the  schedule 

the  frequency  deficiency  can  he  over- come. 

Summarizing  the  advantages  and  dis- 
advantages of  nighttime  radio,  we  find, 

on  the  pro-nighttime  side,  that  evening 

announcements  hased  on  an  expendi- 

ture comparable  to  X  Company's  cur- 
rent  morning  program  provide: 

1.  More  homes  reached  per  broad- 
cast   (in  14  out  of  22  markets  I . 

2.  More  men  reached  per  hroadcast 
I  in  19  out  of  22  markets). 

3.  More  men  available  1 78.3  men 

per  100  listening  homes  at  night  to 
63.4  in  the  morning  ) . 

4.  A  male  audience  at  a  lower  cost- 

per-1.000   (in   19  out  of  22  markets). 
5.  Greater  weekly  turnover  of  male 

audience  to  widen  the  advertising  im- 

pact I  3.5  weekly  turnover  at  night  ver- 
sus 2.0  in  the  morning). 

On  the  unfavorable  side,  where  X 

Company  is  concerned,  the  following 
factors  must  be  considered : 

1.  Copy  has  to  be  cut  from  60  to  20 
seconds. 

2.  Nighttime  radio  reaches  men 

when  use  of  X  Company's  product  is 
not  imminent. 

So  far  we've  been  talking  to  you 
about  averase  audiences  and  time  costs 

■7t-;t' 

I- 

WJAS 
fc  AM&FM 

MONEY 
the^WNN?  SIDE 

OF  THE   DIAL 

NOW  OfHK 

THREE  for  the  MONEY 

{The  biggest  talent  "steal"  in  Pittsburgh's  radio  history) 

Put  your  product  before  three  separate  audiences  every 
day  on  the  ONE  Pittsburgh  station  with  personality  appeal!! 
Saturate  the  fabulous  Pittsburgh  market  across  the  board 

at  tremendous  savings  with  this  "once  in  a  lifetime"  triple 
bonus  package.  Take  advantage  of  Radio  Pittsburgh's  three 
top  radio  personalities— Bill  Brant  in  the  morning,  Barry 
Kaye  in  the  afternoon,  and  Hilary  Bogden  in  the  evening. 
As   little   as   $9.72 
YOUR  LIFE!! 

per  announcement.*   THE   TIME   OF 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan   Area 

5000  Watts      1320  KC. 

Write  .  .  .  phone  ...  or  wire 

George  P.  Hollingbery  Co. 

*26  week  package  as  published  in  S.R.D.S. 

in  comparing  the  virtues  of  nighttime 
with  daytime  radio.  To  bring  the  story 

closer  to  home,  we  further  compared 

our  present  daytime  schedules  in  sev- 
eral major  markets  with  evening  an- 

nouncements that  reps  reported  would 
be  available  to  Company  X: 

1)1   I  KOIT: 

No.  of  announce  8 ments  weekly 

Weekly  cost  si  14 
No.  <>f  homes  reached         192,400 

weekly 

No.   of  men   reached  132,800 
weekly 

Aitual  morn-    Available  eve 
ins  schedule     ning  schedule 

Cost  pcr-1 .000  men reached 

13.12 

12 

$410 
420,700 

353,400 

$1.16 BALTIMORE: Actual  morn- mik  schedule Available  eve- 
ning schedule 

No.  of  announce- 5 5 
ment  weekly 

Weekly   cost 
SI24 $137 

No.  of  homes  reached 

weekly 

92,500 
133,800 

No    of  men   reached 
weekly 

60,100 
104  400 

Cost-per- 1,000  nun reached 
S2.06 

51.32 

TULSA: Actual  morn- ing schedule 
Available  eve- 

ning schedule 

No.  of  announce- 6 4 
ments  weekly 

Weekly   cost $90 

$96 

No.  of  homes  reached 

weekly 

58,900 

108,900 

No.  of  men  reached 

weekly 

37,300 85,300 
(ost- per- 1,000  men 

reached S2.4I 

$1.13 

What  does  not  appear  in  these  fig- 
ures is  the  fact  that  the  times  avail- 

able include  top-ranking  adjacencies. 

In  Detroit  the  list  of  adjacencies  in- 
cludes: Fibber  McGee.  Groucho  Marx. 

Eddie  Cantor.  Truth  and  Consequences 

among  others.  The  Baltimore  roster 

reads  as  follows:  Amos  'n  Andy,  Ed- 
gar Bergen.  People  Are  Funny,  Mr. 

end  Mrs.  North,  What's  My  Line,  Bing 
Crosby,  and  Lowell  Thomas.  Tulsa 

availabilities  include  adjacencies  to  Ar- 

thur Godfrey,  Lux  Radio  Theatre.  Gen- 
eral Electric  Theatre.  Edward  R.  Mar- 

row. Mr.  and  Mrs.  .*\orth.  and  People Are  Funny . 

These  random  examples  boost  the 

average  figures  which  we  used  in  rec- 

ommending nighttime  radio.  Vie  ex- 
pected that  station  availabilities  would 

provide  announcements  with  better  rat- 
ings than  the  averages  with  which  we 

worked,  but  we  found  them  to  be  far 

better  than  anticipated,  making  the 
case  for  nighttime  radio  e\en  stronger. 

•  •  • 
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WGY  talent 

Variety Women Traveler 

NEW   YORK 

VERMONT 

•  BURLINGTON 

BARRE* 

GLENS    FALLS* 

R0ME*      .UTICA     6L0VERSVILLE 
cITTLE    FALLS  "i^"-*  • 

HERKIMER*  ' 
JOHNSTOWN- y 

NORWICH  i 

AMSTERDAM - 
SCHENECTADY'      i 

ALBANY 
•ONEONTA 

HUDSON. 

KINGSTON. 

Sells  BOTH 

urban 

&      audiences 
rural 

For  the  Advertiser  Buying  An  l'rhan  Market WGY  Gives  A  Dividend  of  1,269,756  Rural 
Listeners 

For  the  Advertiser  Buying  A  Rural  Market 

WGY  Gives  A  Dividend  of  1,489,044  L'rhan Listeners 

WGY,  pioneer  farm  station,  serves  22  cities 
of  more  than  10  000  population. 

Represented  Nationally  by  Henry  I.  Christal  Co. 

New  York         +         Boston         +        Chicago         *        Detroit         *         San  Francisco 

21   SEPTEMBER  1953 

WGY 
A  GENERAL  ELECTRIC  STATION 

SCHENECTADY.  NEW  YORK 
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COLOR  TV 
(Continued  from  page  41 1 

NBC  issued  invitations  to  agencies 

(which  have  signed  for  black-and- 
white  programs  this  fall  I  to  conic  in, 

one  at  a  time,  and  u~«-  NBC  facilities 

to  test-produce  color  commercials. 
\jnong  those  agencies  which  have  heen 

granted  this  opportunit)  so  far  are 
I.  Walter  Thompson,  BBDO,  William 

Est)  and  Benton  \  Howies.  Here's  how 
one  typical  daj  worked  out. 

NBC's     color     coordinator.     Barry 
\\  ood    I  former    singing  star    of    )  our 

Hit  Parade  and  producer  of  the  Kale 

Smith  Show),  invited  J.  Walter  Thomp- 

son personnel  to  participate  late  in 
August.  After  a  briefing  session  with 

the  agency's  creative  team,  prepara- 
tions were  made  for  use  of  the  Colonial 

Theatre.  NBC's  color  origination  point. 
On  the  appointed  morning,  a  group  of 

about  20  JWT  men  worked  with  NBC's 
technical  staff  doing  dry  runs,  check- 

ing camera  angles,  correcting  makeup 
and  costume  coloring  and  getting  the 
feel  of  the  new  medium. 

To  make  things  as  simple  as  possible, 
the  ajrencv  used  commercials  which  it 

the     Wl  H  Liona    Island   st 

USE  WHLI  TO  HOOK  THE  BIGGEST  SLICE  OF 

LONG  ISLAND,  THE  NATION'S  FASTEST 
GROWING   MARKET 

This  is  Long  Island's  amazing  NASSAU  COUNTY 
Population  888,998  people 

254,000  families 
Net  Income  Total  $1,758,596,000 

per  family  8,071 
Retail  Sales  $    838,171,000 

Food  store  sales  $    264,005.000 
Auto  store  sales  $    137,187,000 
Household,  etc.,  sales  $      50,474,000 

Passenger  Car  Registrations  (May  1953)  309,842  cars  (1.3 
cars  per  family) 

WHLI  has  a  Larger  Daytime  Audience  in  the 
Major  Lonq  Island  Market  than  any  Network  or 
Combination   of   Independents. 

•dita  sources: 
Silcs  Manigcment  Survey  of  Buying  Power.  May  1953 
Conl.in  Study  of  Listening.  Feb.   1953 
L    I    Lighting  Population  Study 

HEMPSTEAD 

LONG  ISLAND,  N.  Y. 

ImhlaMi 
PAUL  GODOFSKY,   President 
REPRESENTED   BY   RAMBEAU 

had  previously  done  on  the  air  in 
black-and-white.  The  three  selected 
were:  ill  an  RCA  commercial  from 
the  Moll)  Goldberg  program;  (2)  a 

Rex  Marshall  spiel  for  Ford:  i  3  I  a  se- 

lection from  Kraft's  dramatic  show. 
Bj  late  afternoon  the  rough  edges 

had  been  smoothed  off  and  the  closed 

circuit  to  the  Center  Theatre  warmed 

up.  \t  the  Center  about  60  kev  men 

representing  JWT,  Ford,  RCA  and 
Kraft  saw  the  showing  on  RCA  re- 

ceivers. After  a  brief  introduction,  dur- 

ing which  the  products  of  numerous 
NBC  advertisers  were  shown  in  color, 

the  commercials  for  JWT's  three  clients 
came  on  the  screens.  A  half  hour  later, 

in  the  words  of  an  NBC  executive, 

"Everybody  stopped  shaking  ham's 

and  went  home  to  drool." 
Those  who  attended  the  showing 

came  awa\  with  a  mixture  of  enthusi- 

asm and  awe:  enthusiasm  for  the  po- 
tentialities of  the  new  development 

and  awe  for  the  task  of  re-training 
thev  would  have  to  do  on  themselves. 

One  viewer.  JWT's  V.P.  Henry  John- 

son, told  SPONSOR:  "I  see  now  that 

we've  got  to  sharpen  up  our  color  per- 
ception and  awareness  of  color.  This 

isn't  eas)  to  come  by,  after  thinking, 
for  so  many  years,  in  black-and-white. 
Because  of  the  physical  nature  of  vour 

eye,  you  see  colors  broadlv.  Few  peo- 
ple can  isolate  reds,  blues  and  greens; 

fewer  can  sense  the  variety  of  their 

values.  We  must  sharpen  our  color 
senses  and  must  be  on  the  look-out  for 

people  who  already  have  this  color 
sense.  Agencies  and  advertisers  must 

also  educate  themselves  to  the  impor- 
tance of  lighting,  a  very  subtle  science 

in  color  television.  The  ideal  way  to 

train  yourself  in  these  two  things,  color 

perception  and  lighting  technique,  is 
by  closed  circuit  exepriment.  which 

puts  you  in  the  viewer's  position.  How- ever, this  is  a  costlv  and  improbable 

method.  Otherwise,  we'll  have  to  de- 

velop as  we  go  along." 
NBC  TV  is  charging  ahead  with 

plans  to  start  commercial  colorcasting 

just  as  soon  as  the  FCC  gives  the  nod. 
Pat  Weaver,  \  ice  chairman  of  the  NBC 
board,  announced  that  a  series  of  ex- 

perimental "color  premieres.""  which would  eventually  include  all  important 

NBC  programs,  would  begin  28  Sep- 
tember. I  nder  this  plan  NBC  per- 

sonnel would  work  with  agencies  and 

advertisers  to  put  at  least  one  stanza 

ol  each  top  program  on  the  air  in  color 
this  fall.  Not  only  will  NBC  technical 

help  be  supplied  but  NBC  will  foot  the 
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No  wonder  the 
cows  are  confused! 

Something  over  four  years  ago, 

Grocery  Products  Co.,  Inc.,  Nash- 

ville, introduced  Darimix  Non-Fat 
Dry  Milk  to  the  Nashville  market, 

with  the  idea  of  expanding  as  fast 

as   production    would    warrant. 

Knowing  the  tremendous  and  wide- 

spread impact  of  WSM's  Grand  Ole 
Opry  they  turned  to  it  as  a  major 

weapon  in  their  drive  for  distribu- 
tion. 

Did  it  work?  Simon  &  Gwynn, 

Darimix  agency,  reports  Darimix 
current  distribution  in  30  states. 

No  wonder  the  cows  and  competi- 
tion are  confused. 

The  Darimix  story  should  suggest 

an  unfailing  way  for  you  to  push 

a  product  fast.  For  details  see 

Tom  Harrison  or  any  Petry  Man. 

WSM 
Nashville 650 

Clear  Channel  50,000  Watts 
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bill  for  the  difference  between  the  color 

production  and  the  usual  black-and- 
u  bite  costs. 

If  bj  28  September  FCC  approval 
has  been  granted,  the  telecasts  will  go 

on  the  air  in  color.  Using  the  com- 

patible system  the)  will  he  received  in 
coloi  on  color  receivers  but  in  mono- 
chronic  on  standard  black-and-white 

sets.  If  the  neccssan  approval  hasn't 
come  through,  the  dress  rehearsals  will 
be  sent  on  closed  circuit  to  a  theatre. 

Vfter  FCC  approval  color  pro-rams 
will  be  sent  out  on  the  NBC  network 

at  the  rate  of  one  or  two  programs  a 
week. 

In  contrast  to  NBC's  chest  thump- 
ing. CBS  is  playing  its  cards  close  to 

the  vest.  It  is  known  that  CBS  is  do- 

ing plenh  of  experimental  work  in  one 
of  its  New  ̂   ork  studios,  but  so  far  it 

is  verv  hush-hush.  The  network  plans 
a  series  of  indoctrination  clinics  for 

agencies  and  advertisers,  probabr) 
starting  in  October. 

Du  Mont  is  also  keeping  mum,  but 

in  the  past  announced  that  it  was  work- 
ing on  a  3-D  color  system  which  would 

be  fully  compatible.  And  although  Dr. 

Allen  B.  Du  Mont  belongs  to  the  Na- 
tional Television  System  Committee 

which  put  together  the  standards  now 

before  the   FCC,   he  is  unenthusiastic 

about  the  NTSC's  findings. 

Film.  To  color  or  not  to  color  seems 

to  be  the  question.  The  concern  in 

many  places  is  that  color  films  now  on 
the  market  may  not  be  ideal  and  that 

later  a  film  will  be  developed  which 

will  reproduce  better.  In  disagreement 

with  this  theory  is  NBC  Engineering 
V.P.  0.  B.  Hanson,  who  told  sponsor: 

"We  anticipate  no  difficulty  in  trans- 
milting  existing  color  films.  As  tests 
go  along  we  will  be  able  to  specify 
ideal  density  and  contrast  ranges 
which  the  laboratories  can  deliver  on 

prints." 

A  number  of  film  packagers  and 

producers  seem  to  share  this  confi- 
dence. Ziv  Television  Programs,  for 

instance  has  already  filmed  in  color  39 

Boston  Blackie  programs  and  104 

Cisco  Kid  episodes.  That  firm's  presi- 
dent, John  L.  Sinn,  told  SPONSOR: 

"We're  not  worried  about  the  problem 
of  good  transmission  of  color  film. 

We've  used  Kodachrome.  Ansco  and 

Eastman  color  products  and  we're  still 
testing.  The  trick  is  to  get  good  color 

on  the  film;  after  that  I'm  sure  that 
the  engineers  can  find  a  way  to  get  it 

onto  home  TV  screens  in  good  shape." 

1000  WATTS 

Charleston's  most  far  reaching  station 

0 © 

"The  days  of  the  '49'ers  ain't  over — not  by  a 
long   shot!      For  example,   in   Coastal   Carolina, 

w-PAL  pioneered  in  negro  programming  with 
negro  artists! 

w-PAL  pioneered  in   folk   music  programming! 

w-PAL  pioneered  in  programming  exclusively 
to  our  people,  with  the  programs  they  want  to 
hear! 

w-PAL  pioneered  in  bringing  interesting,  help- 
ful, and  constructive  religious  programs  and 

services  of  all  denominations,  to  our  people! 

This  has  been  going  on  now  for  years — and 
sponsors  feel  the  results — quickly  and  bounti- 

fully! 
As  Gen.  Forrest  said:  "Git  thar  fustest,  with 

the  mostest!"' We  did — and  we're  still  thar! 

eo 
of    CHARLESTON 
SOUTH      CAROLINA 

Forjoe  and  Company 

S,  E,  Dora-Clayton  Agency; 
All   this  and    Hoopers   too! 

Lever  Bros,  mulled  the  question 

recently  before  starting  to  shoot  the 
next  26  instalments  of  Big  Town.  Says 

TV  Manager  John  R.  Allen,  "It  would 
cost  about  S3.000  more  per  installment, 

yet  the  entire  series  would  be  shown 
on  TV  before  the  end  of  1954.  So 

we've  just  about  90%  decided  against 
color  at  this  time  because:  (1|  there 

won't  be  enough  color  receivers  in  use 
in  1954  to  make  it  worthwhile;  (2) 

color  film  may  be  considerably  im- 

proved by  television  standards  soon 

and  we'd  want  to  use  the  best.  So  for 

the  time  being  we'll  stick  to  working 
with  the  networks  and  try  to  keep 

up  to  date  on  new  developments." 
Costs.  Considering  the  tremendous 

increase  in  effectiveness  which  color 

will  bring,  increases  in  cost  are  ex- 

pected to  be  fairly  moderate.  A  BBDO 

spokesman  told  sponsor  that  he  esti- 
mated increased  production  costs  of  a 

color  film  commercial  might  run  as 
little  as  15%. 

On  the  subject  of  live  production  of 
shows,  Norman  Crant,  NBC  TV  art 

director,  says,  "We  hope  to  know  in 
about  six  months  just  how  much  more 

color  production  will  cost  than  black- 
and-white.  Naturallv.  costumes  will 

run  somewhat  higher  because  we  won't 
be  able  to  get  away  with  some  of  the 
combinations  we  use  now.  Much  of 

the  scenery  we  use  today  is  in  full 

color  for  appeal  to  studio  audiences  so 

there  shouldn't  be  much  added  expense 
there.  We  learn  by  making  mistakes. 

You  knowT  to  try  this  and  try  that  be- 
fore you  find  the  ideal  combination. 

But  as  we  learn  the  costs  will  come 

down  to  their  true  level.  We  can't  be- 
lieve that  the  eventual  cost  of  color 

will  be  much  more  than  today's  mono- 

chrome productions." 
Package  design.  It  is  expected 

that  color  T\  will  be  a  boon  to  indus- 

trial designers.  A  number  of  them, 
contacted  1>\  SPONSOR,  have  noticed  in- 

creased interest  from  manufacturers. 

Designer  Frank  Gianninoto  says.  "The 
tendencv  to  make  packages  more  'alive 
is  growing  partially  because  TV  offers 
motion  as  opposed  to  the  static  quality 

of  print  advertising.  Now  with  color 

coining  it  is  logical  for  manufacturers 
to  think  of  TV  as  the  nearest  thing  to 

a  point-of-sales  salesman  there  is.  So 

you  tr\  to  work  additional  factors  into 

the  package  design:  simplicity  of  name 
i  for  easier  remembrance  I .  simplicity 

of  design  i  for  easier  identification). 

humor    (to   win   friendship   and  good- 
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DETROIT   WORKERS 

DRIVE f 
TO    WORK  t 

Detroit  is  the  world's  Motor  City  in 
usage,  as  well  as  in  production. 
Autos  and  auto  radios  get  plenty 
of  mileage! 

Two-thirds  of  Detroit  area  workers  DRIVE  to  their  daily  employment. 
12%  of  them  drive  30  miles  or  more  each  day.  Another  13%  drive  from 

20  to  29  miles.  Less  than  one-half  of  one  percent  ride  on  Detroit's  one 
commuter  railroad! 

What  a  BONUS  audience  that  represents  for  Detroit's  radio  advertisers! 

In  this  market  of  980,000  cars,  WWJ  is  the  favorite  radio  station.  It  has 

been  for  33  years.  And,  because  it  delivers  the  most  listeners  per  dollar, 

it's  the  most  economical  buy. 

To  put  your  product  in  the  driver's  seat  in  the  Detroit  market,  put  your 
story  on  WWJ. 

Associate 

Television  Station  WWJ-TV 
Basic 

NBC  Affiliate 

AM-S50  K1LOCYCLES-5000  WATTS 
FM-CHANNEL  24S-97.1  MEGACYCLES 

THE  WORLD'S   FIRST   RADIO   STATION    •    Owned  and  Operated  by  THE   DETROIT  NEWS 

National  Representatives:  THE   GEO.  P.  HOLLINGBERY   COMPANY 

21   SEPTEMBER  1953 79 



w  ill  i .  color  i  to  attracl  attention  i . 

Outlook.      \o    one    seems    In    doubt 

that  the  public  will  go  i< >r  coloi  I  \  . 

Nor  thai  the  initial  high  costs  of  re- 
ceivers  will  shake  down,  probably  to 

about  2.V ,  more  than  current  black- 
and-white  models.  RCA  lias  made  its 

patents  available  and  die  trickle  <d  sets 

expected  l>\  the  end  <>l  this  year  should 
mount   rapidl)    within   three  years. 

(d!S  filed  comments  with  the  FCC 

urging  approval  of  the  NTSC  stand- 
ards hut  at  the  same  time  stated  that 

it  was  not  full)  satisfied  that  the  pro- 
posed     s\stem     allowed     lor     sets     and 

broadcasting  equipment  which  was 
cheap  and  simple  enough  to  operate. 

\s  to  the  effectiveness  of  color  I  \ 

as  a  sales  tool,  listen  to  what  Phil 

Cohen,  radio-TV  director  at  Sullivan. 
Slauffer.  Colvvell  &  Bayles.  has  to  sa\  : 

"Color  l\  will  probabl)  be  the  great- 
est advertising  medium  ever  known.  It 

has  ever\ thing:  color,  motion,  demon- 
strabilit)  and  the  persuasiveness  of  the 

human  voice.  It's  up  to  us  to  move 
along  with  the  development-  without 
going  overboard.  Watch  for  the  right 
moment,  then  get  in.  In  other  words, 

proceed  cautiously — but  proceed." •  •  • 

KANSAS  FARMERS 

ARE  SELLING 

p)   -^mm  THEIR  WHEAT... 
...WORTH  ̂ 240,167,840.00 

..AND  BUYING  WIBW 

ADVERTISED  MERCHANDISE 

^V=IB4& 
^ 

S«nrii|  and  Silling 

"THE  MAGIC  CIRCLE" 
ttf    C>»"  Piibl.taiien.  I»(  •  UN  IUDY,  Cm.  Mjr  •  WIBW  ■  (!tN 

CALEN  DRAKE 
[Continued  from  page  37) 

it.    I  feel  I've  been  so  scrupulous  that 
if  I  said  soap  was  good  to  eat  a  few 

million    people    would    have   it   on   the 

table." 

5.  '"I  don't  sell  time.  I  sell  prod- 
ucts. I  ma)  give  a  product  30  seconds 

or  three  minutes,  depending  on  what 

it  needs." 
6.  "In  the  business  world  you  don't 

go  in  to  sell  a  man  and  just  blurt  out 

your  sales  message.  The  same  thing 
holds  true  in  radio.  You  have  to  lead 

up  to  it  and  integrate  it  the  same  way 

you'd  do  sitting  in  a  man's  office.  For 
example,  when  I  did  the  commercials 

on  Grand  Central  Station  during  Pills- 

bury's  recent  sponsorship,  I  alwavs 
tried  to  pick  up  the  thread  of  the  story. 
Once  there  was  a  program  about  a 

young  fellow  who  tried  to  win  a  girl 
b\  bluffing  about  his  bankroll.  I  came 

on  just  after  he'd  been  caught  in  a 
bluff  and  1  said:  'You  can  bluff  so 
long  but  eventually  the  truth  just  has 

to  come  out.  .  .  .'  And  then  of  course 
I  went  on  to  trace  the  parallel  with  the 

product.  I  feel  that's  the  way  to  make 
the  whole  program  lend  impact  for 

the  client."' 

Will  these  principles  work  for  every 

product?  What  about  categories  of 

merchandise  where  there  is  little  tangi- 
ble  difference  between   brands? 

Galen  Drake  says  "yes"  and  would 
like  a  chance  to  stake  his  commercial 

reputation  on  an  effort  to  sell  cigarettes 

w  ithout  using  far-fetched  claims.  What 
brand  would  he  like  to  sell?  Camels, 
because  he  smokes  them. 

If  anybody  at  R.  J.  Reynolds  or 

William  Esty  is  interested,  he'll  sit down  with  them  over  a  sandwich  or 

a  drink  and  reel  off  his  version  of  a 

cigarette  commercial.  It  will  be  a  sim- 
ple piece  of  conversation  in  which 

Drake  stresses  the  brand  name  and  the 

fact  that  he  personally  finds  it  a  good 
smoke.  It  will  come  out  differently 
each  time  Drake  speaks  it.  varying 
with  the  weather  and  what  Drake  has 
bad  for  breakfast. 

Drake  works  from  notes  when  he 
does  his  factual  commentaries  and 

commercials.  There's  no  script,  wheth- 
er the  show  is  five  minutes  long  or  45. 

Once  when  he  got  to  the  studio  for  a 
45-minute  show  he  discovered  his  notes 
were  locked  in  a  desk  and  no  one  had 

the  key.  He  did  the  whole  45  minutes 
from  scratch.  He  makes  a  standing 

offer  to  friends.  "Come  on  into  the  stu- 
dio  five  minutes   before   air  time  and 

?0 
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WJR    MARKET    DATA 

%  of  total 
U.  S.  market 

almost  IO% of  -fAe 
nations  sales 

-lakes  place 

In  WJR.sbhma.Hj 

coverage,  atea. ; 
/ 

Population   12,601.300  8.3 

Radio  Homes   3,785.540  8.6 
Farm  Radio  Homes   328,990  5.9 
Food  Sales     $  3,266,766.000  9.4 
Retail  Sales   $13,613,431,000  9.3 
Drug  Sales   %     464,447,000  10.3 

Filling  Station  Sales   $     739,614,000  10.1 

Passenger  Car  Registrations   4,116,934  10.2 

This  multi-billion  dollar  market,  bo  vital  to  your  national  sale-  volume, 
is  effectively  and  economically  covered  l>\  one  Bingle  >ales  voice. 
Vt  J  It  reaches  (ill  of  this  gnat  market  ever)  time  of  the  day,  e\rr\ 
day  of  the  year,  with  the  most  influential  Bingle  voice  in  the  area! 
Increase  your  sales  in  this  rich  137  Count)  area  n>e  WJR,  the  Great 
Voice  of  the  Great   Lakes. 

For  more  information  on  \\.JK"s  ability  to  sell  in  thi>  great  market 
area,  contact  WJR  or  your  Christal  representative  today. 

oit.  The  Goodwill  StoHon 

S  Radio  Network 

watts  Clear   Channel 

AN  IMPORTANT  AREA  FOR  YOU 

—  A  FAMILIAR  AREA  TO  US 

9 
7Ti\ FUEE 

SPEECH MIKE 

WJ  R,  Fisher  Building,  Detroit  2,  Michigan 

WJR,  Eastern  Office:  665  Fifth  Avenue,  New  York  22 

Represented  Nationally  by  the  Henry  I.  Christal  Company 

Canadian  Representatives:  Radio  Time  Sales,  (Ontario)  ltd. 



give  nie  three  topics  to  talk  about. 

Anything  as  long  as  it's  clean.  I'll 
work  your  topics  into  15  minutes  of 

the  show." Drake  nun  have  inherited  his  talent 

for  conversation.  He's  a  great  grand- 
nephew  of  Stephen  \.  Douglas.  But 

he  gets  most  of  his  ability  to  talk  in- 
teresting!) from  lii-  wide  reading  and 

background.  He  was  horn  in  Kokomo, 

Ind..  26  Jul)  L907.  He's  been  a  box- 
er, orchestra  leader  (Southern  Califor- 
nia Symphony  Orchestra),  an  actor,  a 

singei    (San  Francisco  Opera  Co.  I.  He 

has  a  10,000-volume  reference  library 
at  home. 

Few  performers  belong  to  one  of  the 
organizations  in  which  Galen  Drake 

has  long  been  a  member — the  New 
York  Food  Brokers  Association.  Know- 

ing all  the  buyers  of  food  products  in 
the  market  helps  him  when  he  has  a 

product  which  is  seeking  distribution. 

Long  before  merchandising  was  talked 

up  by  radio  stations,  he  was  using  his 
personal  standing  with  distributors  as 

a  salesman  to  get  products  on  the 
shelves.     Keeping    in    touch    with    the 

Now — A  Second  Printing  to  Meet  Your  Demand 

"22  Television  Talks" 
Transcribed  from  the 

BMI      TV      CLINICS 

Sold  out  in  its  first  edition,  "22  Television  Talks,"  the  bible  of  TV 
information,  is  back  in  supply  again.  The  twenty-two  subjects  embrace 

all  important  aspects  of  television  programming. 

1  he  book  is  a  practical  symposium  of 
WHAT   RADIO   AND  TV 

EXECUTIVES   SAY— 

"In  our  opinion,  the  finest  book 
published  on  TV.  The  TV  men 
whose  talks  and  comments  fill 

this  volume  get  right  down  to  the 
level  of  every  individual  now  in 

the  industry  or  about  to  enter  it." 
CEORCE  HICCINS,  KMBC, 

Kansas  City,  Mo. 

BMI's  Twenty-Two  Televi- 
sion Talks'  is  a  reading  must  at 

KXLY  TV." 
ED  CRANEY,  KXLY-TV, 

Spokane,  Wash. 

"The  book  pools  the  knowl- 

edge of  today's  TV  leaders.  It 
gives  inestimable  benefit  for 

present  and  future  TV  person- 

nel." 
HUGH  0.  POTTER,  WOMI, 

Owensboro,  Ky. 

"Anyone  interested  in  TV 
should  read  Twenty-Two  Tele- 

vision Talks'.  They  are  an  edu- cation within  themselves  —  a 

must." R.  W.  ROUNSAVILLE,  WQXI, 
Atlanta,  Ca. 

TV  data  by  men  of  wide  experience 

and  recognized  pioneers  in  television. 

In  addition,  a  good  portion  of  its 

more  than  260  pages  is  devoted  to 

condensed  transcripts  of  the  QUES- 

TION and  ANSWER  sessions  of  the 

Clinics.  The  e  intense  general  dis- 

cussions by  the  broadcasters  attend- 

ing the  Clinics  raised  such  TV  topics 

as  how  to  make  use  of  films  .  .  .  how 

to  cut  costs  .  .  .  how  to  build  or 

remodel  a  plant  .  .  .  how  to  maintain 

public  service  .  .  .  how  to  hold  an 

audience  .  .  .  and  how  to  direct  the 

other  TV  operations. 

Published  by  BMI  at  $6  and  made 
available  as  an  Industry  Service 
at  the  cost  of  transcribing  and 
printing — $3.60. 

Order    Your    Copies    Today. 

BMI BROADCAST     MUSIC,     Inc. 
580    Fifth     ive.  .  New    Vork    36     N     y 

New    ̂   ork 
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brokers,  too,  gives  him  faith  in  his 

own  selling  methods.  "They'll  let  me 

know  in  a  hurry  when  a  product  I've 

taken  on  lays  an  egg." 
Drakes  programs  over  WCBS  in- 

clude: Housewives'  Protective  League 
and  Starlight  Salute,  four  hours  and 
45  minutes  weekly.  Among  his  local 

sponsors  are  Procter  &  Gamble,  Time 

Inc.,  Monsanto  Chemical  Co.,  Stand- 
ard Brands,  Pure  Foods  Co.  and  Hud- 
son Pulp  &  Paper  Co. 

On  the  network  he  does  three  shows: 

a  15-minute  show  for  Murine  Co.; 

a  five-minute  program  for  Sanka.  and 
15  minutes  sustaining. 

The  Housewives'  Protective  League 
is  a  19-year-old  program  carried  lo- 

cally on  each  of  the  CBS-owned  outlets 
and  on  additional  stations  repped  by 

CBS  Radio  Spot  Sales  (13  markets  all 

told  i .  It's  a  commentary  program 
featuring  a  different  performer  in  each 

market  who  speaks  to  housewives  on 
varied  short  subjects  and  does  the 

commercials  personally.  The  audience 
is  told  that  all  products  accepted  must 

be  passed  on  by  a  panel  of  housewives 

and  approved  by  80%  (it's  this  same 
approach  which  Galen  Drake  applies 
lo  all  of  his  shows). 

Merchandising  is  an  important  facet 

of  the  HPL  programs  and  Galen  Drake 

makes  dozens  of  calls  to  super  mar- 
kets each  month.  But  his  merchandis- 

ing isn't  confined  to  the  HPL  shows. 
Hell  arrange  to  make  dealer  and  dis- 

tributor visits  and /or  write  personal 

letters  for  sponsors  of  any  of  his  shows, 

depending  on  the  need.  I  On  a  recent 
afternoon,  he  called  on  seven  Long 
Island  super  markets.) 

Results  from  his  own  approach  to 

selling  combined  with  merchandising 

have  been  expressed  in  accolades  from 

his  sponsors. 
•  Sales  of  Sno  Sheen  flour.  Pills- 

bury  product  sold  by  Drake  on  Grand 
Central  Station,  went  up  200r7  in  the 
18  months  of  sponsorship. 

•  And  this  is  how  J.  M.  Rosefield, 

sales  manager  of  Rosefield  Packing 
Co..  thanked  Drake  back  in  1946  when 

his  compam's  Skippy  Peanut  Butter 
had  just  achieved  major  league  status 
A  letter  from  him  read  in  part: 

"Frankly,  we  were  scared  to  death 
when  we  open  the  New  \  ork  market. 

After  all  it  is  the  biggest  and  tough- 
est market  in  the  world  .  .  . 

"You  can  imagine  our  relief  to  see 
sales  start  to  climb  like  a  skyrocket. 

At  the  end  of  our  first  year  in  the 

market    Skippj     was    in    first    place    in 
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In  the  NEW 

Pittsburgh . . . 

On  the  NEW 

KQV. . . 

Nationally  Famous  Disc  Jockey 

JOE  DEANE  Brings  You 

Two  New  SafleA  Packed.  Shows! 

There's  definitely  something  new  in  Pittsburgh  radio  this 
Fall!  He's  Joe  Deane,  one  of  the  nation's  leading  disc 
jockeys.  Joe  is  already  the  talk  of  the  town  with  his  two 

KQV  platter  shows — the  fresh  new  "Morning  Mayor" 
from  6:30  to  9:30  a.m.  Monday  through  Saturday  .  .  .  and 

the  sparkling  new  "Deane-Agers  Show"  from  4:20  to 
5:45  p.m.  Monday  through  Friday.  Even  in  his  first  week, 
Joe  rang  up  an  outstanding  sales  success  story  for  a 

'teen-age  cosmetic! 
Wherever  we  go,  people  tell  us  these  are  the  two  best  buys 

in  Pittsburgh  Radio  this  Fall!  Who  are  we  to  argue?  And 
look  at  these  attractive  availabilities  and  rates! 

Morning  Mayor: 

Fourteen-minute  segments,  rotating  basis,  six  days  a  week, 
$225,  fully  commissionable. 

Minute  announcement:  $17.50,  6:30  —  8 

$30.00,  8:29-9 
Station  Break:  $10.00,6:30  —  8 
Discounts  as  earned. 

29  A.M. 

30  A.M. 

29  A.M. 

Deane-Agers  Show: 

Quarter-hour,  $85  base  plus  minimum  AFRA  talent  rate. 
Minute  announcement,  $30 

Station  break,  $22 

Discounts  as  earned. 

Joe  is  backed  all  the  way  by  a  strong  lineup  of  top-rated 
CBS  shows.  It's  a  combination  that  can't  miss.  And  we 

can  prove  it  if  you'll  call  or  write! 

ICQ  if-  - CBS  rad\o 

National  Representatives:  WEED  &   CO.  New  York  •  Boston  •  Chicago  •  Detroit  •  San  Francisco  •  Los  Angeles 
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sale?-.  I  his  is  a  record  that  I  doubt 

an)  other  Eood  product  on  the  mar- 
ket can   match   .   .   . 

"From  the  <la\  you  started  plugging 

Skipp)  on  the  air,  Skipp)  started  melt- 
in-  off  the  shelves.  The  movement  ex- 

ceeded our  fondest  hopes.  Even  the 

skeptics  had  to  admit  they  had  never 

seen  a  product  "take  over'  a  market so   fast   .   .    . 

"In  a  \\a\.  Galen,  \»u  did  almost 
too  good  a  job.  Sales  are  now  so  far 

ahead  of  production  that  we  are  hav- 
ing a  reallj  tough  time  trying  to  keep 

up  with  them  .  .  . 

"In   all   sincerity    I    sa\    that   in   my 

opinion  \ ou  are  the  greatest  salesman 

on   the  air  today.   .   ." 
Drake  hopes  to  be  on  television 

soon.  He's  "cut"  a  kinescope  for 
WCBS-TV  in  which  he  brings  his  in- 

formal style  to  TV.  (Informal  but  not 
folks).  Drake  thinks  the  word  folksy 

is  a  synonym  for  phoney.  "I'm  at  ease 

after  30  years  of  doing  this.  That's 
all.  I'm  not  pretending  to  be  a  coun- 
li  \  store  philosopher.  This  is  me,  take 

it  or  leave  it." ) Commercials  on  television  would 

keep  the  spirit  of  his  radio  approach. 

"Here's  the  way  I'd  do  a  commer- 

cial  for  a  cold  cereal,   for  example." 

WDAY 
(FARGO,  N.  D.) 

IS  ONE  OF 

THE  NATION'S 
MOST  POPULAR 

STATIONS! 

An  independent  survey  made  by  stu- 

dents at  North  Dakota  Agricultural 

College  among  3,969  farm  families  in 

22-county  area  around  Fargo  proved 

is:  WDAY  is  a  17-to-l  favorite  over 

e  next  station — is  a  3!/2-to-l  favorite 

er  all  other  stations  combined! 

NBC   •  5000  WATTS 

970  KILOCYCLES 

FREE  &  PETERS,  INC. 

Exclusive  National  Representatives 

says  Galen  Drake.  "First  of  all,  the 
program  content  of  the  show  would 
be  on  a  set  resembling  my  own  living 

room  at  home.  There'd  be  easy  chairs 

and  one  complete  wall  of  books.  I'd 
be  speaking  on  some  subject  as  part 

of  the  program  and  in  the  middle  of 

what  I  had  to  sav  I'd  get  up  out  of 
my  easy  chair  and  walk  across  the 
living  room.  A  camera  would  follow 
me  into  the  kitchen.  And  all  the  time 

I'd  keep  right  on  talking  and  telling 
this  same  story.  Id  reach  up  into  a 

closet  and  take  down  a  package  of  the 

cereal.  Then  I'd  pour  some  milk  into 
it  and  start  eating.  After  I  finished 

the  story  I'd  say:  'Man  that's  good. 
Kind  of  picks  you  up  right  about  this 

time  of  the  day.'    That's  all." 
Of  course  Drake  doesn't  plan  to  de- 

pend entirely  on  this  kind  of  visual 
understatement.  Any  given  series  of 

commercials  for  a  product  would  in- 

clude longer  statements  about  the  prod- 
uct. But  understatement  is  one  of  the 

prime  attributes  of  Drake's  commer- 
cial approach.  He'll  frequently  say  in 

passing:  "You  don't  have  to  rush  right 

out  and  buy  it  now."  Or  "This  won't 
change  your  life  or  anything  but  .  .  ." Still  his  own  style  leaves  plenty  of 

room  for  hard  sell,  even  sell  with  dra- 

matic, compelling  force.  Drake  gets 

this  effect  not  with  cliches  or  repeti- 
tive rlnthm  statements  but  by  story- 

telling. Your  best  understanding  of 
how  this  works  out  is  to  be  had  by 

reading  the  No-Cal  commercial  print- 

ed on  page  36  and  the  Snow  Crop  com- 
mercial which  follows. 

"Saj .  by  the  way,  vou  tried  our 
SNOW  CROP  FROZEN  ORANGE 

JUICE? — Or  do  vou  get  some  sort  of 
a  kick  out  of  squeezing  oranges  and 

paying  the  price  that  you  have  to  pay 
for  oranges  right  now?  The  kids  are 

veiling  for  their  breakfast — Dad  has  to 

catch  his  commuter  train — and  you're 

cutting  and  squeezing  oranges.  That's about  as  old  fashioned  as  making  up 

the  buckwheat   flour  the  nisht   before 

HAWAII 
Excellent  earning  oppor- 

tunity for  experienced 
salesman  in  radio  and 

television. State  full  quali- fications in  first  letter  to 

BOX     49     SPONSOR 

84 SPONSOR 



like  great  grandma  used  to  do.  Snow 

Crop  Frozen  Orange  Juice  is  not  .1 
substitute,  and  when  I  -.u  ii  -  .1  con- 

centrate I  don't  mean  it's  some  sorl 
of  .1  synthetic  thing.  \\  li.ii  the)  <!<>  i- 
gel  the  finest  oranges  that  monej  can 

lui\  1  and  believe  me,  the)  pa]  .1  pre- 
mium   pi  ice    for    them  1    Bqueeze   the 

juice    "ill    and    thru    lake    most    ol    t lit* 
water  out  of  the  juice.  That  leaves  a 

heav)  concentrate,  about  like  a  sher- 
bet, which  the)  freeze.  \ll  you  di>. 

when  you  open  t he  can  i>  put  the 
water  back.  Can  gives  you  a  pint  and 
a  half  of  orange  juice.  To  get  that 

much  orange  juice,  you'd  have  to 
squeeze  well  over  a  dozen  oranges. 
Picture  yourself  with  orange  peels  all 
over  the  kitchen  cabinet  the  break- 

fast on  the  Btove  and  the  whole  fam- 

il\  yelling  for  a  hurry-up  breakfast. 

With  Snow  Crop  Orange  Juice  there's 
none  of  that!  The  old  man  ma)  even 
have  time  enough  to  kiss  you  before 

running  for  the  train  if  you  save  all 

that  time  b)  using  Snow  Crop.  I  r\  it 

out     maybe  not  toda) — but  whenever 

you  gO  to  bin    juice.     You'll   like  Snow 
,rop! 

•   •   • 

MEDIA  STUDY 

{Continued  from  page    K>  1 

mine  those  who  BCtuall)  see  or  read  an 
ad  in  print  media.  This  is  a  much  more 

accurate  wa)  of  determining  the  cost 
of  a  medium  to  an  advertiser.  Viiil  it 

doesn't  punish  the  air  media  when 
comparisons  are  made. 

15.  Billings:  The  ')!  agencies  an- 

swering  sponsor's  questionnaire  billed 
an  estimated  $800  million  in  L952. 

This  represent-  about  one-third  of  all 

agenc)  billings  in  the  I  .  S. 

Some  big  agencies  like  I.  Walter 
Thompson,  Young  &  Rubicam,  Benton 
\  Bowles  and  V  W.  \\er  provided 
valuable  information  or  comments  but 

did  not  fill  out  a  questionnaire;  their 
billings  were  not  included  in  the  total. 

Naturall)  sponsor  sent  its  question- 

naire to  the  "top"  1,000  agencies  on 
the  theor)  that  the  bigger  the  agenc) 

the  more  all-media  experience  it  h  1-. 

However,  the  smaller  agency's  view- 
point is  not  ignored. 

Example:  Of  the  65  agenc)  respon- 
dents which  listed  billings,  12  were 

under  S2  million.  15  were  in  the  >2-15 

million  class  and  eight  were  over  $15 
million. 

1(».     W  here    do    agenevmen    come 
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from?  sponsor's  "background"  ques- 
tion elicited  this  response: 

About  a  third  came  from  newspapers 

and  magazines,  a  fourth  out  of  adver- 
tising and  promotion,  a  sixth  out  of 

selliii"  and  management,  another  sixth 

out  of  radio  and  TV,  and  the  re- 

mainder from  research,  teaching,  archi- 

tecture, accounting  and  other  profes- 
sions. 

No  correlations  can  he  made  be- 
tween these  answers  and  media  used, 

as  sponsor  tried  to  do  with  advertis- 

ers, because  the  respondents  are  not 
necessarih     those     who     influence    the 

choice  of  media  at  an  agencj    in  each 
case. 

To  sum  up,  here  are  sponsor's  five conclusions  drawn  from  the  results  of 

both  sets  of  questionnaires  (agency 
and  advertiser  I  : 

1.  Media  selection  is  still  too  much 

a  matter  of  habit  with  both  groups — 

"empirical,"  one  adman  said — instead 
of  the  result  of  careful  testing. 

2.  Users  of  only  one  medium  or  one 

type  of  media  are  few  in  number, 
but  sometimes  surprisingly  successful. 

General  rule  is  to  use  media  combina- 
tions which  will  include  at  least  one  of 

SELL  MORE  IN  THE 

SOUTH'S  No.  1  State! 

these  three  t\  pes:  la  I  National — mag- 
azines, network,  radio  or  TV;  lb)  local 

— newspapers,  spot  radio  or  TV,  out- 
door: (c)  special — business  papers, 

export  papers,  direct  mail  and  so  on. 
\o  one  combination  seems  to  be  best. 

Rut  the  Invest  use  the  most  even 

though  they  may  not  know  whether 
each  medium  pays. 

3.  Media  testing  seems  to  take  sec- 
ond place  to  product,  market  and  copy 

testing.  As  a  result,  few7  well-defined 
systems  of  media  testing  have  been 
worked  out;  few  testers  actually  can 

tell  what  the  test  proved  and  the  en- 

lire  field  cries  for  more  experimenta- 
tion. 

4.  Agencies  and  advertisers  both 
need  to  adopt  the  same  yardstick  in 

determining  relative  cost-per-1,000  of 
print  and  air  media.  The  present  one 
— ABC  circulation  for  print  and  pro- 

gram audience  measurement  for  air — 
penalizes  the  latter,  for  the  one  is  po- 

tential audience  for  your  ad  but  the 

other  more  closely  coincides  with  the 

number  of  people  who  actualh  hear  or 

see  your  commercial. 

5.  No  statistical  survey  of  this  na- 
ture can  show  the  highly  important 

non-tabulable  factors  of  media  evalu- 
ation and  selection  that  count  as  much 

as  cost,  coverage  and  impact  —  and 
these  are:  (a  I  how  the  medium  is 

used;  (b)  the  interest  or  dullness  of 

the  product,  and  I  c  |  countering  com- 
petitive campaigns. 

Regarding  (a),  Dr.  George  Gallup, 

of  Gallup  &  Robinson,  the  research 

organization,  told  SPONSOR:  "There 
can  be  a  10-to-one  differential  be- 

tween the  man  who  uses  a  medium 
best  and  the  one  who  uses  it  worst. 

There  certainly  isn't  that  much  differ- 

ential  between   media." 
Regarding  lb).  Dr.  Hans  Zeisel,  con- 

sultant for  the  Tea  Council  who  super- 
vised the  media  tests  which  resulted 

in  the  Council's  spending  its  entire  SI 
million  allocation  for  tea  advertising 

on  television,  said  flatly:  "If  the  prod- 
uct is  dull,  advertise  it  on  the  air — be- 

cause the  audience  is  semi-captive,  has 

to  listen,  within  reason.  If  it's  excit- 
ing, new.  interesting,  it's  profitable  to 

use  print,  for  people  must  make  an 

effort  to  read,  and  they  won't  if  they 
aren't  interested  in  your  product." 

Regarding  Id.  the  current  anti-en- 
zyme toothpaste  war  in  the  air  is  a 

fresh  example  of  the  naked  law  of  the 

advertising  jungle:  To  survive  in  a 

highly  competitive  field.  \ou  have  to 
[Please  turn  to  poge  981 

86 
SPONSOR 



advertisers  and  agencies  say 

agazine  dominates 

in  195 S  for  ( 1 )  hip, 

IV. 



First,  a  comment  on  th<| 
limitations  of  this  surve 

The  1953  CORE  survey  of  agency  and  advertiser  trade  paper  reading  preferenl 

asks  many  questions  about  readership.    It  asks  one  question  about  "practical  us\ 
It  asks  no  questions  about  news.   The  exact  method  of  conducting  this  sun 

(designed  to  be  as  unbiased  as  possible)  is  explained  in  these  pages.    Yet  some  bi 

however  small,  does  exist  in  the  inclusion  of  one  question  on  "use."  By  not\ 
this  you  will  be  in  a  better  position  to  weigh  this  survey  in  relati 

others  biased  in  the  direction  of  news,  of  programing,  or  what  have 

mmmmmmw  wmwwwwm 

I  read  .  . • 

0(    these     publications 

1    read,    or    occasionally    we: 

SPONSOR 153 

Broadcasting 121 

Variety 
97 

Television 94 

Billboard 
83 

Radio  Daily 
71 

11 

regularly  read  . 
As  a  rule 

I    read: 
TELEVISION 

Every    Issue 

50 

53 

Every  other 

Issue 

SPONSOR        RADIO   DAILY   I       BROADCAST! 

97 44 

82 

21 

10 

An    occasional 

e»»y 
28 

32 31 
36 

28 

':IH:!ilii,ll1IIi!l1lri!ii;:il, 

I  thoroughly  read  .  .  . 
In    going    through    this 
publication      I     would  VARIETY 

say   that   I: 
TELEVISION         SPONSOR     '■  RADIO   DAILY         BROADCASTI 

Read    thoroughly 

and/or    Feature    Articles 65 

Glance 
through    it 

PURPOS1       II-*    SURVEY:    Made    eapeciallj    for    Internal    guidance 

to    SPONSOR*!    i-ilii«ir-    iii    determining    what    advertisers    :m<l    agencies 
read      bovi     the]     read,    what    tln->     want. 

WHO  HADI  II:  ||,,.  mailed  questionnaire  and)  was  made  for 

SPONSOR  li*  CORE,  research  organisation  <>l  \,-w  \  <.rk  and  "Toronto, 

'■  In.  I.  unrV-  prinelpail]  on  I  V  government,  and  advertiser  research 

»l  Shea,  head  ••!  CORE,  la  .i  maaa  ■   mnnlcationi  special- 

ist   who    edited    I  neaco'i    iir-i    edition    an    World    Communications. 

30 

63 122 41 

89 
31 

28 

27 

30 

Ad\  <Tti-in»  Register  hy  ("OKF  completely  without  a->i-l  a  nee  from  or 
knowledge  of  SPONSOR.  Included  were*  ad\erti*ini:  directors,  account 

executives,  radio  TV  directors,  and  tlmebuyers.  Recipients  had  no 

Indication    of    SPONSOR*.    Interest. 

iimu     n  v >i i  -    w  I  ill    SELECTED]    V, -i-li-clt-d     from     standard 

RESPONSE:  Approximately    15%,    or  177. 

nalres    were  completed    and    returned.  Rati 

t\*  o     agency  to     one     advertiser;     .">.">';  can 
Illinois;     1*>  itates     were    represented. 

WHEW    WAS    -11  1>N     DONE:    July-August,     1953. 

of  the  mailed  question* 

i  of  return"  were  about 

e      from      New      York      and 

THE M  A  C  A  Z 
N  E RADIO AND ADVERTISERS 

USE 



Practical  use  to  me  .  . 
terms   of   their 

Mtlral    iiH    to    me 
my    radio   and    TV 

'«.    1    would    rank 
M*   publication!    In 

»    following    order: 

Variety Television SPONSOR Radio  Daily Broadcasting 
Billboard 

1 17 14 59 
3 

44 
4 

2 15 21 
41 

7 27 
13 

3 13 24 18 
15 

14 14 

4 16 10 
7 

18 11 
7 

5 11 6 1 8 4 
14 

6 1 3 7 1 15 

k tor  example,  this  recent  BROADCASTING  survey    emphasizes  news:  leads  off  with  a BROADCASTING  dominated  this  survey  ;   SPONSOR   was  second.     Here  is   th 

twn:  '"//  Inch  publications  do  you  read  regularly  for  television?" 

news   question. 

e  response  to  one  broad(  :\>tim,   ,jue>- 

Response  to  BROADCASTING  SURVEY  question  above 

Broadcasting 

Sponsor 

Variety 

Television 

Advertising    Age 

1st    choice 

107 

62 36 

30 

24 

Radio    &    Television    Daily Tide 

Printers'    Ink 
Advertising     Agency 

Billboard 

lit    choice 12 

5 

5 

4 

1 



FIRST  WITH VHF IN  PORTLAND,  OREGON 

•  •  •  and  right  into  the 

middle  of  a 

billion  dollar  market 

•    ASTORIA 

•   TILLAMOOK 

PORTLAND 

MCMINNVILLE 

•   SALEM 

CORVALUS    •  #   AtBANY 

\ 
•    EUGENE 

KOIN-TV 
opening  on 

channel  V 

October  15 

CBS  TELEVISION 

CENTRAUA# 

CHEHALIS  • 

•  LONGVIEW 
•  KELSO 

WASH. 

J  VANCOUVER 

•  OREGON   CITY 

OREGON 

/ HOOD   RIVER  % 

THE   DALLES 

Time-tested  VHF  telecasting  covers 

a  retail  market  of  $1,484,528,000* 
The  last  big  VHF  market 

Portland  is  the  biggest,  richest  market 

in    America   sun   uncovered   h>    VHF. 

When  i he  first  Koi\-i\  program  goes 

mi  the  .iir  October  15  it  will  bring  time- 

tested  telecasting  to  a  I'annK  of  cities 
with  per  capita  retail  sales  more  than 

double*'  the  national  per  capita  retail sales  average. 

1,228,800     people  in  KOIN-TV 
service  area 

The  towering  KO|N-I\  antenna  rises 

on  the  >.rest  ol  Cortland's  picturesque 
West  Hills,  right  at  the  juncture  of  t he- 

broad  ami  populous  \alle>s  of  the 

Willamette  and  c  olumbia  n\ers   i  rom 

Its  I  .VIH-fool  lurch  jil><>\."  ji\«t- 

ntf.-  n-rrnlii   With    <'\lMX>  watts   \  R|», 

it  has  i  practically  unobstructed  reach 

OVei  the  most  hea\il\  populated  areas 

ot    Oregon   and   Southern   Washington. 

■    i 

125,000  TV  sets  — and 

growing  fast 

All  of  the  125.000'  TV  sets  in  the 
KOIN-T\  area  are  \  Ml    receisers.  with 
i  Ml  devices  added  er  built-in.  It  is  the 

last  big.  juic)  market  in  the  nation-wide 
I  \   grid,  with  a  whopping  big  audience 

alread)  available  and  l\  set  sales booming. 

KOIN-  ■  ■  best  known  call  letters 
in  the  Pacific  Northwest 

KOIN  radio  has  ser\ed  the  Pacific 

Northwest  for  28  yean  with  top  ranking 

national  and  local  programs,  and  with 
an    excellent    record    o\    public    scmcc 

and  responsibility.  In  public  acceptance 

and  in  advertising  effectiveness  and  vol- 
ume KOIN  has  long  been  one  of  the 

West's  outstanding  stations 

In  equipment,  stall",  experience  and talent  KOIN- 1  \  will  enter  the  TV 

picture  as   a    full-fledged    Big    I  eagucr. 

C.   HOWARD  LANE,  Monoymg  D,r»ctw 

MOUNT    HOOD    RADIO   &   TELEVISION   BROADCASTING   CORPORATION,   PORTLAND,   ORE. 

AVERY-KNODEL     INC.,    NATIONAL    REPRESENTATIVES 

Now    York,   Chicago,   Lot   Angtltt,   San    Froncnco,    Atlanta,    Dallat 



IC     III     W*     T- 

MON  DAY 

No    network 
programing 

all    uk 

No    network 
programing 

m-f 

No   network 
programing 

all  wk 

Hawkins    Falls 
Ch  m-f         L 

The  Bennetts 

Ch  m-f  L 

Three  Steps  to 
Heaven 

NT        m-f        L 

Follow  Your 

Heart 
NY         m-f         L 

No    network 
programing 

m-f 

TUESDAY 

Ding   Dong 
School 

Ch  m-f  L 
(sponsored     tu, th.  f) 

Glamour  Girl 

Hy         m-f         L 

..... 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

NY 

No    network 
programing 

m-f 

Arthur  Godfrey' Mut  Omaha.  B&J 
Knomark,  Mogul 
10-10:15  alt-ilas 
Int'l  Cellucotton 
FC&B;  Snow  Crp 
Maxon   alt  das 
General  Mtrs: 
Frigidaire  Div 

tu.th   10:30-45 

FC&B   

Ton!   Co 

tu.th    10:45-11 Weiss  &    Geller 

Arthur     Godfrey* Pillsbury    Mills 
m-th    11-11:15 

Leo    Burnett 

The    Balrd    Show 
NY        tu.th        L 

Strike    It    Rich 

No    network 

programing 
all   wk 

Ding    Dong 

School 
Minnesota 

Mining    &    Mfg: scotch  tape 

Ch        tu  onl        L 
BBDO   'fehr  $985 

Glamour    Girl 

Hy         m-f         L 

WEDN  ESDAY 

No    network 
programing 

m-f 
i     nun 

j.th 

Hawkins  Falls 

Ch         m-f         L 

The    Bennetts 

Ch         m-f         L 

Three  Steps  to 
Heaven 

Bride   &   Groom 
Ton!  Co 

47NY      tu.th      L 
LB     shr    $15,000 

Love  of  Life 
Amer  Home  Pr 
m-f    (see  mon) 

Biow   

Search  for  Tont'w P&G:  joyt 

m-f    (see  mon) 

Blow   

Guiding    Light 
P&G:  ivory,  duzt 
m-f   (see  mon) 

Corn  pton 

No    network 
programing 

all  wk 

No   network programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 
NY         m-f         L 

Follow    Your 

Heart NY        m-f        I. 

No   network 
programing 

m-f 

Arthur  Godfrey* Mut  Umaha,  B&J 
Knomark,  Mogul 10-10:15  alt  das 
Int'l  Cellucotton 

FC&B:  Snow  Crp 
Maxon  alt-das 

Star-Kist   Tuna 

m.w    10:30-45 Rhoades  &  Davis 

Lever:    pepsodent 

m.w    10:45-11 McCann-Erickson 

Arthur     Godfrey* 
Pillsbury    Mills 
m-th    11-11:15 

Leo    Burnett 

Liggett  &  Myers: 
chesterfields 

m.w    11:15-30 Cnglim    &    Walsh 

Strike    It    Rich 
Colgate 
m.w.f 

(see  mon) Esty 

Bride  &   Groom 

General  Mills 

m,w,f  (see  murl 

DFS,   K-R Love  of  Life 
Amer     Home    Pr m-f    (see  mon) 

Blow   

Search  for  Tom'w 

P&G :    joyt 

m-f  (see  mon) 

Blow   

Guiding  Light 

P&G:  Ivory,  duzt m-f  (see  mon) 

Compton 

No   network 
programing 

all  uk 

Ding    Dong 
School 

Ch  m-f         L 
(sponsored   tu, 

th.f) 

Glamour    Girl 

Hy         m-f        L 

No    network 
programing 

m-f 

Hawkins    Falls 

Ch         m-f  L 

The    Bennetts 

Ch         m-f         L 

1  hree   Steps  to 

Heaven 

NTT   rn^f   L 

Follow   Your 

Heart 
NY         m-f         L 

No    network 

programing 
all   wk 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    nri 
prograi 

No    ne 

progra 

No    ne 

progra 

No   network 
programing 

m-f 

$8000 

Linkletter 
surf 

m.w.f     L 
(see  bel) 

ver 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

•ophyll   tth- 
cashmr  bat 

*    m.w.f     L 
us    tu.th) 

S850O 

Paul    Dixon 
Show 

m-f  3-4 
(Participating 

segs    available; 
see  cost  below) 

Vitamin  Corp: 
rybutol,   Juvenal 
lOCinc                  L 
m   3:45-55   seg 

lOmin: 
KFCC             $400 

Kate   Smith 
m-f  3-4 

James  Lees: 
carpets 

D'Arcy      3:30-45 
No    network 

Corn    Prods    Rcf 

3:45-4 C    L    Miller 
BONY                    L 

^hr      $3500 

)b    Crosby 
Show 

m-f         L 

Ythr 
$3,100 

programing 

m-f 

(ction    In 
Afternoon 
tem  drama 
>      m-f      L 

Welcome 
Travelers 

P&G:     prell. 
ivory    snowt 

CICh                     L 

No    network 
programing 

m-f 

DFS    V»hr    $1200 

On  Your  Account 
NY        m-f        L 
P&G    tu.    w.    f 

sus    m,  th 

No    network 
programing 

m-f 

Garry   Moore 
Cats  Paw  Rubber 
56NY  L 
Levyne  (see  bel) 

Pillsbury  Mills: 
baliard  biscuits 
48NY  L 

C-M     Hhr    $2038 

I'll    Buy  That 
Seeman     Bros : 

atrwick 
S7NY  L 

tu.  th 
1st  15  min 

Weintraub  $4000  x0  network 

Art     Linkletter  programing 

Kellogg:    all   pr  m-f 38Hy  L 

LB         tu  2:30-45 
Pillsbury    Mills 
m-th   2:45-3 

LB     %hr     $4000 

Big    Payoff 

m-f NY    sus  tu.th    L 

Bob    Crosby 

Show Amer  Dairy 

Ass'n 

33Hy  L 

tu,  th  3:30-45 

seg 

Campbell-       'ihr Mithun  $3100 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Garry   Moore Purex    Corp : 
FC&B      (see  bel) 

Best    Fds:    rit. 
shinola 

54NY  L 

%hr 

Ludgin  $2038 

No    network 
programing 

m-f 

No    network 

programing 

m-f 

Double  or  Noth'g Campbell   Soup 

m.w.f    (see    mon) 

Ward     Wheelock 

Art   Linkletter 
Lever:    surf 

m.w.th     2:30-45 

Ayer   

Pillsbury    Mills 
m-th   2:45-3 
(see  mon) Leo  Burnett 

Paul    Dixon 

Show m-f  3-4 
lOCinc  L 
(Participating 

segments    avail- 
able) 

Kate   Smith 

m-f     3-4 
50NY 

Big  Payoff 
Colgate 
m.w.f 

(see   mon) 

No    network 

programing 

m-f 

Esty 

14  hr    $3500 

For  lOmin : 

$400 

Action    In 
the    Afternoon 

m-f 

Phila  L 
(see  mon) 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Atom   Squad 
Phila       m-f       L 

Gabby  Hayes 
Quaker  Oats 

32NY     m.f     30L 
Per  prog. 

S&M  $1750 
Howdy    Doody 

Standard  Brands, 
royal    puddings, 

gelatin 53NY  48L 

m.th    5:45-6 
Bates  'ihr  $1600 

Welcome  Trav'lrs P&G:    prell. 
ivory    snowt 

(see  mon) 

DFS 

On  Your  Account 
P&G:  tide 

B2NY  L tu,  w,  f 

Benton  &   Bowles 

$6500 

No    network 

programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

Paul    Dixon 

m-f  3-4 (Participating 

segments  avail- 

able) 

lOCinc  L 

Kate    Smith 

m-f     3-4 
Landers,  Frary  & 
Clark:     universal 

elec    appliances 
Goold    &   Tlerney w3:30-45    stlO/14 

Bob    Crosby 

Show Hy         m-f         L 

*4lir 

$3100 

Gerber  Prods: 

baby    foods 

w    3:45-4 

D'Arcy 

SONY  L 10-min  seg: 

$400 

:ihr    $3500 

No   network 
programing 

m-f 

Action    in 
the  Afternoon 

Phila       m-f       L 
(see  mon) 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

Atom   Squad Phila       m-f      L 

Gabby   Hayes 
NY         m-f        L 

sus  tu 

Howdy  Doody 

Kellogg  Co: rice    krispiest 

48NY  44L LB  (see   bel) 

tu.th  5:80-45 Colgate:  tthpst 
51  NY  5:46-6  48L 
Bates  <4br  $1550 

(Welcome  Trav'lrs 

P&G:   prell. 
ivory    snowt 
(see  mon) 

DFS 

On  Your  Account 
P&G:  tide tu,  w,  f 

Benton  &  Bowles 

Atom  Squad 

Phila      m-f      L 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network programing 

m-f 

Gabby  Hayes NY'      co-op  w     L 

Howdy    Doody 
Continental  Bkg: 

J     wonder  bread, 

hostess  takes 
35  NY  29L 

Mbt: 

Bate*  $1550 

No    ne 

progra 

No    net 
progra 

No    ne 

progra 

No    ne 

progra 

No    ni 

progri 
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work 
nlng 

work 
[Ding 
f 

work 
nlng 
f 

work 
-nine 
f 

.work 
ning 
f 

twork 
mlng 
f 

twork 
mlng 
f 

twork 
unlng 
r 

THURSDAY 

Arthur  Godfrey- 
Mui  Omaha.  B&  J 
Knomark,     Mogul 
in  in  r,    ,,ii    di 

lnt'1     Cellucotton 

FC&B;  Snow  t'rp 
Maxon   alt  das 
General  Mtrs: 
Frigldalre  lm 

tu.th    10:30-1:. FC&B   

Tonl  Co 

tu.th    10:45-11 
Welti   &    Geller 

No    network 
programing 

all   wk 

Ding  Dong  School 
Scott    Taper    Co: 

scott   towels. 
I'Utrile    wax    ppr, 

scottles 

43Ch  38L 
th  only 

JWT     U|,r     $985 

Glamour    Girl 

Hy         m-f         L 

1 
FRI  DAY SATU  RDAY 

No    network  Wheel    of  No    network 

programing  Fortune  programing 
m-f  NT  L  all   wk 

Arthur     Godfrey" 
Plllsbury     .Mills 
m-th    11-11:15 

Leo    Burnett 

The    Balrd    Show 
XV        tu.th        L 

Strike    It   Rich 

XV         m-f         L 
lus  tu.th 

Hawkins   Falls 

Ch         m-f         L 

Ding    Dong  Tootsie 
School  Hippodrome 

General  Mills:  Sweets     Co     of 
'■(•reals,    mixes  Arner:  tootsie  rls 

S6Ch                     I.  M                         L 

f  only 

Tatham-          »4hr  Moselle   &. 

Laird   $985  El  sen   $4500 -■i.iiiii,     Ed 

McConnell 

Glamour    Girl        Brwn    Shoe  Co 

Hy         m-f         L  51NY  F 

No    nelm.ru programing 
No   network programing 

ail   wk 

No   networ programlni 

15  rain: 

$2675 

t Hawkins   Falls 

h  m-f         L 

Burnett         $4500 

Space   Patrol 
Italston-Purlna: 

wheat    chex,    riee 

No    network 
programing in  l 

The    Bennett* 

Ch  m-f         L 

Three  Steps  to 
Heaven 

NY         m-f        L 
Follow  Your 

Heart 

NT         m-f         L 

No    network 
programing 

m-f 

Bride  &   Groom 
Tunt  Co 

tu.th    (see  tu) 
Leo    Burnett 

Love  of  Life 
Amor  Home  Pr 
m-f  (see  mon) 

Blow 

Search  for  Tom'w 1'AiU:  joyT 
m-f    (see  mon) Blow   

Guiding  Light 
P4G:  ifory,  duzt 
m-f  (see  mon) 

Compton 

No    network 
programing 

m-f 

Garry   Moore 
Bwtft    &   Co 

59NY      th-onl     I. JWT   

Norge  Div, 
Borg- Warner 

B3NY     th-onl     L 
JWT    iihr    $2038 

I'll    Buy    That 
rjoODlfln    Bros: 

airwlck 
tu.  th  1st  15  mill 

Weintraub 

No    network 
programing 

all  wk 

No   network 
programing m-f 

No    network 
programing 

m-f 

I'll    Buy   That 

N  V  L 

Strike   It    Rich 

Colgate 
m.w.f 

(see   mon) Esty 

Bride  &   Groom 
General  Mills 

m.w.f    (see   mon) 

DFS.   K-R 
Love  of   Life 

Amer  Home   Pr 
(m-f  (see  mon) 

Blow   

Search  for  Tom'w 

P&G:  Joyt 

m-f   (see  mon) 

Biow   

Guiding  Light 
P&G:  ivory,  duzt 
m-f  (see  mon) 

Compton 

No    network 
programing 

m-f 

The 

Ch 

|2Hy 

Bennetts 

m-f         L  Gardner 

L 

$6500 

No    network 
programing 

Three    Steps    to 
Heaven  Comedy  Circus 

NY         m-f         L  Ch  F 
Follow   Your Heart 

NY         m-f         L 

Rod    Brown   of 

the     Rocket 
Rangers 

Gen  Fds,  Post 

Ceretls    Dlv 
!4NY  L 

No    network programing 

Tom  Corbett 

Space   Cadet 
Int'l  Shoe  Co: 

red  goose   shoes 

Iras  l alt  wks 

No   neiworl piogiamliif 

Y&R  $7500   DArey  »80°0 

No    network 
programing 

m-f 

No   network 
programing 

The  Big  Top 
National    Dairy 

Proda:  sealtest 

lco  cream,  seal- test-    dairy    prods 

WPhila  L 

No   network 
programing ail  wk 

No   network program.!!. 

No    network 
programing 

m-f 

No   network 
programing 

m-f 
programing 

m-f 

Art    Linkletter 
Oreen   Giant   Co: 
ranned  peas,  com 

41  Uy     th-onl     I, 
LB  (see  bel) 

Plllsbury    Mills 

m-th   2:4".  3 
LB    54  hr    $4,000 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Blf    Payoff 
NY         m-f         L 

sut  tu.th 

Bob    Crosby 
Show 

Dtin 

Hi.  th 
3:30-45      seg 

Campbell. Mlthun 

Paul  Dixon 
Show 

m-f  3-4 
lOClnc  I. 

i  Participating 

la    avail- 
able) 

Kate    Smith 
m-f  3-4 

Doeskin   Prods 

Grey   3:30-45 

Simon'      ' auto     finishes 
th    :i:r,    1 

SSCB "NY  L 

No    network 
programing 

m-f 

Garry    Moore 
Converted  Rice "1NY  L 

LB  (see  bel) 

Kellogg  Co: gro-pup 

57NT  L 

LB     %hr     $2038 

Double  or  Noth'g Campbell  Soup 
m.w.f 

(see  mon) 

Ward  Wheelock 

Art   Linkletter 
Lever:    surf 

m.w.f     2:30-45 

Ayer    

Kellogg:  all  pr 
28IIy  tu.th  L 

LB     V4hr     $4000 

Ayer 

$14,000 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

Warmup   Time 
10    min    before 

game 

Cleve   L 

Game  of  the 
week 

(starts  bet  1:15 and   2:15) 
Falstaff    Brewing 

KCleve  L 
(also  co-op) 

Lone   Ranger 

General  Mills: 
wheatles,    kli 

8NY  F 

DFS  $15,000 

No   network Programing 
No   neiwuik piugiauung 

DFS 

Time  & 

talent: 

$32,000 

No    network programing 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Game   of  the week 

(cont'd) 

No    network 
programing 

in   f 

Big    Payoff Colgate m.w.f 

(see   mon) 

Esty 

!4hl    $3500 

Bob    Crosby 

Show 

Hy         m-f 

Paul    Dixon 

Show 

m-f  3.4 

lOCinc  L 'Participating 

segments    avail- able) 

No    network programing 

No   network 
programing 

No   network piugiauiiug 

For  lOmln 

$400 

Action    In 
the    Afternoon 

Phlla       m-f       L 
(see  mon) 

No    network 
programing 

n-f 

No    network 

programing 
m  I 

Welcome    Trav'l r.\<;:   prell. 

.    snowt 
( see   mon ) 

DFS 

On  Your   Account 
NY         m-f         L 

sus   in.    th 

Mir 

$3100 

Kate   Smith 

m-f   3-4 

hi    hr:    $3500 

Game   of  the 
week 

(cont'd) 

No   network 
programing 

No    network programing 

10  mln: 

$400 

No   network programing 

FTe-game 

sports    shew 
Oldsmbl  div,  G 

83Var   15   mill 

D    P    Brother 

■   $27 
NCAA    Footba 

Game 

I     Motor 
BVar 2-2'ihr    bdcas 

Action    In 

the    Afternoon Phlla       m-f       L 

(see  mon) 

Welcome  Trav'lrs P&G:     prell. Ivory    snowt 

mon) 

DFS 

No    network 
programing 

m-f 

No    network 
programing 

ml 

No    network 
programing 

m  f 

Atom    Squad 
Phlla       m-f       L 

Gabby    Hayes 
Minute    Maid 

tSft      th  onl     I, 
Bates  $3,500 

No    network programing 
m-f 

No    network 

programing 

m-f On   Your  Account 

PAO:  tide tu.  w,  f 

Benton  &    Bowles 

Game   of  the 

week 

(cont'd) 

No    network 
programing 

Horse    Racing 

NY  L 

No    network programing 

No    network 
programing 

Kudner 

Pontlac  Score* Pont  lac  div.  G 
S3Var 
15  min  after  g 

Hewdy    Doody 

If    Co 

ee    tu) 

Le*   Burnett 

Standard    Brandt 

m.lh    5:45-6 (tee  moo) 
Bate. 

No    network 

lining 

m-f 

No    network programing 

m-f 
No    network 

programing 

m  f 

Atom    Squad 

Phlla       m-f      L 

Gabby  Hayes 
Quaker   Oatt 

m.f 

SIM   

Howdy    Doody 

1-uden's 

Mathet      5:30-45 

Welch   Grp   Juice 
DCSS  alt  f 

Int'l    Shoe 

HH&M  altf 

4»NY  46L 

5:45-6 
Khr    $1550 

Me.J&A 

527 

No   network 
programing 

No   network programing No    network 
programing No   network programing 



EXPERIENCE 
COUNTS! 

ALVIN  M.  KI
NG 

With  more  than  
13  years  in 

tin \\  1111   ni>"  »■      

television,    radio,  
  records   and 

Bhn    Belds,    Al    h   
 nmi 

M»'s"  vice  pre 

ol  sales. 

■suUni  in  charge 

EDWARD  L.  FAVORS 

ngineerine       ),,,  *"     ' si    i  comes    to 

'    Wih  seven  years  , I"""1"'  in  the  „i 

inrl,,Hi  
Revision  Gel 

In8  ,u"  Kears  u,,i,  G1 

Id, 

Nineteen  years  in  ever)  phase 
of  radio  and  tele\  ision  .  .  .  both 

local  and  network  .  .  .  in<  hid- 

ing two  ol  ilu  ii. ii ion's  leading 
TV  outlets.  Id  is  KSTM  I\  's 
vice  president  in  charge  of 

programming. 

Just  as  a  good  ship  must  have  an  experienced  crew,  so  must  .i  results-producing  television  station 

have  personnel  who  know   their  business. 

kkl.M-lY  has  ,i  st. lit  of  television  and  radio  veterans  who  have  the  "know  how"  in  their  Belds. 
Excellent  programs,  merchandising  and  picture  reception  come  naturally. 

\  ( :s,  youi  advertising  dollar  is  in  good  hands  with  the  "Big  Mo"  crew.     In  using  St.  Louis'  Ksl\l 
1  V.  you're  sure  to  get  your  money's  worth  in  a  lame  and  prosperous  market. 

But  don't  delay!     Choice  availabilities  can't   last  long'      foda)  .        come   aboard. 

Television's  "BIG  MO" 

Channel    36  ST.    LOUIS  William  E    Ware,  President 

AFFILIATED     WITH      AMERICAN      BROADCASTING      COMPANY     AND      RADIO      STATION      KSTL 

21   SEPTEMBER   1953 
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MEDIA  STUDY 
(Continued  from  page  86) 

do  what  the  others  arc  doing.  Lambert 

Pharmacal  announced  a  new  product 
and  said  it  would  spend  $1  million  to 

sell  it;  Block  Drug  threw  in  a  million 
for  onlj   six  weeks  l«>  push  its  brand; 
Lambert  decided  1   ake  it  $2  million: 

the  other  big  drug  and  soap  firms  with 

toothpastes  joined  the  parade  or  are 

about  i".  i  See  '"The  anti-enzyme  war 

on  the  air."  page  38.) 
Moral  of  all  this:  Perhaps  it's  what 

a  network  president  told  SPONSOR:  "1 
read    these   articles   at    night — when    I 

have  time — looking  for  the  answer.  Of 
course  there  is  none  yet.  But  unlike 
the  alchemists  who  spent  a  thousand 

vears  searching  for  the  philosopher's 
stone  which  would  turn  all  base  metals 

into  gold  before  they  gave  up,  maybe 

we'll  find  the  answer — if  we  stick  to 
it  long  enough.  Meantime  a  first  step 

has  been  taken — impressing  upon  the 
advertiser  the  need  for  finding  out 

which  medium  sells  his  product." 
A  tabulation  of  the  last  six  questions 

and   answers  follows: 

11.     Which   of  the   following   re- 

7th in  a  series 

TV  MARKET 

Now  26th  among  the  nations 
metropolitan  retail  areas. 

THE  SOUTH'S  FASTEST- 
GROWING  MARKET  WITH 

825,000  YEAR  'ROUND 
RESIDENTS  SPENDING 

$107,400,000. 
FOR  GENERAL   MERCHANDISE* 

FOR  THE  ENTIRE  AMAZING  SOUTH  FLORIDA  TV  SALES 

STORY  CALL  YOUR   FREE  &   PETERS   COLONEL   TODAY 

•  •• 

*  FIRST  RESEARCH   CORP.   of  Florida 

Now  Under  Construction 
1,000  Ft.  Antenna  -  100,000  Watts 

98 
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search    ami    measurement    serv- 

ices do  you  use? 

SERVICES   USED 

Radio   &    TV 

8erviee  Number-    Percentt 

PULSE                              45  57  (32) 
HOOPER                                                        _  33  37  <32) 
AMERICAN    RESEARCH    BUREAU    _  30  34     20) 
NIELSEN      25  28(71) 
VIDEODEX    17  19  (27) 
CONLAN                          11  12(12) 

STANDARD  AUDIT  &  MEASURE- 
MENT SERVICES    11  12  (   6) 

TRENDEX    6  7(18) 
OTHER*    6  7  (....) 

•Total  (181)  exceed!  respondents  (89)  because  of  mul- 
tiple answers.  tBased  on  B9  respondent*.  Percent  in 

parentheses  i>  advertisers'  response  (see  previous  issuet. 
JKoraoauEh  (2);  one  earn :  Advertest,  Gallup-Robins-m, 
Starch,    BBM,    Elliott-liaynes. 

Print    Media 

Service  Number"    Percentt 

STARCH  READERSHIP  STUDIES      _    47  53  <<.7i 

ADVERTISING  RESEARCH  FOUNDA- 
TION   READERSHIP    STUDIES                28  31  (30) 

READEX                 10  11  (21) 
IMPACT     STUDIES     OF     CALLUP     & 
ROBINSON             10  11  (18) 

OTHERJ                           7  8(12) 

•Total  (102)  eiceeds  number  of  respondents  (89)  be- 
cause of  multiple  answers,  tliased  on  M9  respondents. 

Percent  in  parentheses  is  advertisers'  response,  inde- pendent surveys  (2);  one  each:  agency  analysis,  U.  S. 
Dept.  of  Commerce,  Townsend  MethiMi,  Magazine  Audi- 

ence   Group    Studies,    client    studies. 

Do  not  regard  the  above  as  a  popu- 

larity poll.  The  small  size  of  the  sam- 
ple precludes  these  tables  from  being 

used  for  anything  but  what  they  were 

designed  to  show:  merely  the  different 
air  and  print  services  agencies  employ 
in  their  work. 

Nielsen's  lower  position  on  the  agen- 

cy table  as  compared  with  the  adver- 
tiser's table  last  issue  may  be  due  mere- 

ly to  the  fact  that  smaller  agencies,  not 

having  big  network  shows,  don't  need 

a  national  rating  service  or  just  can"t afford  it.  Also  keep  in  mind  that  most 

advertisers  use  their  agency's  copies  of 
these  services  rather  than  buy  their 

own. 

12.  What's  wrong  with  the  in- 
formation sources  available  to 

you    in    your    tvork? 

CRITICISM  OF  DATA 

Criticism  Number"   Percentt 

NOT  COMPARABLE  _                     19  41  (10) 
INCOMPLETE                                  11  24  (42) 

NOT      FORMULATED       IN       USEFUL 

TERMS.    NOT    EXPLICIT   OR    PRE- 
CISE ENOUGH  11  24  (....) 

INACCURATE,       NOT       OBJECTIVE, 
NOT   DEPENDABLE    10  22  (39) 

TOO   PROMOTIONAL     7  15  (....) 
DATED                                    3  6(10) 
COST   TOO    MUCH    3  6(3) 
NO  CRITICISM    3  6  (....) 
OTHER*    3  6  (....) 
NO  ANSWER            48  ....  (....) 

•Tutal    (70)    exceeds    number    of    respondents    (46)    be- 
i    multiple    answers.     tBased    on    46    respondents. 

Percent    In    parentheses    is    advertisers'    response.      tToo bulky    ili;   not    a   valid   sample    (1);   not  enough   material on   qualitative    aspects    (1). 

Agencies  are  more  critical  of  the 
print  and  air  rating  services  for  an 
obvious  reason:  They  buy  more,  they 

use  them  more  and  thus  they  know- 
more  about  strengths  and  weaknesses. 

SPONSOR 



*oo 
Channel 

Before  any  public  announcement  of  WEEU-TV's  full  power,  our  engineers 

had  fo  be  satisfied  that  everything  was  "working"  according  to  plan.  Now, 
we    are    interviewing    TV    dealers    and   others   throughout   the   great   Reading 

Market.  .  .  watching  Channel  33's 
bright,  clear,  interference-free  picture 
with  them — in  their  own  homes,  in 
their  stores.  Here  are  some  of  the 

preliminary  results: 

* 

"A  beautiful  33  picture,  both  at  the  store  and 
in  my  home.  More  power  than  we  need. 
Better  than  anything  from  Lancaster,  Harris- 
burg,  or  Philadelphia.  An  excellent  picture 

off  the  VHF  antenna." — Alden  Renaud,  Key- 
stone Appliance,   Lebanon 

NOW 

FULL       ̂  
POWER 

165,000 
WATTS  (ERP) 

NBC 
Thomas  E    Martin    Exec.  V-Pres     Oen    Mgr. 

Ewart  M.  Blain    Dir.  of  Sales 

21   SEPTEMBER  1953 

"The  best  UHF  picture  seen  in 
this  locality."  —  C.  A.  Kreider 
Kreider  Brothers,   Ephrata 

"An  excellent  picture,  and  the  best  UHF 
reception  here.  As  good  as  anything  from 

Philadelphia." — Robert  Pensyl,  Leviti  Fur- 
niture, Pottstown 

PROOF-NOT  PROMISES 
Ask  Your  Field  Man PHILADELPHIA 

Philadelphia  engineers 
nel  33  noise-free  picture 
tested. report    Chan- 

in  7  locations 

ABC 
NATIONAL   REPRESENTATIVES; 

HAWLEY  BROADCASTING  COMPANY 

H  EAD  LE Y- R  E  E  D    TV 

99 



Agencies  seem  to  be  more  concerned 
with  the  fact  that  the  rating  services 

aren't  comparable  while  advertisers  list 
incompleteness  and  inaccuracy  as  their 
prime  criticisms. 

III.     \\  huh   in  ftli  a  have  you  used 
during  the  past  year? 

MEDIA    USED 

Medium                                Number 
Pefcentt 

NEWSPAPERS                                              _    85 
MAGAZINES                                          85 

92  (87) 
92  (87) 

RADIO                                                                  83 
TV                                   80 
BUSINESS    PAPERS                               79 
DIRECT    MAIL                             72 
OUTDOOR                                                        A7 

90  (77) 

87  (67) 
86  (72) 

78  (56) 
7.1  (39) 

WEEKLY    PAPERS                           59 
SUNDAY    SUPPLEMENTS                            53 

61  (33) 
58   (36) 

TRANSIT                                                          .    52 
EXPORT    PUBLICATIONS                          35 
FOREICN    LANCUACE    PRESS            _    33 
COMICS                                            -.     ~     21 

56  (26) 
38  (21) 
36  (16) 
23  (11) 

MOVIE                                                                 1 
1  (....) 

NO   ANSWER                                                    2 
2  (....) 

Ml  (805)  exceeds  number  of  respondents  (92)  be- 
cause <>f  multiple  answers,  t  Based  on  92  answers.  Per- 

cent   in    parentheses    is    advertisers'    response. 

Note  how  closely  agency  and  adver- 

tiser answers  jibe  so  far  as  rank  is  con- 
cerned in  the  above  table.  This  shows 

thai  despite  the  small  samples  from 
which  the  sets  of  answers  were  taken, 

lhc\  are  largely  valid.  Complete  va- 

lidity and  reliability  would  produce  al- 
most identical  distributions  from  both 

groups  in  this  particular  tabulation. 

This  point  is  important:  The  table 

shows     1(1' ,     of    agencies    responding 

used  no  radio  in  1952  and  13%  used 

no  TV.  Advertisers  might  well  decide 

to  shy  away  from  media  in  which  their 

agencies  have  had  little  or  no  experi- 
ence. 

For  example,  sponsor  was  told  by 

several  prominent  Canadian  broadcast- 
ers while  researching  this  project  that 

agency  inexperience  with  radio  was 
costing  the  Canadian  radio  industry 
thousands  of  dollars  a  year.  A  number 
of  cases  were  cited  of  clients  dropping 

out  of  radio  when  they  switched  from 

a  radio-experienced  agency  to  one  con- 
centrating on  print. 

Similar  cases  were  uncovered  in  the 

states — as  well  as  the  reverse  in  which 

clients  using  nothing  but  print  were  in- 
duced to  tr\  air  media,  sometimes  with 

outstanding  results,  when  they  took  on 

an  air-minded  agent  \ . 

f  t.  How  do  you  determine  cost- 
per- 1.000  (readers,  listeners,  ad 
noters,  etc.)? 

DETERMINING    MEDIA   COSTS 

Source* 

News-       Maga- 
papers       zlnes       Radio 

TV 

ABC    CIRCULATION    . 
STARCH,  CALLUP  & 

ROBINSON  READER- 
SHIP RATINGS,  AD 

NOTERS 

CROSS   AUDIENCE* 
AUDIENCE  MEASURE- 

MENT      OR       RATINC 

SERVICES 
KEYED  RESPONSES, 

SALES     . 
3 2 

1 

34 

3 
3 

29 

2 OTHERJ 

1 2 

•Proportions  of  responses  In  each  category  are  rela- 
tively similar  to  those  from  advertisers;  however,  agencies 

utilize  gross  audience  procedures  In  addition  to  others 

and  clients  apparently  don't.  tFor  print  media:  con- 
tinuing reade-shlp  studies;  for  air:  number  of  sets  or 

people.  {Includes  studies  by  specific  medium,  "guess" and    not   specified. 

Agencies  are  more  concerned  with 
gross  audience  figures  in  determining 
costs  than  are  advetrisers.  Gross  audi- 

ence is  total  number  of  readers,  listen- 

ers or  viewers  (as  compared  with  ABC 
circulation  or  number  of  homes  tuned 
in). 

However,  both  groups — agencies  and 
advertisers — use  ABC  circulation  and 

air  rating  services  predominantly  to 

establish  costs-per- 1,000.  When  the  two 
media  are  then  compared,  radio  and 
TV  are  bound  to  suffer. 

Only  fair  yardstick  would  be  to 
count  ad  noters  for  print  and  compare 

them  with  commercial  hearers  or  view- 
ers for  air  media.  Starch  and  Gallup 

&  Robinson  are  already  working  out 
a  commercial-audience  measurement 

technique  for  television.  The  big  job 

confronting  the  air  media  is  two-fold: 
1.  To  convince  advertisers  and  agen- 

cies of  the  importance  of  dropping 

ABC  circulation  as  a  means  of  com- 

puting costs,  except  when  comparing 

one  paper  or  magazine  with  another. 

KSLTV  GETS  AROUND 

A  LOT  OF  AREA! 

From  the  top  of  a  9,000-foot  mountain  peak, 

KSL-TV  reaches  deep  into  39  counties  . . . 
in  four  Western  states. 

To  reach,  and  sell,  the  vast  Intermoun- 

tain  West  market  you  need  KSL-TV, 
the  area  station. 

For  more  details  and  a  new  copy  of 

the  KSL-TV  coverage  map, 

contact  CBS  Television 

Spot  Sales,  or 

KSL-TV SALT     LAKE     CITY 

Serving  Intermouniain  America 
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makes  1000  calls 

for  only  73  cents! 
CHECK  BILL  STULLA'S  SALES  PERSONALITY: 

Just  S100  puts  him  to  work  for  you!  Highest  rated  mid-afternoon  show  in  L.A.  open  for  spots! 
20.000  letters  per  month  average  mail  pull  since  1951!  Renewed  year  after  year  by  sponsors  like 
Yuban,  Frank  and  Joseph,  Wonder  Bread  and  Sego  Milk! 

f    CHECK   HIS  SHOW  PERSONALITY: 
138.000  dailv  viewers  join  Bill  and  his  musical  -zans  for  songs,  games  and  PARLOR  PARTY  FUN 
Monday  thru  Friday.  2:30-3:30  P.M. 

BILL  STULLA  IS  ANOTHER  KNBH  SHOWMAN-SALESMAN. 
For  details  consult  K.XBH.  Hollywood,  or  your  nearest  XBC  Spot  Sales  Office. 

NBC  HOLLYWOOD 
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2.  To  accept  the  [act  that  whatevei 

"commercial"  ratings  the  research  ser- 
vices  come  up  with  the  figures  will  be 

lower  than  those  for  programs.  I  Inte- 
grated sales  talks  will  he  less  affected.) 

Both  of  these  developments  will  help 

bring  about  saner  media  evaluation, 
at  least  so  far  as  comparing  costs  is 
concerned. 

15.     il  tun    were   i/our   until    bill- 
inga  in  lftr*l?    lfi.12? 

AGENCY   SIZE   BY   BILLINGS 
Number 

Si2»  1951  1952 

SMALL     (UNDER     $2 

MILLION)  42  42 
MEDIUM    i$2  TO  $15 
MILLION!  14  13 

LARCE      (OVER     $15 

MILLION)  8  -A 
TOTAL  RESPON-  —  — 
DENTS  64  *65 

TOTAL  BILLINGS  FOR 
62  RESPONDENTS!    $S82,349,000   •589,453,000 

'in-  nen  Arm  in  1952.  tA  proportionate  expansion  of 
this  figure  for  the  total  respondent  sample  would  indi- 

um' liilHrii:*  totaling  almost  JT'iO  million  for  1951  and more   than   fxini   million    for   1952. 

Total  agency  billings  for  1952  are 

estimated  by  McCann-Erickson  for 

Printers'  Ink  at  about  S2.750.000,000 

I  preliminary  estimate ) .  sponsor's  sam- 
ple ($800  million  I  therefore  covered 

2')'  ,    of  the  total   billings.    This  com- 

On  Or  About 

NOVEMBER  1st 

ROCHESTER 

BECOMES  A 

TWO  TELEVISION 

STATION  CITY 

THROUGH : 

CHANNEL  10 V  H  F 

CBS        B    A   S   /   C ABC        AFFILIATE 

OPERATED       SHARE        TIME        IT 

WHEC-TV  •  WVET-TV 
EOR  AVAHAEHUTIES,   ADDRESS  ERVIN   F    IYKE 

CHANNEL    10.   ROCHESTER   4,   NEW    YORK 

EVERETT-McKINNEY,  INC.  •  NATIONAL  REPRESENTATIVES  •  THE  BOLLING  CO.,  INC. 

ROCHESTER, N.Y. 

pares  with  the  advertisers'  sample  cov-  l 
ering  $137  million  in  expenditures  or  T 

")'  ,    of  the  total  spent  through  agencies. 

Id.     U/mii    was    if  Oil  r   lmc/,'(/iiiiiii(l 
before  i/ou  got  into  advertising? 

BACKGROUNDS    OF    AGENCY 
RESPONDENTS 

Background 
Number*   Percentt 

NEWSPAPERS  0    MACAZINES  25       32  (32) 
ADVERTISING,  PROMOTION  &  PUB- 

LIC   RELATIONS  18       23  (21) 
SELLING   &    MANAGEMENT  13       17  (36) 
RADIO   &   TV  11         14  (....) 
RESEARCH  (MARKETING,  CENERAL 

ECONOMIC,    MEDIA)  f. 8   (....)    1 

6  (....) 
■1  (....) 

TEACHING  5 

STUDENT;  ■ MISCELLANEOUS  (EXPORT-IMPORT, 
ENGINEERING,  ARCHITECTURE, 

INDUSTRY,  PRINTINC  PRODUC- 

TION, ACCOUNTING,  "OTHER" UNSPECIFIED    .._        18       23(21) 

•Total  (99)  exceeds  number  of  respondents  (77)  be- 
cause of  multiple  answers.  tBased  on  77  respondents. 

I'll. nt  in  parentheses  i<  advertisers'  response.  tEntered 
present    job   or   organization    directly    from    school. 

(Please  turn  to  page  1 04- 1 

CRITIQUE  OF 

SPONSOR'S   SURVEY 

On   the  basis  of  recommenda- 

tions from   our  All-Media 

Advisory  Board  and  our  ex- 

perience to  date,  here  is  tchat 
SPO\SOR   would  change  if  il 

icere  making  the  same  mail 

surrey  today  of  hotc  advertisers 
and  agencies  evaluate  media: 

7.  Cut  the  questions  in  half  or 

send  the  questionnaire  out  in  two 
sections  to  increase  returns.  Only 

7.2%  of  the  advertisers  and  9.4%  of 

the  agencies  polled  responded. 

2.  Pretest  the  questionnaire  more 

carefully  and  cut  out  some  ques- 
tions that  later  finned  ambiguous 

or  tended  to  duplicate  each  other. 

3.  At  least  test,  if  not  use  whole- 

sale, a  questionnaire  with  no  mul- 
tiple choice  answers.    These  made 

it  easier  for  sponsor's  respondents 
to  ansuer.  but  also  conditioned 

their  response.    In  several  cases  il 
was  obvious  that  the  adman  was 

merely  checkng  every  answer  listed, 

whether  appropriate  or  not.   Leav- 
ing a  blank   to   be  filled  might 

have  drawn  more  accurate  re- 
sponses,  although    they   probably 

would  have  been  fewer  in  number. 

Any  further  comment  by  admen  in 

general   and   researchers    in    par- 
ticular on  sponsor's  survey  will  be 

appreciated  as  an  aid  in  preparing 
future   research    in    this   field. 
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j£LSVISION
 

STARS 

TO 

MILLIONS 

IN  LOS  ANGELES   

ALL  EXCLUSIVELY  ON 

KTLA 
Los   Angeles    is   sold   on    KTLA    ond   its   Stors. 

That's    Why   They   can   sell   Your   Product 

BEST! 

KTLA  Offices  ond  Studios  •  5451  Morothon-St.,  Los  Angeles  38  •  HOIIywood  9-3181 

Eostern    Offices  •  1501     Broodwoy.    New    York    18  •  BRyonf  9-8700 

PAUL    H.  RAYMER    COMPANY     •     NATIONAL    REPRESENTATIVE 

LOS  ANGELES 



The  first  two  categories  of  hack- 
grounds  of  agency  men  and  advertisers 
show  a  remarkable  correlation.  More 

agencymen  came  out  of  radio  and  TV 

than  among  the  advertisers  respond- 
ing. This  question  was  asked  to  try  to 

establish  a  correlation  between  a  man's 
background  and  the  media  he  buys. 

Hut  although  interesting  if  not  valua- 
ble in  the  case  of  advertisers,  no  com- 

parison is  made  here  because  the 

agencyman  responding  was  not  neces- 
sarilv  the  one  who  helped  choose  me- 

dia for  accounts,  as  the  table  below 
indicates: 

TITLE  OF  AGENCY   RESPONDENT 

Status  Number"   Percentt 

OWNER.    F 
CER 

ARTNFR. 

AND  OR 

EXECUTI 

D    TIME 

SENIOR    OFFI- 

49 13 
3 

1 

80 
RESEARCH 

TOR 

MEDIA 
DIREC- 21 

ACCOUNT VE 5 

SPACE    AN 

VISOR 

BUYER 

SUPER- 2 

•Total    (66)    exceeds    number    of    respondents    (61)    be- 
cause of  multiple  answers.     1  Based  on  61  respondents. 

Four  out  of  five  agencymen  answer- 

ing sponsor's  questionnaire  were  chief 
executives  at  their  agencies,  as  the 
above  table  shows.  This  should  estab- 

lish the  quality  of  the  answers  despite 
the  limited  sample.  Since  the  total 

agency  response  showed  that  account 
executives  determine  media  selection  in 

!!2'  {  of  the  cases  and  the  president  in 
<>nl\  .SO' ,  I  see  Question  1  on  page 
44)  it  is  obvious  that  no  correlation 

between  the  man's  background  and  the 
media  be  chooses  can  be  established 
from    the    above. 

2f*  2f»  fif* 

SPOVSOWs    Ul-Jlvdia  Study 
Published  to  date: 

I  Introductory  article.  "Why 
sponsor  spent  8  months  eval- 

uating media"'  published  6 
April  1953.) 
I.   Why  evaluate   media? 
(20  April  1953). 

2.  Media  Basics  I  —newspapers, 
direct  mail,  radio,  magazines (4  May  1953). 

3.  Media  Basics  II — TV,  business 

papers,   outdoor,   transit U8  May  1953). 
4.  How   to   choose  media,  part  1 
(1  June   1953). 

.».  How    to   choose   media, 

part  11    (  15  June  1953  i . 
6.  If  hat   you   should  know  about 
Life's   4-media   study    (29   June 
19531.    Supplementary  article  on 

same  topic;   "Is   Life's  media 
study   fair  to  radio  and  TV?"    (a debate),   13  July   1953. 

7.  Beware  of  these  media  research 
pitfalls,  part  I   (27  July  1953). 
8.  Beware  of  these  media  research 
pitfalls,  part  II  (24  August  1953). 

9.  How  72  leading  agencies  evalu- 
ate media   (7  September  1953). 

10.  How    94    agencies    evaluate 
media    (21   September   1953). 

To  be  published: 

11.  How   BBDO   evaluates   media. 

12.  How    a    small   agency 
tests   media   weekly. 

The  Twin  Cities  take 

A  GIANT  STEP 
FORWARD 
R=lv1y    THE  0.  L.  TAYLOR  CO. ABC 

Authorized  316  kw 

interim  70  kw  until  March  '54 

Established  market  386,400  TV  sets 

Class  A  hourly  base  rate  $750 

One  minute  spot  base  rate  #150 

WMIN-TV 
LUCKY       CHANNEL 
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|3,   The  client  who  bet  $1 
million  on  us  media  test. 

II.  U  In    '/use    corporations 
don  i  use  ail  media. 

|5,  Ilou    to  set   up   a   "fool- 
proof'  media    tales    test. 

Hi.  Psychological  aspe<  ts 
oi  media. 

17.  Sales  impact  oi  radio  and  It  . 

18.  \eu    media   evaluation   and 
research    developments. 

lit.   sponsor's  conclusions. 

FALL  PROGRAMING 

\Continued  from  page  .'il  i 

Program  costs:  Most  ad  managers 

and  agencj  executives  look  for  pro- 

gram costs  to  keep  leveling  <>1T  from 
now  on.  As  advertisers  find  that  the) 

have  to  add  more  and  more  markets 

t<>  their  station  lineups,  their  resis- 

tance to  the  asking  prices  for  the  top- 

bracketed  shows  will  increase.  Result: 

There  will  be  fewer  shows  calling  for 

125,000  gross  or  more  each  successive 

year.  Onl)  nationwide  advertisers  with 

several  products  or  the  automotive 

companies,  said  a  drug  firm  ad  man- 

r,  will  be  able  to  support  shows 

with  a  gross  weekl)  cost  oi  $20,000 

when  t lit-  average  hookup  gets  to  over 
100  markets.  And  this,  he  added,  will 

be  the  prevailing  attitude,  even  if  net- 

work TV  continues  in  its  present  posi- 

tion of  a  tight  seller-"  market,  partic- 
ularh   in  respect  to  CBS  and  NBC. 

Some  agenc)  executives  and  ad  man- 

agers had  something  to  sa)   about  pro- 

graming profits.    The)    had  words  of 

censure  especially    for  CBS  and  NBC. 

They    appeared    to    be    under    the    im- 

pression that  these  networks  were  tak- 

ing advantage  of  the  time-sellout  sit- 

uation to  extract  more  than  a  reason- 

able   profit    on    their    owned-and-pro- 

dueed  program  packages.    Officials  of 

these   networks    retorted    that   the    im- 

pression was  very    far  from  the   farts. 

The  net  profit,  the)  said,  is  quite  scant 

considering    the    cost    of    developing 

idea-,    of    maintaining    plants,    equip- 

ment, program  production  and  execu- 
tive staffs   and   performing   talent   and 

writers.     \   member  of  the  CBS  hier- 

archy remarked  that  he  doubted  wheth- 
er   the    network    could    show     even    a 

"bookkeeping   profit"   on   its   T\    pro- 
graming  operation-. 

The  monopoly  gripe:  Talk  to  an 

agency  radio-TV  department  executive 

about  television  programing  and  it 

won't  be  long  before  he  cuts  loose  with 

21   SEPTEMBER  1953 

,* 

220,000 
TV  screens 

make  a  bright  picture  for 

your  advertising  over 

WMCT 
MEMPHIS 

Memphis  ONLY 
TV  Station 

WMC         WMCF         WMCT 

*Based  on  latest 

distributors'  figures 

National  Representatives  The  Bra nham  Co. 

Channel   5      •      Memphis 
NBC   Affiliate 

Owned  and  operated  by 

THE  COMMERCIAL  APPEAL 

A'so  affiliated  with  CBS,  ABC  ard  D-mont 105 



a  diatribe  on  the  theme  of  network 

packaging  "monopoly.  While  con- 
ducting ilii>  survey,  sponsor  encoun- 

tered a  number  of  such  executives  who 

had  gone  to  the  trouble  ol  compiling 

data  which.  the)  argued,  bore  out  their 

contention  to  a  "  I ""  anywa)  with  re- 
gard to  CBS  TV.  One  agency  execu- 

tive referred  to  this  "confirming"  data 
as  "the  cold  Facts  of  life." 

Here's  a  sample  of  the  cited  data: 
The)  show  thai  CBS  l\  has  Sunday, 

Monday  and  Tuesda\  nights  practical- 
ly blocked  oil  with  it>  own  produced 

and  controlled  programs,  controls  two- 
thirds  of  the  programs  on  Wednesday 

night  and  half  of  Friday  and  Satur- 
daj  nights  (this  between  the  hours  of 
8:00  and  I  1  :(H)  EST).  In  all  the  net- 

work controls  24  sponsored  packages, 

which  adds  up  to  10  hours  of  the  22 
hours  of  available  premium  time  (8:00 

to  11:0(1  p.m.  weekda)  and  7:00  to 

11 :00  p.m.  Sunda)  i . 
The  complaint  is  less  severe  when 

siiuilar  data  regarding  NBC  TV  is 

cited.  A  compilation  of  NBC-owned- 
and-controlled  programs  currently 
sponsored  at  night  shows  a  total  of 

14  packages,  representing  a  total  of 

nine  and  a  half  hours.  (These  pack- 
ages are  pretty  well  scattered  through 

all  nights  of  the  week,  with  not  enough 
of  them  linked  together  any  one  night 

to  justify  describing  them  as  a  "block- 

out." 

Several  agencymen  expressed  con- 
cern over  the  possibility  that  the  net- 

works might  be  inclined  to  use  this 

program  production  "dominance"  to 
jockey  advertisers  with  premium  time 

spots  into  replacing  an  agency-pro- 

duced -how  that  wasn't  going  well  at 
the  moment  with  a  network-controlled 

program.  One  agency  executive  as- 
serted that  this  has  happened  within 

recent  months,  once  on  CBS  and  an- 
other time  on  NBC.  ( A  check  with  the 

agencies  involved  in  the  two  cases  that 

were  cited  failed  to  disclose  any  evi- 
dence of  pressure  having  been  brought 

to  bear  by  the  networks.  The  spon- 
sors liked  the  network-controlled  pack- 

ages offered  as  replacements  and  ad- 
\  ised  the  agencies  concerned  to  bin 

them.  I 
Both  CBS  and  NBC  term  the  talk 

about  program  packaging  monopoliza- 
tion a  gross  exaggeration.  They  say 

that  if  there  are  any  ambitions  toward 

dominance  it  is  not  in  program  owner- 
-lii|>  but  in  airing  programs  that  will 

bring  rating  leadership.  Add  the  net- 
works, in  effect:  "Program  packaging 

NEW 
GREATER 

POWER 
NOW  125,000  WATTS 
To  Better  Serve  the  Fabulous  Puget  Sound  Area 

KTNT-TV Affiliated  with  CBS  and  Du  Mont 
Telcvmon  Network* ,  Transmitter 

strategically  located  at  To  coma, 

Washington   in  middle  Puget  Sound. 

CHANNEL    11 

SEND  FOR  THE  COMPLETE  STORY.  Represented 

nationally  by  WEED  TELEVISION:  represented  in  Pacific 

Northwest  by  ART  MOORE  &  SON,  Seoltle  ond  Portland. 
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is  still  a  wide-open  market.  If  one  of 
our  shows  fails  to  produce  an  ade- 

quately low  cost-per- 1.000,  the  adver- 
tiser can  buy  another  package  else- 

where. A  network  may  reserve  the 

right  to  protect  itself  against  competi- 
tion by  maintaining  the  best  program- 

ing lineup  possible,  but  to  put  outside 
packages  at  a  trading  disadvantage 
would  be  rash  and  destructive  to  the 

medium." 

Status  of  network  films:  The  re- 
duction in  the  percentage  of  filmed 

dramatic  fare  is  something  that  most 

agenc\  executives  sa)  they  had  antici- 
pated. The  pendulum  suddenly  took 

a  wide  swing  toward  Hollywood  the 

early  part  of  1952.  and  it  was  natural 
that,  after  an  accumulation  of  experi- 

ences— some  of  them  not  so  good — 
there  would  be  a  swing  the  other  way. 

Here's  how  a  department  head  of 
one  of  the  top  agencies  put   it: 

"The  position  of  network  films  sim- 
mers down  to  two  things.  The  first 

has  to  do  with  the  advantage  of  doing 

a  dramatic-type  show  live  over  doing 
it  on  film.  If  a  live  show  is  bad  one 

w  eek.  \  ou've  got  a  chance  to  improve 
on  the  format,  the  selection  of  scripts 

and  whatnot  the  following  week.  But 
that  same  series  on  film  may  put  you 

under  a  tremendous  handicap.  Be- 

fore you  discover  that  a  show  isn't reallv  jelling  there  may  be  as  many 

as  six  already  in  the  can.  If  they're not  satisfactory  all  the  client  can  do  is cancel  and  pay. 

"The  other  thing  is  related  to  what 

might  be  described  as  a  chain  reac- 
tion. To  state  it  simply,  the  important 

advertising  agencies  are  unhappy  about 

what's  been  happening  in  Hollywood. 
"You  will  recall  that  it  was  just  a 

few  years  ago  that  the  agencies  dis- 
covered that  TV  had  a  huge  audience 

circulation.  Their  clients  wanted  to 

get  to  this  audience  as  quickly  as  pos- 

sible. The  big  agencv  elected  to  fol- 
low the  principle  of  motion  picture 

box  office.  In  other  words,  it  saw  TV 

as  something  more  like  the  motion  pic- 
ture business  than  radio.  And  so  it 

decided  that  the  place  to  go  for  TV 
fare  was  Hollywood. 

"These  top  agencies  somehow  got 
the  idea  that  thev  had  bought  what 
constituted  Ilolhwood.  And  then  came 

the  disillusionment.  The)  found  out 

that  what  the)  had  bought  in  the  main 
were  a  lot  of  out-of-work  producers, 
directors  and  writers — not  the  real 

genius    that    had    made    Hollywood    a 

SPONSOR 



NNEW    HAVEN 
X  Qtf%a/%yffa€t  £//ftkV€M  //iStMtt; 

//ts/< f/m  *y%w  &UMW4i 

"We  have  as  much  progress 

to  make  in  tin"  future  as  has 

Ih'i'ii  made  in  the  past."  Tliis  outlook 

of  tlii>  Plasticrete  Corporation  ea 

iinssrs  well  tin-  optimism  felt  by  the 

entire  community  of  New   Haven — its 

industries,  businesses  and  people.   It 

keeps  New  Haven  busy  and  prosperous! 

Do  your  ssles  reflect  this 

prosperity  I   Better  make  sure  they  do 

by  pre  selling  your  products  to  the 

buyers  at  hom> ,  through  WNHC.  Folks 

just  leave  their  tli.-ils  set  at  WNHC, 

the  Voice  of  New  Haven.  Let 

WNHC  Imild  i/our  sales! 

■ 

rjy   <sst> " 

me _k 

iiiiii  j 

ii  ii  ii   i 

mam 

TIip  humble  cinder  thai  "n.-e  served  only  as 
surfacing    (or    <lr  name    up    in    the 
world  igo. 

in     1922     '  •  lla    and    a 
helper  r  mixing  bins  till   the] •  ■-     into    building 

il.    It   «  aa  ■  nig  of  the   ! 
rrete  Corporation,  now  onf  of  the  three  larg- 
esl  i  inder  block  plants  in  the  country. 

Today  over  125  employees  turn  out  millions 
of  vari.olnr.il  Plasticrete"  building  blocks 
yearly. 

\    \    ! 

WlStHC 
FLlsA.     I^Ts/L     Tl^ 

NEW      HAVEN 

R>  }i)i  tented  Xatimmlly  by 

THE       KATZ       AGENCY 

21   SEPTEMBER  1953 107 



world   byword  in  entertainment. 

"Out  of  what  they  did  buy  came 
second-rate  entertainment.  On  top  of 

this  a  lot  of  the  more  active  producers 

had  lost  monej  and  had  to  recover  this 
l>\  either  raising  prices  or  lowering 

quality.    Man)   lowered  the  quality." 
The  attitude  of  agencymen  toward 

the  repeat  factor  of  network  films  has 

undergone  somewhat  of  a  change  in 
i cent  months.  Most  of  those  queried 

thoughl  original  sponsor  should  con- 
fine rerun-  to  within  year  of  initial 

-how  in-  because  time  may  bring  de- 
terioration. *  *  * 

ANTI-ENZYME  WAR 

{Continued  from  page  39) 

ally  known  folk  musicales  as  Grand 

Ole  Opry  and  National  Barn  Dance. 

No  spot  TV  schedules  are  being  used 
at  the  moment. 

4.  Anti  Decay  Drug  Corp.,  a  small 

firm  which  has  been  marketing  a  tooth- 

paste containing  anti-enzyme  Vitamin 
K  since  1949,  now  plans  to  step  up  its 

advertising  to  take  advantage  of  height- 

ened public  interest  in  the  enzyme- 
inhibiting  products.  According  to  its 

agency.  Kenneth  Rader  Co.,  Anti  De- 

ask  your KATZ  man 

about  TIME  AVAILABILITIES  FOR  GREATER 

SALES  POTENTIAL  in  the  Multibillion-Dollar 

Denver   area   Market  through    .   .   . 

Z-TV CHANNEL 7 
On  the  Air  November   1st 

There  are  KATZ  represen- 
tatives located  in  cities 

throughout  the  U.  S.  Your 

KATZ  man  will  be  calling 

on  you,  or  will  be  glad  to 

have  you  contact  him 

about  Denver's  top 
buy  in  TV  .  .  . 

KIZ-TV. 

CBS 
TELEVISION 

WITH  antenna   rising  2380  feet  above  mile-high 
Denver. 

WITH  eventual  full-authorized  power  of 
316,000  watts. 

WITH  full  schedule  of  CBS  Television  shows. 

WITH  top  local  programming  .  .  . 

bright  original  productions. 

WITH  the  finest,  most  complete  TV  operation  in  the 
Rocky  Mountain  area. 

E
l
   

1  tf
fl 

;CZ
-TV

- 
ALADDIN   RADIO  AND  TELEVISION,  INC. 

VER 

cay  is  considering  some  plans  for  a 
spot  radio  and/or  TV  campaign  in 
the  near  future. 

Other  media:  Anti-enzyme  schedules 
in  newspapers,  magazines,  supplements 
and  comics  are  also  at  a  high  level. 
Lambert  started  a  heavy  newspaper 

schedule  on  20  August,  with  Block 

and  Bristol-Myers  following  on  24  Au- 
gust and  15  September,  respectively. 

Full-page  and  half-page  ads,  with  plen- 
ty of  text  and  pictures,  are  being  used, 

generally  bearing  a  close  resemblance 
to  the  TV  selling.  Again  Lambert  was 
first  in  the  major  magazines,  kicking 

off  its  campaign  with  a  Life  full-page 
ad  on  29  August  with  the  two  other 
firms  following  early  this  month.  The 
full  weight  of  the  print  campaigns  of 

Lambert,  Block  and  Bristol-Myers  will 
be   felt   around   mid-October. 

Budgets:  As  might  be  expected,  bud- 

gets have  risen  rapidly  as  this  media 
Lat tie  has  progressed.  Here  are  some 

of  the  facts  and  figures  concerning  ad- 

vertising expenditures  of  the  tooth- 
paste firms  struggling  for  supremacy 

in  the  anti-enzyme  field: 
1.  Lambert:  On  a  percentage  basis, 

Lambert's  budget  hike  is  one  of  the 
biggest.  Ernest  P.  Zobian,  advertising 

manager,  told  SPONSOR  late  last  month 
that  Lambert  expected  to  hike  its  1952 

ad  level  (some  82,500,000)  by  "at 

least  a  couple  of  million"  in  the  next 
year  or  so.  Some  60%  of  this  is  in 
radio  and  TV. 

2.  Block:  An  executive  of  Cecil  & 

Presbrey.  Block's  agency  for  Amm-i- 
dent.  stated  that  Block's  spending  at 
the  end  of  August  had  been  increased 

to  the  point  where  the  firm  would  al- 
lot over  $1,000,000  during  September 

and  half  of  October — apart  from  regu- 

lar expenditures — to  promote  its  anti- 
enzyme  campaign.  This  spending  level, 

however,  may  drop  back  somewhat  as 
the  initial  splurge  wears  off.  But 

Block's  budgets  for  1954  will  undoubt- 
edly be  larger  in  order  to  keep  up  the 

pressure  in  air  and  print  media.  See 

"Block  Drug  rediscovers  radio,"  7  Sep- 
tember 1953.  page  34. 

3.  Bristol-Myers  revealed  no  actual 
figures  to  sponsor  in  discussing  the 

monetary  side  of  its  stepped-up  ad 

campaigns  for  Ipana  with  the  new 

B-M  anti-enzyme  ingredient.  "WD-9." However,  one  executive  of  the  big  drug 

firm  admitted  that  the  Ipana  ad  budget 

was  being  increased  "considerably, 

perhaps  as  much  as  a  third  more"  to >ta\   in  the  race. 
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\\  lut   happens  next  in  the  anti-en- 
/\mr  ;il  battle? 

\-  m'iinmik  went  in  press,  nobod) 
knew    fur   Mm'. 

One    factor    which    complicates  the 
aiiii-cii/s  me  situation  i-  tin'  stand  of 

tin-  American  Denial  Association:  The 
\D  \.  uitli  chara<  in  istic  medical  cau- 

tion, has  alread)  gone  on  record  as 

saying  thai  Listerine's  claims  f< >r  \nti- 
■yme  air  "premature"  ami  that  con- 
siderabl)  more  testing  should  he  done 

mi  the  whole  subject  of  dentifrices  de- 
signed to  <  ut  ilow  n  on  mouth  acids. 

Spokesmen  for  tin-  leading  dentifrice 
fii  mi-,  however,  feel  thai  enough  clini- 

cal testing  i-  behind  them  to  validate 

the  new  <  i"|>  o\  toothpastes. 
Public  reaction  in  the  form  of 

stepped-up  -ale-  for  the  anti-enzyme 
leaders  is  alread)  a  proven  thing.  I!ut 
the  reaction  on  the  part  of  the  drug- 

hn\  ing  public  to  tin-  currenl  technical 
cat-calling  now  going  on  between  the 
toothpaste  leader-  ma\  he  something 
else  again. 

I  he  arguments  between  the  big  i  om- 
panies  part  of  which  siidl  ,,\er  into 
advertising    cop\      hoil    down    to    this. 

Lambert  and  Colgate,  which  subsi- 
dized a  good  deal  of  the  Northwestern 

I  niversit]  research  l>\  Dr.  Leonard 

I  osdick  that  was  the  starting  point  for 
much  of  the  anti-enzyme  hullaballoo, 
fed  that  they  have  the  only  really 
genuine  anti-enzymes.  Bristol-Myers, 
which  developed  its  anti-enzymes  pri- 

marily in  its  own  research  labs,  has 
taken  a  few  pot  shots  at  Lambert  and 
Colgate,  and  several  at  Block  Drug. 

which  it  feels  "hasn't  really  added  any- 
thing new  to  Amm-i-dent." 

\  leading  New  York  dentist  i  who 

eould  not  be  quoted  for  professional 
reasons)  explained  some  of  the  mys- 

teries of  this  industry  wrangling  in 
this  way : 

''In  dentistry  an  anti-enzyme  is  some- thing which  reduces  the  amount  of 
acids  formed  on  your  teeth  hv  the  con- 

Available  Soon 

The    Pacific    Coast's    No.    1    Market 

in     Effective     Buying     Income     Per 

Family.     (40th    in    the    Nation) 

California's  Capital 
Television  Station 

SACRAMENTO    CH.46 

JOHN    POOLE    BROADCASTING   COMPANY 
6MO  SUNSET    BLVD  .  HOLLVWOOO    28.   CALIFORNIA 

version  of  sugars  and  -tan  he-  usual* 
K  left-ovei  particles  of  food  into 
acid-  |>\  substances  known  as  enzymes. 

'"  \< ituall)    a  ;jla--  of  warm  water  will 
do  the  tiick     for  a  while.    Therefore 

in\  ordinary  toothpaste  will  ad  a-  an 
anti-enzyme  temporarily.   To  make  the 
cife<  t  last,  other  ingredients  would  have 

lo    he    added    lo    the    toothp.t-te." 

Since    Lambert's   "enzyme   barrio 

factually,   it's  three  chemical-:   -odium 
dehydro-acetate,  -odium  lauryl  sulfo- 
acetate  ami  sodium  oxalate)  ranked 

high  in  the  li-t  of  chemicals  tested  bj 
Northwestern.    Lambert    Btresses    this 

point     in     all      it-     advertising.       •  Mini 

pastes,  says  Lambert,  "can  protect  you 
for  onl)    a   half  hour    aftei    bras! 

insl  tooth  dci  .i\  ,ii  id-."  \i  the 
same  time.  ( lolgate  -  foi inula  foi  ii - 

upcoming  anti-enzyme  toothpaste  i- 
al-o  based  on  Northwestern's  research 
pin-  -oiii'-  resean  h  done  bj  <  olgati 

I  opj  claims  for  "all-da)  protection'1 will  probabl)  run  along  the  same  lines 

a-  I  ambei t's. 
Block  -  attitude  is  one  "I  i  heei  ful 

nih  "iM  ei n  tow. ml  the  trade  muttei  ings 

ol   Lambei  i   ami  Colgate.     \   <  .'■<  il  & 
I'le-hrev     i\ei  uti\c    |.,|.|    SPONSOR    thai 
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CHANNEL 
12 KVOS-TV 

KVOS 
KPQ 

1000    WATTS 

790   K  C 

5  00  0    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STATE'
S 

CASH  FARM  INCOME 

2/orjoe    Cf   Co 

THE  TELEVISION 

PICTURE  IS  CLEAR 

IN  BALTIMORE 

"More  advertisers  spend 
more  dollars  on  WBAL- 

TV  than  any  other  Balti- 

more station."  You  ought 
to  find  out  why! 

WBAL-TV 
NBC  AFFILIATE 

Nationally    Represented   by 

EDWARD  PETRY  &  CO. 

Block  had  been  adding  "an  anti-en- 

zyme ingredient"  as  far  back  as  a  year 
ago,  but  had  done  so  quietly,  waiting 

until  long-range  tests  would  show  the 
effects. 

Block,  unlike  Lambert,  does  not 

make  a  big  fuss  about  how  long  the 
effect  of  its  ingredient  lasts.  In  its 

full-page  newspaper  ads,  for  example. 
Block  merely  states  that  its  action 

"stays  in  the  mouth  hours  after  brush- 

in,-." 

One  thing,  incidentally,  which  miffed 
Lambert  executives  was  this:  Since  the 

Saturday  Evening  Post  and  other  big 
consumer  articles  on  the  anti-enzyme 

subject  didn't  mention  specific  brand 
names.  Block  has  been  using  these  ar- 

ticles to  good  advantage  ever  since. 
Advertising  copy  urges  consumers 

to  read  the  various  articles,  adding. 

"Remember,  Amm-i-dent  did  not  spon- 
sor these  reports,  nor  the  research  be- 

hind them:  nor  is  Amm-i-dent  named 

in  them." Lambert,  which  knew  of  the  upcom- 
ing articles  several  weeks  in  advance 

and  which  built  much  of  its  introduc- 

tory campaign  for  Antizyme  around 
them,  wasn't  at  all  happy  when  the 
first  Block  ad  appeared  five  days  after 
the  first  Antizyme  ad,  and  hard-hitting 
Block  commercials  played  up  the  same 
themes  in  air  advertising. 

"All  I  need  now,"  a  New  York  drug 
wholesaler  told  sponsor,  "is  for  a 
toothpaste  to  come  out  that  contains 

just   toothpaste."  •   •  • 

NATIONAL  SHOE 
[Continued  from  page  42) 

Most  memorable  line  of  National's 
jingle  has  been  the  refrain— "National 
Shoes  ring  the  bell"— which  has  be- 

come identified  with  the  retail  chain. 

The  typical  fall  1953  jingle  will  in- 
corporate a  new  subsidiarv  theme — "A 

honey  for  the  money."  Originally  writ- 
ten bv  Emil  Mogul's  creative  director. 

Myron  Mahler,  the  jingle  has  been 
sung  by  the  Four  Chicks  and  a  Chuck 

since  1940.  Here's  how  the  jingle  lead- 
in  to  women's  -hoes  copy  will  sound this  fall: 

"National  Shoes  ring  the  hell 
For  all  smart  women  who  want  to dress  well 

A  honey  for  the  money  in  styles 
so  new 

A  honey  for  the  money  in   value. 
too 

Millions     go     to     Xational        how about  you 

Choose — National  Shoes — at  your 

Sational  store." The  stress  in  the  commercial  copy 
which  follows  is  on  high  value  for  low 

prices.  Take  for  example  this  com- 

mercial for  teen-age  girls'  shoes: 
"It's  a  honey  for  the  money!  Yes, 

gals,  whether  you  choose  breath-taking 
black  suede  pumps — or  lovely  new 
softie  kid  straps — whatever  the  style, 

if  it's  a  Xational  Debbie — it's  a  honey 
for  the  money.  Yes.  as  always.  Na- 

tional Debbies  ring  the  bell  with  the 

pick  of  fashion — the  peak  of  value. 
Ring  the  bell  with  the  most  exciting 
advance  fall  fashions  ...  at  the  most 

exciting  low  prices  .  .  .  only  S2.99  and 

$3.99!  For  dancing — for  romancing — 

or  for  back-to-school.  National's  ex- 
clusive Debbies  have  what  it  takes. 

You'll  see  stunning  shell  pumps  that 
are  cut  tip-toe  low:  new  strap  softies. 

You'll  see  popular  new  wedge  flatties trimmed  with  touches  of  jet  or  braid. 

Then  there  are  National's  sport  Deb- bies, too.  Yes.  National  has  them  all. 

And  they're  made  with  the  same  leath- 
ers, the  same  construction,  the  same 

fashion-right  styling  as  shoes  costing 
many  dollars  more!  Yes,  Xational 

Debbies  ring  the  bell  .  .  .  and  if  it's  a 
Xational  Debbie — it's  a.  honey  for  the 

LOOKING  FOR 

SPACE-TIME  BUYER 

STRONG  IN  TV 

Exceptional  career  op- 

portunity   in    successful 
medium-sized   advertising 

agency.    Age  27-35:  at  least 

3  years'  experience  in  TV 

time-buying:   broad  knowl- 

edge of  advertising  fact-find- 

ing work,  media  data 

sources,  etc.   Most  important 

is  having  potential  for  ex- 
ecutive development.    Start- 

ing salary  open  depending 

on  past  record.   Send  resume 
in  confidence  to  President, 

BOX  99,  SPONSOR 

no 
SPONSOR 



money  .  .  .  and  it'a  onlj  $2.99  01  13.99, 
See  the  phone  book  foi  \ oui  neare  I 
National  Shoe  Store. 

During  the  pari  six  years  National 
Shoe  announcements  have  also  been 

heard  in  Italian,  Spanish,  German, 
Czech  ami  Polish.  These  announce- 

ments are  agency-written,  and  espe- 
ciall)  tailored  lo  the  particulai  foreign- 

language  group  .it  which  the)  're  aimed. 
\  leu  years  ago,  an  attempt  «;i^  made 

i.>  translate  National's  famous  jingle. 
However,  agenc)  tests  showed  that  the 

1 1 1  < »— t  successful  appeal  to  foreign- 

language  groups  i-  the  present  one:  the 
jingle  sung  in  English  and  followed  l>\ 

foreign-language  <  :opj . 

National  Shoes'  L953  ail  budget  i~ 
"in  tin-  middle  >i\  figures."  In  terms 
nf  tin-  various  media,  here's  a|>|>n>\i- 
matel)  how  this  money  is  being  spent: 

(.7  f.-r  radio,  23  !  foi  l\.  10'  !  for 

newspapers.  I  In  New  ̂   ork  ("it\.  Na- 
tional Sliocs'  newspaper  advertising  i- 

confined  to  The  Daily  \eus.  However, 
the  chain  extends  to  some  22  other 

cities  in  New  York,  New  Jersey,  Con- 
necticut  and  New  England.  Of  these 

22  cities,  13  use  radio,  five  use  news- 

papers and  four  use  a  combination  of 

both.)  Bui  90'  of  National's  total  ad 
budget  i-  spent  in  the  New  York  metro- 

politan area. 

Says  Louis  Fried,  National  Shoes' 

president:  "Broadcasting  is  National's 
Belling  'secret.9  Thirteen  \ears  of  air 
campaigning  ha-  helped  double  the 
number  of  our  stores  i  National  Shoes 

opened  its  hundredth  store  in  Ma\ 

1953)  and  has  quintupled  our  sales 

volume." 
National  Shoes'  sales  volume  breaks 

down  approximately  as  follows:  I 

from  men's  shoes;  20$  from  chil- 
dren's;  (>()' ,  from  women's;  16% 
from  accessories.  P>\  and  large  radio 
appeal  is  directed  at  the  entire  family, 
in  and  out  of  home.  T\  is  directed 

primaril)  at  the  children. 

National  Shoes  has  been  sponsoring 
Time  jar  Adventure,  WNBT,  New 

York.  Sundays  L0:00-10:30  a.m.  since 
February  L950.  This  program,  pro- 

duced bj  Productions  for  Television, 

a  Mogul  subsidiary,  features  children's 
serial  films,  like  The  /.<>.</  Jungle,  as 
well  as  a  prize  giveaway  to  members 

of  National's  Adventure  Club.  Pri/c- 
include  Sehwinn  bicycles,  Bulova 

watches,  motion  picture  cameras.  The 
winners  are  selected  on  the  air  from 

National's  Treasure  Chest  as  a  result 
of  youngsters  registering  at  the  stores. 
Emil  Mogul  uses  these  registrations  as 

MORE  LOCAL 
ADVERTISERS 

USE 

WGARI 

Ever®"*
 

There's  a  reason  why  WCiAR  enjoys 
overwhelming  acceptance  by  lot.il 
advertisers— now  more  than  ioo!The 

reason  —  more  sales  per  dollar  spent! 
PROMOTION  attracts  listeners; 

quality  programming  keeps  listeners. 

WGAR  has  both. 

Typical  WGAR  promotions  include: 

COLORFUL  BILLBOARDS 

Heralding  "The  Big  Show  Wher- 
mr  s.  <>u  (,o ".  they  feature  local 
W'Ci  A  K  personalities,  plus  CBS 
stars  — help  merchandise  WGAR 
advertisers! 

-S3* 

MOVIE  TRAILERS 
Outdoor  and   neighborhood 
theatres   arc   starring   WGAR 
Cersonalities    and    shows; oosting  listening. 

SPECIAL  EVENTS 
Filtccn  hundred  listeners  joined 
in  \\  GAR'S  annual  excursion 
train  to  Ohio  State  Fair  (4th 
u.iri  and  County  Fair  displays 
and  broadcasts. 

WINDOW  DISPLAYS 
Remind  Northern  Ohioans  of 
W(,\K  stars  and  activities  — 
boosting  programs  and  ad\er- 
users  alike! 

In  Northern  Ohio 

WGAR 
THE  SPOT  FOR  SPOT  RADIO 

C  I  eve  I  a nd 

50,000  watts 

CBS 
*"•*  Eastern  Office:   at  ^.. 

665  Fifth  Ave  ,  N.Y.C. 

Represented  by  The  Henry  I.  Christol  Co. 
In  Canada  by  Radio  Time  Sales,  ltd.,  Toronto 

« 

More  Advertisers 

Use  WGAR 
LOCALLY  U 

Gre^r erea^ 
195  3  sets  an  all-time  high  for 
local  advertisers  using;  \\  (/AR! 

National  products,  too,  must 
win  local  acceptance  to  win 
sales.  W  GAR  has  demonstrated 

its  powerful  local  influence 
through  quality  programming 

and  topnotch  promotion. 

More  People  Working 

With  n earl >  two  million  on 

the  job  in  the  area  served 

b>  \\  GAR,  there  I  a  tre- 
mendous market  of  people 

willing   and   able   to    buy. 

More  Spending 

Nearly  8  billion  spendable 
income;  average  income 
nearly  double  the  national 

average;  here  s  a  market 
where  it  pays  to  use  the 
effectiveness  of  WGAR! 

More  Selling  Power 

For  results  use  WGAR!  WGAR  reaches  more 
listeners,  more  often  and  more  effectively  than 
an>  medium  in  Northern  Ohio!  For  results, use  WGAR! 

In  Northern  Ohio 

THE  SPOT  FOR  SPOT  RADIO 
C  I  eve  land 

50,000  watts  ,t>«e« 

• 

■3  - " 

**$ 

CBS 
'   1  Eastern  Office:   at 

665  Fifth  Ave  ,  N.Y.C. 

Represented  by  The  Henry  I.  Christol  Co. 
In  Canada  by  Radio  Time  Sales,  Ltd..  Toronto 
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a  measuring  stick  of  the  program's  au- 
dience pull. 

la  June  1953  this  kiddie  show  had 

a  Pulse  average  of  L5.7.  During  the 
first  three  months  of  1953  Time  for 

Adventure  scored  ratings  2(>'  '<  higher 
than  during  the  same  period  of  1952. 

The  program  format  is  designed  to 
achieve  a  dual  purpose:  (ll  get  the 

strongest  store  name  identification  pos- 
sihle;  (2)  sell  specific  styles  of  shoes 
both  for  the  children  and  their  moth- 

ers.  Here's  how  it  works: 

The  program  is  opened  with  a  20- 

second  children's  film  commercial. 
Starting  6  September  these  commer- 

cials are  new  puppet  films  produced  by 

Global  Telefilms.  Inc.,  in  Munich,  Ger- 

many. These  puppets  are  three  ani- 
mated bells  that  dance  and  mouth  the 

National  jingle  as  it  is  sung  off  camera. 
\t  the  close  of  this  20-second  film 

"Uncle  Bob "  greets  the  studio  audi- ence: 

"Hi,  there,  boys  and  girls.  Welcome 
to  National's  Adventure  Club.  Let's 
call  the  meeting  to  order  with  our  club 

signal!  (Kids  ring  the  bells).  Now, 

tell  me,  who  rings  the  bell?" 
The  studio  audience  answers:  "Na- 

tional Shoes  ring  the  bell!"' 
Then  Bob  Callan  introduces  the  prize 

giveaway  and  the  film  featured  for  the 
day.  During  the  middle  break  comes 

a  60-second  commercial  for  children's 
shoes,  followed  by  the  second  half  of 
the  film.  At  the  end  of  the  film.  Callan 

conducts  the  giveaway.  After  an- 
nouncing the  winners  of  the  week,  he 

tells  the  kiddie  audience  to  call  their 

mothers  and  big  sisters  to  the  set.  The 

closing  60-second  commercial  is  for 
women's  shoes. 

National  first  went  on  TV  in  fall 

1948  with  its  sponsorship  of  a  one- 
hour  Western  on  WATV,  Newark.  Its 

greatest  problem  was  the  production  of 
the  commercial,  since  it  became  both 

exceedingly  costly  and  cumbersome  to 

have  several  models  walking  on-camera 
to  show  off  the  shoes.  Today  the  shoes 

are  usually  shown  in  Bob  Callan's  hand 
or  on  a  prop  to  cut  cost  and  get  a 

closeup  of  the  shoes'  details. 
The  Emil  Mogul  agency  keeps  close 

tabs  on  the  efficiency  of  its  air  schedule 

by  conducting  regular  media  tests  for 

the  account.  Here's  the  way  these  tests 
work  for  National  Shoes:  When  the 

agency  decides  to  test  a  particular  60- 
second  time  slot  on  a  certain  station,  a 
write-in  discount  offer  is  made  on  the 

air.  This  requires  listeners  to  request 
the   discount   certificate   from  the  sta- 

VV^|V^ 

"He  wants  WBNS  but  keeps  getting  the  B.B.C." 

Car  radios  are  important  in  Central  Ohio.  They  add  that 

big  "extra  audience"  to  WBNS,  the  station  that  already 
has  more  listeners  than  all  local  stations  combined!  WBNS 

carries  all  20  top-rated  programs  —  both  day  and  night 
...  a  perfect  vehicle  for  your  selling  messages. 

CBS  for  CENTRAL  OHIO 
JOHN  BLAIR 

radio 
COLUMBUS,     OHIO 

tion  by  writing  the  name  of  the  station 
and  the  time  at  which  they  heard  the 
offer  made.  This  discount  certificate 

can  then  be  presented  to  any  National 

Shoe  Store.  By  comparing  the  re- 

sponse pulled  by  one  particular  an- 
nouncement either  with  their  computed 

average  expectancy  or  past  perform- 
ance in  that  time  segment,  Mogul 

agency  decides  whether  to  keep  a  par- 
ticular time  or  drop  it. 

That  National's  air  schedule  has 

paid  off  can  be  seen  from  the  sales  in- 
creases that  the  chain  has  been  chalk- 

ing up  during  the  past  few  years.  In 
1951  National  scored  a  159<:  sales  in- 

crease over  1950,  and  in  1952.  the 

chain  topped  its  own  goal  of  a  $20  mil- 
lion sales  volume.  Plans  for  expan- 

sion still  continue.  "After  all,"  as 

Louis  Fried  puts  it,  "our  new  ware- 
house in  the  Bronx  has  a  capacity  of 

supplying  200  retail  outlets." The  present  goal  of  200  stores  is  a 

huge  jump  ahead  of  the  operation's  be- £innin°:s  in   1924.    When  Louis  Fried 

"Let's  not  hesitate  to  lose  sales,  ac- 
counts, billings,  and  profits — if  we  lose 

them  because  we  remain  completely  and 
unequivocally  true  to  what  our  experi- 

ence and  training  have  taught  us  is 

right." 
WALTER   GUILD 

Guild,  Bascom  &  Bonfigli.  Inc. 
San   Francisco 

and  his  brothers-in-law,  Mac  Siegel 

and  Joseph  Siegel.  got  together  at  that 
time  with  the  idea  of  building  a  chain 

of  shoe  stores,  thev  originally  com- 

bined selling  to  both  retailers  and  con- 
sumers. Known  as  the  National  Shoe 

Market,  the  operation  started  with  12 
outlets.  The  partners  renamed  the 
chain  National  Shoe  Stores,  Inc.,  in 

1929.  In  1931  they  stopped  supply- 

ing retailers  and  became  consumer  out- 
lets only.  At  this  time  Irving  Siegel 

and  Fred  Siegel  joined  the  organiza- tion. 

The  same  men  are  at  the  head  of  the 

chain  today:  Louis  Fried,  president, 
also  acts  as  advertising  manager;  Mac 

Sie»el.  sei-retai  \  -I  n'a-uicr  in  charge  of 

public  relations,  responsible  for  select- 
ing store  locations  and  building  good- 
will for  National:  Irving  Siegel.  v. p. 

and  woman's  footwear  merchandiser, 
who  plans  and  supervises  buying  of 

women's  shoes,  and  Fred  Siegel,  v. p. 

in  charge  of  personnel,  construction, 
plans  and  sales  promotion  of  the  chain. 

•  •  • 
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MEN,   MONEY 
i  (  ontinued  ln>m  pu^r  !! > 

advertisers  have  pushed  demands  foi 
iei  \  ices  "I  .1  kind  and  vai  ietv  w  hich 

the  earl)  owners  ol  agencies  would 

aevei  have  undertaken,  li  is  integral 

to  the  argument  thai  agenc)  "creativ- 

ity" suffers  when  such  "business  man- 

agement" functions  are  thrusl  upon  it. 
The  height  of  absurdity,  think  some 

observers,  i-  t"  have  advertising  men 

give  advice  and  guidance  to  corpora- 
tion officials  on  the  conduct  of  labor 

anion   negotiations.     \n<l   so   on. 

\n  advertising  agencj  is  a  conglom- 

erate of  talented  persons  whose  -kill- 
irere  originall)  in  the  preparation  oi 

<(>l>\  thai  would  sell,  cop)  thai  would. 
in  the  late  J.  Stirling  GetchelPs  phrase, 

"leap  otT  the  page."  Later  the  agency 
was  esteemed  for  its  Hair  in  program 

showmanship.      The    sponsor's    show 
leaped     OUl     of     the     loudspeaker     and 

smacked   the    American   public    in    its 
eolltvthe  ear. 

Another  poinl  fits  in  with  the  carp- 
ers CT)  that  much  more  than  television 

is  askew  at  man)  an  agency.  Here  we 
quote  an  account  executive.  Said  he  in 

private  discourse  with  this  columnist: 

'"There  is  too  much  tendenc)  since 
the  war  to  staff  top  agencies  with 

soap  men.  cigarette  men.  appliance 
men.  automobile  men  and  whiskv  men 

rather  than  with  admen.  Although  I've 
sold  sou|i.  sewing  machines,  chewing 

gum.  razors  and  fountain  pens,  ['ye 
heen  typed  as  a  whiskv  expert.  I  can 

-ell  that.  too.  but  then  I  belong  to  the 
old  school  of  creative  admen  who  lived 

on  the  faith  that  we  could  use  adver- 

tising to  sell  am  product  that  had 

merit  and   was  priced  right." 
*        *        * 

This  account  executive  talks  about 

the  unimaginative  "slotting"  of  man- 
power, about  over-rigid  barrier-  be- 

tween product  specialists.  He  also  talks 

againsl  the  "business-manager  mental- 
ity, loo  main  ol  the  postwar  agencv - 

men  "know  all  the  dent'-  of  advertis- 
ing, are  wizards  at  ducking  hazard-  but 

consistently  stifle  creative  expression." 
He  believes  that  agencies  need  some 

hard-hitting  cop)  guys  "probably  with 
very  bad  manners."  *  *  * 

ABC'S  APPROACH 
1  <  ontinued  ii<>m  page  33  1 

li  ill  live  time  .ind  hall  delayed  broad- 

casts.   <  M   ih'-  •"■-  stations  1  leared   l"i 
Make  Room  foi  Daddy,   19  will  carry 
delayed  broadcasts. 

I h.uev ei .  the  - i i n .1 1 1 •  ■  1 1  i-  i  hanging 

rapidly.  It  ua-  estimated  in  the  last 
full  Facts  Issue  ol  sponsor  >  13  Jul)  ' 

that  ol  the  2'<\  largest  single-station 
markets  last  \piil.  full)  23  will  have 
two  "i    re  stations  b)   the  late  fall. 

9.  \I5(!  i-  preparing  to  compete 

against  CBS  and   NB<  .  a-  well  a-  all 
the  -\  indicators,  in  the  him  field.  I  In- 
new  syndication  department,  headed  b) 

George  Shupert,  is  onl)  two  months 
(■Id.  hut  it  i-  alread)  negotiating  lor 

two  separate  series  of  film-  totaling 
134  hall  hours  and  i-  looking  into 

other  possibilities.     Appointed  as  sales 

chief  i-  Hon  Kearny,  who  ha-  an  ex- 
tensive background  of  network  and 

spot     -ale-    at      VBC    and    at    the    katz 

Vgency.  Sale-  offices  will  be  set  up  in 
Chicago,    Atlanta,  Dallas,  Los    Vngeles 
and  San  Francisco,  in  addition  to  New 

York,    within   the  next    -ix    weeks. 

in.  |  here  is  no  question  but  that 
\H(]  is  becoming  regarded  a-  a  major 

contender  in  the  T\  network  sweep- 

stakes.   N"t   onl)    i-  there  a  new   air  of 
confidence    among     \I>L    people,    but 
doors  that   were  once  clo-ed  to  the  web 

are  now  open.  The  initial  interest  b) 

client-  in  \l!('  alter  the  merger  solidi- 

fied      into       let's-get-down-to-business 
when    the   Web    billowed   through   on    its 

promise  to  bring  new  talent  into  I  \  . 

While  \l'<  s  impact  on  broadcast- 
ing ma)  not  exactl)  km>ck  the  medium 

on  it-  ear.  it  will  no  doubt  bring  about 

important  realignments  in  TV.  Vbove 

all.  ABC  i-  providing  room  at  night 

for  those  sponsors  who  couldn't  get 
on  CBS  and  NBC  as  well  as  clients 

coming  into  l'\  network  advertising 
for  the  first  time.  Except  for  such  ob- 

vious 3pots  a-  those  opposite  Milton 
Eerie  and  /  loir  Lucy,  CMS  and  NBt 

just  don't  have  anv  room  for  more 
sponsors.  \ml  the  importance  oi  time 
franchises  causes  sponsors  to  think 

twice  before  dropping  a  -how.  even  if 
ratings  are  not  of  the  best. 

I  he  results  ol  the  new  i  ompetition 

on  nighttime  network  l\  must  await 
the  posting  ,,f  ratings.  Hut  there  is  no 
doubt  that  some  of  the  CBS  and  NBC 

-how-  will   lo-e  pait  ol   their  audience-. 

So  i.'  e  advertiser  is  concerned, 

thi-  mean-  an  increasing  cost-per-1,000, 
which  is  far  from  welcome  on  l\  .  On 
the    other    hand,    the    combination    of 
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CBS 

IN  THE  LAND 

GREEN  BAY 

5,000  WATTS 

PAR  IS  FOUR... 
hundred  thousand 

Our    100,000   watts  on    Channel   4 

will   help  you   shoot   it* 

*lt  is  the  population  in  our  coverage  area 
— 30  Texas  and  N.  Mex.  counties  with  an- 

nual retail  sales  over  S553  millions.  Avail- 

abilities  are    available. 

KGNC-TV 
yAAmarillo 

REPRESENTED   NATIONALLY    BY   THE 

O     L     TAYLOR    COMPANY 

NBC    0     DuMont 

new  stations  and  new  competitive  pro- 
graming will  compensate  for  this  by 

driving  down  rates  in  some  of  the 
markets. 

ABC's  own  point  of  view  on  the 
meaning  of  the  heightened  competi- 

tion is  expressed  by  Rohert  E.  Kintner, 

president,  who  told  sponsor: 

"Who  benefits  from  such  a  new 
force  as  ABC  today  is  providing  on 

TV?  Well,  basically  the  industry  itself 

stands  to  gain  because  I  am  certain 

the  two  other  leading  networks — CBS 
and  NBC — will  rise  to  the  challenge. 

This,  in  turn,  means  that  such  stimula- 
tion will  develop  new  programing 

criteria.  Therefore,  in  the  final  analysis 
the  benefits  accrue  to  the  audience. 

"This  is  as  it  should  be,  for  an  ad- 
vertising medium  is  as  strong  as  the 

product  it  sells.  In  the  case  of  both 

radio  and  television  the  product  is  pro- 
graming. Programs  are  what  both 

the  audience  and  the  advertisers  'buy.' 
"The  circle  is  complete:  What  bene- 

fits the  audience  and  advertiser  bene- 
fits radio  and  television.  Any  benefit 

for  the  industry  as  a  whole  is  a  gain 

for  ABC  and  the  other  networks  indi- 

vidually." ABC  is  stepping  cautiously  into  day- 
time TV  during  the  week.  It  has  no 

sponsors,  for  one  thing.  For  another, 
ABC  strategists  want  to  nail  down 
nighttime  business  first  and  this  job 

is  far  from  accomplished.  A  third  fac- 

tor is  that  many  clients  don't  have  the 
cash  to  carry  both  night  and  day  shows. 
And  fourth,  some  advertisers  are 

watching  to  see  whether  NBC's  daytime 
program  bid  will  build  up  the  total 
daytime  audience. 

ABC  is  starting  out  with  the  4:00- 

5:00  p.m.  slot,  opposite  P&G's  hour  on NBC.  For  the  first  half  hour  ABC  has 

adapted  one  of  its  radio  shows,  Turn 
to  a  Friend,  with  Dennis  James  as  m.c. 

This  will  be  followed  by  an  audience 

participation  show  with  title  and  de- 
tails to  be  announced  later. 

While  most  of  ABC's  monev  and  at- 
tention has  been  poured  into  television, 

the  impact  of  the  merger  was  actually 
felt  first  in  radio.  Within  a  few  weeks 

after  the  merger  was  approved  by  the 
FCC  the  web  unveiled  the  first  evidence 

of  what  it  was  going  to  do. 

Taking  the  line  thai  ratlin  should  do 
what  it  can  do  best.  \BC  announced  it 

would  put  two-hour  programs  of  music 
and  some  news  on  Saturday,  Sundav 

and  Monday  nights.  Tying  the  two 

hours  together  were  well-known  per- 
sonalilies.    There  was  songstress   Mar- 

garet Whiting,  who  presided  over  the 
Saturday  evening  Dancing  Party  from 
8:00  to  10:00;  actor  Burgess  Meredith, 

on  Sunday's  American  Music  Hall, 
starting  at  7:00,  and  opera  tenor  Jan 

Peerce,  who  was  host  on  American 
Concert  Studio.  Peerce  actually  was 

on  from  8:30  to  10:00  following  com- 
mentator Henry  J.  Ta\lor  at  8:00  and 

a  sports  program,  Field  and  Stream  at 
8:15. 

Later  in  the  spring,  ABC  Radio's 
programing  experts  came  up  with  a 
vertical  block  programing  concept  for 

the  other  four  weekday  nights.  Plans 
tailed  for  lectures  and  forums  on 

Tuesda\ .  romance  on  Wednesday, 

drama  on  Thursday  and  comedy  on 
Friday. 

This  neat  pattern  for  nighttime  radio 

was  destined  to  be  changed.  The  verti- 

cal block  programing  has  been  criss- 

crossed horizontally  by  ABC  Radio's 
most  important  program  development 
since  the  merger.  This  development  is 

the  use  of  15-minute  nighttime  strips 

in  prime  slots  —  the  8:00  to  9:00 

period. 

Henrv  J.  Taylor,  still  sponsored  by 

General  Motors  (Monday,  8:00-8:15 

p.m.),  remains  on  the  air,  but  that's about  all.  Among  those  displaced  were 

some  of  ABC's  P\ramid  shows  and 

Sterling  Drug's  Mystery  Theatre, 
which  now  goes  into  the  9:30  to  10:00 

p.m.  slot  on  Wednesday. 
In  the  8:00-8:15  period  Tuesdays 

through  Fridays,  ABC  is  now  running 

Three-City  Byline,  15  minutes  of  vari- 
ous kinds  of  chit  chat  featuring  three 

newspaper  people.  Sheila  Graham  of 
the  Hollvwood  Daily  Variety,  Hy  Gard- 

ner of  the  New  York  Herald-Tribune 

and  Irv  Kupcinet  of  the  Chicago  Sun- Times. 

The  8:15  to  8:30  strip  is  filled  by 

bandleader  Sammy  Kaye,  who  has  al- 
readv  been  sold  to  Burlington  Mills 

(Cameo  nylons)  Tuesday  through  Fri- 
dav. 

The  8:00  to  8:30  p.m.  half  hour 

started  in  the  summer  and  will  be  fol- 

lowed shortly  by  what  is  the  most  revo- 
lutionary aspect  of  the  new  strip  line- 

up —  serialized  drama.  These  new 
shows  have  been  called  nighttime  soap 

operas,  but  ABC  doesn't  feel  the  char- acterization is  quite  accurate. 
I  he  two  drama  strips  are  Hollywood 

Romance,  the  storv  of  a  young  actor, 

and  Mike  Molloy.  a  private  eye  show 

which  began  as  a  half-hour  summer 

replacement.  Rav  Diaz,  national  direc- 
tor of  programing  for  ABC  Radio,  told 
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SPONSOR  thai  tin'  nighttime  serials  will 

I),-  paced  much  faster  than  tin-  average 
daytime  opus  .mil  will  contain  com- 

plete stories  with  five  episodes.  I  01 
those  who  tune  in  late  in  the  week  after 

the  storj  starts,  there  will  be  sufficient 
explanation  i"  enable  the  listener  to 
follow  the  story.  However,  ̂ BC  hopes 
tu  create  an  audience  that  will  li^im 

ever)  night,  too,  so  thai  advertisers 
will  not  Diil\  gel  .1  large  cumulative 

audience  l>ut  a  large  number  oi  adver- 
tising impressions  per  home. 

Despite  this  across-the-board  pro- 
gram hand  in  tin-  inidilli'  of  the  eve- 
ning, elements  of  the  block  program- 

ing remain.  Sterling  Drug's  Mystery 
Theatre,  mentioned  previously,  will  go 
back-to-back  with  a  Philco  sponsored 
dramatic  half  hour  starting  at  9:00. 
Both  Philco  and  Sterling  Drug  repre- 

sent recent  Bales.  Fridaj  night  will 
continue  with  Ozzie  &  Harriet  and 
Meet  Corliss  Archer,  which,  like  the 
two  drama  shows,  will  run  from  ():00 
to  10:00. 

Other  shows  in  the  hour  period 

Starting  at  9:00  are  Celebrity  Table  on 
Monda)  and  a  George  Jesse]  variety 
show  on  Thursday.  Both  will  take  up 
a  full  hour.  Celebrity  Table  will  fea- 

ture personality  and  music  originations 

from  well-known  restaurants  in  Holly- 
wood, New  ̂   ork.  Chicago  and  Miami. 

ABC  points  out  that  while  this  tech- 
nique has  heen  used  often  in  local 

radio,  it  is  new   to  the  radio  networks. 

So  far  as  daytime  radio  goes,  there 

SS^M* 

■        .|  Reasons   Why 
^_  The  foremost  national  and   local  ad- 

jD)  vertisers     use     WEVD     year     after 
BaV  year  to  reach  the  vast 

'm  Jewish   Market ■■«     <>»    Metropolitan    New    York 

'  ~^^J  I.    Top    adult    programming 
^^^  2.     Strong   audience   impact 
^^gm  3.     Inherent  listener  loyalty 

aaaaSS  4.     Potential    buying    power 
Send  for  a  copy  of 

Wr  T  S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WEVD     117-119    West     46th    Si. 
New    York    19 

Managing    Director 

will  not  be  much  change.  I  h«  most 
important  development  baa  to  do  with 
\l!(  -  efforts  to  find  a  wa\  of  com- 

peting with  Godfrey  <>n  CBS.  /.//<• 
/.//,«■  a  Millionaire  has  been  ditched  in 

tin-  1  I  :00  to  I  I  :  ill  a.m.  period  ami  two 
15-minute  shows  substituted  foi  it.  The 

first,  Modem  Romance,  h.i^  ahead) 
been  pai  tiall)  Bold,  Ex-Lax  ha\  ing 
bought  Mondays,  Wednesdays  and  I  ri 
days.  Following  Modern  Romance  is 
an  audience  participation  show,  Paging 
the  fudge,  with  actoi  Robert  Paige  as 
m.c. 

While  the  L5-minute  strips  at  night 
prett)  much  spell  the  death  knell,  foi 

the  present  at  least,  of  VBC's  Pyramid 
Plan,  under  which  one  or  more  an- 

nouncements were  sold  in  five  Bhows, 
there  has  heen  some  talk  ol  selling  the 

nighttime  strips  \  ia  a  special  sales  plan. 
That  is,  an  advertiser  might  be  offered 

a  special  incentive  to  bu\  thc-e  15- 
minute  segments  in  various  combina- 
tions. 

ABC,  of  course,  would  prefer  to  sell 

the  strips  across-the-hoard  and  the 
radio  sales  people  report  the)  still  have 

hopes  of  doing  so.  Moreover,  since 

last  year  the  regular  ABC  Radio  rate 
card  has  provided  an  incentive  to  bu) 

quarter  hours.  It  offers  a  contiguous 
rate  for  buys  totaling  00  minutes.  That 
is,  a  client  will  pay  the  hour  rate  if 

he  buys  four  separate  quarter  hours 
at  night. 

Here's  what  a  contiguous  rate  means 
in  terms  of  mone\  : 

Time  costs  for  a  single  quarter  hour 
on  the  full  ABC  Radio  network  come  to 

s.~i. I.~>0  gross.  Time  costs  for  a  full 
hour,  or  four  quarter  hours,  come  to 

1 1  1 .177  gross.  That  means  each  quar- 
ter hour  in  a  package  of  four  comes  to 

only  $2,844  gross. 
ABC  Radio  is  also  mulling  over  a 

sales  plan  for  the  afternoon,  hut  the 

sales  people  haven't  settled  on  a  form- 
ula yet.  Presumably  this  sales  plan 

would  appl)  to  the  new  Jack's  Place, 
a  program  which  will  run  weekdays 

from  2:35  to  1:00  p.m.  and  will  con- 

sist of  15-minute  segments,  with  each 

segment  being  self-contained  and  offer- 
ing something  a  little  different.  Ihi- 

offers  flexibility  not  only  to  advertisers 
but  to  the  ABC  stations,  which  can 

come  in  and  go  out  of  the  show  when 

the)  want,  .lack's  Place  will  be  Martin 
Blocks  place  come  January  L954, 

when  the  well-known  WNEW,  New 

York,  disk  jockey,  now  under  long- 
term  contract  to  ABC.  begins  his  work 
under  the  ABC  hanner. 

WANT  TO  SELL 

CANADA? 
One  radio  station 

covers  40%  of 

Canada's  retail 

x   sales 

CFRB 
TORONTO 

50,000  WATTS,  I0J0  K.C. 
CFRB  covers  over  1  5  the  homes  in 

Canada,  covers  the  market  area  that 

accounts  for  A0~'a  of  the  retail  sales. 
That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1   market. 

REPRESENTATIVES 

United  Slates:  Adam  J.  Young  Jr.,  Incorporated 

Canada:   All-Canada    Rodio   Facilities,   Limited 

DL  OnL, 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

f\icntnona 

WMBG 

WCOD 

WTVR 

-AM 

-FM 
-TV 

Fifst  Stations  of  Virginia 

WTVR        Blair    TV    Inc. 

WMBG       The    Boiling    Co. 
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CLEVELAND'S CHIEF    STATION 

5,000   WATTS-850   K.C. 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H  •  R   REPRESENTATIVES 

HTJUf 
CLEVELAND'S  Glu&l  STATION 

Same  old  story 
in  Rochester  .  .  . 

WHEC  WAY 
OUT  AHEAD! 
Consistent  audience  rating 
leader  since  1943. 

WHEC 
ROCHESTER,   N.Y. 

5,000   WATTS        | 

*«pr«i«nrofiV»i  ...  - 

(VIIITT-McKINNIT,   l«c  Ntw  Y.rk,   Omago 

lit  *   O-CONNEU  CO  .  I..  Angel*..  San  Francitc* 

There  will  he  more  work  done  on 

ABC  Radios  program  lineup,  accord- 

ing to  word  from  the  network.  There 
may  well  have  to  be.  Not  only  does 

network  radio  itself  fare  a  fierce  strug- 

gle hut  ABC  Radio  itself  faces  deter- 
mined efTorts  by  its  competitors  to 

come  up  with  the  right  formula  for 
network  radio  in  the  TV  era.  NBC 

Radio's  recent  highly  promotional 
plans  for  revamping  its  nighttime  and 

weekend  program  schedule  reflect  the 

feeling  in  many  quarters  that  halfway 
measures  to  keep  network  radio  solvent 
wont  do  the  trick.  NBC  is  backing  up 

this  contention  with  $5  million,  is  put- 
ting heaw  emphasis  on  the  Sunday 

lineup  and  has  a  number  of  tandem- 
type  sales  plans  up  its  sleeves  to  sell 
the  new  shows. 

NBC's  plans,  which  received  the  at- 
tention of  its  affiliates  last  week,  call 

for  the  mass  premiere  of  28  shows  dur- 

ing the  week  of  4  October.  Thev  in- 
clude Fibber  McGee  &  Molly  strip,  a 

new  Gertrude  Berg  situation  comedy, 
another  situation  comedy  which  may 

be  played  by  Frank  Sinatra,  quiz  and 

sports  shows,  pickups  from  affiliates, 

programs  with  collegiate  appeal  and 
others.  Big  name  story  material  is 

an  important  aspect  of  the  new  NBC 
schedule,  too.  Among  them:  Somerset 

Maugham,  Christopher  Morlev.  A.  J. 
Cronin,  Sinclair  Lewis.  James  Thurber. 

Robert  Nathan.  Alec  Waugh  and  Philip 
Barn . 

In  coming  up  with  ideas  to  compete 
in  TV  as  well  as  radio — ABC  de- 

pends on  informal  weekly  meetings  of 

its  program  boards.  The  radio  pro- 
gram board  is  headed  by  Diaz.  Its 

composition  is  not  fixed,  but  those  com- 

monl)  taking  part  in  discussions  are 
Buzz  Blair,  eastern  program  manager, 

who  also  acts  as  spokesman  for  his  op- 
posite numbers  in  the  central  and  west- 

ern divisions:  William  Hamilton,  who 

represents  the  production  point  of 
\  iew  :  I  nomas  Velotta.  vice  president 

in  charge  of  news  and  special  events 
for  ABC  Radio:  Myrtle  Tower,  who  is 
\\  \T>(.  -  new  program  manager;  Ruth 

[rexler,  who  represent-  the  public  af- 
fairs  viewpoint;  frank  Vagnoni  for 
music  and  Jack  Mitchell,  script  man- 

agei . The  T\  program  hoard  includes 

\\  eitman,  \  ice  president  in  charge  ol 
talent  and  programing,  the  kc\  man 

in  the  program  picture  and  one  ol  the 

foui  M'  T  executives  broughl  into  the 
new  \P>C  operation;  Charles  I  nder- 
liill.    national    TV     program    directoi  ; 

Charles  Mortimer,  who  represents  pro- 
gram sales:  Harn  Morgan,  who  heads 

operations;  Leslie  Arries,  director  of 

sports,  John  Dal\.  \  ice  president  in 
charge  of  TV  news,  special  features  and 

public  affairs:  Robert  Lewine.  eastern 

program  director;  James  Stabile,  ad- 
ministrative manager  of  TV  program- 

ing and  other-  as  they  are  required  or 
ii  they  are  particularly  interested  in 

the  problems  under  discussion. 

Ideas  funneled  through  the  two  pro- 

gram boards  go  up  to  the  executive 

program  board,  which  also  meets  once 
a  week  and  has  a  formal  agenda.  Both 

Lnderhill  and  Diaz  present  recommen- 
dations and  auditions  at  these  meet- 

ings. Listening  and  deciding  are  the 

"Three  Bobs  '  who  are  responsible  for 
the  destinies  of  ABC:  Kintner,  ABC 

president,  former  newspaperman  and 

super-salesman:  O'Brien,  executive 
\  ice  president,  top  administrator  and 
one  of  those  brought  over  from  UPT, 

and  \A  eitman.  who  is  in  on  the  origina- 

tion of  program  ideas  as  well  as  their 

approval.  Others  on  the  executive  pro- 
gram board  are  Alexander  Stronach 

Jr.,  vice  president  for  the  TV  network: 
Charles  Avers,  vice  president  of  the 
radio  network:  Daly,  and  Shupert, 

vice  president  for  ABC  syndication. 

The  final  decisions,  of  course,  lie  in 

the  hands  of  the  radio  and  TV  audi- 
ence. \\  hat  these  decisions  will  be, 

nobodv  pretends  to  know.  ABC  feels 
it  has  done  what  it  can.  and  there  is 

a  widespread  feeling  in  broadcasting 

circles  that  ABC  has  displayed  a  com- 
petence and  professionalism  that 

augurs  well  for  the  future. 
No  one.  least  of  all  those  at  ABC, 

underestimates  the  toughness  of  the 

struggle  that  lies  ahead.  There  are 
other  factors  besides  programing  that 
determine  whether  a  network  will  make 

money  and  be  successful.  A  good  part 

of  it  is  selling.  Selling  programs  to 

sponsors,  selling  affiliation  agreements, 
selling  station  clearances  in  markets 
with  less  than  three  or  four  T\  sta- 

tions,  selling  ABC  to  the  public. 
There  has  never  been  a  time  when 

three  broadcasting  networks  competed 

on  equal  or  near-equal  status.  \BC  s 
future  may  well  prove  whether  that 

situation  can  e\er  come  about.     *  *  * 

TV  COSTS  GOT  YOU  DOWN? 

The  Sportsman's  Club 52  popular,  well  rated,  15  minute  hunting,  fish- 
ing and  outdoor  shows  featuring  Dave  Newell 

and  panel  of  experts.  Write  for  audition  prints. 
SYNDICATED  FILMS 

1022  Forbes  Street  Phone:  EXpress  1-1355 
Pittsburgh  19,  Pa. 
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49TH  b  MADISON 

i  Continued  from  page  I  >  I 

Politi  surve)  thai  finall)  all  the  hub- 
bub seems  t"  have  run  ii-  course. 

During  this  time  the  broadcast  medium 

baa  fell  it-»-lf  short-changed,  cries  ol 

"unfair'  have  been  echoed  in  most  «>t 
the  trade  papers,  and  in  the  eyes  <>l 

man)  media  people  tin-  surve)  was 
claimed  to  be  filled  with  onl)  hall 
truth-. 

Now  that  the  subjecl  matter  has 
been  cussed  and  discussed  from  nearl) 

all  angles  and  seems  to  I"-  dying  down, 
perhaps  it  would  be  time  foi  SPONSOR 

to  again  review  the  findings  and  give 
a  final  summar\  of  all  the  facts  and 

figures. 
In  nn   opinion  Life  has  dour  a  great 

service  to  the  advertising  industry.  I 

think    Politz    should    receive    a    gold 
medal,  and  we  should  all  in  the  broad- 

casting industT)  how  low  in  deep  ap- 
preciation to  Life  for  underwriting  the 

survey.  After  all.  if  one  radio  program 

— or  one  T\  -how  costing  a  million 
or  more  annually,  can  reach  almost  as 

man)  people  as  the  entire  175  pages 
of  Life,  including  ads.  editorial  mat- 

ter and  what  not.  what  more  can  we 

ask  for?  Compare,  if  vou  will,  the 
COSt  of  one  radio  show,  once  a  week, 

with  the  cost  of  all  the  pages  of  Life, 
and  it   would  seem  that   Life  lias  given 

us  the  greatest  source  of  competitive 
research  information  we  could  ever 
ask   for. 

Vgain,  I  sa\  thanks  to  Life  lor  show- 
ing what  wonderful  media  radio  and 

television  are  for  the  advertiser.  We 

hope  the)  will  keep  up  their  good 
work. 

N  Wll     \\  I  iHHELD    on    l!l  u(  KST 

Still  ion  Representative 
Dallas.  Tex. 

•         SPONSOR     ha-     alnad]     published     t-n     nrlirlr- 
on  thr  "I.lfo**  itody.  Sec  "H  li.n  tponeon  ihovld 
knc.v.  ,1  „„i  Life's'  nen  roar-media  •todr,"  2<» 
Jun.-  I9SS.  ,,„^.-  27.  and  I-  I  if.----  media  rtndj 
fair    to    ra.lio    anil    TV?"     1.1    Jul%     1953,    pa««-    96. 

NIGHTTIME   FALLACIES 

I  was  so  impressed  with  the  article. 

"12   fallacies   about   nighttime   radio" 
[10  August  1953,  page  30],  that  I  am 
asking  your  permission  to  have  the 

article  copied  and  mimeographed  for 
distribution.  Would  \ou  he  so  kind  as 

to  grant  this  request? 
Jack  W  ELDOM 

Station   Manager 

WA1R  AM&FM,  II  inston-Salem 
•  In  rup*»l1M  to  many  request*.  "\2  ( .illacir- 

ahnut  nighttime  radio"  i»  ■!  .lilahle  in  re  print 
form.      Quant  it  >     prlCM    on     rnjui  -t. 

ROUND  UP 

{Continued  from  page  <»Ti 

utes  aftei  we  had  given  these  warnings 

to  the  station--,  most  people  in  tin-  af- 
fected ana-  had  received  the  news. 

One  resident  told  us  tli.it  he  found  on!) 

one  famil)   thai  had  nol   received  the 

warnings    h\     radio.     Without    the    CO" 
opei  ition  ol  the  radio  stations,  these 
warnings  would  not  have  been  received 
in     time    and     livestock     and     propert) 
losses  would  have  reached  an  almost 

incredible  figure." *  •       • 

The  National  Association  of  Radio 

Farm  Directors  ha-  Bet  up  a  program 

to  aid  management  of  broadcasting  sta- 
tions in  reaching  trained  personnel  who 

understand  the  farmer-'  problems  and 
can  produce  radio  farm  shows  that 
will  appeal  to  holh  the  farmers  and 
sponsors.  \  Professional  Guidance 

Committee  current!)  ha-  applications 
from  likel)  candidates  and  olTers  to 
pass  the  information  along  to  interested 
station  managers. 

*  »       # 

lo  insure  that  agencies  and  adver- 
tisers  compl)    with    FCC    regulations, 

W  \  \\l.  Baltimore,  mailed  ii-  clients  a 

set  of  example-  ol  \  i-ual  station  identi- 

fications for  easel  card-,  telops,  slides, 
nil    drum-,   and    /   n   card-. 

*  #         ♦ 

LaiT)  Walker.  \.p.  of  the  Jefferson 
Standard  Broadcasting  Co.  made  three 

high  school  student-  happ)    mentis    In 

announcing  that  the)  had  won  scholar- 

ships to  a  special  two-week  radio 
course  given  In  the  I  niversit)  ol  North 
Carolina.  Winners  were  selected  from 

a  large  group  of  entries  sent  in  b)  high 

-.  boo)  students  and  recent  graduates 
who   live   within    the   Will    area. 

*  »         » 

B)  the  time  you  read  this  issue  Kling 
Studios  should  have  its  cameras  rolling 

all  over  the  85,000  square  feet  of  floor 

space  it  now  occupies  in  Chicago.  The 

recent  acquisition  of  additional  proper- 

Is.  according  to  V.P.  Fred  \.  Nile-. 

"will  give  Klim:  in  Chicago  the  largest, 
most  complete  motion  picture  and  TV 
film    facilities   between    New    ̂   ork   and 

Holl)  wood." 

»         »        » 

Heightened  interest  in  radio  is  noted 

b)  New  York's  WQXR.  With  business 
up  10';  for  the  first  half  of  1953,  the 
station's  Sales  V.P.  Norman  S.  McGee 
noted  that  fewer  advertisers  took  a 

summer  hiatus  and  sponsors  contract- 
ed tor  fall  air  time  much  earlier  than 

u-ual.  *  *  * 
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KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KW  JJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 

spot  announcements  during  a  4 

week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 
from  the  dealers  own  place  of 
business. 

ALL   FOR   {(700.00 

Support    your     local     distributors 
with    this    hard    hitting 

economical   spot   pack- 

age. 

KWJJ 
1011  S.W.  6th  Ave 

PORTLAND  I 
OREGON 
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NOW!  GOOD  TV 
in 

MOBILE,  ALA! 

WKAB-TV 
CHANNEL   48 

CBS  -  DUMONT 
NETWORKS 

caprivarin' KABBY 

says: 

"20,000  television  sets  al- 

ready in  Mobile  —  and 

they're  still  coming  fast!" 

Also,  remember  .  .  . 

WKAB 
the  High-Daytime 
Hooper  Bargain! 

A.M. 

CALL 

Offices    in:     New     York     •     Chicago     •     Atlanta 

Los  Angeles     •      San    Francisco 
SOUTHERN   REPS.: 

Dora  Clayton   Agency,   Atlanta 

.11  it. 
i   o        o 

jfliSDiiu 

L.  T.  Steele,  a  v.p.  of  Benton  &  Bowles,  has 
been  stepped  up  to  the  new  post  of  executive 
head  of  all  television  and  radio  activities  of  the 
agency.    At   the  same   time   it  was  announced 
that   Tom    McDermolt   had   been    named   v.p.   in 

charge  of  television-radio  programing  and  produc- 
tion.   The  new  administrative  lineup   is  a  result  of 

increased  air  activity  at  the  agency  with  Benton 
&  Bowles  now  claiming  a  place  among  the  top  three 
in  TV  billings.    Ted  Steele  has  been  with  the 

agency  for  16  years,  has  been  a  v.p.  since  1946. 

Benjamin  Abrams,  president,  Emerson 
Radio  and  Phonograph  Corp.,  manages  to  make  the 
headlines  regularly.    In  recent  iveeks  he  did  it 
tivice:    (1)    a  pledge  to   the  FCC  that  Emerson 

would  produce  color  TV  receivers  at  prices  approxi- 

mately  25%    above   present   day   black-and-white 
receivers  within   18  months  after  FCC  approval  of 

standards;    (2)   introduction  of  a  one-pound  portable 
radio  which  immediately  started  selling  at  a  rate 

of  1,000  sets  per  day.    "Five  years  from  now,  a 
Dick    Tracy   wrist   radio,"   promises   Abrams. 

George    Wolf,    former    director    of    radio 
and    television    production    of   Foote,    Cone    & 

Belding,  joined  Geyer  Advertising,  Inc.  as 
director  of  radio  and  TV  department.    While  at 
FC&B,    he   was   overseer   of   productions   for   which 
the   billings   ran   $18-20   million.     Right   now 

he's   busily   planning  a   big  air    campaign  for 
Nash-Kelvinator.    Prior  to  his  seven  years  at 

FC&B,    Wolf  served  with    the   National   Broadcast- 
ing  Co.  as   a  contact   executive,   and  also   wrote 

and  produced  an   NBC  institutional  radio   program. 

Burton   Lambert,  account  executive,   WNEW, 

N.) ■'..    moved   up   to   become  assistant   to   Ira 
Herbert,   v.p.  in   charge  of  sales.    Lambert 
has   been   in   the  radio   field  since   1935,   started 

selling  for   WNEW   14  years  ago.    He  is  credited 
with   pioneering  the  use  of  saturation   campaigns 
b\    hard  goods  dealers.    He  has  also   been   note- 
worthy   for   his  ability   to   bring   advertisers   into 
broadcasting  who  had  heretofore  stuck   to  other 
media.     Most   recent   example:    a   heavy    summer 

campaign   for   General   Motors   Acceptance   Corp. 
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NO  OTHER 
RADIO  STATION 

REACHES  AS  MANY 
OKLAHOMA  HOMES 

ASWKY! 

^vz-Wt^VrsSsN . 

WA^WM. 

dated   on    1952   Nielsen   Report   and    1953   Sole!   Monooemenl   f.aurti 

for  58   Ofclohomo  Covnffti  ond   10  Konsos  Counfrei; 

NO    OTHER    RADIO    STATION    REACHES    AS    MUCH    OKLAHOMA    BUYING    POWER    AS .  .  . 

/>  .• 

7\X  fj  I 
RadlO    Oklahoma  City,  Okla. 

930  KC      5000  W      NBC Owned  and  operated  by  The  Oklahoma  Publishing  Company:  TK# 

Daily  Oklohoman  —  Oklahoma  City  Times  —  The  Former-Stockman  — 

WKY-TV    .    .   .    Represented    by   KATZ   AGENCY 
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When   will   color  TV  be   commercial? 

September  1953  will  undoubtedly 
be  remembered  in  broadcasting  as  the 

month  color  TV  "arrived."  For  by  the end  of  this  month  both  NBC  and  CBS 

will  ha\e  begun  to  broadcast  experi- 

mental programs  in  color,  if.  as  ex- 
pected,  FCC  permission  is  granted. 

But  harried  sponsors,  anxious  to 
take  advantage  of  the  benefits  of  color 

plus  sound,  sight  and  demonstrability, 

will  be  asking  three  important  ques- 
tions once  commercial  color  is  ap- 

proved  b\    the  FCC: 
1.  When  will  there  be  enough  color 

sets  to  male  it  profitable  to  switch 

programs  and  commercials  to  color? 
Answer  from  one  expert,  Dr.  W.  R. 

G.  Baker,  president  of  the  National 
Television  System  Committee  and 

GE  v.p.:   Ma—  color  for  the  public  on 

a  national  scale  won  t  come  about  for 
three  or  four  vears. 

2.  Will  stations  be  able  to  afford 

the    new     equipment    necessarv  ? 
Vnswer  from  industry  experts:  It 

will  be  hard  for  the  big  stations  and 

formidably  difficult  for  the  small  ones. 
3.  How  much  more  expensive  will 

color  be  than  black-and-white  to  the 

sponsor? 
Answer:  Nobody  knows  for  sure, 

but  it  will  cost  more.  And  until  there 

are  enough  sets  to  justify  the  cost, 

sponsors  mav    well  hold  back. 

As  for  what  you  can  do  now.  don't 
fail  to  read  sponsor's  provocative,  tip- 
filled  article  on  color  TV.  page  40. 

*        £-        * 

Don't    overlook    nighttime    radio 

On  two  of  New  York's  more  famous 
streets — Wall  and  Madison — those  who 

get  ahead  are  the  ones  who  know  when 
to  buck  the  trend. 

There's  no  doubt  the  trend  is  back 

toward  nighttime  radio,  but  you'll  still 
hear  many  an  adman  declare:  "No- 

bodv  listens  at  night." End  of  the  war  boom  and  the  shift 

to  a  buyer's  rather  than  a  seller's  mar- 
ket mean  sponsors  will  have  to  make 

every  advertising  dollar  count.  That  s 
win  the  arguments  put  forward  for 

after-dark  radio  by  one  media  director 

to  a  client  make  such  interesting  read- 
ing at  this  time.    I  See  article  page  34.  i 

In  brief,  he  recommended  a  switch 

from  morning  to  nighttime  radio  in 
22   1  \    markets  for  five  basic  reason-: 

i  1  I  more  homes  reached ;  i  2  I  more 

men  reached:  (3)  more  men  available; 

i4i  lower  cost-per-1. 000;  (5)  greater 

weekly  turnover  of  male  audience. 

Of  course  the  product  made  night- 

time a  good  buy  in  this  case.  But  too 
often  a  sponsor  vetoes  evening  radio 

simply  because  ratings  are  down  com- 
pared with  what  they  used  to  be — 

before  I  \  .  Overlooked  completely  in 
such  cases  is  the  fact  that  he  can  still 

reach  vast  audiences  at  low  cost  i  with 

many  more  homes  than  in  vears  gone 
bv  I — which  is.  after  all.  what  he  wants. 

Program  data  for  sponsors 

Want  to  know  what  a  show  cost-.' 
Who's  sponsoring  it?  The  agency? 
How  manv  stations?  The  time,  net- 

work  and   point   of   origin? 

Then  clip  and  tack  sponsor's  twin 
six-page  Cornparagraphs  of  Radio  and 
T\  Network  Programs  on  your  bul- 

letin board  for  easv  reference.  The 

TV  Comparagraph.  completely  revised 

with  new  1953-'54  costs,  sponsors  and 
other  data,  appears  on  page  91  of  this 

issue.  The  newly  revised  Radio  Com- 

paragraph was  published  last  issue  i  7 
September  1953  I .  Both  alternate  from 

i-sue  to  issue  throughout  the  vear  with 
fresh  revisions  as  needed. 

If  you  need  an  extra  copv.  or  vour 

librarian  won't  let  vou  clip  these  valu- 
able miniature  encyclopedias  of  pro- 
gram data  from  sponsor,  then  write 

or  phone  and  we'll  be  glad  to  send  you an   extra   Comparagraph. 

Applause 
Tribute  to  free  enterprise 

The  Advertising  Council's  eleventh 
annual  report,  just  out.  is  a  magnifi- 

cent stud\  of  private  American  enter- 
prise in  action.  Signed  bv  Howard  J. 

Morgens,  Council  board  chairman  and 

I'M.  v.p.  in  charge  of  advertising,  it 
tells  of  \'>  major  and  17  other  public 
programs  it  conducted   the  past  vear. 

I  he  \')  big  drive-  were:  Register 
and  Vote,  National  Blood  Program, 

the  American  Economic  System,  Bet- 
ter S  hools,  (  \l!l  .  Civ  il  Defense, 

Community  Chests,  Crusade  for  Free- 
dom, Engineers  Wanted,  Forest  Fire 

Prevention,  Ground  Observer  Corps, 
Home  Fire  Prevention,  Red  Cross,  Re- 

ligion in  American  I  ife,  Stop  Occi- 
dents, Student  Nurse  Recruitment.  I  N 

Day,  I  .S.  Savings  Bonds  and  Women 
in  the  Service. 

Nineteen  separate  advertising  agen- 

cies planned  the  campaigns  without 
making  a  nickel  on  them.  Nineteen 

advertiser-  served  without  pav  as  co- 

ordinators. Every  major  medium  con- 
tributed  time  and  space.  Of  radio  the 
report  says: 

"Regular  radio  support  wa?  given 
to  18  top-priority  campaigns  and  39 
others  in  1952.  Circulation  through 
sponsored  network  programs  alone 

i  according  to  \.  C.  Nielsen  Co.  I  :  3 
billion  home  impressions.  Radio  sta- 

tions1 coverage  given  the  Register  & 
Vote  campaign,  spearheaded  bv  the 
National  Association  of  Radio  \  Tele- 

vision    Broadcasters,     surpassed     any 

public  service  drive  in  history  of  the 

industrv ." 

And  of  T\  :  "Television's  public 
service  support  jumped  more  than 

100' ,  over  the  previous  vear.  Cover- 
age was  stepped  up  phenomenally  by 

advertisers,  advertising  agencies,  net- 
works and  stations.  Circulation  given 

to  17  major  campaigns  and  10  others 

through  sponsored  network  shows:  2 
billion  home  impressions.  Filmed  TV 

programs  began  to  help — with  prom- 
ise of  even  greater  expansion  of  regu- 

larly   scheduled   TV   support." No  wonder  President  Eisenhower. 

in  a  letter  to  Council  President  Theo- 

dore S.  Repplier,  calls  the  Council  "one 
of  the  most  important  agencies  in  the 

country."  SPONSOR  joins  in  thi<  tribute. 
120 
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LISTENING 

POST 
or OBSERVATION 

POST.. 

In  the  "Heart  of  America"  if  it's  LOOK 
or  LISTEN -RADIO  or  TELEVISION - 
ADVERTISING  OR  SELLING.... 

The  SERVICE  is  COMPLETE  with 

KMBCKFRM 
CBS    RADIO    FOR    THE    HEART    OF    AMERICA 

and  Channel 

Represented   Nationally 

by  FREE  &  PETERS,  Inc. MBCTV 
BASIC  AFFILIATE  CBS  TELEVISION  NETWORK ...  SHARING  TIME  WITH  WHB-TV 
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Stations 
K  XL 

PORTLAND 

K  XL  Y 

SPOKANE 

K  XL  L 

MISSOULA 

K  XL  K 

GREAT  FALLS 

K  XL  O 

BOZEMAN 

K  XL  Y-TV4 
SPOKANE 

K  XL  F.TV6 
BUTTE 

•    * 
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Bad 
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When  You're  Way  Up  High. 

KXLY-TV4 
spokane, Washington 

Highest  antenna  in  the 
Pacific  Northwest  / 

YOU  CAN'T  COVER 
the  PACIFIC  NORTHWEST 

WITHOUT  »fce/W\ l*L  ̂ stations 

Everyone  Can  See  You 

PACIFIC   NORTHWEST    IROADCASTERS  THE  WALKER  COMPANY 

SEATTLE.    WASHINGTON          SAN  HANOSCO  5    CALIF           HOLLYWOOD  21    CALIt                 MINNEAPOLIS  2    MINN  NEW  TOIl    IT     N     I  CHICAGO   I.    ILLINOIS 
IU7NW     N.I      !.-.    !=g               H"   U.s   „■   «..-.,  |M« 

6CMM    Hll                                      U.trayk.ll     )    SI):  A.do-.r    1-S77I 
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SERUTAN  and  GERITOL DO      A      COMPLETE      JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS... 

WMBG 

WCOD 

WTVR 

HAVENS  &  MARTIN  INC. 

.(I. 

J 

(he souths  fust  television  station 

FIRST      STATIONS     OF     VIRGINIA 

Ever  since  it  was  introduced  to  the  American  people 

twenty  years  ago,  Serutan  has  been  the  leader  in  its 

field.  Constant,  careful  research  and  high-quality 
control    have    made    Serutan    a    product    people    trust 

completely.     And   this  same  confidence  carries  over 
to  Ceritol  and  other  products  distributed  by  the 
Serutan  Company. 

Building  listener  confidence  for  the  advertiser  and 

his  product  has  been  the  objective  of  Havens  &  Martin,  Inc., 

Stations.    The  result  .  .  .  large  and  loyal  audiences  in 

the  rich  areas  around  Richmond.    The  means  .  .  .  quality- 
controlled    entertainment    and    public    service.     Build 

sales  results  on  confidence  in  your  product  through 

VVMBC,  WCOD  and   WTVR,   the   First   Stations  of  Virginia. 

WMBG  am  WCOD  "=«  WTVR' 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 
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Admen  debate 

fate  of  budgets 

BBDO's  Ben  Duffy 
lists  media  tips 

Rybutol    using 

6,000  air  plugs 

Larmon   hits  too 

many  TV  plugs 

Donaldson,  West 

head  ANA  for  '54 

Radio  gets  Coffee 

Bureau's   $500,000 

3    case    histories 

you  want  to  see 

L 
SPONSOR.  Tolume  7.  No.   20 
latlon  Office*  40  E.   49th  St.. 

Despite  sagging  stock  market,  some  soft  spots  in  economy,  ANA  speaker! 
in  Chicago  foresaw  booming  business  for  at  least  6  months.   After 

that.  .  .  .?   Among  those  polled  by  SPONSOR  as  to  fate  of  their  adver- 
tising budgets  if  hard  times  came  were  2  admen  of  opposite  persua- 

sion.  One,  a  younger  man  controlling  $2  million  soft-goods  budget, 

said:  "We  wouldn't  cut  one  cent  nor  lay  off  one  worker.   We  learned 
that  much  from  *29.n   An  older  manager  spending  nearly  55  million  a 

year  to  sell  hard  goods:  "Once  inventories  started  to  pile  up,  we 'd 
have  to  close  down  a  few  plants.   However,  we'd  need  the  advertising 

to  move  the  goods." 
-SR- 

BBD0  President  Ben  Duffy  cites  some  advantages  of  radio,  TV  over 

magazines,  newspapers  (and  vice  versa)  in  "How  BBD0  evaluates  media," 
specially  written  for  SPONSOR  as  part  of  All-Media  Evaluation  series. 

Starts  page  25.   Duffy's  ANA  speech  on  media  is  included. 

-SR- 

Vitamin  Corp.  America's  in  midst  of  biggest  saturation  campaign  in 
vitamin  advertising  to  sell  Rybutol.   Five-week  drive  through  October 

calls  for  6,000  radio-TV  announcements,  200  newspapers,  use  of  Ga- 

briel Heatter  (Mutual),  Paul  Dixon  Show  (Du  Mont),  15-minute  show 
preceding  World  Series  games  on  Mutual.   BBD0  is  agency. 

-SR- 

Y&R's  President  Sigurd  Larmon  had  agency  radio-TV  department  monitor 
21  TV  stations  in  6  cities  for  280  hours,  concluded  20  of  stations 

permitted  abuse  of  standards  set  up  by  industry  to  regulate  commer- 
cials.  Of  160  cases  of  programs  exceeding  standard  commercial  time, 

worst  examples  were  single  commercials  over  10  minutes  long  in  15- 
minute  program,  5  plugs  in  V?   minute  period.   Addressing  ANA,  Larmon 
praised  NARTB  TV  Code  Review  Board  for  looking  into  matter. 

-SR- 

Ben  R.  Donaldson,  Ford  advertising  &  sales  promotion  director,  member 

of  SPONSOR'S  All-Media  Advisory  Board,  is  ANA's  new  chairman  of  board 
of  directors.  Paul  B.  West  was  re-elected  president  at  Chicago  confab, 

-SR- 

Against  Tea  Council's  51  million  all-TV  ad  budget,  Pan-American  Cof- 

fee Bureau's  betting  entire  5500,000  ad  wad  on  spot  radio  ( 100-plus 
markets).   Maintains  it's  not  losing  ground  in  tea-vs. -coffee  race. 

-SR- 

You'll  find  3  unusual  case  histories  in  this  issue:  (1)  Why  Speidel 
Corp.  puts  100%  of  its  advertising  budget  into  network  TV,  page  28. 
(2)  How  Dr.  Pepper  boosts  sales  as  much  as  500%  in  some  markets  using 

a  radio  phone  giveaway  show  (page  34).   (3)  How  Rubel  Baking  Co.  of 

Cincinnati  gets  most  out  of  its  public  relations  show  (page  33). 

.  3  October  1953.     Published  Mutekly  by  SPONSOR  Publications.  Inc..  at  3110  Elm  Ave..   Baltimore.  Md.    Executive.   Editorial.   Advertising.  Clrcu- 
New  Tork  17.    S8  »  year  In  D.   S      $9  elsewhere.   Enured  u  second  class  matter  29  Januan    1949  U  Baltimore.  Md.   postofflce  under  Act  3  March  18T9 
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Lees  carpets  bets 

half  budget  on  TV 

NBC   Radio  pours 

$5  mil.  on  shows 

Mages  Stores  ride 

air  to  top   spot 

Brown   Shoe  gets 

"free"  AM  time 

Folger's  Coffee 
likes  radio  too 

Radio,    markets 

boom  in  Alaska 

James  Lees  &   Sons    (carpets),    Bridgeport,    Pa.,    will   spend    about   half   of 
51  million  ad  budget    on   spot    TV  this  year.      Working   closely  with 

D'Arcy  agency,    firm's   risen  to  No.    2   in    industry   in  5  years  with  help 
of    "flying-carpet"   theme   and,    more   recently,    large  use   of   TV. 

-SR- 

NBC's  pouring  $5  million  into  mighty  programing  effort  designed  to 
lift  NBC  Radio  into  premiere  spot  and  keep  it  there.   For  details  of 
its  new  28  radio  programs,  sales  plan,  see  article  page  30.   (For 

data  on  NBC  Electronic  Spot  Buying  set-up,  see  page  38.) 

-SR- 

Thumbnail  success  story:  Mages  Sporting  Goods  Stores  (Morrie  Mages  is 

ad  director)  spends  all  its  $500,000  ad  budget  on  radio,  TV  in  Chi- 
cago, has  increased  stores  from  4  to  7  in  past  V/2   years,  zoomed  sales 

to  $5  million  yearly,  now  reported  largest  such  chain  in  Midwest. 

Programs:  2  feature  films  weekly  on  WGN-TV,  15-minute  daily  radio  show 
on  WIND  with  d.j.  Howard  Miller.  Art  Holland  of  Malcolm-Howard  is  a.e. 

-SR- 

Sponsors  and  broadcasters  alike  will  be  interested  to  know  how  Brown 
Shoe,  St.  Louis,  sinks  100%  of  ad  budget  in  TV  (52  stations),  yet 
manages  to  air  its  Buster  Brown  program  on  203  radio  stations,  24 
additional  TV  stations  without  cost.   Method:  It  enlisted  support  of 

stations  to  help  "sell"  program  to  local  Brown  Shoe  dealers.   Dealers 
paid  only  for  time,  Brown  Shoe  mailed  tape  of  radio  program  or  film  of 
TV  version  free.   Brown  entered  radio  in  1943,  rose  to  2nd  in  field. 

-SR- 

"TV's  only  one  medium,"  says  Folger  Coffee's  Ad  Manager  Lin  Bagley. 
He  said  in  speech  read  for  him  at  ANA  convention  (because  he  was 

sick) :  "We  don't  think  it  replaces  radio  or  any  other  of  our  media. 
But  .  .  .  used  in  conjunction  with  theme,  television  enables  us  to  do 

a  better,  more  complete  advertising  job."   TV  announcements  coupled 
with  radio  announcements  and  "Judy  and  Jane"  radio  show  (on  since 
1932  or  '33)  plus  5  other  media  have  helped  Folger's  Coffee  surge  to 
top  in  Midwest. 

-SR- 

Rep  Roy  V.  Smith  of  Alaska  Radio  Sales  almost  got  clobbered  with  can 
of  sardines  on  recent  trip  to  Alaska.   He  was  researching  radio,  mar- 

ket data  for  his  clients.   For  rep's  view  of  this  booming  northern- 
most U.S.  territory,  don't  fail  to  read  article  page  36. 

SPONSOR 

Du      Pont.      Wilming- 
ton.  Del 

General    Foods.    NY 

Northwest    Airlines 
St     Paul.    Minn 

Sccck  &  Kade.   NY 

Sccman    Bros.    NY 

Vitamin    Corp    of 
America,     Newark. 

N| 

White     Sewing     Ma- 
chine    Corp. 

Cleveland     Ohio 

/Veu?  national  spot  radio  and  TV   business 

PRODUCT 

Zcrone.    Zerex 

Instant    Maxwell 
House    coffee 

Travel    service 

Pertussin 

White  Rose  Tea, 
Coffee 

Rybutol 

Sewing    machines 

AGENCY 
STATIONS-MARKET CAMPAIGN,  start,  duration 

BBDO.    NY 

Benton    &    Bowles. 
NY 

Cunningham    & 
Walsh.    NY 

McCann-Enckson, 
NY 

Cecil    &    Presbrcy. 
NY 

BBDO.    NY 

BBDO     NY 

55  TV   mkts,   scattered 

20    radio    mkts   throughout   coun- 

try 

Top   northern   TV   mkts 

75    radio    mkts   throughout    coun- 

try 

NY:   WCBS  TV 

46  radio-TV   mkts 

30    TV    mkts    throughout    country 

TV:    20-,    60-second    film    anncts.    I.D.'s: 
12  Oct;  6  wks 

Radio:    50  to  200   anncts  daily   per   mkt; 
20-,  60-second   anncts:   1    Oct;  2  days 

TV:    20-second    Class    A    film    anncts:    5 
Oct;    26   wks 

Radio:    20-,    60-second    anncts:    5    Oct: 
26   wks 

TV:      12     WCBS-TV     20-second     anncts 
weekly;   5  Oct;  26  wks 

Radio-TV:    6.000    anncts    in    5    wks:    27 

Sep;   5  wks 

TV:   S250.000   spot   campaign;   60-second 
film  anncts:  28  Sep:  13  wks 

SPONSOR 
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DETROIT   WORKERS 

DRIVE f 
TO    WORK  t 

Detroit  is  the  world's  Motor  City  in 
usage,  as  well  as  in  production. 
Autos  and  auto  radios  get  plenty 
of  mileage! 

Two-thirds  of  Detroit  area  workers  DRIVE  to  their  daily  employment. 
12%  of  them  drive  30  miles  or  more  each  day.  Another  13%  drive  from 

20  to  29  miles.  Less  than  one-half  of  one  percent  ride  on  Detroit's  one 
commuter  railroad! 

What  a  BONUS  audience  that  represents  for  Detroit's  radio  advertisers! 

In  this  market  of  980,000  cars,  WWJ  is  the  favorite  radio  station.  It  has 
been  for  33  years.  And,  because  it  delivers  the  most  listeners  per  dollar, 

it's  the  most  economical  buy. 

To  put  your  product  in  the  driver's  seat  in  the  Detroit  market,  put  your 
story  on  WWJ. 

AtSOKtott 

Television  Station  WWJ-TV Banc 

NSC   Affiliate 
AM-9M  KILOCYCLES-MOO  WATTS 

FM-CHANNEl  246-97.1  MEGACYCLES 

THE  WORLD'S   FIRST   RADIO  STATION    •    Own»d  and  Operated  by  THE   DETROIT   NEWS 

National  Representative,:  THE  GEO.  P.  HOLLINGBERY   COMPANY 

5  OCTOBER  1953 



the  magazine  Radio  and  TV advertisers  use 

ARTICLES 

Hon-  IlliltO  evaluates  medio 

BBDO's  President  Ben  Duffy  tells  how  one  of  nation's  top  agencies  looks  at 
media  picture,  including  radio  and  TV.  This  Part  I  I  of  SPONSOR'S  All-Media 
Evaluation     Study    also     includes     text     of     Duffy's     speech     to    ANA    on     media  <s5 

Why  Speidel  spends  100%  of  its  budget  on  TV 
All   of   $2.5   million    ad   outlay   goes  for   two   top   network  TV  shows.    With   shows 

on  alternate  weeks,  firm  has  learned  how  to  make   profitable  use  of  cross-plugs  — «* 

MH   s  $5  milium  investment  in  radio 

Network  has  signalled  determination  to  fight  for  audience — and  business — with 
new  show  lineup,  revised  plans  for  flexible  selling.  Charts  in  this  article  give 

you   at-glance   view   of  costs,   provisions   of  new  sales   plans  **" 

ffotr  to  yet  most  out  of  public  relations  show 

Rubel  Bakery,  Cincinnati,  uses  no  commercials  on  its  radio  show,  Ziv's  "I  Was 

a  Communist  for  the  FBI."  Instead  it  has  school  youngsters  read  Americanism 
essays     on     air.      Result:     strong     community     support     for     show — and      Rubel's  «>•» 

Mr.  Pepper  prescribes  radio  phone  giveaway 

To  win  prizes  on  the  company's  show,  audience  must  stock  Dr.  Pepper's  pop. 
Giveaway     gimmick     made    sales     jump     as     much     as     500%     in     some     markets  «*-* 

1  rep  goes  to  Alaska 

Roy  V.  Smith,  New  York  rep  for  Alaska  stations,  took  a  four-week  yacht  trip 
to  Alaska.  He  found  the  country  in  a  state  of  expansion,  prosperity,  gathered 
information  of  importance  to  advertisers  and   agencies  .»t» 

Electronic  spot  buying 

Timebuyers  will  get  chance  to  see  how  their  product's  commercial  would  be 
done  by  local  TV  personalities  via  new  NBC  Spot  Sales  approach  to  selling 

TV  shows.    Here's  the  story  in  brief  text  and   pictures  «*o 

fffoic  America's  soeial  elasses  react  to  TV 
Do  you  know  how  to  program  to  hit  the  specific  class  which  is  the  best  pros- 

pect for  your  product?    Depth  research  gives  you  the  answers  -10 

COMING 

Farm  roelio  and  TV.  1.953 

SPONSOR'S  up-to-date  profile  of  the  farm  market  shows  radio  continues  strong, TV  has  made  big  gains  since  last  year.  Section  also  includes  advertiser  and 
agency   views  on   farm   market,   facts,   figures   of  value  to  advertisers  |JJ   Oct 

Hon-  Fin i I  Hngul  agency  tests  media  weekly 
Part  12  of  SPONSOR'S  All-Media  Evaluation  Study  shows  how  you  can  test newspapers,   radio  and   TV  weekly,   and    boost  sales — without  the   use   of  coupons 

Sugarless  beverages  fizz  higher  with  radio 
The  leading  sugar-free  soft  drink  is  Kirsch  Beverages  No-Cal.  It  originally  was aimed  at  special  diet  consumers  only,  but  radio  helped  Kirsch  discover  a  vast 
girth-conscious   market    for    its    product 
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I 
Things  have  changed 

n  ARKANSAS,  too! 

fkansas  "ain't  whal  she  used  to  be"!    In  the  last 

■n  years,  the  State  has  made  tremendous  advances 

i  industry,  commerce,  agriculture  and  standards  of 

ring.    Retail  Sales,  for  example,  are  7.29$  ahead  of 

,st  year's       276.9%   ahead  of  ten  mars  ago!* 

hi'  Arkansas  radio  picture  is  different,  too,   You  can 

■  >\v  cover  almost   all  the  State  with  out    radio  station 

LOOO-wati  KTIls  in  Little  Rock,  CBS,  and  the  only 

lass    1-B    Clear   Channel   station    in    Arkansas.     KTIIS 

ives  primary  daytime  coverage  of  1,002,758  people, 

ion-  than  100.000  of  whom  depend  on  KTHS  exclusively 

or  primary  daytime  service.    Secondary,  interference- 

ree  daytime  coverage  of  2,372,433  people  includes 

hnost  all  of  Arkansas  ! 

Write  direct  or  ask  your  Branham  man  for  the  KTHS 
torv. 

Sahs  Management  figures 

50,000  Watts  ...  CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 



«  \? 

KLX 
WINS 
AGAIN! 

3  AWARDS  ALREADY  IN  "53" 
The  only  independent  station  in  the 
Oakland-San  Francisco  Bay  Area  to 

place  in  any  of  these  three  contests, 

1.  FIRST  PLACE  AWARD- 
CAPRA 
California    "Local    News"    Con- 
test 

2.  THIRD  PLACE  AWARD- 
APPAREL 
BAB's  National  Contest 

3.  CALIFORNIA  STATE  FAIR 
AWARD 
For    the    Outstanding    Farm 
Program 

No.   1    in   News   •   Sports   •   Music 
THE   TRIBUNE   STATION 

TRIBUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  Nationally  by 

Bums-Smith    Company 

on    Pacific   Coast 

Duncan   A.    Scott   &   Company 

Frank  Carvell,  Benton  &  Bowles,  New  York, 

has  just  finished  a  special  fall  campaign  to  intro- 
duce the  New  Conoco  Super  gasoline.    A  heavy  spot 

radio  and  TV  schedule  will  cover  "Conocoland" — 
in  the  Central  and  Mountain  time  zones.    "Conoco 

endeavors  to  reach  a  predominantly  male  audience," 
Irani;   explains.    "We   therefore  placed  Conoco's 
minute  announcements  and  chainbreaks  adjacent  to 

news,   sports   and   other   male-appeal   programs." 
Conoco  is  backing  up  its  early-morning  and  night- 
lime   radio   schedule   with    TV   announcements. 

Eleanor    1  in  at  nut.  Huber  Hoge  &  Sons,  New 

York,  has  found  that  big-city  stations  rather  than 
farm  radio  and  TV  do  the  job  for  RX-15,  a  plant 

food.    "Suburbanites  with  small  gardens  are  our 
prospects,"    Eleanor    relates.     "We   found    that   farm 
areas  often  use  the  same  fertilizers  on  gardens  as  in 

the  fields."    RX-\5's   15-minute  educational  radio-TV 

programs  have  expanded  the  product's  mail-order 
business  into  retail  distribution.    The  afternoon  and 
evening  adjacencies  which  Eleanor  acquired  got  such 

good  results  retailers  asked  stations  for  RX-15. 

Cameron  A.  Higgins,  Marschalk  and  Pratt  Co., 
New  York,  has  been  buying  time  for  Esso  Standard 
Oil  Co.  since  he  joined  the  agency  over  a  year  ago. 
Currently  on  56  radio  stations  in  54  eastern  markets, 
13  TV  stations  in  13  markets,  Esso  is  an  18-year  air 

media  veteran.   "Since  August  31,  we've  been  testing 

a  new  TV  format  in  Binghamton"  ('am  says.    "Five- 
minute  weathercasts  instead  of  the  15-minute  news 

programs  we'd  been  running.    These  iveathercasts  en- 
able us  to  reach  audiences  in  Tl    markets  our  budget 

wouldn't    have   permitted   with    15-minute   news." 

Ben  Bliss,  Ben  B.  Bliss  &  Co.,  New  York,  found 
he  had  to  brush  up  on  European  customs  recently  to 
set  up  a  successful  campaign  for  Saratoga  Geyser 

If  ater.    "Our  best  prospects  for  this  mineral  water 
are  persons  of  recent  European  extraction,  since 

they're  accustomed  to  the  benefits  of  spas,"  Ben 
explains.    "We  placed  the  bulk  of  the  minute  an- 

nouncements on  foreign-language  radio."  Languages 
in  which  Saratoga  Spa's  message  has  been  broadcast 
since  Spring  include  German,  Italian,   Yiddish   over 
WEVD,   WHOM  and  Willi.  New   York. 

SPONSOR 



"No 

Baker-Protected 
Building  

Has  
Ever 

Been  
Damaged 

By  
Lightning" 

Photo  courtesy  Rochester  Democrat  &  Chronic'* 

RADIO'S  "LIGHTNING"  HITS  MORE  THAN  ONCE 

Attending  a  sales  school  and  the  manu- 

facturer's sales  training  course  con- 
vinced E.  L.  Baker  and  Sons  that  radio 

was  the  advertising  medium  to  use. 

Their  first  venture  into  radio  advertis- 

ing was  an  in-and-out  proposition  until 

they  decided  to  make  an  accurate  check 

to  learn  exactly  where  the  results  were 

coming  from. 

They  cut  their  farm  magazine  budget 

and  put  it  all  on  radio.  In  March 

through  June  of  this  year,  radio  has 

produced  30  to  35  lightning  protection 

leads  per  month.  The  conversion  to 

sales  has  been  phenomenal  and  looks 
like  this: 

20%  DEAD. ..40%  SOLD... 

40%  FUTURE  SALE  ASSURED 

Consistent  radio  promotion  converts 

the  other  40%  to  the  "sold"  side  of  the 
ledger  and  serves  as  an  introduction 
on  cold  canvass  calls. 

"We  are  thoroughly  convinced  the 
lowering  of  sales  resistance  has 

been  due  largely  to  the  fine  job 

done  by  Station  WHAM.  Radio  has 
increased  our  normal  rush  season 

and  helped  to  level  off  the  low 

points   in    our   yearly   sales    curve." 
Mr.   Robert  Baker 

LKI WHAM SELL  FOR  YOU •  Write,  Wire  or 

Phone  WHAM  or 

Hollingbery  for 

Availabilities. 

The  STROMBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 

5  OCTOBER  1953 



We  at  KSDO  are  used 

to  fitting  them  for  size  . . . 

budgets,  that  is.  Regard- 
less of  budgets,  we  still 

deliver  more  listeners 

than  any  other  San  Diego 
station! 

KSDO  is  MR.  FIRST  in  San 

Diego . . .  first  in  just  about 

everything,  according  to 
the  latest  HOOPER  and 

NIELSEN. 

May  we  fit  you  for  size? 

KSDO 
1130  KC      5000  WATTS 

Robert  J.  Landry 

Representatives 

Fred  Stubbins      Los  Angeles 

Ooren  McGovren      Son  Francisco 

John  E  Pearson,  Co.      New  York 

Dotvn  Radio  Memory  Lune 

Miss  Beverly  Chase  is  a  child,  we  mean  a  woman,  whom  we 

clearly  love.  Not  that  she  is  always  polite  to  her  elders.  She  was  our 
secretary  during  our  time  at  CBS  and  she  is  now  a  talent  agent. 
She  is  Size  8  but  a  lot  of  female.  Well,  she  encountered  us  on  the 

Avenue  the  other  day  and  on  a  point  of  memorj  about  things  radio. 
Miss  Chase  delivered  herself  in  some  exasperation,  following  an 

unequal  struggle,  of  the  following  observation:  "Oh,  you,  \ou  are 

older  than  everybody!" *  *        >* 

And  with  this  much  prologue,  we  now  prove  the  point  bj  strolling 
back  down  the  corridors  of  a  fabulous  era — the  era  of  radio  broad- 

casting in   its  heyday. 
*  *        • 

We  were  thinking  of  the  yesteryear  geniuses  at  the  networks. 
They  were  impressed  that  myriad  millions  of  gals  swooned  happily 

when  soft  love  lyrics,  of  a  nibbling  kind,  were  caressinglv  addressed 
to  their  collective  ears  by  such  masters  of  the  romantic  whisper  as 

Rudy  Vallee  and  Russ  Columbo.  The  mind  of  genius  then  reasoned: 

If  men  can  do  this  to  women,  why  cannot  women  do  this,  turn-about, 
to  men?  Alas  for  radio  genius,  they  knew  little  biology  and  no 

zoology  at  all.  It  was  at  this  point  that  they  poured  Dorothy  Lamour 

into  a  hug-tight  gown,  drenched  her  eyes  with  mascara  and  photo- 
graphed her  cooing  throaty  suggestivitv  at  the  bovs. 

Here's  your  history:  Dorothy  Lamour's  radio  lamour  was  a 
flopperoodie  unless  vou  want  to  quibble  and  point  out  that  it  at- 

tracted the  attention  of  Hollywood  where  she  became  a  star  and 

amassed  $3,000,000.    Otherwise  Dorothy  didn't  catch  on. 

Who  remembers,  out  of  Chicago,  the  most  bizarrely  named  charm 

bo\  of  this  period — Mr.  Husk  O'Hare?  Speaking  for  himself  and 

about  himself.  Husk  huffed  into  a  condenser  mike:  "Softly  and  ro- 

mantically. Husk  O'Hare  steals  into  your  heart  and  yvraps  you  in  a 
mantle  of  incomparable  charm."  Or  something  like  that.  Karly 
radio  doted  upon  such  purple  prose.  Continuity  invariably  had 

built-in  fantasy   a  la  "Arabesque"   land  who  remembers  that  one?). 

There  is  this  to  be  said  about  that  era:  It  was  during  the  back- 
wash from  Rudolph  Valentino,  an  Italian  waiter  who  did  very 

well  in  Hollywood  where  his  short-sighted  vision  proved  a  box  office 
asset.  I  pon  contact  with  one  of  his  soulful  blurred  glances,  women 

collapsed,  \lways  imitative  of  the  theatre,  radio  kept  trying  to 
translate  into  soundwaves  the  erotic  appeal  of  Valentino  myopia. 

i  .  j.i.    i,i-   column  nexl    Issue,    19  October   1958. 

{Please  turn  to  page  100) 
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Coca-Co/a 

and  dozens  of  local 

and  regional  advertisers 

Ramar of  the  jungle 
  • 

sta  rring    Jon    Hall 

The  only  show  of  its  kind 

on  television  .  .  . 

It's  an  axiom  in  show  business  that 

Jungle  pictures  are  sure-fire  box-office.  Ramar 

proves  it  in  television  with  its  ratings  and  sales 

records. 

Ramar  is  an  all-family  show,  with  special  appeal 

to  the  great  juvenile  and  teen-age  audiences. 

This  TPA  program  wins  huge  audiences  at  any 

time  of  day  .  .  .  any  day  of  the  week  —  in  every 

type  of  market. 

Ramar  is  a  sales  " natural"  —  complete  with 

countless  merchandising  and  exploitation  tie-ups 

available  through  TPA. 

Program  supply  covers  two  years  of  half-hour 

programming. 

Write,  wire  or  phone  for  complete  information, 

television     programs  of    tMmerica,  inc. 

729    Seventh    Avenue.    .Wu-    York    19,    New    York 

10H  N.  Formosa  Avenue,  Hollywood  i6,  California 

5  OCTOBER   1953 



Everything's new.  . . 
but  our  Top 

ratings 

*  Again,  we  have  5  of  the  top 
5  TV  shows  according  to  the 
latest  Pulse  Survey  of  July 
73-79,  7953. 

But  now,  KMTV's  experienced 
staff  have  NEW-LARGER  and 
remodeled  facilities.  From  the 
new  transmitter  room  to  the 

Master  Control  Room — from  the 
antenna  to  the  audition  room — 

nothing  but  the  finest  in  equip- 
ment and  materials  were  used  in 

this  huge  nine  month  expansion 
and  remodeling  program. 

During  KMTV's  10  day 
Open  House,  the  largest 
event  of  its  kind  ever  held 

in  the  Omaha  area,  23,- 
431  interested  visitors  in- 

spected the  .  .  . 

•  NEW  TRANSMITTER 
ROOM  &  EQUIPMENT 

•  NEW,  LARGER  STUDIO 
FACILITIES 

•  NEW  6  BAY  ANTENNA 

•  NEW,  LARGER  MASTER 
CONTROL  ROOM 

•  NEW  OFFICES  & 
WORKING  FACILITIES 

The  new,  larger  facilities  of 
KMTV  —  making  it  the  finest 
television  center  in  the  midwest 
—were  specifically  designed  to 
better  meet  the  needs  of  the  ad- 

vertiser and  the  rapidly  expand- 
ing audience  in  this  rich,  200,000 

set,  mid-west  market. 

When  buying  TV  in 
the  Omaha  Area,  look 
to  the  leader — Buy  the 
most  looked  at  —  lis- 

tened to  100,000  Watt 
TV  Station. 

TELEVISION     CENTER 

KH1TU 
CHANNEL   3,   OMAHA 

CBS-TV    •    ABC-TV    •    DUMONT 

Represented  by 

EDWARD  PETRY  &  CO.,  INC. 

feVttf* 

ftiS** 

001'
 

RESEARCH   PITFALLS 

Should  excellent  and  higher-than- 

average  readership  ratings  create  con- 
tentment in  evaluating  the  effective- 

ness of  advertising?  Not  always!  In 

carefully  watching  the  results  from 

keyed  and  couponed  magazine  and 

newspaper  copy,  we  find  a  wide  varia- 
tion between  readership  ratings  and 

actual  coupon  returns. 

Copy  which  rates  well  in  the  "read 
most"  and  "read  all"  columns  of  read- 

ership studies  at  times  shows  a  smaller 
direct  return  than  other  copy  which 
does  not  rate  as  high  in  readership. 
Often  there  is  no  direct  correlation 
in  the  two  evaluations. 

Catching  people  at  the  right  time 

in  the  right  mood  makes  a  big  differ- 
ence in  gaining  actual  motivation  as 

against  mere  attention  and  readership. 

Moods,  habits  and  processes  of  plan- 
ning change  with  periods  of  peace, 

war,  inflation  and  high  taxation.  In 
travel  advertising,  for  example,  what 

worked  successfully  in  1947  couldn't 
be  a  pattern  for  1950,  and  by  1952- 

'53,  another  set  of  conditions  had  to 
be  ta^en  into  consideration  in  obtain- 

ing effective  results  and  readership. 

Readership  studies  alone  could,  un- 
der certain  circumstances,  give  com- 
fort to  an  agency  and  advertiser  when 

they  are  the  only  measurement  being 

used.  In  the  case  of  keyed  and  cou- 

poned advertising  an  opportunity  ex- 
ists to  measure  not  onlv  direct  returns 

but  "total  sales"  as  well  as  readership ratings. 

Surprising  things  come  to  light  in 

the  process. 
A.  E.  Cole 
President 

Mac  Wilkins,  Cole  &  Weber 
Portland 

•  Mr.  Col«  is  a  member  of  SPO'NSOR's  All' 
Media  Advisory  Board.  The  above  i-  a  comment 

on  "Beware  of  these  media  research  pitfalls,*1 
SPONSOR,    27    July    and    21    AurusI     1933. 

one  year  later'  j  page  32]  in  the  Sep- 
tember  7  issue  of  SPONSOR  and  I  think 

he  has  made  an  excellent  appraisal  of 

the  whole  situation.  It  is  my  opinion 

that  too  much  distinction  is  being 

placed  on  UHF  \s.  \  HF.  I  am  confi- 
dent, as  the  manufacturers  make  all- 

channel  receivers  and  as  power  of  sta- 

tions operating  in  the  I  HF  band  is  in- 
creased, the  distinction  will  be  lost  and 

the  public  will  recognize  both  bands  as 
a  television  service  and  it  will  be  only 

a  matter  of  identification  of  the  chan- 

nel on  which  a  program  appears  which 
one  desires  to  receive. 

I  have  read  many  other  interesting 

articles  in  sponsor  and  find  it  very 

interesting  in  keeping  informed  on 

commercial  aspects  of  the  broadcast- 
ing industry. 

George  E.  Sterling 
Commissioner 

FCC,  Washington,  D.  C. 

JUST  ONE  ERROR 

Not  being  a  sponsor  subscriber  (I've 
retired  from  business),  I  came  across 

an  item  of  interest  in  your  August  24 

issue  through  a  friend. 

The  item — a  biographical  article 

about  Eugene  Lessere — was  very  well 
done,  except  for  one  slight  error,  to 

which  I'll  refer  later.  Otherwise  it  was 
true   to   the   life. 

I've  followed  the  career  of  this 

young  man  very  closely — closer  than 

anyone.  I  guess — so  I'm  in  a  position to  know  that  the  nice  things  you  say 
about  him  are  well  deserved.  You  are 

to  be  congratulated  on  a  good  job. 

Oh.  the  slight  error?  .  .  .  He's  not 

31 — not  yet  by  a  year.  Unless  he's 
slipped  one  over  on  me.  Though  I 

don't  see  how  that  could  be — I  was 
present  at  his  birth,  walking  up  and 

down  in  agitation,  threatening  to  hand 
out  cigars. 

You  see  I'm  his  father  and.  by  golly, 

that's  accurate.  I'm  proud  to  say. 
Samuel  E.  Lessere 

Xorthport,  N.  Y. 

•  Eupcne  Lessere,  director  of  TV  commercials 
for  William  H.  Wetntraub  Co.,  was  featured  to 

"  Agencj     Profile"     21     Aupusi     1953     issue. 

UHF 

I    have    read    with    considerable    in- 

terest  Alfred   J.   Jaffe's   storv.   "UHF: 

WRONG  SOURCE 

This  is  to  confirm  our  conversation 

...  in  which  you  promised  to  publish 
a  retraction  of  the  source  quoted  for 

{Please  turn  to  page  13) 
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The  only 

GUARANTEED 
CONSISTENT 

CHAIN- WIDE 

PRE-SALE 
PLUS 

POINT-OF-SALE FOOD  MERCHANDISING  PLAN 

IN  AMERICA'S  3rd  MARKET 
INever  before  has  a  food  merchandising  plan  based 

on  "out-front"  radio  promotion  offered 

GUARANTEED,  CONSISTENT,  CHAIN-WIDE 
merchandising  to  food  manufacturers, 

broker-  and  distributors  in  the  Philadelphia  area. 

This  is  a  plan  unmatched  for  thoroughness  and  follow-through  I 

•  27  of  America's  biggest  and  busiest  markets. 

•  More  than  350,000  customers  buy  in  Penn  Fruit 

Markets  ererv  week. 

•  /Vfiii   Fruit  does  almost  10%  of  the  total  retail 

grocery  sales  in  the  Philadelphia  area. 

•  Average  annual  volume  in  Venn  Fruit  Markets  is 

$3,000,000  per  store — compared  to  national  super- 
market average  of  $1,000,000. 

•  Penn  Fruit,  nationally  recognized  as  Philadel- 

phia's outstanding  merchandiser,  is  consistently 
expanding  with  new  units,  more  volume. 

WPEN  management,  talent  and  staff  have  more  day-to-day,  store-by-store.  Bhelf-b)  -shelf 
knowledge  in  moving  products  from  shelf  to  shopping  basket   than   any   other  station. 

For  information  call,  wire  or  write 

SALES  DEPARTMENT 
2212  Walnut  Street,  Philadelphia  3,  Pa. 

Represented  nationally  by  Gill-Perna,  Inc. 

New  York     Chicago     San  Francisco     Los  Angeles 

WPEX 
950  ON  THE  DIAL  •  5,000  WATTS 
Philadelphia's  Leading  Independent  Station 

5  OCTOBER   1953 
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Now 

When,  despite  this  success,  the 
boss  stopped  the  press, 

People  wondered  just  what  had 
him  troubled. 

  ;   v 
Then  the  publisher  said,  "We've  just  had  to  stop  , 

dead — 
For  KOWH  has  our  readership  swelling  .  .  . f. 

Moral 

Till  our  presses  and  all  are  now  simply 
too  small 

To  print  what  our  schedule  is  selling!" 

EVERY  GOOD  TIME-BUYER 
KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of  any 
Omaha  station,  8  A.M.  to  6 
P.M.  Monday  thru  Saturday! 
(Hooper,  Oct.,  1951,  thru 
August,  1953) 

•  Largest  share  of  audience,  of 
any  independent  station  in 
America!     (August.   1953.) 

KOWH 

35.6% AVERAGE  HOOPER 

"America's  Most  Listened-to 

General  Monoger,   Todd  Stori;  Repreiented  Nationally  By  The    BOILING    CO. 



ihi    I  \  sel  i  ounl  figures  listed  on  pages 

220  and  221    of   \'>iM    Jul)    L3   issue 

"l\    Basics"]. 
^  out  listing  "I  the  Edward  Peti  j 

Co.  I\  research  department  as  the 
source  foi  these  figures  was  erroneous, 

,i~  we  have  nevei  originated  such  es- 

timates l"i  i h< •  trade.  1 1  lie,  foi  some 

years  we  issued  a  >im|>lt'  mimeo- 
graphed bulletin  in  \%lii<li  we  quoted 

the  NBC  l\  famil)  and  set  count 

figures,  hut  each  of  these  releases  was 

|p|ainl\  marked  .it  the  i"|>  as  containing 

<>nl\  (lit-  "NBC  I  nduplicated  Data." 
Further  confirmation  <>f  the  fact  thai 

we  have  never  been  the  source  f<»r  such 

figures  lies  in  the  fact  that  in  May, 

when  NBC  ceased  t>>  publish  its  esti- 
mates, we  discontinued  our  releases. 

For  these  reasons,  your  mention  of 

the  Petr)  Co.  ;i>  the  original  source  <>f 
the  famil)  and  set  count  figures  which 

\ou  ii»t'd  is  inaccurate  and  your  retrac- 
tion in  the  form  of  publishing  this  let- 

ter h  ill  be  appreciated. 
I  n\\  \ki>  Petrv 

Edward  Petr)  &  Co.,  Inc. 
New    York 

•         \ll    basic    iKitu    piTlainine    to    TV    fa  mil  if-    and 
Mtl     b]      market*!     nintninc*!     Oil     pane     1      of     SPON- 

SOR'i    1953     *1\    Basic*'1   originated   with   M.i     1\ 
Bsacarch.     5PONSOB   rasjrets   it-  error  in   haply  lug 
that     Edward     Petr]      Co*     rr-rarrh     drpartnirnt     **a-> 
•loo     a     basic     -ourcc. 

NEGRO   RADIO 

Main  thanks  to  you  and  your  fine 
organization  for  the  \umist  24  issue 

regarding  Negro  radio  status  for  L953. 
Since  I  was  in  New  \  ork  at  the  time 

the  Vugusl  21  is-ue  of  SPONSOR  was 
released.  I  had  man)  occasions  to  use 

the  facts  and  figures  on  the  Negro  mar- 
ket, while  calling  on  manv  of  the  top 

New    ̂   oik   agencies. 

It  was  \ei\  gratifying  to  me  to  find 

the  acceptance  of  SPONSOR  in  the  agen- 
cies. It  was  also  \er\  helpful  in  m\ 

sales  pitch  to  he  ahle  to  turn  to  the 
facts  and  figures  you  had  gathered  on 
Negro  radio. 

Gene  s^k 
General  Manager 

WA  l  I 

Winston-Salem.    \.  ('.. 

Don't  underestimate  the  Negro  disk 
show  anywhere! 

For  example,  the  Corpus  Christi 

market  is  no  more  than  7'  <  Negro. 
Yet  KWBU's  Mellow  Man.  Artie  Bland, 
with  a  50-k.w.  non-directional  signal 
behind    him.    pulled    more    than    2.2(H) 

pic.  es  oi  mail  in  the  I  3*week  quai tei 

ending  w  ith  lugusl  ''■  I .  I  he  weekl) 
mail  i  ounts  oJ  this  Negro  mid-morning 
ili-k  show  dm  ing  tin-  summei   rat 

from     I  36     tO     22!     l«-l  t  «•  l  -     and     <  aid-. 

What's  more,  the  mail  comes  from  all 

ovei  the  '  lulf  <  !oasl  man)  from  west- 
ei u  and  southei n  Louisiana,  an  area 

covered  presumably  l>\  some  of  the 
I  eel  in  all-Negro  radio. 

The  K\\  I'd  Mellow  Man  does  a  va- 

ried musical  -how  not  emphasizing 

bop  and  jive  and  has  a  devoted  audi- 
ence including  some  top  white  profes- 

sional people,  some  Latin-  Vmei  icans. 
Jim  Corbett 

Promotion  Department 
Kit  111 

Corpus    Christi.    Tex. 

KIDS    SHOWS 

Enjoyed  \  our  article,  "  \re  children  - 
programs  harmful?"  in  your  Septem- 

ber 7  issue,  page  12.  You  mention. 
""all   hut   one   of  the  22  "excellent     and 

'good'  programs  were  live.' 
Ma\    I  call  to  \oiir  attention  the  fact 

that    the    only    T\     film    show    selected 

excellent  was  Jump  Jump  of  Holiday 

House  i  see  picture  above),  a  program 

we   distribute,    sponsor   didn't    make 
mention  of  the  show   in  its  coverage  of 
N  \l  BK  \ T  conclusions. 

Dan   Goodman 
Harry  S.  Goodman  Productions 

Sew  York 

BASICS  SECTIONS 

I  can  appreciate  what  a  limiting  fac- 
tor space  requirements  in  SPONSOR 

can  he  particularly  with  regard  to  youi 
sur\e\  of  the  status  of  Negro  radio 

in  1953  as  published  in  your  issue  of 

VugUSt  24.  I  think  the  editors  did  a 

masterful  job  in  condensing  and  edit- 
ing the  tremendous  volume  of  informa- 

I  Please  turn  to  page  104) 

WHEN  I SEENG 

SENOR 
THEY  LEESTEN 

HERE'S  WHY.  .  . 
KlfN,  and  only  KIFN,  reaches  more  than 

85,000  Spanish  speaking  people  in  Phoenix 
and  Central  Arizona  This  Spanish  popula 

■ion  spent  nearly  $20,000,000  in  retail  sales 

during  1952.  They  account  for  nearly  20°o 
of    Arizona  s    population. 

Remember,  if  you  sell  in  Arizona  .  .  . 

you  should  sell  in  Spanish  And  to  reach 
this  rich  market,  you  must  use  KIFN, 

Arizona's  only  full  time  Spanish  Language 

station. 

PINTO    BEANS?    SI.    SENOR, 
LOVE   THEM! 

I  helped  sell  10  tons  of 

them  for  Basha's  Markets, 
Phoenix,  during  a  recent 
weekend  Ask  Mr  6d  Kearns 
at   Basha  s. 

AH,  SENOR,  WHAT  AN 
ANGLE   FOR   A   SIESTA! 

Using  KIFN,  Quality  Furni- 
ture Company   increased  sales 

to    Mexican    people    from    5°o of    volume    to    over    40% 

in    two    years.   Ask 

Mr.  Al  Garcia,  Pres- 

ident. 

SENORA   COW,    SHE    NEVER 

~XGIVE  MILK  LIKE  THEES! 
In  one  year  my  listener 

sent  187,500  labels  to  Bor- 
den's Milk  Company  in  return 

for  china  plates.  Check  with 

Mr.    Sporleder    at    Borden's. 

'Statistics   from  Valley 
National    Bank   Survey 

Ask  These  Yanquis  About  Me! 

LOS  ANGELES,  CALIF. 

HARLAN   G     OAKES 

AND   ASSOCIATES 

672   S.    LaFayette Park  Place 

NEW    YORK, 

N.   Y. 

NATIONAL 
TIME  SALES 

17  E    42nd  St. 

KIFN 
"LA  VOZ  MEXICANA" 

860  Kilocycles     •     1  000  Watts 

REACHING   PHOENIX,  AND 
ALL  OF  CENTRAL  ARIZONA 

5  OCTOBER   1953 
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>11 : .  \<hc  hieeest  PLl  8  sign  of  all! r~r< 

Rystetn 

Starting  October  1,  the  Mutual  Broadcasting 

System  launches  the  greatest  program  upgrading 

in  its  19-year  history  — 14  hours  a  week  of 

million-dollar  entertainment  added  to  the  best 

in  radio  now  heard  here.  This  means  better-than- 

ever  benefits  to  listeners,  to  affiliates,  and  to 

clients  of  the  PLUS  Network,  today  and  tomorrow. 

Edward  Arnold.  Madeleine  Carroll,  Betty  Clooney, 

"Counterspy,"  Bill  Cullen,  Arlene  Francis, 

Sir  Cedric  Hardwicke,  Duncan  Hines,  Peter  Lorre, 

"Mr.  District  Attorney."  David  Ross,  George 

Sanders,  The  3  Suns . . .  these  are  some  of  the 

added  attractions  moving  to  Mutual.  And  already, 

top  sponsors  are  adding  their  own  top  stars: 

Perry  Como  for  Chesterfield,  Eddie  Fisher  for 

Coca-Cola,  "My  Little  Margie"  for  Philip  Morris. . . 

What  new  selling  opportunities  does  all  this  offer 

a  Mutual  client?  A  campaign  of  selling  messages 

in  peak-period  programs  across  the  board  or 

around  the  clock?  Proximity  to  Como.  Carroll. 

Clooney.  or  Sanders?  Your  own  show  at  a  prime 

hour?  It  takes  the  complete  new  program 

schedule*  to  indicate  the  total  scope,  day  and 

night,  all  week  long.  But  whatever  can  serve 

your  own  needs  best.  Mutual  can  now  do  it  better. 

All  signs  point  one  way  today:  everything  is 

upgraded  at  Mutual.  Everything,  that  is.  except 

cos/5.  You'll  find  them  lower  than  ever. 
*Call  or  write  for  ; 

of  the  new  program  liner.p: 
LO  -W000.  New  York  18; 

WH  4-5060,  Chicago  11 



WHEN 
you 

CHOOSE    ,• 

Canada's FIRST 
STATION... 

Rdail  Sales  up  36.9% 
CFCFUsak^ 

/"«  (CfCF  R«fH  [    M up  less  tfiawlbYo 

CFCF   „ 
In  He   U.S.,9e«Wce<!*C>. 

In  Candda ;  All-CatMkf*. 

iMoreheud  Patterson 
Chairman   of  the   Board   and   President 

American   Machine  &   Foundry  Co.,  New  York 

Morehead  Patterson  picked  Omnibus  for  \MF's  air  media  debut 

without  having  seen  the  Ford  Foundation's  experimental  program. 
At  that  time  the  only  TV  set  in  his  Park  Avenue  penthouse  was  in 

the  servants'  quarters,  "mainly  to  keep  the  cook  happy." 
His  company,  as  manufacturers  of  hea\\  industrial  machinery 

and  defense  equipment,  had  long  been  faced  with  a  specialized  public 

relations  problem:  a  need  to  become  better  known  to  the  American 

public  in  order  to  inspire  further  confidence  in  military  circles,  and 

spur  sales  of  its  consumer  lines — Roadmaster  Bicycles.  Junior  Veloci- 

pedes, De  Walt  saws  among  others.  (See  '*\Vhv  American  Machine 
uses  TV,"  sponsor.  27  July  1953.  page  42. ) 

Patterson  felt  that  CBS  TV's  Sunda\  afternoon  program  would 
offer  AMF  the  advantages  of  a  mass  medium  coupled  with  the  digni- 

fied showr  format  the  firm  requires. 
He  told  his  board  of  director  about  it.  The  bankers  on  his  board 

-huddered  slightly  at  the  mention  of  TV  advertising. 

"How  much  will  it  cost  us?"  asked  one  of  them. 

"$26,000  a  week."  replied  Patterson. 

"And  how  much  commercial  time  will  that  give  us  each  week.'" 
"Two  minutes." 
"Good  lord."  said  the  banker,  and  he  left  the  room. 
However,  adds  Patterson,  this  same  man  has  been  writing  him 

weekl)  letters  since  AMF's  initial  appearance  on  Omnibus  in  Novem- 
liti  L952,  mainl)  to  criticize  either  the  program  format  or  AMF  com- 

mercials and  to  give  the  suggestions  for  improvements  supplied  bv 

Ins  various  friends  and  business  acquaintances.  "Proof."'  savs  ad- 
vertising-conscious  Patterson,  "that  we've  accomplished  our  aim — 

getting  the  public  to  know  AMF." 
"Television  is  the  onl)  medium  that  can  actualK  sell  machinery," 

Patterson  sa\s.  "It  can  pie-sell  both  industrial  and  government  pur- 
chasing agents  because  of  it>  demonstration  ability." 

Bom  three  years  before  his  father  founded  AMF  in  1900,  Patter- 

son  joined  the  organization  as  assistant  v. p.  in  1928.  and  rose 

rapidl)  to  policy-making  level  as  the  company  expanded.  He  became 

president  in  1941.  chairman  of  the  board  in  194'-!. 
Incidental  highlight:  Patterson's  wife  and  son  have  become  TV 

Fans.    Now  the  <  imk  isn't  the  onh  TV  >et  owner  in  the  family.   *  *  * 
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BIG  in  Power! 

Michigan's  tallest  TV  tower  .  .  .  1,057 
feel  .  .  .  scheduled  for  operation 

Nov.  1  st!  New  effective  radiated  power 

of  100,000  watts  will  blanket  every 

TV    home   within    80   miles    of    Detroit. 

AUDIENCE S*Us 

WJBK-TV THE  BIG  STATION 

IN  THE  BOOMING  DETROIT  MARKET 

BIG  in  Audience!         BIG  in  Sales! 

Consistently  leading  the  Pulse  ratings! 

12ofthetop  15  once-o-week  programs  ' 
...  7  of  the  top  10  multi-weekly  pro- 

grams', daytime  and  evening,  are  on 
WJBK-TV.  "(Aug.,   1953  Pulse). 

Actual  case  histories  show  success 

story  after  success  story  on  WJBK-TV. 
You're  "Mr.  Big"  in  the  Detroit  market 

with  your  sales  message  on  the  BIG 

station,  WJBK-TV 

Any  Way  You  Look  At  It .  .  . 

CHANNEL  2  Is  The  Spot  For  You! 

m$M !/ 
it Represented Nationally  by 

THE  KATZ  AGENCY 

TOP  CBS  and   DUMONT  TELEVISION   PROGRAMS 

STORER  BROADCASTING  COMPANY     •     National  Sales  Director,  TOM  MARKER,  1  18  E.  57th,  New  York  22,  ELDORADO  5-7690 

5  OCTOBER   1953  17 



RADIO  STATION 

rr 

HUNTINGTON,  WEST  VIRGINIA 
SERVING  3  STATES    .1 

NOW 
AVAILABLE 
.  .  .  but  going  fast 

"MUSICAL 
SCOREBOARD 

Immediately  following 
WEST  VIRGINIA  UNIVERSITY 

and 

MARSHALL  COLLEGE 
FOOTBALL  GAMES 

Starting  Approximately 
4:45  P.M. 

EVERY  SATURDAY 

•  10  FOOTBALL  GAMES 

•  LATEST  LOCAL,  RE- 
GIONAL AND  NA- 
TIONAL FOOTBALL 

SCORES 

•  45  MINUTES  OF  CON- 
TINUOUS MUSIC 

• 

ALL  THIS... 
AVAILABLE 

for 
MINUTE 

PARTICIPATION 

5,000  WATTS  DAY 
1,000  WATTS  NIGHT 

930  KC 

IVcio  developments  on  SPONSOR  stories 
See: 

Issue: 

Subject: 

"Negro  Market  Section" 

24  August  1953,  p.  65 

Negro  programing  of  network  calibre 
is  starting  to  roll 

Although  no  definite  sale  had  been  made  at  sponsor's  presstime, 
advertiser  interest  in  the  transcribed  all-Negro  soap  opera  Ruby 

Valentine  is,  to  quote  producer  Jack  Wyatt,  "overwhelming." 
The  program,  designed  as  a  vehicle  for  sponsors  who  want  to  use 

non-network  Negro-appeal  radio  with  a  show  of  network  quality,  was 

packaged  by  Wyatt  &  Schuebel,  radio-TV  agency  consultants,  and 
Leonard  Evans,  a  Chicago  Negro  market  consultant. 

According  to  Wyatt,  at  least  two  years'  worth  of  story  material 
for  the  dramatic  serial  has  been  mapped  out,  and  a  sample  tran- 

scription has  been  cut  in  New  York.  Stars  of  the  show  (see  picture 

below)  include  such  well-known  Negro  artists  as  (left  to  right) 
Juanita  Hall  of  South  Pacific  fame,  Sarah  Lou  Harris  and  Elwood 

Smith.  Chet  Gierlach  will  direct,  and  the  program  will  be  written 

by  Bill  Ballard. 

Wyatt  admitted  that  the  price  to  an  advertiser  would  "not  be 
cheap"  since  the  show  will  be  handled  via  spot-placed  transcriptions 
and  Wyatt  is  shooting  for  a  high  quality  of  production.    However, 

TELEVISION  AFFILIATE 

WSAZ-TV 
Represented  by  THE  KATZ  AGENCY 

sponsor  learned  that  the  total  weekly  production  costs  (including 

recording)  of  Ruby  Valentine  will  compare  favorably  with  those  of 
such  veteran  soapers  as  Ma  Perkins  and  Perry  Mason. 

Two  extra  advertiser  services  are  offered  by  Wyatt  &  Schuebel  in 

connection  with  the  show,  first  of  a  planned  series  of  multi-market 

Negro  radio  programs:  (1)  Time  buying  advice,  since  special  knowl- 
edge of  Negro  stations  is  often  needed  to  get  maximum  impact  and 

good  time  slots;  (2)  merchandising  and  publicity  services  developed 
by  W&S  and  Leonard  Evans  designed  especially  for  Negro  markets. 

Plot-wise,  the  story  will  center  around  Juanita  Hall  as  Ruby  Valen- 
tine, who  operates  a  beauty  shop  in  the  Negro  community  of  a  large, 

unspecified  American  city.  The  show  will  follow  the  usual  soap 

opera  routine — endless  emotional  conflicts  and  love  problems — but 
will  not  carry  any  kind  of  racial  crusade  banner,  according  to  W&S. 

Format  is  aho  the  usual  one:  five  quarter-hour  episodes  a  week. 

Wyatt  &  Schuebel's  preliminary  success  (five  major  clients,  40 
Negro  stations  have  evinced  interest)  bears  out  a  prediction  made 

at  least  two  years  ago  by  sponsor  in  its  first  "Negro  Market  Sec- 

tion": Negro-appeal  radio  is  progressing  to  the  point  where  there  is 
a  market  and  a  sizable  Negro  audience  for  shows  produced  in  l>i «z 
radio  talent  centers  like  New   ,*  ork  and  Hollywood. 

Ruby  /  alentine  is  the  first  all-Negro  show  of  a  network  calibre 

to  be  aimed  specifically  at  Negro  listeners.  But  it  certainly  won't 
be  the  last.  \\  \S  now  plans  at  least  three  more  serial  dramas,  and 

possiblj  a  half-hour  evening  dramatic  show.  Several  lar«e  agencies 
— like  BBDO.  Benton  &  Bowles  and  Compton — are  known  to  be 

investigating  the  possibilities  of  syndicated  Negro  shows.         *  *  * 

SPONSOR 



KZTV 
eno 

The  only  Television  received 

FROM   ANYWHERE... 

in  the  "BIGGEST    LITTLE   CITY 

in  the  WORLD!" 

AMERICA'S  FOURTH 
TELEVISION  MARKET 

in  annual  per- family  retail  sales 

$7,805 
45.9 c/c  above  National  Average 

"It's  NOT  human  beings  that  go  into  your  cash  register  .  .  .  but  the 

SILVER  DOLLARS  they  haul  in  their  Levis." 

Channel  8    IHF  Initial  air  date:  Sept.  27^    '53 
CBS  BASIC  AFFILIATE,  ABC,   DU  MONT,  NBC   SUPPLEMENTARY 

NATIONAL   REPRESENTATIVES 

JOHN  E.  PEARSON  TELEVISION,  Inc. 

5  OCTOBER   1953  19 



Most  famous  brand  in  the  West 
(it  will  sell  more  of  your  brand) KOA 

Reading  time-.  3  minutes 

Reading  benefits:  Limitless 

HOW    TO    SELL    MORE    THROUGH 
WESTERN    MARKET    FOOD    STORES 

During  the  next  52  weeks  KOA  will  invest  more  than 

$100,000  to  move  more  merchandise  through  Western  Market 

Food  Stores.  We  are  investing  this  money  to  back  a  new  idea  in 

food  marketing.  The  plan  has  been  tested— with  fantastic  results. 
It  has  been  endorsed  by  virtually  everybody  in  the  Denver  food 

distribution  picture.  We  call  our  plan  the  KOA  FOOD  LEAGUE. 

HERE'S    HOW   IT   WORKS: 
KOA  offers  you  America's  most  "FOOD  CONDITIONED"  audience. 

And  here's  the  device  that  we  use  to  thoroughly  "food  condition" 
Western  Market  listeners.  The  KOA  FOOD  LEAGUE  conducts  52 

annual  promotions  —  with  a  new  product  or  related  products 
featured  each  week.  Perhaps  we  can  best  illustrate  what  happens 

by  example.  Suppose  canned  corn  is  the  KOA  FOOD  LEAGUE 

"SPECIAL"  for  this  week  .  .  . 

Every  day  we  present  the  KOA  FOOD  LEAGUE  program  from  10:15-10:30  A.M.- 
all  about  food  and  food-store-marketed  products.  The  program  this  week 
features  canned  corn. 

Every  day  KOA's  first  lady,  Evadna  Hammersly,  devotes  at  least  ten  minutes  of  her 
HOME  FORUM  program  to  food,  and  specifically  features  canned  corn. 

Every  day  we  saturate  our  schedule  with  a  minimum  of  ten  "editorial"  announce- 
ments featuring  canned  corn. 

Every  day  our  schedule  is  supplemented  with  BRAND  NAME  advertising,  promoting 
specific  labels  of  canned  corn. 

Every  day  retailers  throughout  the  Western  Market— who  have  been  advised  of  the 
promotion— feature  in-store  displays  of  canned  corn. 

Every  day  Western  Market  retailers  will  display  special  KOA  FOOD  LEAGUE  point- 
of-purchase  materials  tied  in  with  stocks  of  canned  corn. 

Every  day  Western  Market  newspapers  will  carry  KOA  FOOD  LEAGUE  advertising 

mats,  tied-in  with  retail  shopper  ads,  and  featuring  canned  corn. 

Next  week  the  KOA  FOOD  LEAGUE  special  moy  be  catsup,  tuna,  rice  or  ice  cream, 

or  any  combination  of  food-store-marketed  products. 

More  than  a  series  of  weekly  promotions 
KOA  FOOD  LEAGUE  specials  enjoy  accelerated  sales  during  following  weeks. 

The  KOA  FOOD  LEAGUE  product  promotion  creates  new  buying  and  use  habits  that 
have  a  continuing  effect.  Food  manufacturers,  brokers,  jobbers  and  retailers  agree 
that  the  tremendous  impact  of  the  KOA  FOOD  LEAGUE  campaign  must  result  in  sales. 

Even  without  the  "weekly  special"  device  our  "food  conditioning"  of  the  Western 
Market  audience  would  result  in  more  food  sales.  Actual  tests  show  product  sales 
increases  up  to  89%  with  radio  alone  being  used.  If  your  product  is  sold  through 
Western  Market  food  stores,  this  plan  will  increase  your  volume  in  huge,  measurable 

quantities. 

How  the  KOA  Food  League  helps  YOU 
KOA  is  in  the  food  business  'way  up  to  here.  We  now  have  a  full-time  KOA 

FOOD  LEAGUE  DIRECTOR,  a  marketing  expert  whose  only  responsibility  it  is  to  move 
more  merchandise  from  Western  Market  food  store  shelves.  His  assistant  is  a  food 

writer  and  broadcaster  with  many  years  of  newspaper,  agency  and  radio  experience. 

These  talented  people,  together  with  our  Promotion  ond  Merchandising  departments, 
conduct  the  KOA  FOOD  LEAGUE  program. 

Copyright  1953,  KOA,  Inc. 

KOA  FOOD  LEAGUE  makes  KOA  America's  most  food-conscious 

broadcaster— delivering  America's  most  "FOOD  CONDITIONED"  audience. 

Call  your  Petry  man  or  write  us  direct  to  assure  your  featured 

position  in  Western  Market  food  stores.  Better  do  it  today. 

FOOD 

LEAGUE 

FOOD 
CONSUMER  PANEL 

is  made  up  of  a  panel  of  50- 
300  Western  Market  home- 
makers.  A  true  cross-section, 

available    to    the    food    in- 
dustry   for    a    fast    product    acceptance    test, 

check  on  label  directions  or  what-have-you. 

IW  H  M 
,    FOOD   I 

trrza 
KITCHEN  &  BATH  SURVEY 

is  conducted  annually  to  de- 
termine home  penetration, 

by  brand  name,  of  the  multi- 
tude of  products  used  in  the 

kitchen  and  bath.  Thousands  of  Western  Market 
homes  will  be  sampled. 

FOOD 

FOOD 

BJ-EI 

TRADE  NEWSLETTER 

is  mailed  each  fortnight  to 

Western  Market  food  manu- 
facturers, brokers,  jobbers, 

chains  and  retailers.  It  high- 

lights upcoming  promotions,  suggests  new  mer- 
chandising ideas  and  recommends  KOA-adver- tised  brands. 

LISTENER  BULLETINS 
with  recipes,  preparation 

hints,  menus  and  brand 
name  recommendations  for 

KOA-advertised  products  are 

mailed  to  listeners  each  week  in  response  to 
thousands  of  requests.  Advertisers  wishing  to 
furnish  their  own  recipe  folders,  etc.,  for  inclusion 
in  these  mailings  may  do  so. 

KOA's  "FOOD  INDUSTRY  NEWS"  is  the 

Western  Market's  "food  trade  paper  of 

the  air".  It  is  presented  each  Sunday  noon, 

when  food  people  can  be  reached.  It's 
programmed  directly  to  all  echelons  of  the 

area's  food  industry.  But,  due  to  the  uni- 
versal interest  in  food,  the  program  makes 

good  air  fare  for  the  general  audience. 

Another  step  in  our  "food  conditioning" 

plan. If  your  product  is  sold 
through   food   stores   in Colorado,  Wyoming, 

Western  Kansas  and  Nebraska, 
or  in  the  Rocky 

Mountain  West— you  must 
use  KOA  to  make  your 

advertising-merchandising 

program  complete 

DENVER 

Covers  The  West 

#&>r/. 
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New  and  renew 

IMetv  on  Television  >etivorkn 

SPONSOR 

AJolph'%     Ltd,     Burh.mk 
Cal 

Consolidated    Cosmetics, 

Chi 
Du   Pont.   Wilmington.    Del 

Ekco    Prods.    Chi 

Ekco    Prods,   Chi 

Ekco    Prods,   Chi 
Ekco    Prods.    Chi 

Ex-L.ix    Inc.    NY 

A     C      Gilbert.     New 
Haven.    Conn 

Lewis   Howe   Co    'Tumsi, 
St    Louis,    Mo 

S.    C.    Johnson    Cr    Son, 
R.icinc.    Wis 

Pharmaceuticals.     Inc, 
Newark.     Nj 

Ponti.ic    Motors.     Dctr 

Serut.in    Co.    Newark.    N| 
Sweets    Co    of    Amer. 

Hoboken.     NJ 
Tappan    Stove.    Mansfield, 

Ohio 

AGENCY 

Erwin     W.isey,    LA 

BBDO,    NY 

BBDO      NY 

D-F-S,    Ch, 

D-F-S.   Chi 

D-F-S.   Chi 
D-F-S.   Chi 

Warwick  0   Leglcr.   NY 

Erwin,    Wasey,    NY 

D-F-S.    NY 

Needham,   Louis  0   Brorby, 
Chi 

Edward     Kletter.     NY 

MacManus.    |ohn   & 
Adams.    Detr 

Edward    Kletter.    NY 
Moselle    &    Eisen.    NY 

Kctchum.    MjcLcod    Cr 
Crove.    Pitrsb 

STATIONS  PROGRAM,  time,  start,   duration 

NBC    TV    57  Your    Show    of    Shows,    alt    Sat    9    10  30   pm     partic 
26    Sep    thru    12    D.  c 

NBC    TV    50  Kiti    Sm.th      ill    T    3   1 5   30   pm ;    22    Sep;    52 

ABC    TV    35  Cavalcade    of    America.    T    7   30  8    pm      29    Sip;    52 wks 

ABC    TV    33  GeOlga    |MMl    Show;    alt    Sun    6  30-7    pm;    27    Sep; schedule    not    set 

ABC    TV    36  Quick     II     i     Fl.ish.    alt    Th    8-8:30    pm .     I     Oct 
schedule    not    set 

ABC    TV    27  lamia;  alt   M   7  30-8  pm;   5  Oct.   schedule   m 
ABC    TV  Comeback      alt    F    9  30-10    pm ;    9    0:t.    schedule 

not    set 
ABC    TV    16  Leave    it    to    the    Girls;    Sat    7  30  8    pm;    3    Oct 

52    wks NBC    TV    40  Today;    M-F    7-9   am;    12    partic;    24    Nov;    no    set 
schedule    yet 

NBC    TV    57  Your    Show    of    Shows;    alt    Sat    9-1030    pm    partic 
19    Sep;    39    wks 

CBS    TV    62  Life    With    Father    &    Mother;    Sun    7-7:30    pm;    22 
Nov:    52    wks 

CBS    TV    66  Red  Skclton:   T  8:30-9  pm;   22   Sep;   52   wks 

NBC    TV  Dive    Carroway;    F    8-8  30    pm;    2    Oct;    52    wks 

CBS    TV    52  Juvenile   Jury.   Sun   4-4:30   pm:    11    Oct    52   wks 
ABC    TV    26  Paul    Whitcman    TV    Teen    Club;    Sat    7-7:30    pm. 

3   Oct:   52  wks 
CBS    TV    38  Bob    Crosby    Show;    Th    3:30-45    pm    set;    of    M-F 

3:30-4    pm    show;    15    Oct;    52    wks 

Renewed  on  Television  !\ettvorks 

SPONSOR 

► 

Block    Drug.    Jersey   City, 
NJ 

Derby  
Foods.  

Chi 

Liggett   &    Myers.    NY 

Pabst   Sales.   Chi 

AGENCY 

Cecil    &    Prcsbrcy.    NY 

Needham,  Louis  &  Brorby. 

Chi 
Cunningham  &  Walsh.   NY 

Warwick   &    Leglcr.   NY 

STATIONS 

CBS  TV  72 

ABC  TV  62 

CBS  TV  93 

CBS    TV    79 

PROGRAM,  time,   start,   duration 

Danger.    T    10-10:30    pm;    15    Sep;    52    wks 

Sky  King:   M  8-8:30  pm;  21   Sep:  38  wks 

Arthur   Codfrcy   &    Friends  W   8-8:30   pm:   23   Sep; 

52  wks Blur    Ribbon    Bouts:    W    10-10:45   pm;    23   Sep;    52 wks   

I  For    New    National    Spot    Radio   and   TV    Business,    aee    "Report   to   Sponion,"    page    2  i 

Advertising  Agency  Personnel  Changes 

NAME 

George    Burnsidc 
Cornelius    Du    Bois 
David    E     Durston 
Frank    Egan 
C.    James   Fleming   Jr. 
Allen    F.    Flouton 
Laurence    H.    Foster 
E.    D.   Ccoffrcy  Carth 
William   Cibbs 

Alfred    L.    Goldman 

G.    B.    Gunlogson 
Lee    H.    Hammett 
J.    E.    Hincs 

Tcdd    Joseph 
Jerome   L.   Joss 
William   A.    J.    Lauten 
Paul    W.    Limerick 
Ceorge    E.    MacPhail 
loci    McPheron 
Robert    B.    Owens    Jr. 

R    V.    Pollock 
Victor   M.    Rjtner 

FORMER    AFFILIATION 

Erwin.  Wisey  of   England,   mng  dir 
Ceyer    Adv.    NY.    dir    res    devel 
Durston    TV    Prodns.    Chi.    NY,    hd 
D.    P.    Brother.    Detroit,    acct    exec 
Compton    Adv.    NY,    vp 
Compton  Adv.   NY,  vp 
Mandel  Bros.  Chi.  adv  dir 
Lee   Ramsdcll  &   Co.   Phila.   acct  exec 
Jam     Handy.     Dctr.     dir     documentary     &     training films 

Harry    B.    Cohen.    NY.    radio-TV    copy    stf 
Western    Adv.    Chi.    pres 
Wes*e-n    A-lv.    Chi.    acct    exec 
WNBK.   WTAM.    Clcvc.    mgr   public   affairs 

FC&B     NY.    acct   exec.    Int'l    Div Weiss   &    Ccller.    Chi.    exec 
NBC.    NY.    bus    publicity    mgr 
Western    Adv.    Chi.    acct    exec 
McCinniss   &   Sloman.    LA,    prom   exec 
Ceyer    Adv,    NY,    acct    exec 
Lennen   &    Newell.    NY.   acct   supvr   food   &   drug 

prods 
Soechlist    in    motion    picture    prodn    for    TV 
Macy's.    NY,    vp 

NEW  AFFILIATION 

Biow  Co.   London,   vp  chg  of  opcrs    'new  office  I Same,    vp 

Lynn    Baker    Agcy.    NY.    dir    radio-TV    prodns 
Same,    mgr    NY    office 
Same,   bd  of  dirs 
Same,    bd    of    dirs 
'van    Hill.    Chi.    vp    &    mgr Same,     vp 

Fuller   &    Smith    &    Ross.    NY.    asst    prodn    supvr   for 
TV   films 

Ruthrauff  6   Ryan.   NY.  creative   stf 
Same,   chmn   of  the   bd 
Same,    pres 

R    C.  Wellman  &  Assoc.  Cleve.  gen  mgr.  radio-TV 
d:pt 

STnc.    vp 
cime.    vo 

Roy  S.   Durstine.   NY.   public  rels  stf 
Same,  vp 

Rhoides   &    Davis,    LA,    vp   chg    new    projects 
Same,    vp 

Robert   W.    Orr.    NY.    vp.    chmn    plans   bd 

D.    P.    Brother.    NY.   asst   to   vp   chg   radio-TV   dept 
McCann-Erickson.    NY.    copy    group    hd 

In   next    issue:    IS'eic   and   Renetced   on    Radio    Network*,    Na- 

tional Broadcast  Sales  Executires.  ISeic  Agency  Appointments 

5  OCTOBER  1953 

Numbers  after  names 
refer  to  New  at new  category 

Tedd  Joseph  <  1 1 
ff'm.    Lauten 

Joel  McPheron Cornelius  DuBois  (3) 
R.  B.  Owens  Jr.   (3) 
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\cff-  ami  renew 

3. Advertising  Agency  Personnel  Changes 

NAME 

J.ick    Rees 

|ohn    E.    Rowan 
Cranville    Rutledgc 

jack    White 

FORMER   AFFILIATION 

Compton    Adv,    NY,    vp 
Ross   Roy,    NY,   copy   exec 
Hirsch   0   Rutledgc,   St   Louis    'defunct  i,   exec   vp 

&    radio   dir 
William     Esty,    NY,    timebuyer 

NEW  AFFILIATION 

Same,   bd  of  dirs 
Same,   acct  exec,   RCA  Victor  Custom   Reco 
Cranville    Rutledge    Adv,     St     Louis,     owner 

agency) 
Biow    Co,    NY,    timebuyer 

Sponsor  Personnel  Changes 

NAME 

George    Brenard 

George    P.    Butler 
lames    E.    Callaway 
Fred   W.    Flaherty 

Ed    Caither 

S.   W.   Cross 

Henry    L.    Hayden 

|ohn    C.    Hirst 
David   B.   Kittredge 

Clem    W.    Kohlman 

fames    M     Loughran 

R.   j.   McAuliffe 
John    E.    Phillips 
Robert    A.    Raidt 
W.    A.    Swan 

George    Whitmore 

John    Woolley 

FORMER   AFFILIATION 

Hugo  Wagenseil  &  Assoc,   Dayton,   radio-TV  acct exec 

Pabst   Brewing,   Chi,  div  mgr  South   Eastern   div 

Brown    Bros,    St    Louis,    reg'l    acct    mgr 
Ceorge  Trommer  Brewing,  div  sis  mgr  for  N) 

Iowa    Soap   Co.    sis    mgr    eastern    div    (Camden,    N| 
hq) 

Own    business,    electronics   field 
Y&R,    NY,    contact    exec,    P&C 

Cray    &    Rogers,    Phila,    acct    exec 
Erwin,  Wasey,  NY,  asst  acct  exec,   Paper-Mate 

Pen American   Cyanamid   Co,    NY,    dir   adv,    sis   prom, 
Textile   Resin    Dept 

Creamer    &    Co,    Hywd,    acct    exec,    mdsg   dir 
Pabst  Sales,   Chi,  asst  gen   sis  mgr 
H.   J.    Heinz   Co,    Pittsb,   asst   adv   mgr 
Gardner   Adv,   St   Louis,   acct   exec 
Pabst   Sales,   Chi,   gen    sis   mgr 
P.   Lorillard,   NY,  adv  stf 

B.   T.   Babbitt,   chg   Bab-O,   Clim,   Lye   sis,   West 
Coast 

NEW  AFFILIATION 

Neon    Prods,    Lima,    Ohio,   adv,    sis   prom    mgr 

Same,    Southern   reg'l   sis   mgr 
Lindsey-Robinson   Co,    Roanoke,   dir  adv,   sis 
Rubsam   &   Horrman   Brewing,  Staten    Island, 

gen   sis  mgr 
Tidy  House   Prods,   Shenandoah,   Iowa,  asst  to 

Emerson    Radio   &    Phono   Corp,    NY,    vp  chg 
P.    Lorillard,    NY,   adv   brand    mgr,   Old   Gold bassy    cigs 

Scott    Paper,    Chester,    Pa,    radio-TV    mgr 
Paper-Mate    Eastern,    NY,    adv    mgr 

Same,   adv   mgr.    Industrial   Chcm    Div 

Tasti-Diet    Fds,    Stockton,    Cal,    adv-mdsg   dir 

Same,    gen    sis    mgr B.    T.    Babbitt,    NY,    adv    mgr 

Bayuk    Cigars,    Phila,   dir   adv 
Hoffman   Beverage,   Newark,   NJ,  vp  chg  sis 
Same,    adv    brand    mgr,    Kent    cigs,    Muriel    cif 

other    prods 

Same,    NY,    nat'l    field    sis    mgr 

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

CKRD,  Red  Deer,  Alberta,  Can.,  power  increase  to  1000  watts 

by  Oct.   '53 KBTV.    Denver,    power    increase    from    12    to    120    kw 

KCOR,    San    Antonio,    reg'l    rep    Joe    Harry    (new    firm) 

KFH,   Wichita,    Kans,    new    nat'l    rep    John    Blair   &    Co 

KCBS.    Harlingcn,    Tex,    reg'l    rep   |oe    Harry    (new    firm) 

KLMS.   Lincoln,  Neb.,  new  nat'l  rep,   McGillvra 
KPIX,    SF,    power    increase    from    16.7    to    100    kw 

KPRC-TV,    Houston,   Tex,    power    increase    from   65    to    100   kw 

KSL-TV,  Salt   Lake  City,  to  increase  power  from   18   to  30  kw 
KTHT,    Houston,    new    mail    address:    PO    Box    3011,    Houston 

1,    Tex 

KUNO,   Corpus  Christi,  Tex,  reg'l  rep  Joe   Harry    (new  firm) 
KXOL,  Ft.  Worth,  new  address,  3004  West  Lancaster 

Lobster   Network,    Maine    (WPOR,    Portland;  WCOU,   Lewiston; 

WFAU.     Augusta;     WTVL,     Waterville;     WRKD,     Rockland; 

WRUM.    Rumford),   new   nat'l  rep   Richard   O'Connell 

WAAB,  Worcester,  Mass,  to  become  Yankee-MBS  affil  15 

'53 

WBKB,   

Chi,   
power   

increase   

from   
28   

to   
114   

kw,   
eff   

18 

WBZ-TV,   

Boston,   

nat'l   
rep,   

Free  
&   

Peters,   

eff  
31    

|an  
'5 

WDOK,    

Cleve.    

new    
nat'l    

rep,    
Everett-McKinney 

WEEK-TV,     

Peoria,     

III,    
increased     

power    

to     
175    

kw 

WESK,    

Escanaba,    

Mich,   

became    

NBC   
affil   

eff   
20   

Sep  
'5 

WCSM,    

Huntington,    

LI,    
NY,   

new   
sis   

rep,    
Robert   

S.    
Kellc 

WINS.   

NY,   
sold   

by  
Crosley   

Bdcstg.   

to   
|.    

Elroy   
McCaw.  

Se 
tie,   Wash,    under   name   of  Gotham    Bdcstg.    Corp. 

WKTY,    LaCrosse,   Wis,   new   nat'l   rep   Everett-McKinney 
WPTR.   Albany,   now   MBS  affil   eff  30  Aug 

WPTZ,   Phila,   nat'l   rep   Free  &   Peters,   eff  31    )an   '54 
WSAP,    Norfolk,   Va,   call    letters   changed    to   WAVY;   beca 

NBC   affil;    both   eff    19   Sep   '53 

WVEC,   Norfolk,   Va,   became   NBC   affil   eff   19   Sep   '53 
WWON.   Woonsocket,    Rl,   sis   rep   NY   area,    Robert   S.    Ke 
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\  >nnhers  filler  names 

refer  to  New  and  Re- new category 

John  E.  Rowan 
(3) 

J,   1  .   Hines 

( 3 1 

1  ,e  II.  Hammett 
(3) 

K.  1  .  Pollock 
(3) 

(,.  Rutledge 
(3) 

J.  1    Phillips 

(  h 

<  .   II  .  Kohlman 
(  li 

John    U  oolle) 

1  1' 

./.   V.  Loughran 1  h 
i.,1   (.ail  hit i  1) 

► 
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WHO 
and  Get  Iowa's  Metropolitan  Areas. 
PC**  the  Remainder  of  Iowa! 

S    Di 

B 

TAKE  SALES  of  EATING  and  DRINKING  PLACES,  FOR  INSTANCE! 

4.3%  CEDAR  RAPIDS 

15.7%  TRI-CITIES- 

10.9%  DES  MOINES 

4.1%  DUBUQUE' 

5.2%  SIOUX  CITY 

4.5%  WATERLOO 

61.6%  REMAINDER  OF  STATE 

Figures  add  to  more  than  JOO% 

because  Rock  Island  County,  Illinois 

is     included     in     Tri-Cities. 

S.A.M.    DAYTIME 

STATION    AUDIENCE   AREA 

innns 
iDDDItladUa 

IQODHBQQFlDI 
"raaBBaaaaeai nHHnna|||pj 

WISCONSIN 

ILLINOIS 

NEBRASKA 

KANSAS 

ddlSSOUFU 

• 

FREE  &  PETERS,  INC..  National  Representatives 

THE  "REMAINDER  OF  IOWA"  ACCOUNTS  FOR  THESE  SALES: 
(Which  You  MISS  Unless  You  Cover  the  Entire  State) 

65.4%  Food  Stores 

61.6%  Eating  and  Drinking  Ploces 

44.8%  General  Merchandise  Stores 

55.6%  Apparel  Stores 
60.7%  Home  Furnishings  Stores 

65.1%  Automotive  Dealers 

73.2%  Filling  Stations 

79.6%  Building  Material  Groups 

60.4%  Drugstores 

Source:  1952-53  Consumer  Markets 

BUY  ALL  of  IOWA- 

riiis  "Iowa  Plus"— with 

WHO 
Dm  Moines   .   .   .   50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

5  OCTOBER   1953 

23 



Bingo  chips  in  the  land  of 

oo75f 

Bingo  parties  require  only  a  fraction  of  the 

corn  grown  each  year  in  Paul  Bunyan  Land. 

175  million  bushels  produced  here  last 

year!  Much  of  it  is  fed  to  hogs,  poultry, 

etc.;  and  thus  makes  more  income  for  our 

farmers  than  by  selling  it. 

With  corn  to  shell  and  hogs  to  feed — home 

entertainment  is  important  on  the  farm.  In 

82  counties  they  listen  to  WCCO  more  than 

any  other  station  and  wafch  WCCO  in  more 
than  62  counties. 

L 

24 

One  Station  Coverage — Unmatched  ! 

MINNEAPOLIS WCCO SAINT     PAUL 

CBS 
RADIO- 50,000  Watts— 830  K.C.      •      TELEVISION— 100,000  Watts— Ch.  4 

(Radio  Spot  Sales)  Clear  Channel  (Free  and  Peters) 

SPONSOR 
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V 

evaluates  media 
President    Itcn    lhili>     icIU    how 

ci$»'c»iic\v  views  mcMlia  in  Part   I  I  of 

SPOVSOIt's  All-Media  Sintl> 

Early  in  sponsor's  researching  oj  this  met/in  study,  Ben 
l)ul]\.  president  o)  ItliDO.  promised  to  tell  us  and  ow 

readers  how  an  agency  billing  some  sl2u  million  a  yew 
looks  at  the  media  picture.  This  article  is  the  result.  Il 

follows  "How  72  advertisers  evaluate  media."  SPONSOR,  7 

September  L953,  and  "Hon  ')!  agencies  evaluate  media." 
SPONSOR,  21  September  L953.  Both  of  these  were  based  on 

sponsor's  3,000-questionnaire  survey  of  leading  advertis- 

ers and  agencies.  Next  issue  SPONSOR  will  publish  "lion 

Emil  Mogul  tests  media  weekly  for  Kayco"  as  Part  12  of 
its   All-Media  Evaluation  Study. 

by  lien  Duffy 

^%  manufacturer  lias  full  control  o\er  the  quality,  st\lc 

price  and  method  of  distributing  his  product,  but  he  has 

little,  if  any,  control  over  the  factor  that  move-  his  product 
off  the  shelves  of  his  dealers  consumer  acceptance.  Since 

people  make  up  the  market  for  a  product,  and  since  adver- 
tising media  are  the  means  of  reaching  these  people,  before 

the  media  can  be  properl)  selected  the  media  have  to  be 

evaluated  properly.  For  example,  who  are  the  people  that 
use  the  product?  Men.  women,  children,  or  a  combination, 

oi  is  it  used  In  all  types  of  people? 

Is  it  a  mass  product,  such  as  a  cigarette,  or  a  class 

product,  such  as  a  Cadillac?  Where  are  these  people  lo- 
cated? If  it  is  a  tractor,  naturally,  you  would  want  t'> 

reach  the  farmers.  On  the  other  hand,  an  expensive  cos- 
metic would  more  likely  appeal  to  an  urban  woman. 

Does  the  product  have  national  distribution?  Schaefer 

beer  is  regional  or  sectional.  Others  beers  ma)  l>c  national. 
Schaefer  concentrates  on  sectional  media  to  avoid  waste, 
while  a  product  of  national  distribution  can  take  advan- 

tage of  the  national  magazine,  network  radio  and  TV  and 

so  forth.  Is  it  appealing  to  the  low  or  high  income  group? 

Henry  Ford  once  said.  "W  here  else  can  you  sell  cars — or 

anything  else  except  to  the  wage  earners?  There  aren't 
enough  people  of  any  other  kind  to  support  anv  industry." 

If  it's  a  food  product,  you  would  more  likeK  want  to 
reach  women,  yet  a  cigar  advertiser  would  want  to  reach 

5  OCTOBER   1953 
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NATIONAL  ADVERTISING  EXPENDITURES 

BY  M£P/A  •  mo  mt  ?9S2 
f/920-  100%) 

1920 

3901  INCREASE 

4%  OR  2.4%  OF  WHAT? 

$69  BILLION 

NATIONAL 

INCOME 

AWERTISIN6 
PERCENT 

|*72  BILLION  or  2.4% 

$292  BILLION 

The  two  charts  above  were  usetl  to  illustrate  Ben  Duffy's  recent  speech  on  media 

before    the     l\  I    convention    in    Chicago  2ti  September.    Excerpts  front 

the  speech  are  reprinted  in  this  issue,  starting  on  page  82 

men  onl) .  These  two  advertisers,  there- 

fore, may  use  the  same  medium — let's 
say  newspapers — but  the  food  adver- 

tisement would  be  more  at  home  on 

the  women's  or  food  page,  whereas  the 
cigar  advertiser  would  find  the  sports 

pages  more  advantageous.  Generallv 
speaking,  there  are  three  steps  in  the 
selection  of  media.  These  are  as  fol- 

lows: 1.  The  type  of  media;  2.  class 

or  group  of  media;  3.  the  specific 
medium. 

Type  oj  media:  Newspapers,  maga- 
zines, radio.  TV,  outdoor  car  cards,  di- 

recl  mail  or  some  other  vehicle  which 

will  serve  its  purpose. 

Class  or  group  oj  media:  After  the 
general  classification  has  been  decided 

upon,  the  next  question  is:  What  kind 
of  media  within  that  classification  will 

be  most  productive?  If  magazines  are 

decided  upon,  should  you  choose  a 
class  magazine  like  Vogue  or  a  mass 
magazine  like  Life?  If  newspapers, 
should  \ou  use  the  Sunday  supplement 

or  the  dail)  edition  of  the  newspaper? 
II  outdoor,  the  choice  would  lie  be- 

tween posters  or  painted  bulletins,  or 
perhaps  even  electric  spectaculars. 

The  copy  department,  possessing  this 
information  as  outlined  above,  can 

then  go  to  work  on  the  actual  adver- 
tisements designed  to  reach  such  per- 

sons, with  illustration  and  story  de- 
signed to  influence  their  favorable 

opinion  and  action. 

There's  a  lot  of  knowledge  and 
judgment,  based  on  experience  and 
research,  behind  the  planning  of  a 

campaign  before  the  media  depart- 
ment goes  into  action. 

The  major  advertising  media  are: 

magazines,  newspapers,  outdoor  and 
car  cards,  radio,  trade  and  business 

papers,  and  direct  mail. 
And  in  the  last  five  years  a  tremen- 

dous new  one  has  been  added:  tele- 
vision. 

Few  advertisers  use  one  medium  ex- 

clusively. They  use  several  major  me- 
dia or  some  of  the  secondarv  ones 

such  as:  book  matches,  minute  movies, 
classified  telephone  directories,  sky- writing. 

How.  then,  do  we  determine  what 

media  are  best  for  an  advertiser ?  How 

much  of  each  should  be  used  and  wh)  ? 
Perhaps  the  simplest  wa\   to  answer 

these  questions  is  to  examine  the  me- 
dia themselves  to  see  what  they  can  do 

— and  what  they  cannot  do. 

Too  many  times  attempts  are  made 

to  compare  media  statistically.  Cer- 
tainly it  is  desirable  to  know  whether 

a  four-color  page  in  The  Saturday- 
Evening  Post  is  as  good  a  way  to  reach 

people  in  every  community  in  the 

country  as  is  a  half-hour  radio  network 

program  on  NBC.  Or  how  much  bet- 
ter a  TV  program  for  52  weeks  in  New 

York  is  than  a  weekly  schedule  in  the 

Daily  News.  We  can  evaluate  these  op- 
portunities, but  not  by  statistical  means. 

Lets  try  to  do  it  for  television  in 
New  \  ork  vs.  the  Daily  I\etvs.  The 
New  York  television  service  area  I  that 

is.  that  section  of  the  New  York  metro- 

politan area  within  a  radius  of  about 

50  miles  and  within  reach  of  a  TV  sig- 
nal of  adequate  strength  and  clarity  I 

has  3.565.000  sets  or  SOc/c  of  the  homes 
in  the  area.  The  New  ̂   ork  Daily  News 

citj  and  suburban  editions — distrib- 
uted within  a  50-mile  radius  of  New 

York  City — have  1.856.000  circulation 
or  41%  coverage.  So  on  this  basis  TV 
has    considerablv    better    coverage    of 

George    J.    Abrams  ad   director,    Block   Drug   Co.,   Jersey   City 
Vincent    R.     Bliss  oxecutivo  v. p.,   Earle   Ludgin   &  Co.,   Chicago 
Arlyn    f.    Cole  pres.,   Mac  Wilkins,  Cole  &  Weber,  Portland,  Ore. 
Dr.    Ernest    Dichtcr  pres.,    Inst,  for   Research   in    Mass   Motivations 
Stephens     Oietr      v. p.,    Hewitt,   Ogilvy,    Benson   &    Mather,    New   York 
Ben    R.    Donaldson        ad  &  sales  promotion  director,  Ford,  Dearborn 

SPONSOR'S  All-Media  Advisory  Board 

Marion    Harper   Jr.  president,   McCann-Erickson,   Inc.,  New  York 
Ralph  H.  Harrington  ad   mgr.,   Gen.  Tire   &   Rubber  Co.,   Akron 
Morris    L.    Hite  president,   Tracy-Locke   Co.,    Dallas 
J.     Ward    Maurer  ad    director,    Wildroot   Co.,    Buffalo 
Raymond  R.   Morgan  pres.,    Raymond    R.   Morgan  Co.,   Hollywood 
Henry  Schachte  v. p.,    Sherman   &    Marquette,    New  York 
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New  York  than  the  Sews  has,  lint  are 

I  \  m-i  ownership  and  new spapei  cir- 

culation  comparable?  We  don'l  think 
10,  rhe  purchase  oi  .1  newspapei  _u.11 
antees  an  almost  luir  ,  intent  to  read 

;ii  least  some  portion  "I  thai  paper. 
Kill  I  \  Bel  ow nership  dues  ool  take 
into  consideration  whether  01  nol  the 

-t-i  is  turned  on  or  off.  Ml  right,  we 
1  .in  adjust  the  figures  foi  that.  There 
are  several  research  Bervices  available 

to  use  i"  give  us  data  Bhowing  the 
nuniber  ol  Bets  in  u-c  at  an)  time  pe- 
1  ii>il  and  the  rating  (that  is,  the  num- 

bei  ni  people  \  iew  ing  1  <>l  each  j » r « >- 
gram  being  transmitted  at  thai  time. 

let  -  98)  we  are  talking  aboul  a  T\ 
show  on  \\  Mil  Monda)  night,  8:00- 
8:  10.  Sets  in  the  New  \,nk  area  total 

3,565,000.  If  the  rating  is  28,  we  are 

therefore  reaching  998,200  M'ts  timed 
in  at  that  time  to  WM.T      main    fewer 

than  the  Daily  Sews  circulation  of 

1,856,000  which  we  used  a  minute  ago. 
But  998,200  viewers  vs.  1,856,000 

Sews  readers  isn't  fair  to  TV,  because 
the  998,200  I  A  figure  is  actual,  where- 

as the  Sews  figure  represents  poten- 
tial, not  delivered,  readers  of  a  spe- 

•  1  tie  ad. 

U /mi*    lilllfO  imiiKv  to  IttMMG  mbout  a   nu'ilium 

ht'l'nrv  ff<»4-i.fiii</  «n  «i  <•« nipuM/ii 

(Bated   on    Bon   Duffy's  answer;   to   SPONSOR  1   agency   survey) 

1.  How   well   docs   it  cover  the   market? 

2.  Docs   it   reach   the   buyers  of   my  product? 

3.  How   docs   it   rate  in   a   particular   market   against   other   media? 

4.  Any  research  available?  Or  where  do  I  get  my  facts  about  the  medium? 

5.  What   is   the  medium's  prestige  or  quality? 

6.  Will  I   need  other  media   to  complete  the  coverage? 

7.  What     merchandising     or     product     cooperation     will     I     get     from     the 

medium?     Is  it  a  valuable  asset? 

8.  What   advertising    recognition   docs   if   have? 

That—   a   \  alid   CI  iticism,   BO    let  B    re- 

ilui  e  the  Sen  1  figure  >  potential  >  to  an 

aettial    one.     Let's   ~a\     we   are   using    an 
825-line  ad  in  the  Sews.  I  hat  space 
incidental-)  would  be  the  full  width 

of  the  page  (five  columns)  and  165 

lines  deep.  Let's  >a\  that  this  ad  gets 
a  2()  rating,  and  that's  an  awfull)  good 
one.    If  we  appl)  this  20  to  1,856,000 

circulation,  we  find  thai  371,200  peo- 

ple read  our  ad  considerabl)  fewer 
readers  than  the  viewers  of  our  l\ 

show.  But  now  the  tables  are  turned — 
now  thi~  i-  a  disadvantage  unfair  to 

the  newspaper,  because  broadcast  me- 
dia ratings  and  print  readership  fig- 

ui <•-  are  not  comparable,  since  the  rat- 
i  Please  turn  to  page  80) 

#/#>/#   Ihil  I  if  v  (ttrittl  tit  It  It  DO  its  oiiivv  hotf 

Ben  Duffy  (baptized  Bernard  Cornelius  was  horn 

January  21,  1902,  in  the  "Hell's  Kitchen"  section  of 
New  York's  west  side.  His  parents  were  Irish  immi- 

grants, natives  of  Ballybay.  near  Castle  Blaney,  in  the 
lister  County  of  Monaghan. 

He  left  Regis  High  School  to  work  as  a  messenger  for 
a  coffee  company.  His  younger  brother  .John,  mean- 

while, had  a  job  running  errands  for  the  young  adver- 
tising agency  of  Barton.  Durstine  &  Osborn.  One  day 

John's  boss  asked.  "Are  there  any  more  at  home  like 
yon.'"  Asa  result.  Ben  came  in  tor  an  interview.  Fas- 

cinated with  the  thought  of  becoming  an  artist  and 
eager  to  get  the  $1.75  more  weekly  paid  by  BDO,  Ben 

forsook  the  coffee  business  for  advertising. 

Beginning  at  17  young  Duffy  spenl  three  years  as  of- 
fice boy.  shipping  clerk  and  checker.  Before  he  east 

his  first  vote,  he  knew  advertising  was  to  be  his  career 

and  he  spent  much  of  his  spare  time,  including  many 
evenings,  learning  all  he  could  about  it.  At  20,  he  was 
promoted  to  the  media  department. 

In  1928  whim  Barton,  Durstine  &  Osborn  merged  with 
George  Batten  Co.  to  form  BBDO,  Duffy  became  head 

of  the  media  department.  As  the  agency's  billings 
mounted  his  responsibilities  increased — 1934,  director 

of  media,  market  research  and  merchandising;  1938, 

vice  president  and  director;  1944,  executive  vice  presi- 

dent: 1945,  general  manager,  and — in  1946  president. 

In  his  34  years  in  the  advert isiiiLr  agency  business,  Ben 

Duffy  often  has  been  a  member  of  a  team  that  per- 
suaded clients  to  appoint  BBDO  to  handle  advertising 

running  into  millions  of  dollars.  But  he  managed  the 

agency's  most  spectacular  achievement  alone.  A  letter 
to  the  American  Tobacco  Co.  resulted  in  an  interview 

with  the  president  and.  after  an  hour  and  a  half  in- 
terview. Duffy  came  out  with  the  $10,000,000  Lucky 

strike  account. 

Somewhere  along  the  line  he  virtually  lost  his  given 

name,  "lien"  was  used  so  commonly  that  he  finally 

dropped  "Bernard  ('."  excepl  in  the  most  formal  let- 
ters. It's  probable  that  even  in  his  own  agency  today 

many  persons  wouldn't  recognize  "Bernard  Duffy." 
Du fly  is  the  author  of  several  hooks.  The  first  was 

"99  Bays."  published  by  Harper's,  followed  in  1 
by  the  much  more  successful  "Advertising  Media  and 

Markets."  published  by  Prentice-Hall.  His  latest  honk. 
"Profitable  Advertising  in  Today's  Media  and  Mar- 

kets" Prentice-Hall  was  published  in  May  1951.  It  is 
a  revision  of  "Advertising  Media  and  Markets 

5  OCTOBER   1953 
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of  budget  on  TV 
Efficient  use  of  network  TV  has  brought 

Speidel  35%   sales  increase  in  three 

years,  40%  of  total  watchband  sales 

Speidel  Corp.  puts  100' v  of  its  ad- 
vertising budget  into  network  TV. 

And.  though  its  budget  is  large  enough 

to  buy  a  top-notch  TV  program  all  its 

own  on  a  year-'round  basis,  it  prefers 
to  sponsor  two  half-hour  evening 
shows  on  two  different  networks  on  al- 

ternate weeks. 

The  programs:  Name  That  Tune, 
starring  Red  Benson.  NBC  TV  (65 

stations).  Mondays.  8:00-8:30  p.m.. 

alternating  with  Block  Drug's  Amm-i- 
dent  Toothpaste;  Make  Room  for  Dad- 

dy, starring  Danny  Thomas,  ABC  TV 
I  full  network,  with  97  stations 

cleared  to  date,  I  Tuesdays,  9:00-9:30 

p.m.,  alternating  with  American  To- 

bacco Co.'s  Lucky  Strikes.  Both  shows 
were  bought  for  52  weeks  to  run 

through  fall  1954.  Speidel  Corp.'s  ad- 
vertising is  handled  by  SSC&B.  with 

Tom  Coleman  as  account  executive. 

Reasoning  behind  this  approach  to 

TV  advertising  is  summed  up  by  Spei- 

del's ad  manager.  Harold  Rosenquist: 

"By    alternating    sponsorship    on    two 

different  programs  and  two  separate 

networks,  we're  getting  wider  coverage 
than  we  could  with  a  single  program. 

W  e  gain  two  potential  merchandising 
vehicles.  And.  furthermore,  through  a 

system  of  cross-plugging,  we're  ac- 
tually in  the  viewers'  mind  on  both 

programs  each   week." Speidel  s  aim  in  advertising  is  three- 
fold :  ill  to  promote  watchbands  as 

gift  items:  (2)  to  sell  the  Speidel  line; 
i  3  i  to  insure  good  display  for  Speidel 
at  the  retail  level. 

Here's  how  Speidel's  two  shows  are 
designed  to  fulfill  these  aims: 

Both  Name  That  Tune,  a  variety- 

quiz  show  m.c.'d  by  Red  Benson,  and 
Make  Room  for  Daddy,  a  family  sit- 

uation-comedy starring  Danny  Thomas 

and  Jean  Hagen.  appeal  directlv  to  the 

type  of  viewers  who  are  potential  Spei- 
del customers — young  adults,  the  stvle- 

conscious  men  and  women. 

Each  program  contains  three  com- 
mercials. During  the  week  when 

it's  Speidel's  turn  on  !\ame  That  Tune, 
one  of  Lucky  Strikes  commercials  on 
Make  Room  for  Daddy  the  next  night 
contains  a  15-second  closing  plug  for 

Speidel.  Speidel  also  gets  one  whole 
commercial. 

Speidel  Corp.  began  using  this  meth- 
od of  cross-plugging  when  it  alternat- 
ed sponsorship  with  the  Crosley  Corp. 

on  the  W inchell-M ahoney  show  over 

NBC  TV  starting  January  1952.  It's 
an  efficient  way  of  getting  maximum 

Speidel  alternates  with  Lucky  Strike  on  new  ABC  TV  comedy  featuring  With  stars  of  its  other  net  show,  "Name  That  Tune"   (NBC  TV),  are   H. 
Danny  Thomas.    Both  sponsors  use  cross  plugs  to  reach  viewers  weekly  Rosenquist,    ad    manager    (left);    C.    Spitzer,    sales    manager    (center) 
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Hon*  Speidel  makes  alternate-u-eek 

television  sponsorship  poo  off 

WIDE  COVERAGE  of  potential  Speidel  customers  is  more  feasible 

with  two  separate  programs  on  two  different  networks  than  with  a 

single  show.  The  savings  from  shared  sponsorship  mako  it  possible 

for  Speidel  to  bankroll  two  high-priced  entertainment  vohicles  for 

the    price    of    owning    one    e«clusively. 

CROSS  PLUGS  with  Lucky  Strike  on  "Make  Room  for  Daddy'  and 

Amm-i-dent  on  "Name  That  Tune"  keep  Speidel  on  viewers'  mind 
on  two  consecutive  evenings  each  week,  give  watchband  firm  two 

merchandising  vehicles  in  lieu  of  one.  Cross-plug  system  previously 

paid    off   for    Speidel    and    Crosley   Corp.    on    "Paul    Winchell." 

COMPATIBLE  CO-SPONSORS  enhance  value  of  Speidel's  advertis- 
ing. Association  with  well-known  firms  like  Block  Drug  and  American 

Tobacco  Co.  adds  prestige.  For  successful  alternate-week  sponsor- 

ship, firm  had  to  exclude  related  products,  or  any  gift  items  that 

might  draw   attontion  from   their  own    line. 

benefits  out  of  a  network  I  \  show  Eoi 

both  sponsors.  a-  a  number  ol  other 

major  T\  sponsors  have  found.  (See 

"What  you  should  know  about  alter- 

nate-week sponsorship,"  sponsor,  8 
September  L952,  page  36.  i 

Speidel's  commercial  format,  too. 
hears  discussion.  The  sponsor  a  policj 

i-  to  use  TV  for  direct  selling.  I  he 

firm's  two-year  stint  on  network  radio 
between  L947  and  1949  had  brought 
it  brand  name  identification  (see 

"Radio  sells  a  watchband.'*  SPONSOR, 
28  Februan  1949,  page  27).  Televi- 

sion was  expected  to  both  enlarge  and 

complete  distribution,  and  to  sell  di- 
reetb  to  the  consumers. 

Speidel  and  SSC&B  agree  that  a 

strong,  individualized  sales  personal- 

ity can  do  more  in  putting  oxer  a  spon- 

sor's message  than  the  most  effective- 
K  written  copy.  The)  have,  therefore, 

chosen  as  Speidel  sale:-  personalities 

Jinx  Falkenburg  and  Donald  Wood-. 

"Jinx,  for  the  sentimental  approach, 
with    stress    on    soft-sell,    gift    selling. 
adds  Sale-   Manager  Charles  Spitzer. 
Woods  is  lor  the  hard-sell.  He  was 
chosen  out  of  40  announcer-  consid- 

ered for  the  job.  Both  Speidel  an- 
nouncers are  free  to  alter  the  cop\  to 

fit  their  own  personalities.  Each  sells 

only  one  particular  item  in  each  com- 
mercial. 

Here's    a    t%  pical   example    of    what 

HIIHUIIWIIiUIIIIIHIIHllllllHIIIHHHUHIIIIIIIIIIIIIIHHIllllllHllllllinillH 

case    history 

Speidel  rein-  to  as  the  "sentimental 

approach": Jinx  Falkenburg:  "Hi!  I'm  Jinx  Fal- 
kenburg. I'd  like  to  -how  you  some- 

thing I'm  ju-i  crazy  about!  It'-  the 
Fashion  rage  anion-  young  people 
everywhere  .  .  .  especiallj   those  awa) 
from  home.  It  s  Speidel-  new  PhotO- 

Identif'x  alion  bracelet.  See!  \  stun- 
ning identification  bracelet  for  men! 

but  that's  not  all.  I  nderneath  the 
name  plate  a  place  to  put  your  loved 
one-  picture  to  always  keep  you  close 
to   the  one   \  OU   lo\  e. 

"Can  t  you  just  imagine  how  pleased 
any  man  will  be  to  receive  this  Speidel 

Photo-blent  from  you?  Hut  be  sure 

you  get  a  genuine  Speidel.  because 
there  >  nothing  to  match  it.  So  com- 

fortable,   SO    beautiful. 

'"  \nd  look,  here's  a  Speidel  Photo- 

blent  for  women.  Here'.-  where  you 
put  your  loved  one-  picture.  \  spei- 

del Photo-blent. 

"  \    thrilling   gift    for   him. 

"  \  warm,  sentimental  gift  for  her. 
^  our  jeweler  will  be  glad  to  -how  it 

to   you!" 
One  proof  of  the  efficiency  of  this 

type  of  selling  are  report-  from  main 

of  Speidel's  30,000  retail  outlet-  in- 
forming the  manufacturer  that  custo- 

mers Come  into  the  -tore  asking  for  a 

particular  Speidel  item  b\  name.  If 

the  jeweler  doesn't  happen  to  have  this 
style  in  stock,  customers  frequently 

leave  the  jeweler  either  the  total 
amount  of  the  item  or  a  deposit,  and 

bu\  it  "straight  from  T\ ,"  sight-un- 
seen in  the  store. 

I  he  Photo  bli  lit  lua-  elel   itself 

advertised  in  two  <  ommeri  iab  •">  Spei- 
del's /"'////  K  inchell  Show,  NB(    l\  al- 

i.  i  ii. lie  Monday  -  8:00-8:30  p.m..  dur- 

m-  the  lu-i  week  oi  Man  h  195  '•.    \t 
the    lime    the    <  omiiiec  lal-     WCTt    ailed. 

id.-  brai  eli  i  hid  Bpott)   disti  ibutio 

best.     I  hrough    I  \    advertisii 
t  'in I.-    Spitzer,    12    million    m    retail 

-ale-  were  made  bj  June  19  >  '>  w  ith 
lln-   one   il.-iii   alone. 

I  larold  Rosenquisl  himself  re»  en  ed 

I  ..",  phone  '  all-  1 1 oin  retailei -  w  ithin 

a  week  aftei  thai  earlj  Mai  h  com- 
ial  i"i   Photo-Ident. 

Speidel  Corp.  ha-  been  a  network 
I  \  advertise!  Bin<  e  19  I''.  <  >n<  e  the 
firm-  three  policy-making  executives 
i  Paul  Levering,  exe<  utive  v.p.  and  gen- 

ei .il  manage!  ;  (  hai  les  E.  Spitzei .  sales 

manager;  Harold  Rosenquist,  adver- 
tising    manage]  I    det  ided    upon    using 

I  \  .     their     choil  e      wa-      maile     ipii<  k- 

K.  Thej  bought  13  weeks  on  the  Ed 
H  ynn  Shou .  NB<  I  \  -  late  Saturday 

night  program  'at  $26,000  a  week), 
through  Cecil  X  Presbrey,  their  agency 

between  PUT  and  L949.  Since  I'M1). 
Speidel-  ad  budget  ha-  risen  from 
-1 .25  million  to  $2.5  million. 

Speidel  -  promotion-minded  sales 

manager,  Charles  vpit/er.  relates  one 
example  of  the  effects  of  TV  adver- 

tising : 

"The  head  of  a  department  store  was 
watching  T\  one  Saturday  evening, 

and  was  impressed  with  the  display  of 
i  Please  turn  i<>  page  66  i 

Speidel   has  developed   own   distinct  sales   per- 
sonalities:    Jinx     Falkenburg,     Donald     Woods 

5  OCTOBER   1953 29 



What  Ms  $5  million  i .1 
Network  radio  comeback  is  MH   aim.    Clients  will  benefit  from  stiffer  compel 

by  Miles  David 

J%.  network  radio  comeback  is  in  the 

making  at  NBC.  Spurred  by  half  a 
decade  of  CBS  Radio  triumphs,  by 
voices  raised  among  affiliates,  and, 

finally,  b)  the  hand  of  RCA  and  NBC 
Board  Chairman  David  Sarnoff.  I\BC 

Radio  w  ill  fight  for  advertising  dollars 
this  fall  with  new  sales  tools  and  fresh 

intensity. 

Advertisers  will  be  the  first  to  gain. 

The  reinvigorated  NBC  Radio  oper- 
ation will  mean  this  for  sponsors: 

1.  More  shows  to  choose  from  in 

network  radio  as  NBC  Radio  invests 

$5,000,000  in  new  programing  this 
fall. 

2.  More  flexibility  in  the  way  net- 
work radio  can  be  bought  as  NBC  adds 

three  new  participation  sales  plans  to 
its  rate  card  (see  details  on  plans  in 
table  below) . 

3.  More  salesman  calling  on  them 

more  often  and  with  more  sharply  de- 
fined sales  approaches  as  NBC  splits 

radio  selling  from  television. 

4.  More  radio  emphasis  every- 
where. The  pressure  NBC  exerts  on  the 

radio  industry  wil  be  reflected  in  in- 
creased efforts  among  its  competitors. 

Channeling  through  agency  and  client 
offices,  the  NBC  stimulus  can  mean 
more  talk,  more  action  for  the  network 

radio  business  in  general. 

The  new  shows — 28  of  them — are 

the  foundation.  NBC  will  spend  over 

a  quarter  of  a  million  in  the  next  three 

months  alone  to  promote  and  adver- 
tise them,  William  H.  Fineshriber  Jr., 

vice  president  in  charge  of  the  network, 

told  the  mid-September  meeting  of  af- 
filiates in  Chicago.  As  Ted  Cott,  oper- 

ating vice  president,  put  it  to  SPONSOR, 

"We  could  have  thrown  in  house  or- 
chestras or  surrendered  and  made  Sun- 

day night  into  a  series  of  public  service 

hours." 

Instead  the  networks  new  show 

series  includes  a  two-hour  Sunday 

newspaper  of  the  air  with  top-drawer 
newsmen  and  columnists  covering  fea- 

tures, sports  and  the  news  I  Weekend  I  : 
a  drama  series  capitalizing  on  Frank 
Sinatras  success  as  an  actor  in  the 

movie  From  Here  to  Eternity  and  star- 
ling him  as  a  private  eye  I  Frankie 

Galahad)  ;  a  Western  drama  series 
starring  Jimmy  Stewart,  again  tying 

in  with  recent  Hollywood  casting  which 

wrapped  the  gangling  Stewart  in  chaps 
and  six  guns  ( The  Six  Shooter):  an 

hour-long  dramatic  series  with  Helen 
Hayes  and  Fredric  March  as  hosts 
and    with    star-name    casts    to    include 

The  facts  at  a  glance  on  NBC's  new  radio  sales  plans 
PROGRAMS MINIMUM    BUY COSTS 

THE 

THREE 

PLAN 

THE 

ONE 

PLAN 

30 

Fibber   McCee 

10-10:1.")   P.M.   M-F 

[SITUATION -COMEDY) 

It  Pays  to  be  Married 

5:  15-6  P.M.  M-F 
U  DIENCE  PARTIC.) 

Second  Chance 

11:45  12   \<>(>\    \1  I 
II  DIENl  1   PARTIC.) 

Three   one-minute   participations   per 
week   for   four  consecutive  weeks  is 

smallest  allowable  buy.    Message  may  be 

placed  anywhere  within  three  strips  but 
on  non-rotating  basis.    If  client  wishes 
he  could  buy  three  participations  in  only 

one  of   the   three  strips,   provided    he 
used  no  more  than  one  commercial  per 

quarter-hour  program.    Client  gets  product 
exclusivity    in    an\    one   of   the    three 

strips    if    he    bins    minimum    of    two 

participations  per   week   for  minimum 

ol    13  consecutive  weeks  in  that  strip. 

The  Big   Preview 
II   \'l   \()(>\  SAT. 
RECORD   SHOW) 

Weekend 

2  i  P  \/.   SI  V. 

/;  IDIO    \i  it  SP  U'ER) 

Clients   ma)    bu\    one   participation   one 
time  in   either  of  the   two   shows   shown 

at  left.    While  the  two  shows  arc  sold 

"ii    similar    basis,    dubbed    "One    Plan" 
Ia   sponsor,  there  is  no  connection  between 

them.    Sales  plan  is  similar  to  "Today" 
on  NB<     I  \      1  here's  room  for  8  adver- 

tisers  per  hour.    Small  budget    advertisers 
who  were  nevei  able  to  bin  lull  shows 

on   network   radio  arc  among  prospects 

NBC    hopes   [o  sell.     But   it's  felt   major 
spenders  ma)    be    interested   from 
individual    brand    standpoint. 

Weekly  costs  are  as  follows    (three  par- 
ticipations) :   S6.750  in  morning  strip; 

S6.075   in  afternoon;   S8,750   in  evening. 

One  participation   in   all   three  shows  costs 

$7,475.    Buy  of   78-116   participations 
within  52-week  period  earns  4%   discount; 

117-155   participations  earn  6%;    156  or 

more  earn  8%  discount.    This  discount 
cannot  be  combined  with  other  NBC  Radio 

buys  to  earn  other  discounts.    NBC  esti- 

mates   weekl)    cost -pci  -1,000   listener 

impressions    at   SI. 08   for   a   one-minute 
participation    in    each    strip. 

Cost  for  "Weekend"  one-minute  participa- 
tions is  S2.250,  including  time  and  talent. 

"The  Big  Preview"  costs  S2.000.    No 
discounts  are  given   for  either  show  and 

mone)  spent  for  participations  cannot  be 
added   to  other  expenditures  on   NBC 

Radio  to  earn  regular  dollar-volume 
discounts.     NBC.   estimates    cost-per-1,000 
listeners   of  880   will   be   attained    b\ 

"Weekend."     With    three    participations   in 
"Weekend,"  sa\s  NBC.  client  will  make 

7,650,000    listener    impressions.     For   media 
cost   comparisons  see  chart  at  right. 
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f sliiinil  means  In 
•   norr    to    choose     I  i'oiii 

Henrj  Fonda.  Hum|»hrc\  Bogart,  Mar- 
It  nt-  Dietrich  {Radio  Stai  Playhouse). 

I  he  -i'<  new  shows  were  to  be 
launched  tlii-  week  (4-10  ( tetobei  I . 
bunched  for  impact.  The  trade  can 

expect  anything  in  the  wa)  "I  promo- 
tion during  and  after  the  debut  From 

'rls  baked  in  a  pie  i<>  -<'! 
IK  ing  formation  over 

the  RCA  building. 

Meanwhile  NBC's  stafl  ol  15  radii) 
salesmen  has  begun  making  the  rounds 
to  pitch  ilic  shows  and  NBCs  new 
Bales  plans. 

NBC's  new  -ales  plans  are  designed 
to  open  up  network  radio  as  a  possi- 
liiliix  for  small  and  medium-sized  ad- 

[Story   continues  next  page) 

_< >  .linn  nip  ^. i 

fking    saucer: 

Ted    Cott,    Bill    Fineshriber,    Fred    Horton    are 

men   rebuildinq   NBC    Radio   programing,   sales    P 

NBC  Radio's  multiplication  table  for  time  and  space  buyers 

$33,000 
I   "LIFE" PAGE 

[-COLOR 

OR  It  "THREE"  PL  l\    MORNING  C0MMERC1  iLS 

OR  IB  "THREE"  PLAh    iFTERNQOh  COMMERCIALS 

OR  10  ■THREE"  PLAh   EVENING  COMMERCIALS 
OR  12  COMMERCIALS  /A    iLL  THREE 

OR  II  ■  //  EEKEND"  COMMERCI  ILS 

$21,000  =      I  "LIFE"  BL  iCK  & 
WHITE  P  IGE 

OR     .9  -THREE-  PL  l\    MORNING  COMMERCI  iLS 

OR   10     THREE"  PLAh    iFTERNOOh  COMMERCIALS 
OR     6  -THREE"  PL  W   El  ENING  COMMERCI  ILS 
OR     8  COMMERCI  ITS  I\    ILL  THREE 

OR     9  -U  EEKEND"  COMMERCI  ILS 

S38.000  =   I   "THIS  WEEK- 
COLOR  PAGE 

OR  16  -THREE"  PL  /\    MORNING  COMMERCI  ILS 
OR  18  "THREE"  PLAh    iFTERNOOh  COMMERCIALS 

OR  U     THREE"  1>1.  W   EVENING  COMMERCIALS 
OR  15  COMMERCI  iLS  /\    iLL  THREE 

OR  16  "WEEKEND"  COMMERCI  I!  - 
NOTE:    Oosta    for    page    insertions    Include    lt%    for    monotone    and    15%    for    4-rolnr    art    anil    mwhaniral    estimated    rharces 
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vertisers  as  well  as  providing  current 
network  clients  with  a  flexible  buy. 
The  Three  Plan  hears  a  resemblance 

to  the  exi-lin.^  Operation  Tandem  in 

that  the  advertiser  must  buy  a  mini- 
mum of  three  participations  weekly 

placed  in  his  choice  of  three  shows. 

Big  difference  is  price.  Operation  Tan- 
dem cost  you  in  the  neighborhood  of 

$13,000  weekly.  The  Three  Plan  is  $4- 
5,000  cheaper.  And  the  Three  Plan  is 
more  flexible. 

A  Tandem  client  got  one  minute  in- 
sertion in  each  of  three  half-hour,  once- 

a-week  programs.  The  Three  Plan 
gives  advertisers  the  chance  to  mix 
their  shots.  A  company  can  elect  to 

place  all  of  its  commercials  in  just  one 

of  the  three  15-minute,  five-times-a- 
week  shows,  or  in  two,  or  in  all  three, 

depending  on  its  needs. 
One  of  the  strips  is  in  the  morning, 

one  in  the  afternoon,  one  in  the  eve- 
ning. Thus  for  the  first  time  a  flexible 

sales  plan  has  been  broadened  to  in- 
clude daytime.  The  shows  are  Fibber 

McGee  and  Molly,  10:00-10:15  p.m. 
M-F;  It  Pays  To  Be  Married,  5:45- 

6:00  p.m.  M-F;  Second  Chance,  11:45- 
12  noon. 

Operation  Tandem,  the  first  flexible 

network  sales  plan,  will  probably  be 
discontinued.  The  networks  thinking 

is  that  while  it  has  paid  out  for  clients 
who  used  it  the  initial  price  was  too 

high  to  attract  enough  of  the  medium- 
sized  and  small-budget  advertisers. 

The  Three  Plan.  NBC  feels,  is  low 

cost  enough  to  bring  in  anyone  from 
the  seasonal  sponsor  with  $50,000  to 

spend  to  a  big  company  with  half  a 
million  dollars  allotted  for  launching 
a  new  product. 

Here,  for  example,  are  the  costs  of 
sponsoring  Three  Plan  shows  for  four 

through  52  weeks,  assuming  the  mini- 

mum buy  of  three  participations  per 
week.  Costs  are  given  separately  for 
each  of  the  strips.  Price  of  Inning  one 
each  is  the  average  of  all  three  costs. 

Homing    Ifternoon    Evening 
>    27.         -     J  I  .'.'Ml       -      ,   

54,000         18,600  70,000 
S7.7MI         78,975  113,750 

168,480       151,682  218,400 
247,455      222,729  820,775 

290,628  118,600 

NBC's  second  new  sales  plan  is  even 
more  flexible  than  The  Three  Plan.    It 

hasn't  been  named  officially,  but  SPON- 
SOR dubs  it  The  One  Plan,  since  ;l  cli- 

ent  maj   l>u\   a  minimum  of  one  par- 
ttion  weekl) . 

Two  shows  will  be  sold  on  this  basis 
Imt  there  is  no  connection  between 

the   shows   in   selling.    The   programs 

.in     II  eeh  nd,  the  2:00- 1:00  p.m.  Sun- 

Contract    length 
4  IM  I    k^ 
8  weeks 
13  weeks 
26  weeks 
39  weeks 
52  weeks 

•      WEEKLY  TIME  &  TALENT  COSTS  OF  14  NEW  NBC  RADIO  SHOWS*      \ 
•                PROGRAM TIME    PERIOD Net    time    and 

gross  talent  for 52  weeks 

•           CA\    )  01    TOP  THIS? !/■/■'  10:15-10:30  P.M. 

2  PER  WEEK SI  2,968         I 
3  PER  WEEK 

18,668          * 
5  PER  WEEK    29,806 

•          NEWS 
77  ES.,    Till  RS.,   FRI. 
9:30-9:35  P.M.  3  PER  WEEK 

9,197 

•          FRANK  SINATRA  _     TIES.    9:35-10:00    P.M. 11,606 

I         HOUSE  OF  GLASS    FRI.  9:35-10:00  P.M   13,017          I 

•         Saturday 

1          If  OMAN  IN  LOVE    10:00-10:30  A.M. 7,646          I 

J         ROUNDUP         
APPROX.  5:30-5:45  P.M   

5,094 
•          ASK  THE  SPORTS  WORLD  ... 5:45-6:00  P.M.   

5,388 1          COLLEGE  QUIZ  BOWL  _ 8:00-8:30  P.M. 

10,962         * #            Sunday 

I          THE  MARRIAGE  .   _+.   7:30-8:00  P.M.      _^_ 14,197         I 

J          HOLLYWOOD  STORY      ,... 
8:00-8:55  P.M.    10,788         I 

FIVE-MINUTE  NEWS  (4  shows) Various  times        12,262 
I          SIX  SHOOTER   (J.  Stewart)   8:30-9:00  P.M.    ,   13,491         I 

J          STROKE  OF  FATE    9:00-9:25  P.M     10,135         I 

J          ROYAL  THEATER     
9:30-10:00  P.M.    

at    SPONSOR'S    presstime. "Only    14    of    new    shows    had    prices    set 

day  newspaper  of  the  air.  and  The  Big 
Preview,  11:00  a.m. -1:00  p.m.  Satur- 

day airing  of  new  records  (only  the 
first  hour  of  the  latter  will  be  sold). 

The  sales  plan  resembles  the  ap- 

proach used  in  NBC  TV's  Today. 
There  are  eight  commercials  sold  per 
hour,  each  at  a  fixed  price.  Cost  for 

Weekend  one-minute  participations  is 
$2,250  including  time  and  talent.  Cost 
for  The  Big  Preview  participations  is 

$2,000,  including  time  and  talent.  Ad- 
vertisers can  buv  as  few  as  one  inser- 

tion, one  time.   There  are  no  discounts. 

The  new  NBC  sales  plans  extend  the 
number  of  availabilities  considerably 

over  the  three  contained  within  Opera- 
tion Tandem.  Tandem  had  room  for 

three  advertisers  spread  over  90  min- 
utes weekly  of  programing.  The  two 

new  NBC  plans  make  room  for  over 
three  dozen  within  six  hours  and  45 

minutes  of  programing. 

But  NBC  doesn't  plan  the  spread  of 
participation  selling  over  much  more 

of  the  schedule.  "We  feel,"  Ted  Cott 

told  sponsor,  "that  half  hours  and 
hours  will  always  be  sold  and  that 
well  be  able  to  sell  more  of  them  with 

our  roster  of  new  shows  and  our  sales 

staff — the  largest  among  the  networks." 
Cott  feels  strongly  that  radio  has 

three  basic  uses  to  clients  and  that  par- 

ticipation-type shows  are  suitable  for 
only  one  of  these  uses.  He  sees  these 
uses  as:  ill  for  mass  circulation  of  an 

advertising  message:  (21  for  getting 

the  benefits  of  an  audience's  loyalty  to 
a  show  or  performer,  and  I  3  I  for  serv- 

ice or  institutional  advertising. 

All  these,  he  feels,  have  a  valid  place 

in  American  business,  but  only  the  ob- 
jective of  circulation  can  be  fulfilled 

with  participation  shows.  Accordingly 
Cott  feels  that  there  will  be  no  sudden 

I  Please  turn  to  page  104) 
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How  In  get  the  most 
out  of  your  public 

relations  show 
You  can  develop  low-cost  campaign 

with  far-reaching  effects  if  you 

use  the  right  community  tie-ins 

Mm  PCS  youi  publii  I-  I. iii" n-  -li"\» 
come  undei  the  heading  ol  "favorite 

•  li.ii  ii\  '." 

I  In-  question  suggests  itself  \% hen 
\  mi  think  li.i"  k  about  I'l!  show  -  ol 
man)  an  ail  adi  ertisei  I  requentl) 

the  approa<  li  was  in  anothei  \% < <i I<1 
h  "in  strategy  w  hi<  li  •  hai  a<  tei  i/<-'l  the 
same  In  m  -  product  advertising. 

Nowadays,  however,  more  and  more 

i  ompanies  are  realizing  publk  rela- 
tions ■  ampaigns  can  I"-  planned  on  .1 

hard-headed  basis.  I  See  "I-  j  our  I'M 
man  air-minded?"  I  June  1953,  | 

18.) 

I  his  .ti ii«  le  •  "Hi. mi-  the  philosophy 

;ukI  experience  "f  one  Buch  firm,  the 
Rubel  Baking  <  ■>.  "f  Cincinnati.  This 
■  "iii|i.m\  fell  it  wasn't  enough  i"  put 
a  -Imu  (in  the  air.  unlit  the  hard-sell 

commercials,  and  then  forget  the  whole 

thing.  It  discovered  that  creating  nat- 
ural  tie-ins  h  iili  <  i\  i<  .  educational  and 

othei  1  ommunitj  ur"ii|i-  transformed 
one  show  into  a  whole  campaign.  Such 

tie-ins,  Rubel  -""ii  found,  can  lirinfr 
tangible  results  in  the  way  "f  publi<  in . 
new  customers  ami  goodwill. 

1  Please  turn  to  page  761 

case    history 

RUBEL    BAKING    USES    KIDS'    ESSAYS    AS     "COMMERCIALS"    ON    Z  /  5   "I   WAS   A   COMMUNIST    FOR    FBI."    GETS    SCHOOL    BACKING 
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Dr.  Pepper  prescribes  radio  pin 
Audience  must  stock  Dr.  Popper  pop  to  win  prize.    Sales  jump  as  much  as  • 

#n  Harrisburg.  Pa.,  the  Dr.  Pepper 
show  made  a  housewife  faint. 

In  Tucson,  Ariz.,  a  woman  named 

her  son  "Pepper"  because  of  the  pro- 

gram. 
That  s  the  kind  of  reaction  Dr.  Pep- 

per's telephone  giveaway  radio  show 
stimulates  among  listeners  in  over  50 
cities.  And  as  far  as  sales  are  con- 

cerned, it  has  played  an  important 

part  in  boosting  the  firm's  1952  sales 
record  up  23'/<  from  the  previous  year. 

By  building  a  phone  giveaway  pro- 
gram around  its  own  product,  the 

Dr.  Pepper  Co.  has  developed  a  hard- 
working spot  radio  show  which  has 

literal!)  no  waste — either  in  circulation 
or  impact.  The  Dallas.  Tex.,  soft-drink 
firm  put  the  show  on  the  air  in  Jul) 
1952  on  eight  stations.  Today,  the 

show  is  in  38  states,  represents  a  good 

portion  of  the  firm's  $350,000  radio- 
TV  ad  budget  in  time  and  talent  costs 

alone.  Dr.  Pepper's  total  budget:  over 
si  million.  The  rest  of  bill  is  footed 

I>\  Dr.  Pepper  bottlers,  who  put  up  the 

cash  that's  given  away,  foot  other  ex- 

penses. 
Dr.  Pepper  s  choice  of  a  successful 

spol  format  I  through  its  agency,  Ruth- 

rauff  &  Ryan,  Dallas),  represents  a  so- 

lution tailored  to  meet  these  problems 

the  company  faced  in  planning  an  air 
campaign: 

1.  Because  there  were  some  gaps  in 

Dr.  Pepper's  distribution  in  a  few  of 
the  key  metropolitan  areas  in  the  North 
and  East,  the  company  realized  that 
a  network  radio  show  would  almost 

inevitably  represent  much  waste  cir- 
culation. Spot  radio  represented  the 

best  answer  to  its  radio  ad  format 

problems. 
2.  The  company's  ad  objectives  in- 

clude  establishing   its   trademark   and 

case history 

popularizing  a  distinctive  soft  drink. 

A  program  which  affords  the  maxi- 
mum opportunity  for  hard-sell  would 

best  fill  Dr.  Pepper's  requirements. 
3.  The  firm  feels  it's  good  business 

on  the  part  of  bottlers  to  participate  in 
the  radio  show.  To  make  the  program 
most  attractive  to  bottlers,  it  would 

have  to  pare  down  costs  to  the  bone. 
Dr.  Pepper  bought  the  program 

package,  Silver  Dollar  Man,  from  a 
Southern  producer  on  a  semi-exclusive 

basis  because  it  solves  the  company's 
three   basic   ad   problems: 

•  It  is  a  spot  radio  show  involving 

over  50  stations.  This  gives  the  com- 
pain  a  virtual  network  of  stations 

which  exactly  duplicates  its  distribu- 

tion   pattern.    There's   no   wastage. 
•  It  is  a  show  built  almost  complete- 

ly around  the  product  itself,  the  kind 

of  program  which  affords  the  maxi- 
mum amount  of  hard-sell.  To  become 

eligible  for  the  prize  money,  listeners 
must  go  out  and  buy  Dr.  Pepper,  must 

keep  a  continuous  supply  of  the  bev- 
erage on  hand.  This  qualification  gives 

the  company  a  constant  stream  of  new- 
customers  and  a  leg  in  the  door  to- 

wards more  permanent  customers. 
•  Silver  Dollar  Man  involves  verj 

little  expenditure  beyond  the  salan  of 
the  m.c.  in  each  market  bought  and  a 

handful  of  "roving  Silver  Dollar  Men." 
Each  phone  contact  is  limited  to  a 
maximum  of  $10  in  prizes,  and  there 

are  only  about  10  calls  per  show.  This 

means  each  show  averages  S80  in  give- 

awa\s  during  each  hour  period.  Re- 
corded music  fills  in  the  time  between 

phone  calls. Here's  how    the  show  works: 
To  become  eligible  for  cash  prizes, 

SPOT    RADIO,    TELEVISION    ANNOUNCEMENTS    URGE    AUDIENCE    TO   "WAKE    UP  TASTE"   WITH    DR.    PEPPER   AT    10,   2,   4   O'CLOCK 

PONSOR 



he    "Dr. 
He  tells 

ver  Dol- 
locations 

mm] 
•  n<>  lll.irlit'l.s   rinc    lo   show 

listeners  mail  entrj   blanks  i"  their  lo- 

<  ,il    -~t.it  i<  >n-    which    the)    can    l'i-I    I   
their  grocers  with  ever)  purchase  "I  .1 
•  .11  ion  ol  I >r.  Pepper.  I isteners  t"  be 
called  during  a  particulai  program  are 

chosen  from  those  who  ~- n j >  1 » 1  v  besl 

completion  i<>  statement:  ""I  switched 
to  Dr.  Pepper  because.  .  .  . 

I  he  local  announcer  is 

Pepper  Silver  Dollar  Man." 
listeners  there  arc  r<>\  ing  "S 

lar  Men"  waiting  at  strategic 
in  radio-equipped  patrol  cars.  1 1  i  om 
three  to  a  half-dozen  cars  arc  used, 

depending  on  t lit-  size  of  the  commu- 
nity.) The  announcer  precedes  each 

phone  call  with  the  name,  telephone 
Dumber,  address  of  person  called. 

When  the  housewife  answers  1 1  n ■ 
phone,  the  announcer  identifies  him- 

Belf,  chats  awhile,  then  ask-: 

"How  main  bottles  <>f  Dr.  Pepper 
do  you  have  in  your  refrigerator?" 

I!\  this  time  the  roving  Silver  Dollar 
Man  ha-  arrived  at  the  house.  He  ac- 

companies the  housewife  to  her  re- 
frigerator where  he  checks  the  number 

of  Dr.  Pepper  bottles  on  hand.  Then 

he  pays  off  in  silver  dollars,  one  for 
each  bottle  I  up  to  a  maximum  of  $10). 

If  no  Dr.  I'cpper  bottles  arc  found. 
the  roving  Sihcr  Dollar  Man  leaves  a 

free  carton.  \  silver  dollar  also  goes 
to  the  manager  of  the  store  where  the 
winner  purchased  her  carton,  an  effec- 

tive wav  of  merchandising  the  show 
to  retail  store  owners. 

I  ike  all  phone  giveawa)  show-,  the 
Silver  Dollar  Man  program  owe-  its 
audiences  primaril)  to  it-  ability  to 
stimulate  suspense  among  it-  listeners. 
I  he    typical     housewife    learn-    of    the 

giveawa)  shou.  buys  a  carton  of  Dr. 

Pepper  at  the  grocery,  sends  in  an  (<n- 
tr\  blank  and  then  sit-  back  and  waits. 

\\  ill  her  phone  numl  er  he  among  those 
called  on  a  given  day?  The  possibil- 

ity   i-  alwa)  -   there. 
Sometimes   the  excitemenl   .net-   too 

much  for  her.  as  in  the  case  of  a  llar- 

rishiirji.   Pa.,  housewife.    This  listener 

prepared  for  the  show  by  ordering  a 
1  Please  turn  to  page  102) 

1.     Local   announcer  dials  housewife,   asks   her  how   many   Dr.   Pepper   bottles   are   in   refrigerator 

'2.     Radio   car   man    who   follows    broadcast   rushes   t 
gets    police    escort 
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3.     In   home   Dr.   Pepper   man   counts   number  of   bottles,    pays  silver   dollar  for   each    up   to   $10 35 



ALASKA      RADIO     STATIONS 

ANCHORAGE 
KFQD 
KIM 
KHVK 

5,000  watts 
5,000  watts 250  watts 

600  kc 

550  kc 
1240  kc 

CBS 

NBC,  ABC, 
Independent 

MBS, 

Don 

1    CI 

FAIRBANKS 
KF/1R 

ui  in: 

5,000  watts 
(10.000    temporal-) 

5,000    wall> 

660  kc SSA) 

790  kc 

NBC,  ABC, 

CBS 

MBS, 

Don Lee 

SEWARD Ixlltll 250  watts 1340  kc CBS 

JUNE  11 

KIVV 
RJYO 5,000  watts 1,000  watts 

(day) 
500  watts 
(night) 

1290  kc 
630  kc 

CBS 

NBC,  ABC, 

MBS, 

Don Le.. 

KETi  lllk  i  \ 
KTKY 
K.1BI 1,000  wait- 

1,000  watts (day) 

500  watts 
(night) 

930  kc 

590  kc 
CBS NBC,  ABC, MBS. Don Lee 

SITKA KII  H 250  watts 1230  kc 
CBS 



I  rep  pes  to  Alaska 
In   ><nii--\\  eek    trip  by   vaclil    New   York   rep   for      ,      - 

Alaska   stations  gathered    informal  ion   of         I 

Roy    V.    Smith    visited    all    major    cities    in    Alaika, 

importance  to  U.S.  advertisers  antl  agencies     found  country  in  stat.  of  ..pamion.  Proiperity 

by   Roy    V.   Smith 

f\i>\  I  .  Smith,  spot  sales  manager  of  Alaska  Radio  Sales, 

returned  from  an  extensive  tour  of  Alaska's  major  cities 
with  first-hand  impressions  and  information  to  pass  along 

to  prospective  radio  advertisers. 

Smith,  who  operates  Alaska  Radio  Sales  in  conjunction 

with  Hud  Soden,  network  sales  manager,  was  accompanied 

on  the  trip  by  It  illiam  J.  U  agner,  president  of  the  Maska 

Broadcasting  System,  and  Duncan  A.  Scott.  IBS  11  est 

Coast  rep.    Eye-witness  refwrt  follows. 

^T  almost  got  clobbered  with  a  can  of  sardines  in  Alaska. 

It  happened  during  a  recent  month's  tour  of  that  coun- 
try. While  1  was  stopping  in  Anchorage  I  visited  a  large 

super  market.  I  got  out  a  pad  and  began  to  jot  down 
names  of  American  brands  the  store  carried. 

\lter  a  few  minutes  the  store  manager  inarched  up. 

followed  by  two  clerks.  He  demanded — very  politely — to 
know   just  what   I   thought   I    was  doing. 

Naturally,  he  apologized  profusely  when  he  learned  the 

answer,  explaining.  "I  was  sure  you  were  copying  prices 

for    m\    competitor!" 
That  was  one  wa\  in  which  I  had  it  proved  to  me  that 

Alaskan  alertness  and  competitiveness  are  identical  with 
what   \ou   find   in   the  48  states. 

Whether  you're  dealing  with  super  market  managers, 
clothing  store  owners,  factory  workers  or  housewives, 
Maskans  have  much  the  same  characteristics,  interests  and 

habits  as  \ou  and  I.  The  people  in  this  northern  country 

are  up-to-date  on  the  latest  merchandising  methods,  indus- 
trial developments,  scientific  progress  and  educational 

trends.  And  they  enjoy  much  the  same  leisure-time  pur- 

suits as  we  do — particularly   radio. 
\ller  having  been  in  just  about  ever)  slate  of  the 

I  nited  States  plus  many  possessions,  I  can  truthfullv  ?;n. 

in  no  place  is  radio  more  important.  Alaska,  whose  size 

is  one-fifth  that  of  the  I  .  S..  is  a  vital,  throbbing,  fast- 
rowing  region.  It  is  the  last  frontier  of  the  U.  S..  and  its 

most  important  circle  of  defense,  besides  being  its  richest 

untapped  source  of  valuable  natural  resources.  Not  onl) 

that,  but  Maska  offers  natural  beauty  that  is  indeed  un- 

challengeable. The  most  modern  self-service  super  markets 
and  drugstores  set  against  a  background  of  14-story  apart- 

ment houses  and  private  home  development-  give  you  the 
Alaska  of  today. 

To  clear   up  many  common    misconceptions   about   this 

area.  \ou  inn-t  look  at  Maska  nol  as  a  land  of  ice  and 

-now  with  Eskimos  and  Indian-  driving  -led  dog  teams 

between  igloos  and  wood  shacks,  but  a-  an  area  with 
200.000  permanent  residents  (according  to  the  VnchoragC 

Cit)  Council)  operating  one  or  more  radios  a^  of  1  July, 
plus  a  minimum  of  100,000  transients  (military  and  naval 

personnel  and  their  families). 
It  i-  an  area  where  over  75,000  tourists  come  eat  h  yeai 

for  an  average  of  three  weeks  or  longer,  and  -pend  ovei 
$500  each  in  Alaskan  outlets.  Believe  me  when  I  say  that 

Maskans  are  the  same  as  you  and  me.  They  drive  the 
same  cars  (44,400  automobile  license  plates  were  issued 

la-l  year).  Over  25,000  ha\e  radios.  The)  eat  the  same 

food,  and  more  of  it.  and  dress  a-  does  the  average  re-i- 
denl  of  Minnesota.  Most  of  these  people  either  have  a 

washing  machine,  refrigerator,  food  freezer,  dryer  or  other 

appliances,  or  are  looking  forward  to  the  purchase  of  some 
in  the  very  near  future.  Modern  buildings  are  springing 

up  in  all  areas,  including  14-story  apartment  house-  which 
rent  a  three-room  suite  for  $100  or  less,  and  si\--torv  office 

buildings  and  hotels.  Roads  in  city  areas  are  paved,  as 

are  roads  in  many  rural  areas.  There  are  constant  road 

improvement  and  construction  projects  going  on.  Employ- 
ment is  at  an  all-time  peak,  and  the  median  income  of 

Maskana  is  2.V ,  higher  than  that  of  the  I  .  S.  average, 

according  to  the  Anchorage  City  Council. 
This  thriving  market  has  had  tremendous  growth  in  the 

past  three  years,  every  area  showing  a  growth  of  at  least 

20%,  and  many  such  as  the  Anchorage  area  have  ex- 

perienced an  increase  of  over  129',  .  All  over  Alaska  you 
i  an  note  the  vibrant  pioneer  spirit  that  has  made  \meri- 
ca  great.  Just  about  nine  out  of  10  people  who  come  to 

Maska  come  with  the  intention  of  making  a  -take  and 
then  returning  to  their  homes  to  enjoy  the  rewards  of 

their  labors.  However,  over  TV,  of  these  people  never 

do  give  up  their  Alaska  residences.  They  become  so  at- 
tached to  Alaska  that  they  make  it  their  permanent  home. 

Manv  people  begin  to  shiver  immediately  when  Alaska 
i-  mentioned.  However,  the  climate  is  not  really  extreme 
at  all.  Down  in  southeastern  Maska.  where  major 

cities  are — Juneau.  Ketchikan  and  Sitka — the  temperature 
is  verv  much  like  Milwaukee.  During  June,  while  I  was  in 
Alaska,  the  average  day  temperature  was  63,  and  the 
average  night.  40.  Even  during  the  middle  of  winter  it 

seldom  drops  lower  than  10  above,  and  in  the  hottest  part 

of  the  summer  it  seldom  goes  above  79.  The  Japanese  cur- 
i  Please  turn  to  page  70) 
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Electronic   Spot   Buying   was   unveiled    in   closed-circuit   show   m.c.'d    by 
Steve  Allen.    Watching  set  in  New  York  are:  Charles  Denny,  v. p.   NBC 

O&O  div.;  George  J.  Dikert,  v. p.,  Ann  Wright,  timebuyer,  JWT;  Curt 
A.  Peterson,  v. p.  Marschalk  &  Pratt;  Thos.  McFadden,  dir.  of  Spot  Sales 

Discussing  new  approach:  Gerard  Johnston,  Kudner;  "Spotsie,"  an  ocelot,  model  Siri  enlivened  party.  Getting  lowdown  on  new  sales  room! 
Herb  Gruber,  Cecil  &  Presbrey;  Bill  Davidson,  George  A.  Purcell,  C.  Higgins,  Marschalk  &  Pratt,  in-  Bowe,  Hewitt,  Ogilvy,  Benson  &  Mathi 

Dietrich,  NBC  Spot  Sales;  Ted   Kelly,  McCann-Erickson        spect  cage  with   NBC  Spot  Sales'  "Hank"  Shepard        McKenna,   B&B,  listen  to  Spot  Sales'  Li| 
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Electronic 

spot 
buying 

imebiivors  will  bo  able* 

to  see  uIi.-h  they're 

ting'  with  now  MM  Spot 

tales  on-oablo  auditions 

room    is    heart    of    the    newly    equipped    sales 

New    York     City.      Spot     Sales'     Jack     Reber 
item   to  Jim    Luce,   JWT;   Tucker   Scott,    BBDO 

J  elevision  is  used  to  watch  the  insides  oi  atomic  energ)  equipment. 
Ii  -  used  h\  iii(ln-ii\  in  keep  .in  eye  mi  production  lines,  Mom  the 
television  industry  itself  has  turned  to  a  non-entertainment  application 

•  •I    l'\    and  will  use  television  to  sell  television. 
NBC  Spot  Sales  has  initiated  whal  it  calls  Electronic  Spot  Buying. 

It  will  make  possible  live  auditions  oi  shows  from  NBC-represented 
stations  for  timebuyers  in  New  ̂ oik.  Chicago  and  Hollywood,  and 
most  other  cities  where  NBC  Spot  Sales  has  offices.  Vuditions  will  be 
|mii  on  the  cable  periodical!)    foi   groups  oJ  buyers. 

Charles  R,  Denny,  vice  president  <>i  NBC*a  Owned  &  Operated  Sta 
lion-  Division,  got  the  idea  foi  the  technique  when  he  saw  technicians 
in   \ru    York  chuckling  ovej   a   local   I.  \.   program,  J<iil,    \tcElro) 
It  vn.i>  coming  in  on  the  cable  jusl  |u  keep  the  lines  warm.    M  ei 

neers  laughed,   reasoned   Denny,  wh)    wouldn't  timebuyers?     \nd    ii 
the)   I. infilled,  then  they'd  see  first  hand  how  effective  th.it  local  per- 
sonalit)  was. 

Thomas  B.  McFadden,  director  oi  NBC  Spot  Sales,  describes  Elec- 

tronic Spot  Buying  this  way:  "This  i-  the  besl  wa)  foi  an  advertising 
agenc)  or  clienl  to  gel  the  exact  picture  ol  what  he  is  buying  with  his 

advertising  budget."  lie  explain-  that  talent  in  programs  brought  in 
on  the  cable  will  <lo  -ample  commercials  For  prospective  sponsors. 

Electronic  Spot  Buying  is  not  as  costh  for  Mi(!  Spot  Sale-  ,i-  it 
might  sound.  McFadden  estimates  the  line  charges  at  one-tenth  whal 
they  would  lie  for  commercial  programs.  \  L5-minute  audition  from 
Los  \ngele-  to  New  York  might  cosl  about  $600  in  cable  charges;  one 
from  New   York  to  Chicago    about  $300.     Talent  will  do  audition-  w  ith- 
out  compensation,  and  technicians  are  on  duty  anyway. 

(First  audition  wa-  held  last  week  before  a  group  of  J.  Walter 
Thompson  executives.  Result:  The)  took  out  an  option  on  the  -how. 
FAnwr  the  Elephant,  on  WNBQ,  Chicago.) 

Electronic  Spot  Buying  has  dramatic  portent-.  -a\-  II.  \\  .  I  Hank  I 
Shepard.  sales  development,  advertising  and  promotion  manager  for 
NBC  Spot  Sales,  lie  point-  out  that  whatever  the  timebuyer  would  like 
to  see  at  a  station  or  market  could  he  shown  to  him  l»\  a  roving  I  V 
camera.  The  camera  could  pick  up  activity  on  the  city  streets,  skyline 

of  the  city,  the  people;  the  camera  could  -how  the  timehu\ei  the  -ta- 
tion  and  all  it-  facilities;  the  camera  could  look  into  a  studio  where  a 
radio  program  wa-  being  aired. 

Electronic  Spot  Buying  got  a  sparkling  sendofi  late  last  month  at 
parties  held  simultaneously  in  lour  cities  for  300  timebuyers  in  New 
York.  Chicago,  Los  Angeles  and  Washington.  Buyer-  -aw  -how-  from 
tour  market-  in  five-minute  audition-:  Gene  trcher,  \\  NBW.  Washing- 

ton, I).  ('.:  Jack  WcElroy  Show,  K.NBII.  Hollywood;  Inimal  Playtime, 
\\  NBQ,  Chicago,  and  Let  Skinner  Do  It.  \\  PTZ,  Philadelphia. 

Showmanlike  louche-  added  to  the  presentation  included  use  ol  Steve 

Allen  a-  m.c.  for  tin-  half-hour  audition  program;  presence  <<\  six-foot- 
tall  model  Siii  in  a  -potted  fur  die--  to  put  orchid  lei-  on  timebuyers; 
a  suitcase-sized  box  ol  souvenirs  from  each  station  repped  b)  NBC  Spot 
Sale-  wailing  tor  each  timebuyer  when  he  returned  to  hi-  office  after 
the  audition.  The  souvenirs  included  golf  hall-  (WRC-WNBW,  Wash- 

ington), leather  billfold  (KSD-AM-TV,  St.  Louis),  baseballs  auto- 
graphed In  Yankees  and  Dodger-  (WNBC-WNBT,  New  York),  bottles 

of  wine  (KNBC,  San  Francisco),  cigarette  lighter  (WPTZ,  Philadel- 
phia i.  a  meat  cleaver  (WMAQ-WNBQ,  Chicago  i.  brown  bread  and 

baked  Lean-  (WBZ-TV,  Bo-ton  i.  Christmas  tree  light-  (WRBG,  Sche- 
nectady), ashtrays  with  antique  auto-  a-  decoration  i  \\  T  \M-\\  NBK. 

Cleveland  I  and  glazed  fruit  (KNBH.  Hollywood).  *** 
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How  America's  social  classes  re; 

UPPER 
Sophisticated  members  of  the  Upper  and  Upper 

Middle  classes  like  TV  shows  which  afford 

subtle  humor,  satire,  intellectual  stimulation. 

They  show  marked  preference  for  drama, 

musical  programs  and  quiz-panel  shows  like  What's  My  Line  (CBS  TV) 

at  right.  Upper  and  Upper  Middle  viewers,  representing  15%  of  popula- 

tion, are  casual  in  attitude  towards  TV,  regard  viewing  simply  as  means 

of  relaxing  and  killing  time.  Except  for  special  programs,  they're  not 

likely  to  rearrange  schedules  around  TV  shows.  Upper  Middles  are  par- 

ticularly vehement  against  hard-sell,  rapid-fire  commercials.  To  them, 

salesman    is    social    subordinate    who    should    serve    rather    than    dominate 

ST- 

m 

co_ 

MIDDLE 

inforr 

Television  fulfills  requirements  of  Middle 

Majority's  stay-at-home  routine,  is  becoming 

increasingly  important  to  them.  The  amateur 

talent  shows  deplored  by  Upper  classes  give 

members  of  the  Middle  Majority  reassurance  mediocrity  can  be  sur- 

mounted. Middle  Majority  housewife  manages  to  justify  daytime  view- 

ing by  claiming  shows  such  as  Kate  Smith  (NBC),  see  right,  provide 

education,  rest  periods.  Kate  is  also  popular  with  Middles  because  she 

projects  a  middle-class  personality,  providing  housewife  someone  to 

identify  herself  with.  Middle  Majorities  regard  advertising  as  useful, 

informative,  like  integrated  commercials  best.    Middle  is  65^    population 

Lower  Lower  group,  like  the  Uppers,  is  cas- 

ual in  its  attitude  toward  TV.  Members  of 

Lower  class  do  not  follow  a  set  schedule  of 

programs,  are  not  consistent  watchers  even 

if  the  show  meets  with  their  strong  approval.  The  Lower  Lower  group 

(20'(  of  the  population)  generally  prefers  participation  shows.  Fast- 

moving  action  programs,  see  right,  and  lively  fantasy  share  second-place 

in  popularity.  Lower  Lowers  want  to  get  immediate  pleasure  from  a  show, 

not  intellectual  stimulus  or  prolonged  interest.  This  group  is  often  looked 

down  on  by  superiors  as  irresponsible,  is  badly  off  economically,  often 

changes    residence.      Result:    They're    hard    to    reach    as    potential    market 
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Do    >  on    know     how     lo    program    lo   hit    specific   class    which    is    hcsl 

piuvprci  lor  your  product?    Depth  research  gives  yon  the  answers 

g\  \  i >n i  show  doesn't  liii  the  rating 

jackpot,  do  you  know  the  /<•'//  reason? 
I!  \mir  commercials  aren't  effective, 
Jo  Mm  know  what  i"  do  about  it? 

The  answers  i"  questions  like  these 

are  being  discovered  today  bj  re- 
search in  depth.  Qualitative  research 

is  one  name  for  it.  \ 1 1 < »i I n- 1  i<  moti- 
vational research. 

\\  li.ii  it  all  comes  down  to  is  tlii- : 

You  can't  know  \ <>u i  audience  j u-t  by 
counting  noses.  Even  it  your  -how  i- 
successful,  >«>u  nun  not  actually  know 
the  real  reason.  \ml  it  is  important 

io  know  the  win  ol  your  success  ii 

\ou  are  going  to  continue  to  create 

shows  that  are  popular  and  commer- 
cials that  sell  your  product. 

Don't  lei  the  phrase  "motivational 

Research"  throw  you.  Mid  don't  shrug 
it  otT.  An  increasing  number  <>f  ad- 

vertisers  and  agencies  an*  finding  it 
useful  in  putting  together  programs 
and  commercials  that  will  have  maxi- 

mum impart. 

One  of  the  pioneers  in  the  field  of 
motivational  research  is  Social  Re- 

search, Inc.,  Chicago.  In  digging  into 

how  and  wh)  people  read  to  air  pro- 
graming and  advertising,  SHI  divides 

the  I  .  S.  audience  into  three  major 

groups.  \-  explained  to  sponsor  1>\ 

Harriett  Bruce  Moore.  SRI's  director 
of  psychological  research,  these  are 

the  groups  together  with  a  broad  out- 
line of  their  characteristics  and  atti- 

tude- toward  television: 

•  \t  the  top  are  the  IV,  of  the  peo- 
ple who  make  up  the  I  pper  and  I  pper 

Middle  classes,  with  about  3','  fitting 
into  the  I  pper  category.  These  people, 

says  Mrs.  Moore,  are  the  "achieving 
and  leading  citizens  who  assume  civic 

and  ethical  responsibilities."  Thev  look 

for  "broad  experience,  sophistication, 
cosmopolitan  poise,  individuality  of 

character  and  taste."  The\  derive  sub- 
stantial incomes  from  business  or  pro- 

fessions. 

Iherelore.  Mrs.  Moore  explains, 

"they  are  casual  in  their  attitudes  to- 
ward television.  The\  are  choosy  about 

their  programs  and  are  not  likely  to 

be  glued  to  the  set.  They  emphasize 
their  social  gatherings  over  solitarv  or 

silent  group  l\  watching  and  make  a 

point  of  enjoy  ing  the  boi  lability  ol  tin- •  "  •  asion. 

"  I  o  them,  iclr\  ision  is  a  medium 
foj  relaxing,  foi  killing  time  when 
there  i-  nothing  else  to  do.  Except  foi 
special  programs,  they  are  not  likely 
to  rearrange  their  activities,  meal 
times  and  Bocial  affairs  for  the  sake 

•>!  I'\  prog  rams  themselves.  I  \  is 
ba-icall\  an  idle-time  recreation  and 

must  compete  with  other  interests — 
for  I  ppei  Middle  i  lass  people  feel 

they  musl  maintain  'varied  interests.'1 
•  In  the  middle  are  w hal  SR I  calls 

the  Middle  Majority  television's  hap- 
py  hunting  ground.    The  Middle  Ma- 

Program    psj choanal;  -i 

Mr-.      Il.trrii'll      llrnrr     Moore.     <lirectt>r     |>-v- 

eliological      .ir»in'-.      Social      Hr-rarc-h,      Inr. 

j oi  it  \  make-  up  (>'•>' i  of  the  popula- 
tion and  i-  actually  two  groups,  the 

Lower  Middle  <  '>n',  |  and  the  I  pper 
Lower  i  ■')■">'  ■  i  (lasses,  combined  be- 

cause of  main   similarities. 

The  Middle  Majority  i-  composed 
of  the  breadwinner-  and  families  ol 

small  trade-men.  clerks,  white  collar 
workers  and  -killed  and  semi-skilled 

factorv  hands.  "Their  homes  fill  the 
side  streets  ol  cities  and  town-,  and 

mo-t  ol  their  income  goes  into  current 

living  and  -table  expenses." 
By  Upper  Middle  stamlard-.  their 

interests  are  limited.  Because  they  are 

strongly  tied  to  their  home-,  television 
is  mad,'  to  order  for  them.    Sa\-   Mrs. 

Moon- :  "  I  hey  'make  time  foi  tele 

vision,  are  enthusiasts  about  the  me- 

dium pei  se  and  <  onsidei  ii  a  51  •■  it 
boon  lo  family   life.    I  hey   feel  pra<  11 

•  ally  none  ol  the  <  nil'  al  detai  hment 
of  the  I  ppei   Middle  group. 

"Ill         tie   II  ill.   leS,         lele\  i-ioli         i- 

rapidly   supplanting  radio,  magazines, 
mo\  ie-.       I.i\  ei  11-       and       -mall       BOH  i.il 

groups.  Ii  offers  many  ad\ anl 

keyed  to  theii  need-:  'Who  will  lake care  ol  the  children  ?  •  eases  to  l>e  a 

problem.  'I  just  enjoy  being  with  my 
family  is  a  so<  ial  requirement,  their 
real  01  rationalized  explanation  of 

ibeii   stay-at-home  routine." 
•  \t  the  bottom  i-  the  Lowei  Lower 

group,  making  up  the  remaining  20  I 

of  the  population.  "They  are  often 
looked  down  on  by  their  superiors," 

Bays  Mrs.  Moore,  "as  la<  king  the  abili- 
ty 01  opportunity  to  improve  their 

lot."  I  be\  are  generally  disinterested 
in  magazines  and  book-,  economic  ally 
in  tough  straights  and  often  change 

residence.  \-  a  result,  they  are  hard 

to  reach  as  a  potential  market  group." 
Like  the  Upper  Middle,  the  Lower 

Lower  group  is  casual  in  it-  attitude 
low. ml  TV.  The\  do  not  follow  a 

-<  hedule  of  programs  and  even  strong- 
ly liked  shows  w ill  not  be  wat<  hed consistently. 

"Participation  programs  are  gener- 

ally preferred  but  fast-moving  or  liveh 

fantasy  is  attractive  to  them."  said Mrs.  Moore.  "Their  taste  in  television 

programs  is  based  largely  on  immedi- 
ate pleasure  rather  than  prolonged  in- 

terest   in   serials  or  intellectual  top 

So  much  for  the  way  SRI  look-  at 
the  I.  S.  audience.  Now,  what  doe- 
all  this  have  to  do  with  audience  reac- 

tion to  TV? 

\\  ell.  take  >  ommercials,  for  example. 

VIJI  studies  -how  that  the  I  pper  Mid- 

dle group  i-  often  critical  of  them  and 
qui<  k  to  deplore  them  a-  selfish  de- 

vices to  -eparate  people  from  their hard-earned  money  . 

•  Please  turn  to  \ 

llllllllllllllllllllllllllllllllllllllllllllllllllllllllll 
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f.     \<»n-  construction  permits* 

CITY  &   STATE 

AUGUSTA,    GA. 

AUGUSTA,    GA. 

CORONA,    CAL. 

DENVER,  COLO. 

LAFAYETTE,   LA. 

LAFAYETTE,   LA. 

MERCED,  CAL. 

PADUCAH,   KY. 

SHREVEPORT,  LA. 

CALL 
LETTERS 

CHANNEL 
NO. 

DATE  OF 
GRANT 

ON-AIR 
TARGET 

POWER    (KW)' 
STATIONS 

VISUAL  AURAL 

SETS  IN 

MARKET' 

(000) LICENSEE   &    MANAGER 

WJBF-TV 

WRDW-TV 

KOWL-TV 

KOA-TV 

KLFY-TVr KVOL-TV 

6  16  Sep.  23.4  11.7  0  NFA 

12  16  Sep.  102  51.3  0  NFA 

52  16  Sep.  38  20.4  0  NFA 

4  9  Sep.  25  15  2              160    VHF 

10  16  Sep.  55  29.5  0  NFA 

10  16  Sep.  55  29.5  0  NFA 

34  16  Sep.  17.8  8.91  0  NFA 

43  16  Sep.  17.4  8.71  0  NFA 

12  18  Sep.  30.9  15.5  0  NFA 

Georgia-Carolina     Bdcstg. Co. 

Radio    Augusta    Iik. 

KOWL    Bdcstg.    Co. 

Metropolitan    TV    Co. 

Camellia    Bdcstg.    Co. 

Evangeline    Bdcstg.    Co. 

Merced    TV    Corp. 

Paducah    TV    Corp. 

Interim     TV    Corp. 

RADIO REP1 

Hollingber 

Headley. 

Reed 

George    W 

Clark NBC     Spo 

Sales 

If.    iVetu  stations  on  air* 

CITY  &   STATE 

ASHTABULA,  OHIO 

CHAMBERSBURG,   PA. 

LANSING,  MICH. 

NORFOLK-HAMPTON, 
VA. 

WILKES-BARRE,    PA. 

CALL 
LETTERS 

CHANNEL 
NO. 

ON-AIR 
DATE 

POWER 

(KW)" 

NET 
AFFILIATION 

| 
STNS. 

ON  AIR 

SETS  IN MARKETt 

(000) 
LICENSEE  &    MANAGER  j 

REP 

VISUAL AURAL 

WICA-TV 

15 
19  Sep. 19 10 

CBS 1 

10 

UHF 

WICA.    Inc. 

John    A     Colin 
Gill-Pern* 

WCHA-TV 
'      46 15  Sep. 

21 
10.5 

CBS,   Du M 1 

10 

UHF 

Chambersburg    Bdcstg. 

John    S.    Booth 

For  joe 

WILS-TV 
54 

20  Sep. 
20 

10 

ABC,  Du M 2 

16 

UHF 

Lansing    Bdcstg.    Co. W.    A.    Pomeroy 

Taylor 

WVEC-TV 

15 
19  Sep. 200 100 NBC 

2 50 

UHF 

Peninsula    Bdcstg.    Corp. 
Thomas    P.    Chisman 

Rambeau 

WILK-TV 34 
15  Sep. 170 

87 

ABC,  Du M 4 
115 

UHF 

Wyoming     Valley    Bdcstg. 
Thomas    P.    Shelburne 

Avery- 

Knodel 

Albuquerque,   N.   M.,   KGGM-TV,   ch.    13,   gen.   mgr. 
A.    H.    Hebenstreit 

Allentown.    Pa.,   ch.   39,   call   assigned,   WQCY 

Anchorage,    Alaska,    KTVA,    ch.    II,    target    15    Dec. 

'53;    gen.    mgr.,   A.   G.    Hlebert;    nat'l    rep,    Hugh 
Feltis,    Seattle 

Bay  City,    Mich.,   ch.   5,   call   assigned,   WNEM-TV 

Beckley,    W.    Va.,    ch.    21,    call    assigned,    WBEY 

Bismarck,   N.  D.,  ch.    12,  C.P.  cancelled    II    Sep.   '53 

Boston    Mass.,  WTAO-TV,  ch.  56,  nat'l  rep,  Everett- 
McKinney 

Brockton,    Mass.,   ch.  62,   call   assigned,   WHEF-TV 

Cedar   Rapids,    la.,   ch.  9,   call   assigned,   KCRI-TV 

Cedar    Rapids,    la.,    ch.    20,    call    assigned,    KEYC 

Champaign,    III.,    ch.    21,    call    assigned,    WCUI 

Jackson,    Miss.,   ch.   3,   call   assigned,   WJDT 

These  changes  and  additions  may  be  filled   in   on 

III.    Addenda  to  previous  C.P.  listings 

Knoxville,  Tenn.,  WTSK,  ch.  26,  gen.  mgr.,  Harold 

B.   Rothrock;  nat'l  rep,  Pearson 

Lake  Charles,  La.,  KTAG-TV,  ch.  25,  new  target, 

mid-Oct.;  to  be  CBS,  ABC  affil;  gen.  mgr.,  B. 

Hillman   Bailey   Jr.;   nat'l   rep,   Adam   Young 

Lawrence,    Mass.,  ch.  72,   call   assigned,  WGLM 

Lebanon,  Pa.,  WLBR-TV,  ch.  15,  new  target,  20 

Oct.   '53;   est.  sets,   35,940   UHF 

Marshall,   Tex.,   ch.    16,   call   assigned,    KMSL 

Minot    N.  D.,  ch.   10,  C.P.  cancelled    II   Sep.  '53 

New  Bedford,  Mass.,  WNBH-TV,  ch.  28,  call  letters 

changed   to  WTEV 

Northampton,  Mass.,  ch.  36,  C.P.  cancelled  18 

Sep.    '53 Pensacola,  Fla.,  WPFA-TV,  ch.  15,  now  CBS  affil; 

gen.   mgr.,    F.    E.   Busby;    nat'l   rep,   Adam   Young 

original  chart  of  post-freeze    C.P.'s   appearing    in    SPONSOR'S 

eno,    Nev.,    KZTV,    ch.    8,    to    be    CBS    affil;    ge 

gr.,    Harry    Huey;    nat'l    rep,    Pearson 
Rochester,    N.   Y.,    ch.    15,   call    assigned,   WCBF-T 

Sacramento,   Cal.,    ch.   40,   call    assigned,    KCCC-T 

San    Jose,    Cal.,    ch.   48,    call    assigned,    KVIE 

fcranton,    Pa.,   WARM-TV,   ch.    16,   to   be   ABC  af 

eff  about  I   Dec.  '53;  gen.  mgr.,  William  Dawson nat'l    rep,    Hollingbery 

Stamford,    Conn.,    ch.   27,    call    assigned,   WSTF 

Steubenville,    O..    WSTV-TV,    ch.    9,    joins    CBS    < 

affil    I    Dec.    '53;    gen.    mgr.,    John    J.    Laux 

Sweetwater,  Tex.,  ch.    12,  call  assigned,   KPAR-TV 

Temple,   Tex.,    KCEN-TV,   ch.   6,    new   target    I    No 
53;  est.  sets,  50,000  VHF 

Wilmington,    N.    C,    WMFD-TV,    ch.    6,    target    I, 

Mar.    '54;    gen.    mgr.,     R.    A.    Dunlea;    nat'l    rep 
Weed;  est.  sets,  8,500  VHF 

9    February    issue   and    in    issues   thereafter 

BOX  SCORE 
Total    US.    stations    on     air, 

ini  I.  Honolulu    (25  Sep    '53) 

No.  of   markets   covered 

No.  of  grantees  on  air   

'2'.IU  No.  of  post-freeze  CP's  grant- 
ed  (excluding  18  educational 

I. "J 7  grants;   '2't  Sc/i.  "53) 

I2» 

I  Hi 
I  1 

No.  of  TV  homes  in   L'.S Aug.  '53)       _    
Percent    of    all    U.S.    homes 

with  TV  sets  (1  Aug.  '53)  ...... 

24,895,000$ 55.3  %§ 

•Roth    r  md    ■tatloni    rolnc   on    the    ilr   lilted   here   ire    those   which    occurred    between 
■n   which    InJ  I   be  obtained    In    thai    period      stations   are 

considered   i.i  be  on  uie  ail  ■  rt-ial  operation  starts.     ••Power  of  C.l'.'i  Is   that   recorded 
In  ICG  applications  Kid  amendments  of  Individual  grantees,  t Information  on  the  number  of  sets 
in  markets  where  nut  deiignated  as  being  from  Mir  Research,  coniiila  of  estimates  from  the 
stations   or    reps    and    must   be    deemed    approximate.      IData   from    MIC    Research    and    Planning 

■ages  on  homes  with  sets  and  homes   in  TV  eoverace  areas  are  considered  approximate.     II 
most  cases,   the  representative  of  a  radio  station  which   Is  granted   a  C.P    also  represents  the  ne 
TV  operation.     Since  at  presstlme   It   Is   generally  too  early  to  confirm  TV  representations  of  moi 
grantees.   SPONSOR   lists  the  reps  of  the  radio  stations   In  this  column    (when  a  radio  station  hi 

'">    Uie    T\  "The    two    Lafayette,     La.,     grants     are    on     ■    share-time    basi 
\i  \      \      figures    irallabli  stime   on    nnmbei    ol    sets    In    market 
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blast  off. . . 

for  new  sales  heights.. .wil 

1ft 

.CIENCE-FICTION    LEAPS    TO    LIFE    ON   YOUR    TV    SCRE 

SEE  bombardment  of  earth  by  mysterious  far-off  planets, 
flaming  rockets  hurtling  through  outer  space, 

astounding  inventions  from  a  world  of  tomorrow1 

ZING    EXCITEMENT SUPER-ATOMIC    THRILLS 

ROCKY  JONES  packs  the  kind  of  impact  that  wins  bigger 

audiences,  and  more  friends  for  your  product 

Hitch  your  advertising  message  to  this  rising  new  star 

and  watch  your  sales  zoom  sky  high 

LOADED    WITH    MERCHANDISING    GIMMICKS  .  .  . 

Sponsor  giveaways  .  .  .  self-liquidating  premiums1  Nothing 

has  been  overlooked1  Already  nearly  30  licensees  are 
turning  out  space  ranger  merchandise  A  nationally  syndicated 

comic  strip  is  being  prepared  ...  and  arrangements  have 

been  made  for  ROCKY  JONES  to  make  personal 

appearances  in  every  city  where  the  TV  show  is  seen 

26    EPISODES    NOW    IN    PRODUCTION 

A  ROLAND  REED  PRODUCTION 
producers  of  such  top-rated   hits  as 

MY    LITTLE    MARGIE,    BEULAH,    THE    STU    ERWIN    SHOW 

Ne'W    YORK    444    Madison 

Ploio    3-4620 

TWX  —  NY1-1  967 

CHICAGO    360    N      Michigan 
Central    6-0041 
TWX  —  CG    2203 

HOLLYWOOD    650    N     Bronson 
Hollywood  5  2195 
TWX  —  LA     1432 



il!IIS!llllllllllllllllllll!llllllll!!llll!lllll!!l!l!!ll!llllllllil!!!!IIIIU^ 

TV  film  shows  recently  made  available  for  syndication 
Programs   issued  since  June    7953.    Next  chart  will  appsar  2   November 

llllllllllllllllllllllll 

US 

Show  name Syndicjtor Producer Length 

Price  Range* 

No.  in  series 

Jump    Jump    of  Goodman 
Holiday    House 

Mary  &   Harry  12    min. 

Hlckox 
50%   of   air 

time 

King    Calico  Kling  Kllng  12    mln.  $22-142 

The  Cinnamon  Bear      Fit*    &    Assoc.  Gilwin    Prod.  15    min.  50%   of   Class   8 

Uncle    Mistletoe  Kling  Kling  ll'/i    min.  $25-156 

COMEDY 

Life    with 

Elizabeth 
Guild    Films  Guild  Films  30  mln. 

DOCUMENTARY 

How   Does   Your  Intl.    Fil 
Garden   Grow  Bureau 

Intl.    Film 

Bureau 

Your     Zoo 

Reporter 

30  min. 

Video  Pictures  Video   Pictures         30  min. 

Wild    Life   In  Lakeside   TV 
Action 

Lakeside    TV 
l2'/2    mln.  $25-500 

Wonders   of   the  Sterling     TV  Borden     Prod.  15    min 
Wild 

DRAMA.    MYSTERY 

Badge     714  NBC  TV  Film  Mark  VII   Prod.       26',   min 
Sales 

Boris     Karloff  Official    Films  Hannah    Wein-  26"2    min.         on     request 

stein 

Captured  NBC  TV   Film  Phillips    Lord  26'i  min. 
Sales 

Flash    Gordon  MPTV  Inter-Continen-         30    mln. 
tal    TV 

General    Electric  Stuart    Reynolds       Sovereign    Prod.        25    min. 
Theatre 

I    Led   Three  Zlv  Ziv  30  min. 
Lives 

Inner   Sanctum  NBC   TV    Film         Galahcd   Prod.  26' i  mln. 
Sales 

100%    Class   A 

J«    Palooka Guild    Films  Guild    Films  30  mln. 

On   Stagr   «ith  Dynamic   Films  Dynamic   Films  15  mln. 
Monty    Wooley 

Puis*   1    the    City  Telescene  Teleseene  12' i    min.  $50-750 

Secret     Chapter  Guild    Films  Ron    Ormond  15    mln.  $50-400 

Sovereign     Theatre  Stuart    Reynolds  Sovereign    Prod.  26    mln.  100%   Class   A 

Show  name 

Syndicator 

Producer 
Length 

Price  Range* 

ADVENTURE 

Adventure   is   My 
Job 

Jungle    Macabre 

Lakeside    TV 

Guild     Film* 

Hal    H.    Harrison      12'/,    min. 

Radio    &    TV             15    min. 
Packages    Inc. 

open 

$50-400 

13 

39 

CHILDREN'S 

Animal    Time Sterling    TV Sterling    TV               15    min. on    request 104 

MUSIC 

Oklahoma     Chuck-        Lakeside    TV  Lewis   &   Clark  I2'/j    min.  $25-500 
wagon    Boys 

(  Opera    &.    Ballet  Lakeside    TV  Transatlantic   TV  12' 2    min.  open 

W  Operettas  &   Ballets  Hoffberg    Prod.  Hoffberg    Prod.  13    min.  open 

=|  Werner    Janssen  George     Bagnall  Janssen  15    min.  on     request 
=      Series                            &    Assoc. 

65 

65 

26 

26 

NEWS 

=  United    Press-  United    Press  Movietone  News        30   min.  on    request 
=      Movietone  News  15   min. 

SPORTS 

j|  All-American  Consolidated  Sportsvision 
=      Game   of   Week  TV  Sales 

H  Boxing    from  Kling =      Rainbo 

^  Madison    Square  Du     Mont 
=      Garden 

Kling 

26'  2    min.         $40.50-675 

Winik    Films  26' 2    min.  $55-500 
12'  2    mln. 

§H  Play  Golf  with  Consolidated  Sportsvision 
the   Champions  TV  Sales 

=  Shooting 

Straight 
Princeton  Princeton 

Film  Center  Film  Center 
30  min. 

on   request 

TRAVEL 

j  Hawaiian     Paradise     George     Bagnall       Franklin 
&    Assoc. 

15    min.  on    request 

=  Safari 

Sterling    TV  Sterling     TV  15    min.  on    request 

30    mln.  on    request This    Is    Hawaii  George     Bagnall       Franklin 
&.    Assoc. 

This  World  of  Ours     Sterling    TV  Dudley    Pictures       H'2    min.         on    request 

VARIETY 

78 

13 

26 

26 

26 

=  Interviews    of    the       Academy   Films         Academy   Films         15   mln. =      Century 
$50-400 

Old   American  Kling 
Barn     Dance Kling  26'2    mln.         $50-675 

Ray    Forrest    Show      Sterling    TV  Sterling     TV  30    min.  on     request 

■Where   price   range   is   not   Riven     it    has   not   yet   been    fixed     or   syndicator   prefers  to  give  price  only  on  request.      tRun  originally  under  another   title,   now  being rc-rclcascd.      sAvailablc   in    black-and-white    or   color.      SPONSOR    invites   all   TV    film   syndicators  to  send  information   on   new  films. 
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PHOENIX 

M$lmMt  4s.  ̂Bjj,  (IvdjM/wi  m  fthLoma! 

CBS  BASIC-ABC 
and  DUMONT 

#  More  Arizona  Eyes  watch  channel  5! 

KPHO-TV,  Arizona's  pioneer  TV  station, 
is  the  station  that  most  Arizonans  watch 

—most  of  the  time.  Out  of  357  quarter 

hour  periods,  KPHO-TV  won  323  firsts, 

according  to  the  July,  1953  Telepulse. 

That's  better  than  9  out  of  10  firsts! 
Good  reason  why  more  local  and  national 

advertisers  use  KPHO-TV  than  any  other 
Arizona  TV  station. 

REPRESENTED  BY  THE  KATZ  AGENCY 

9k  fyM$iM%  <fimM  gWm\ 
KPHO-TV  and  KPHO,  Phoenix-WOW-TV  and  WOW,  Omaha-WHEN,  Syracuse 
AFFILIATED   WITH    BETTER    HOMES  and  GARDENS  -  SUCCESSFUL    FARMING    MAGAZINES 

5  OCTOBER   1953 
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THE  NEW  KEY  TO 
mi   in 

WKJF-TV 
v  PITTSBURGH   1 

■k 

It's  good  business  to  sell  the 
rich  Pittsburgh  market  through 

WKJF-TV,  Pittsburgh's  pioneer 
UHF  television  station.  In  addition 

to  "top"  NBC  shows,  WKJF-TV 
offers  a  wide  range  of  local-interest 

programs — all  designed  to  assure  a 

high  audience  "pull"  from  America's 
eighth  largest  trading  area.  And  re- 

member— the  more  than  680,000  set 

owners  in  the  Pittsburgh  area  are 

converting  fast  to  receive  Channel 

53,  Pa  Pitt's  Preference. 

*  E">el  ond  A/berf    .    Ho|. 

Ho"  of  Fame   .   vc     <      Ha"m"^ 

Margie   .  t  ka  My  llM'e 

•  Ol~h  Shot.  .  B.k  ,       "      "" 

*— . »» -«,;,;;;;•"'"«  • 
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New  Syndicated  Film  Division  at 
ABC  made  investment  in  neighborhood 

of  $1,200,000  to  start  with  two  top- 

drawer  properties,  Racket  Squad  and 
Schlitz  Playhouse.  Both  series  have 

been  shown  on  network  air  previously. 

ABC's  reasoning  is  that  residual  right- 
will  pay  out  because: 

1.  Main  of  pre-freeze  markets  never 
cleared  eitlier  film  so  il  is  brand  new 

in  these  areas. 

2.  Thev  are  brand  new  as  well  to 

post-freeze  markets  which  are  most  in 

need  of  film  product  to  build  audience. 

3.  In  pre-freeze  markets,  where 

shows  played,  ABC  relies  on  theor) 

that  only  fraction  of  audience  has  al- 

ready seen  film.  One  major  market  sta- 
tion has  already  made  price  offer 

which  "would  be  pretty  fair  for  a  first 

run,"  an  ABC  official  told  sponsor. 
ABC  film  will  go  slow  at  first,  seek- 

ing to  build  solidly.  Next  property 

acquisition  may  be  a  new  program 

series,  either  produced  by  outside  or- 

ganization or  produced  with  an  inde- 

pendent. 
George  T.  Shupert,  vice  president  of 

VBC  Film  Syndication,  has  keen  sense 

of  film  values,  was  pioneer  in  TV  syn- 

dication. As  National  Sales  Manager 

of  ABC  Film  Syndication,  Don  Kear- 

ne\  draws  on  past  experience  as  assis- 

tant sales  manager  for  ABC  TV,  na- 

tional sales  manager  for  ABC's  owned 
and  operated  TV  stations  and  mana- 

gei  ol  l\  spot  sales  for  the  network. 

He  II  seek  to  sell  on  firm  advertising 

basis,  -t  ess'ng  sales  potential  rather 
than  show  glamor. 

Filmed  programing  pays  off 

in  sales,  case  histories  show 

by    Halsey    V.    Barrett,    eastern    sales    manager, 
Consolidated    Television    Sales,   Meie    York 

Filmed  T\   shows  pav  off  in  sales. 

This  isn't  a  matter  of  opinion.   It's  a 
statement  of  fact  backed  up  by  figures. 

Here  are  some  examples  of  the  kind 

of  success  sponsors  enjov  with  filmed 

programing: 
In  Columbus.  Ohio,  a  bakerv  firm. 

the  Donaldson  Baking  Co..  sponsored 

Consolidated's  Crusade  Rabbit  series. 

The  company  had  done  no  mass  ad- 

vertising of  any  kind  for  10  vears  pre- 
viousK . 

I  p  to  the  time  of  the  first  TV  show, 

each  of  the  firm's  110  driver-salesmen 
averaged  about  30  cake  sales  a  week. 

On  the  strength  of  the  upcoming  show, 

Donaldson  boosted  each  drivers  quo!a 

to  60  sales  a  week.  When  sales  were 

tallied  a  few  days  after  the  first  show 

was  telecast,  the  firm  discovered  even 

driver  had  met  or  exceeded  his  quota. 

In  addition,  the  company  sold  4,800 

Easter  cakes  during  the  Easter  season, 

double  the  amount  sold  during  the 

previous  year.  And.  in  a  recent  drive 

to  get  new  customers,  each  driver  av- 

eraged 17  new  clients  on  his  route. 

Result:  The  company  recently  placed 

Crusader  Rabbit  on  WAVE-TV,  Louis- 

ville. Ky..  where  it  operates  as  Ster- 
ling Baking. 

And  here  s  another  success  storv. 

one  which  points  up  the  sales  effective- 
ness of  filmed  shows  used  as  reruns: 

After  Consolidated's  Front  Page  De- 
tective had  completed  its  first  run,  the 

Rayco  Manufacturing  Co..  manufac- 
turers of  seat  covers,  bought  it  for  a 

second  run  in  the  most  competitive  of 
all  markets.  New  York  Cit\ . 

After  20  weeks.  Ravco  reports  it 

balked  up  400  sales  a  week  directly- 
attributable  to  its  TV  sponsorship. 

Each  sale  averaged  $26,  or  a  total  of 

§10,  MX  I  weekly  during  the  show's  run. 

\KC   film    folder   points    up    11    wags   to   merchandise 
Merchandising  tips  the  mileage  on  a  film 

show  ami  there's  an  endless  variety  of  ways 
to  let  the  public  know  you're  a  film  adver- 

tiser. \  lit  \  Film  Division  is  dramatizing  the 
merchandising  possibilities  oj  film  shouts  with 
a  new  accordion  folder  (above)  which  points 

up  11  ways  to  merchandise  its  Inner  Sanctum 
package.  Thev  include:  bottle  toppers,  shell 
strips,  door  hang  tags  and  bumper  signs. 
The  merchandising  tools  were  developed  by 
Grej  Advertising  in  conjunction  with  Jay  H. 

Smolin,    \  lit    Film's  ad  manager. 
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Good  Look... 
Here's  a  sample — a  tiny  sample,  actually,  of  the  country  as  a 
whole  . . .  beautiful  scenery,  lots  of  it  . . .  people,  homes,  TV 

receivers  .  .  .  buyers,  buying  points  .  .  .  with  a  television 

tower  or  two  somewhere  in  the  distance,  radiating  entertain- 

ment and  commercial  messages — "live"  and  film. 

Right  now  .  .  .  television  is  perhaps  advertising's  richest  medi- 
um ..  .  people  look,  see,  go  out  and  buy. 

No  wonder  television  experts  work  constantly  to  improve 

programming  technics — to  reach  more  people  better. 

*t< 

Take  a  good  look  at  your  own  operation — specifically  in 

reference  to  film.  Are  you  using  it — wisely  —  well?  Rightly, 

film  means  greater  production  and  distribution  flexibility — 
lower  costs  for  studio  and  advertiser  ...  an  end  to  the  limita- 

tions of  studio  walls  and  time  zones. 

For  complete  information  concerning  film,  its  selection  and 

processing,  together  with  details  of  special  Eastman  services, 

equipment,  and  materials,  address: 

Motion  Picture  Film  Department 

Eastman  Kodak  Company,  Rochester  4,  N.  Y. 

East  Coast  Division      Midwest  Division  West  Coast  Division 

342  Madison  Ave.        137  North  Wabash  Ave.      6706  Santa  Monica  Blvd. 

New  York  17,  N.  Y.       Chicago  2,  Illinois  Hollywood  38,  California 

Agents  for  the  distribution  and  sale  of 

Eastman  Professional  Motion  Picture  Films 

W.  J.  German,  Inc., 

Fort  Lee,  N.  J.,  Chicago,  III.,  Hollywood,  Calif. 



EVEN  ZURICH  WATCHES 
|/ran 

WIHEN 

|CHOING  yodels  are  hard  to  find 

in  Alp-less  Zurich,  N.  Y.,  but  the 

world's  best  TV  entertainment  is 

found  there  every  day  over 

WHEN. 

Zurich  is  another  of  more  than 

250  communities  brought  to  the 

Syracuse  market  area  by  WHEN. 

It's  just  a  small  segment  of  a 
growing  market  of  2Vi  million 

people  —  people  in  26  counties 
who  earn  their  living  in  every 

conceivable  way  — who  outspend 

the  national  average  annually  — 

whose  buying  habits  are  formed 

by  what  they  see  on  WHEN.  With 

over  85%  TV  penetration  —  one 

of  the  highest  percentages  in  the 

nation— and  an  audience  insured 

by  the  best  programs  of  3  major 

networks,  WHEN  has  the  punch 

to  sell  your  product. 

SEE    YOUR   NEAREST    KATZ    AGENCY 

A 
MEREDITH 

STATION        U 

agency  profile Duane  Jones* 
President 

Duane   Jones   Co.,    New   York 

One  of  the  first  things  Duane  Jones  did  when  he  was  appointed 

exec.  v.p.  of  Blackett-Sample-Hummert  in   1934  was  to  hire  hutler. 

This  flair  for  the  "grand  geste"  and  for  personal  showmanship, 
hacked  up  with  concrete  knowledge  of  selling,  have  made  Duane  one 
of  the  truly  colorful  figures  in  advertising. 

Translating  his  dramatic  flair  into  air  media  campaigns  for  a  blue 
book  of  accounts  that  he  has  handled,  Duane  became  known  as 

the  box-top  king  of  Madison  Avenue.  He  was  the  originator  in  1932 
of  the  first  radio  premium  offer  ever  made. 

(".  .  .  a  dime  plus  a  Super  Suds  box  top  will  give  you  a  chance 

to  have  the  same  garden  Hollywood  stars  have  .  .  . '  i 
Another  precedent-setting  issue  in  Duane's  career  is  scheduled  to come  to  a  head  sometime  after  5  October,  when  the  New  \  ork 

State  Court  of  Appeals,  in  its  forthcoming  session,  hands  down  its 
decision  in  the  case  of  Duane  Jones  has  been  fighting  for  the  past 

two  years.  The  well-known  issue  concerns  Scheideler.  Beck  &  Y\  erner, 
agency  set  up  bv  three  former  Duane  Jones  account  men. 

Whatever  the  outcome  of  the  litigation.  Duane  is  as  convinced 

today  as  he  was  in  1932  of  the  effectiveness  of  premium  offers,  and  is 

banking  partly  on  this  approach  to  build  his  business  back  up  to  the 
1949  level  when  billings  were  at  the  rate  of  $17  million.  I  A  Waldorf 

Pie  Plate  offer  currently  made  for  7-Minit  Pie  Mix  pulled  its  mil- 
lionth  return  after  three  weeks  on  radio  this  August,  i 

Since  he  organized  an  agency  in  1942.  Duane  Jones  has  applied 

the  premium  technique  to  air  campaigns  for  49  different  accounts. 
He  netted  some  47  million  premium  returns  in  the  first  seven  years. 

"The  beauty  of  our  premium  offers."  Duane  explains,  "is  that  they 
not  onl\  pull  in  consumers  to  trv  the  product  in  the  package  goods 

field  where  brand  competition  is  fierce,  but  also  that  they're  self- 
liquidating.  In  fact,  one  of  our  clients  earned  $21,000  net  in  one 

year  From  premium  offers  alone." 
Always  air-media  conscious.  Duane"s  agency  reached  its  peak  in 

billings,  si  7  million  (mainly  in  soap,  package  food  and  proprietary 

good.-  accounts)  in  194(J.  At  least  partially  responsible  for  this 
growth    from  $1,204   million  billing-   in    1942   were   premium  offers. 

Virtuallj  married  to  his  business,  Duane  rarely  manages  to  visit 
his  estate  in  Connecticut,  makes  his  home  in  Manhattan.  *  •  • 

•With    Duane    Tones    in    picture    above    is    agency's    radio-TV    director,    BettJ     Kisse 
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CHANNEL    10 
AT  THE  SIGN  OF  THE  ROOST »  WJAR-TV 

The  super-powered  salesman  in    PROVIDENCE 

that  combines   prestige   and   personalities   to   sell 

your  products  to  over  1,500,000  TV  families. 

WEED      TELEVISION,       NATIONAL       SALES       REPRESENTATIVES 
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Radio 

..and  now  a message  homonisp
on^ 
TV 

by  Bob  Foreman 

j.wM  ncli  a>  I  dislike  to  argue  with 
T.  S.  Eliot  who  contends  that  April 

i-  "the  crudest  mouth,"  I'll  take 
October.  For  October  is  generally 

the  beginning  of  the  new  season. 
TV-speaking. 

October's  cruelty  is  manifest  in 
the  number  of  summer  shows. 

basking  in  the  limelight  of  some- 

one else's  time  spot,  that  are  rele- 
gated to  oblivion.  Its  cruelty  is 

also  made  apparent  as  one  reads 
the  glowing  letters  from  the  eager 

owners  of  these  shows;  as  one  fol- 
lows the  ratings  racked  up  on  the 

borrowed  time — all  to  no  avail  be- 
cause there  is  so  seldom  either  a 

time  slot  or  the  inclination  to  car- 

ry these  hiatus-fillers  forward, 
however  deserving  they  may  have 

proved  during  their  eight  or  13 
weeks  on  the  air. 

This  October,  it  seems,  will  be 

even  more  significant  than  its  pred- 
ecessors because,  for  some  reason, 

we  have  arrived  at  a  number  of 

crossroads.  For  example,  soon  we 
-ball  learn  whether  ABC  will  real- 

ly be  in  there  fighting  NBC  and 
CBS  and  making  a  third  network 

a  reality.  (See  "How  ABC  will 
compete,"     21     September     1953 SPONSOR.) 

Everything  points  to  the  fact  that 
this  will  be  the  case — the  staunch 
advertisers  who  have  taken  the 

plunge  and  committed  themselves 

to  big  money  over  an  extended  pe- 
riod of  time  on  ABC;  the  evidence 

which  has  already  piled  up,  prov- 

ing that  this  third  entity  can  actu- 
ally clear  a  respectable  line-up  of 

-tations;  the  talent  and  programs 

which  they  have  been  able  to  offer. 
Now  the  chips  are  down  and 

that  fickle  dial-twister,  Mr.  John 

Q,  his  wife  and  youngsters,  will 
determine  the  fate  not  only  of 

these  programs  and  these  advertis- 
ers but  of  the  network  itself.  And 

since  competition  is  the  great  leav- 
ener,  those  who  are  concerned  with 
the  future  of  this  business  can  only 

hope  that  ABC  makes  its  mark 
quickly,  deeply. 

To  get  back  to  the  original  pre- 

!lll!!l!llllllllllllllll!l!l!ll!lllllllllllll!l!llllll!llllllllllllllll!l^ 

Foreman  calls  October  crudest  month  because: 

1.  It's  the  month  when  shows  go  into  the  arena  to  battle  for  audi- 
ences.   Ii\  end  of  month  first  ratings  will  give  verdict. 

2.  It's  month  when  dozens  of  summer  hopefuls  among  the  ranks  of 
replacements   get   disappointed,   hare   to  go   off  air  for   return    of  the 

dai  sea son  s///i//.s  no  mailer  hon  deserving  they've  proved. 

'.I.   1/  s   month   alien    film   distributors   may  learn    whether  lhe\    get 
1  return  on  investment  in  form  <>i  reran  money,  alien  advertisers 

i  >io  or  approve  expenditure  of  large  sums  on  second-run  shows. 

I.  It  S  month  alien  I  lit   operators  begin  to  learn  true  value  of  fran- 

chises: hon   fast  sets  are  converted,  hon  soon  reasonable  penetration 

tales  place  in   a   one-time    I  llh-onh    market. 

mise  of  the  "cruelty  of  Octobers," 
this  one  in  particular,  it  seems  to 
me  that  we  are  also  at  some  sort 

of  turning  point  in  regard  to  the 
film  vs.  live  problem.  With  film 
dramatists  involved  in  residual 
values  and  still  hesitant  to  add  the 

increased  costs  of  color,  it  may  be 

that  live  TV  will  gain  new  momen- 
tum. The  immediacy,  the  vitality, 

the  possibility  of  more  skilled  per- 
formances and  better  quality  at  far 

lower  cost  may  put  more  live  shows 
into  homes  than  have  been  seen  in 

the  past  five  years — despite  the  in- 
evitable increase  in  the  number  of 

shows  speculatively  shot  on  £lm. 

Then,  too,  there  will  be  this  Oc- 
tober some  long  awaited  answers 

regarding  the  actual  values  of  film 

residuals.  Along  about  now,  back- 
ers and  bankers  are  beginning  to 

ask,  "Where  is  this  rerun  monev 
which  is  supposed  to  be  lying 

around  and  is  supposed  to  enable 

us  to  get  back  our  original  invest- 
ment plus  return  us  a  reasonable 

profit  on  our  venture  into  the  realm 

of  pure  aesthetics?"  Bankers,  of 
course,  would  phrase  it  differently 

— but  that  would  be  the  gist  of 
their  remarks. 

Another  question  faces  us.  Will 

any  network  advertiser  be  content 
to  put  the  large  sums  needed  to 

purchase  time  against  second-run 

programing,  despite  the  clever- 
ness of  the  retitling  of  the  opus  and 

the  wisdom  of  the  unsampled  audi- 
ence available  to  it?  October  may 

tell  us  this,  too. 

Still  another  subject  on  which 
this  month  should  shed  some  light 

is  the  pattern  of  daytime  viewing 

and  daytime  programing.  NBC  ha> 
decided  that  daytime  is  here  to 

stay  and  is  putting  both  the  time 
and  money  needed  to  develop  the 

housewifely  hours  into  their  struc- 
ture, banking  heavily  on  the  soap 

opera,  as  radio  did.  to  keep  the 
homemaker  occupied  with  things 
other  than  homemaking. 

What  thi-  approach  does  in  at- 
tracting an  audience  will  deter- 

mine the  future  programing  not 
onl\  of  V.BC  when  it  gets  ready 

to  tackle  the  dusting-and-darning 
hour-   but    what   CBS  continue-  to 
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lo  the 

i 

T.  I  story  board 
1  column  tpontored  by  one  of  tin-  leading  film  producer*  in  television 

S    \  It  It  A 

NEW     YORK      200    EAST    56TH     STREET 

CHICACO      16    EAST    ONTARIO    STREET 

In  .i  series  oi  I  \  commercials  foi  Chesterfield  programs  and  s]>< >ts.  s  \R R A 

combines  tin-  "Milder"  story  with  the  theme:  "Firsi  with  Young  Vmerica." 
Il.i|)|i\  scenes  ol  charming  young  people  in  action  against  beautiful  < *i 1 1 ( 1< >* n 
backgrounds  are  skilllulh  interwoven  with  the  [actual  evidence  <>i  medical 
reports  and  college  popularity  surveys.  Package  and  point  oi  put  <  Ii.im  display 
give  strong  product  identification.  Produced  I >\  SARRA  Foi  Liggett  v  Myers 
tobacco  Co.,  through  Cunningham  8c  Walsh,  Inc. 

SARRA,   Int. 
New   York:   200   East   56th   Street 

Chicago:    16    East    Ontario   street 

With  this  Crosle)  intro'duction  foi  "Youi  Hit  Parade"  SARR  \  performs  tin 
tlilhi  nit  1 1  .it  <>l  displaying  21  majoi  appliances  a  id  still  keeping  viewei  interest 
high.  I  lie  trick  is  turned  with  animated  musical  notes  .mil  a  rollicking,  hard 

selling  theme  song  l>\  the  "Hit  Parade"  orchestra  and  chorus,  high  lighting 
each  product  as  it  is  shown  .  .  .  finally  focussing  on  the  Crosley  I  V  set  with  th< 

message:  "Youi  Hit  Parade  see  it  on  a  Crosley."  Produced  l>\  SARRA  for 
Crosley  Division.  AVCO  Manufacturing  Corp.  in  cooperation  with  Batten, 
Bat  ton,  Durstine  &  <  )sboi  n,  In< . 

S  \RR  \.  Inc. 
New   York:   200   East   56th    Street 

Chicago:    l<>    East    Ontario   Sti 

Busy  little  bakers  pull  the  switch  ili.n  Nt.ui->  loaves  ol  Braun's  I  own  I  .ilk 
Bread  a'rolling  in  this  cartoon-plus-live-action  I  \  series  l>\  SARRA.  f*hey 
slap  on  the  labels  and  paint  the  "  I  own  I  .ilk"  on  tin  w  rapper  to  gt  t  ov<  i  the 
hi.nid  n. iiiu-  with  ,i  bang.  Happy  people  enjoying  bread,  and  a  gay  theme 
song  deftly  sell  quality.  I  he  films  were  so  planned  that  photographii  illustra 
tions  lor  a  tic  in  newspapei  campaign  could  be  economically  made  at  the 
same  time.  Created  l>\  s\RR\  foi  Braun  Baking  Company,  through 
Ketchum,  MacLeod  fe  Grove,  Inc. 

SARR  V  Inc. 
New   York:   200   last   56th   Street 

Chicago:    !»'    East    Ontario   Street 



DEEP  IN  THE  HEART  OF  TEXAS 

...100,000   WATTS   OF 

SELLING   POWER! 

VHF         , 

CHANNEL   O 

On  the  Air  November  1st.  "^ 

Maximum  powered  from  the  start! 

100,000  Watts!  833-foot  tower! 

NBC  Interconnected  Affiliate! 

The  ONLY  low  band  VHF  station  covering 

all  Central  Texas  from  the  center. 

45,752  TV  sets  are  already  in  use  in 

the  KCEN-TV  coverage  area. 

By  November  1st,  and  estimated 

60,000  TV  SETS  WILL  TUNE  IN  KCEN-TV 

K-CENtralize  your  advertising  dollars  — 
If  you  want  to  sell  the  market  that  buys 

do  at  this  time  of  day. 

CBS  with  Mich  leaders  as 

Search  for  Tomorrow  in  the  soap 

opera  derby  and  Godfrey,  Moore, 

Linkletter,  and  others  in  the  catch- 
as-catch-can  league  is  in  fine  shape 

to  move  either  or  both  ways  de- 

pending upon  the  trend. 
October,  too,  should  tell  us 

something  of  the  UHF  franchise 
and  what  its  value  is — how  fast 
are  sets  converted  and  how  soon  a 

reasonable  penetration  takes  place 
in  a  town  where  the  VHF  station 
has  had  the  audience  all  to  itself. 

It  should  show  us  something  about 
the  values  of  the  smaller  markets 

now  coming  into  TV  and  what  we 

can  expect  a  "normal"  network  to 
be,  both  from  a  coverage  and  a 
cost  standpoint. 

So,  all  in  all,  October  may,  as 
mentioned,  be  a  cruel  time  of  year, 

but  it's  bound  to  be  an  interesting 
time  as  well. 

Transmitter  located 

midway  between 

Temple  and  Waco 

TEMPLE,  TEXAS       CHANNEL   Q 
Owned   and   operated   by  the   Bell   Publishing   Company 

George   P.   Hollingbery   Company — National   Representative! 

commercial  reviews 

TELEVISION 

SPONSOR:  Dramex     Rcardon  Paint  Co.) 

\(i  ncy:  Krupnick  &  Assoc,  St.  Louis 

program:  "Today" — NBC 

In  one  minute,  or  less,  the  skill  of  Dave 

Garroway  plus  the  wisdom  of  the  people 

who  decided  upon  the  simplest  and  most 

direct  of  demonstrations,  using  the  show's 
star,  made  clear  to  me  what  Dramex  is, 

how  it's  used,  what  it  costs  and  what  col- 
ors it  comes  in. 

Here's  a  perfect  example  of  TV  at  its 
best.  Dramex  is  a  new  product  used  to 

cover  old  plaster  surfaces  (or  new)  and 

combines  the  features  of  plaster  and  paint. 

In  his  usual  convincing,  low-pressure  but 

high-in-attention-value  way,  Dave  applied 

the  product  to  a  panel  of  cracked  plaster, 

covered  the  cracks,  showed  a  few  of  the 

brush-effects  that  could  be  achieved,  de- 

scribed the  colors  available  and  the  price. 

The  camera  work  was  as  direct  and 

clean  cut  as  the  copy,  picking  up  close-ups 

of  the  brush-strokes  and  containers  where 

called  for.  Maybe  a  super  of  the  colors 

and  price  would  add  a  bit  of  impact  to 

these  facts,  but  with  or  without  this  video, 

the  Dramex  copy  was  superbly  conceived 

and  delivered.  *  *  * 
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First,  a  comment  on  the 

limitations  of  this  su 
This  1953  survey  of  agency  and  advertiser  trpdtf paper  reading  preferences 

asks  many  questions  about  readership.    It  ask^one  question  about  ''practical  use." 
It  asks  no  questions  about  news.   Xhe  exact  method  of  conducting  this  survey 

{designed  to  be  as  unbiased  as  po^swle)  is  explained  in  these  pages.    Yet  some  biasy 

however  small,  does  exist  in  the  inclusion  of  one  question  on  "use."  By  noting 
this  you^tsml  be  in  a  better  position  to  weigh  this  survey  in  relation  to 

other^mased  in  the  direction  of  news,  of  programing,  or  whatynave  you. 

I  read 
Of    theie    publications 
I    read,    *r    sccatlenally    u«: 

I  regularly  read  .  . 
At  a  ml) 

I    read: 

SPONSOR  153 

Broadcasting    121 

Variety     97 

Television     94 

Billboard                83 

Radio  Daily                       71 

None 

ataatalata 

Ever*    Issue 

Every  attar 
Issue 

An   aatatltaaJ 

taw 

VARIETY 
50 

28 

TELEVISION 53 

32 

SPONSOR 

97 

21 

31 

RADIO   DAILY 

44 

36 

BR0A0CA8TING 
82 

10 

28 

I  thoroughly  read  .  .  . 
In    Boino    tlirouon    thit 

publication     I     would 

say    that    I: 

Raad    tbaraughly 

and/of   Feature   Artltlet 

Glance 
throuih    It 

VARIETY TELEVISION 

65 63 
30 

31 

SPONSOR 

122 
28 

RADIO  DAILY 

41 

27 

BROADCASTING 

89 30 

PURPOSi  OI  IMIN  SURVEY:  Hade  especially  f..r  Internal  guidance 

to  SPONSOR*!  editors  in  determining  uh.it  advertiser!  and  agencies 
read,     how     ihey     read,     what     they     want. 

WHO  M\I)E  IT:  This  mailed  queationnalre  study  was  made  for 

SPONSOR  b]  CORE,  rcaearch  organization  oi  New  York  and  Toronto, 

which  works  principally  on  I  Y  government,  and  advertiser  research 

project..  Al  Shea,  bead  of  CORE,  i-  a  mass  communications  special- 

ist    -li.i     edited     Unesco's     first     edition     on     World     Communications. 

MOW    NAMES   Willi     SELECTED      Nt        were   selected   from    Standard 

Advertising  Register  h>  CORK  completely  without  assistance  from  or 
knowledge  of  SPONSOR.  Included  were  advertising  directors,  account 

executives,  radio  TV  directors,  and  timehuycrs.  Recipients  had  no 

indication     of    SPONSOR'S     interest. 

RESPONSE:  Approximately     15%,     or     177,     of     the     mailed     qnestlon- 

naires     were  completed     and     returned.       Ratio     of     returns     were     about 

two      agency  to      one     advertiser;      55  r/(       came      from      New      York      and 
Illinois;      1  *}  states      were      represented. 

WHEN    WAS    —II  1 » N     DONE:    July. August.    1953. 

THE MAGAZINE RADIO 
AND 

T  V 
ADVERTISERS USE 



Practic al  use  to me  .  .  • 
term    if   thalr 

artleil    um    tt    me 

■y    rsdl*   »nd    TV 

]  irk.    1    would    rsr.k 
•»•   publication*    la 

'  a    tatlrwlng     order: 

Variety Television SPONSOR Radio  Daily Broadcasting Billboard 

1 17 14 59 3 44 4 

2 15 21 41 7 27 
13 

3 13 24 
18 15 

14 

14 

4 16 10 7 
18 

11 7 

5 11 6 1 8 4 

14 

6 1 3 7 1 
15 

tor  example,  one  recent  BRO\n<  LSTING  survey   emphasizes  news;  leads  off  with  a  neus  question. 

BROADCASTING  dominated  this  surie\  :  SPONSOR  was  second.    Here  is  the  response  to  one  BROADCASTING  ques- 

tion: "Which  publications  do  you  read  regularly  for  television?" 

Broadcasting 

Sponsor 

Variety 

Television 

Advertising    Age 

Response  to  BROADCASTING  SURVEY  question  above 

1st    choice 

107  Radio    &    Television    Daily 

62  Tide 

36  Printers'    Ink 
30  Advertising     Agency 

24  Billboard 

l«t    choice 

12 

5 

5 

4 

1 



nvifiA<iJ 

SPONSOR:  Lee  &  Kornreich                               VGENl  'i  i  Direct 

CAPSl  IK  c\SK  HISTORY:       .>//<>     L5-minu/e     program, 

designed  to  test   the  effectiveness  of  television,   resulted 

in  the  sale  of  22  houses  in  a  two-week  period,  and  re- 

sults still  arc  coming  in.    The  builders  bought  a  r  rid  ay 

evening    program    featuring   the   consultant    who   color- 

Styled  thru  homes.    Of  the  hundreds  of  people  who  loured 

the  houses  the  next  two  days,  22  bought  homes  costing 

$]  L,250  and  $1  L,500  each  within  a  fortnight.   Sales  since 

the    telecast    are    continuing    at    the    rate    of    10    a    week. 

Tune  cost:  $230. 

\\l)i:i   TV,   Wilmington                 PROGRAM:    Quarter-hour   show 

SPONSOR:   Tri-State   Appliance   Co.                    VGENCY:    Direct 

CAPSULE  CASE  HISTORY:        Since  1951  this  sponsor  has 

used    two    60-second    or    In-second    live    announcements 

each  week  for  Temco  floor  furnaces.    Reason:  On  a  typi- 

cal morning  recently  three  telephone  calls  in  a  in-minute 

period  following  one  of  the  announcements  resulted  in  the 

sale  of  three  furnaces  worth  $200  each — at  an  advertising 

cost   of   $40.80   per   announcement.     The   sponsor    says, 

"We  are  getting  results.    We  have  better  acceptance  from 
the  public,  and  dealer  prestige  has  risen  in  the  eyes  of 

the  public  because  the  Temco  furnace  is  on  TV." 

WSAZ-TV,  Huntington,  W.  \  a.           PROGRAM:  Announcements 

PEST  CONTROL 

TV1 results 

SPONSOR:  Orkin  Exterminating  Co.                AGENCY:  BearuVn. 
Thompson  &  Franklin 

CAPSULE  CASE  HISTORY:        One    20-second    announce- 

ment once  a  week  increased  pest  control  business  400' , 
for    this    exterminating    company.      The    increase    was 

chalked  up  during  the   first  eight  weeks  WCSC-TV  was 

on  the  air  in  a  virgin  television  market.    There  were  then 

only  25.000  TV  sets  in  the  market.    The  cost  of  each  an- 

nouncement:  $40.    Follouing  the  success  of  the  televi- 

sion campaign,  what  else  could  the  sponsor  do  but  renew? 

WCSC-TV,  Charleston                            PROGRAM:  Announcement- 

AUTO  SEAT  COVERS DEPARTMENT  STORE 

SPONSOR:   Rayco  Auto  Seat  Covers                     AGENCY:   Direct 

CAPSULE  CASE  HISTORY:        Participation         announce- 

ments were  used  by  Rayco  on  WTV J  on  the  Bob  Lynn 

Show,  9:00-9:30  a.m.  one  Thursday.    Within  one  hour, 

the    sponsor    reports,    several   customers    came    into    the 

store  as  a  result  of  the  TV  commercials  and  bought  seat 

covers.   Chief  supervisor  for  Rayco  said:  "Dollar  for  dol- 
lar, we  believe  television  is  proving  the  best  medium  for 

our  business.    It  is  surprising  how  fast  we  get  response." 
The  cost  <>i  the  participations  was  $35. 

\\l\  1.  Miami                                     PROGRAM:  Boh  Lynn  Show 

SPONSOR:   Rink's  Bargain   City                            \CENCY:    Direct 

CAPSULE  CASE  HISTORY:        Two       participating       an- 

nouncements costing  $140  each  sold  $932  worth  of  fish- 

ing tackle  boxes  and  1.857  dresses  valued  at  about  $3,000 

for   this   department   store.     Telecast   during   a   Saturday 

evening  wrestling  program,  the  announcements  drew  cus- 
tomers from  as  far  as  110  miles  from  the  store,  which  is 

located  four  miles  south  of  Hamilton,  Ohio.    Because  of 

its    successful   start    on    TV    the   store    has    renewed    its 

contract  for  announcements  on  WLW-T. 

WLW-T,    Cincinnati                               PROGRAM:    Announcements 

POGO  STICKS TIRES 

SPONSOR:   Roj    Berlin  Co.                  M.l  \»  Y:  The  Pardee  1  o. 

1   \l'-i  II    I   VS1    HISTORY  :          Is  its  lust  TV  venture,  the 

/«' " i    Berlin  <  o.,  which  makes  Rocket  Pogo  Sticks,  tried 

n    single   participation    announcement    on    kill  's    SlicrifT 
John  Show.     Shortly  aftei  the  announcement,  the  phone 

serine   called   to    s,i\    a   could   no   longei    accept   calls 
tor    the  ln\    because   all   its   lines    iie/e    jammed    with    calls 

from  hundreds  of  children.    Impressed  with  results,  the 

Berlin  <  O.   s/arte,/  a  regular  schedule  on  the  SliciitT  John 

Show  and  plans  to  expand  to  II    in  other  cities  through- 

out the  country   in  the  near   Inline. 

k  1  l\  .  1  -    Ingeles                      PROGR  \M:  Sherifi  John  Show 

SPONSOR:  Ragland  Potter  &  Co.          AGENCY:  Walter  Speight 

CAPSULE  CASE  HISTORY:        After  Ragland  Potter  &  Co. 

had   used  television   for   various  products,   it  decided  to 

see  how  the  medium    would  promote  the  firm's   Gillette 

tire   department.    Here's   what   happened   after   one   pro- 
gram:    ill     A    Kentucky    bottling    plant    inquired    about 

ordering  Gillette  tires  lor  its  entire  licet  of  trucks,  signed 

an  order  soon  after.    i2i   ./  bus  line  in  a  Tennessee  town 

equipped  all  its  vehicles  with  Gillette  tires  as  a  result  of 

the  program,    (3)   A  logger  ordered  tires  for  eight  trucks. 

WSM-TV,  Nashville                     PROGRAM:   Views  of  the  News 



WGAL-TV 
NBC  •  CBS  •  ABC  •  DuMont 

Lancaster,  Pa. 

Steinmon  Station 

Clair  McCollough,  President 

actual   return  for   your   advertising 

on  WGAL-TV — no>v  in  its  fifth  year 

growing— the  prosperity  of  WGAL-TV's  large,  rich  Pennsylvania 
area — includes   Harrisburg.    York,   Reading,   Lebanon.    Lancaster. 

growing — loyal    viewing    audience    through    stimulating    local- 
interest  and  public  service  programs,  top  shows  from  four  networks. 

growing— recognition  by  national  and  local  advertisers  .  .  .  that 
V\  (f  AL-TA  is  the  efficient,  economical  way  to  reap  profitable  - 

Use  this  ever-increasing  sales  power  i<>  net 

the  most  profit  for  your  advertising  dollar. 

W  G  A  L 

AM      TV      FM 

Represented    by EEKER 
New  York    •    Chicago    •    Los  Angeles    •    San  Francisco 
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a   forum   on   questions  of  current   interest 

to   air  advertisers   and   their   agencies 

Station  reps  say  many  youny  timebuyers  are  woefully  laehiny  in 

trade  sarry.   I*  httt  steps  does  your  ayeney  take  to  train  timebuyers? 

Mr.   Luce 

THE  PICKED  PANEL  ANSWERS 

It  is  inevitable 

in  any  business 
which  has  grown 

as  rapidly  as  na- 
tional spot  broad- 

casting, there  will 
be  a  shortage  of 
trained  people. 

This  applies  not 

only  to  the  buyer 
but  a/50  the  sell- 

er. It  seems  to 

me  far  too  many  salesmen  today  are 

unable  to  interpret  the  value  of  their 

particular  station  or  market  to  an  ad- 
vertising problem. 

The  only  way  to  train  a  buyer  is 
have  him  buy  under  supervision.  The 

average  salesman  is  not  aware  of  this 

supervision.  To  him,  anyone  who 
phones  for  availabilities  or  calls  in  an 
order  is  the  sole  purchaser.  In  some 

"I  the  most  successful  buys  it  is  diffi- 

cult to  isolate  the  one  person  respon- 
sible for  the  decision.  It  is  the  result 

of  discussions  between  buyers,  re- 
search, account  group  and  client.  I 

think  this  is  the  way   it  should  be. 

I  suspect  the  salesman  has  a  resent- 
ment because  he  cannot  discuss  every 

sale  with  a  supervising  buyer.  This  is 

honestly  not  necessary.  Most  sales- 
men do  not  appreciate  the  great 

amount  of  behind-the-scene  work  and 

planning  in  each  time  buying  deci- 
sion much  of  it  after  they  have  left 

for  the  da) . 

If  I  were  asked  for  one  suggestion, 

it  would  be  that  more  -ales  represent a- 
tive  firms  imitate  agencies  and  train 
more  new  people.  There  should  be 
wonderful  opportunities  in  having 

more  young  people  back  up  the  sales- 
man in  researching  a  particular  sales 

problem,  and  it  would  insure  a  contin- 
uing soun  e  "I  Bales  people  to  meet  the 

ever-in<  reasing  need-  we  all  musl  fa<  e 

Mr.  Siddle 

together.  This  should  alleviate  another 

bit  of  agency  training  which  is  the 
new  salesman  introducing  himself  with 

the  words,  "How-do-you-do.  I-don't- 
know-a-thing-about-this-business." 

James  Luce Tirnebuyer 

J.   Walter  Thompson 

New  York 

We  feel  that  in 
training  young 

timebuyers,  the 
most  essential 
factor  is  a  very 

close  working  re- 
lationship with 

a  n  experienced 
buyer.  Through 
this  association, 
the  trainee  will 
be  able  to  absorb 

invaluable  information  and  in  the  fu- 

ture be  well  equipped  to  handle  buy- 

ing alone. 
During  his  period  of  training,  the 

trainee  should  become  thoroughly  fa- 
miliar with  both  markets  and  media. 

Since  a  knowledge  of  markets  is  of 

utmo-t  importance  in  buying  time,  the 

trainee  is  encouraged  to  make  as  com- 
prehensive a  study  of  them  as  possible, 

especially  as  regards  size,  population 
and   buying   power. 

In  addition  to  general  market  knowl- 
edge, the  tirnebuyer  should  also  know 

the  markets  a-  the)  appbj  to  our  par- 
ticular clients.  This  he  can  learn  onl) 

b)  stud)  and  close  work  on  the  ac- 
count- with  the  senior  buyers. 

The  trainee  must  also  stud)  the  me- 
dia within  the  market-:  get  an  idea, 

foi  instance,  of  the  number  of  radio 
and  T\  homes  in  the  area  and  the  de- 

gree of  penetration.  Also,  what  par- 
ticular station-  will  best  serve  the  needs 

of  his     lienl-. 
In  addition  to  knowing  markets  and 

media,  the  young  tirnebuyer  should 
learn  the  strengths  and  weaknesses  of 
both  markets  and  stations  over  and 

above  any  statistical  data  available. 
This,  of  course,  will  usually  come  only 

through  years  of  experience  and  the 

opportunities  to  study  and  absorb 
things  not  recorded  in  writing. 

Stephen  W.  Siddle  Jr. 
Media  Director 

Bermingham.  Castleman  &  Pierce 
New  York 

When  sponsor 

popped  this  ques- 
tion, I  made  a 

fast  check  of  the 

experience  repre- sented in  our 

time  buying  de- 

partment. Our  eight  time- l>uvers  are  spe- 
cialists; they  do 

nothing  else.  Av- 
erage experience — nine  years.  Range 

— two  years  to  18  years.  Younger 
buyers  work  under  the  supervision  of 
older  staff  members.  All  work  closelv 

with  the  radio- 1  \  research  department. 

Is  this  exceptional?  I  haven't  sur- veyed the  entire  agency  field,  but  I 

doubt  if  our  set-up  is  much  different 
from  that  of  other  agencies  who  offer 

a  balanced  professional  service. 

An  agency's  first  responsibilit)  is 

to  spend  the  client's  money  as  though 
it  were  its  own.  A  tirnebuyer  is  a 

purchasing  agent.  He  spends  the  cli- 
ent's money.  It  never  was  a  job  for 

amateurs.  It  sure  isn't  today — with 
\  III  \-.  I  I  IF.  network  vs.  spot,  "au- 

tonomous" 0  &  O's  vs.  network  clear- 

ance policies,  rate  cards  vs.  deals.  Niel- 
sen v-.  Trendex  vs.  Pulse  vs.  Hooper 

vs.  ARB. 

True,  ever)  pro  was  an  amateur 
once.    There  are  alvvavs  cubs  on  their 

Mr.    Hanna 
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Miss    Stark 

w.i\  up  in  agencies.  Bnl  I  never  knew 
.1  station  rep  worth  bis  -.ill  who  would 
lei  himself  ̂ n  -t« » j >| »«■«  1  b)  a  <  ul>.  \ml 
I  find  it  hard  to  imagine  an  agencj 

putting  .1  cub  timebuyei  in  a  j  »*  >— i t  i <  »n 
where  he  could  handicap  .i  ̂ < >< »J  rep. 

J  V\II  -    I.    II  \NN\ 

/  ice  President  charge  Radio-T) 
V.  n  .   Iyer  A  Son 
Veu    )  ork 

Even  i  h  <>  ii  g  li 
\\  liniiaul)  offers 

no  actual  "train- 

ing program"  for tiraebuyers,  I  li  e 

opportunity  f  o  r 
learning  and  ad- 
\ ancement  in  this 
end  of  radio  and 
television  adver- 

tising business 
i-  unli  in  ited. 

through  the  process  of  giving   more 
and  more  responsibility,  under  super- 

vision, to  1>< >t h  estimators  and  assis- 

tants and  through  a  -nod  deal  of  con- 
tad  work  (networks,  reps,  etc.),  this 
can    be   attained. 

Within  the  agency,  working  directly 
with  the  various  account  groups,  re- 

search, production,  traffic,  copy  and 
bookkeeping  department-  on  long  term 
schedules,  campaigns  and  network 
shows  tend-  to  u:i\e  the  buyer  a  much 
broader  concept  of  all  phases  of  this 
work  and  the  aims  and  ideas  behind 

these  media  of  advertising. 
Naturally,  the  willingness  to  learn 

on  the  part  of  the  estimator,  assistant 

and  the  buyer,  and  the  acceptance  of 
the  fact  that  details,  facts  and  figures 
must  be  accurate  i-  of  the  utmost  im- 

portance. Once  these  facts  are  estab- 
lished, advancement   i-   inevitable. 

J'>\\  Stark 

Timebuyer 
William   II.   Weintraub 
Veu    )  ork 

\t  McCann-Er- 
ickson,  we  feel 
there  i-  no  train- 

ing substitute  for 
actually  working 
on  the  job  under 

■  lose  supen  ision. 
The  new  trainee 

in  the  time  buy- 

ing department  i- 
|>ro\  ided  a  (heck 
list  of  the  basic 

i  Please  turn  to  page  \> 

Mr.   Kelly 

KLZ-TV  comes  from  a  family  of  showmen ...  has 

a  flying  start  in  the  world  of  entertainment... 

and  selling... with  an  ancestral  background  of 

KLZ  Radio,  for  many  years  nationally  recognized 

for  its  creative  programming  and  personalities. 

KLZ-TV  will  go  on  the  air  November  first  with  a 

great  line-up  of  local  productions,  plus  the  full 

schedule  of  CBS  Television  network  shows.  Aired 

from  the  finest,  most  complete  TV  operation  in 

the  area,  KLZ-TV. .  .reared  to  perform  ..  .will  be 

the  top  entertainment— top-selling— TV  in  Denver. 

Z-TV ALADDIN 
RADIO  AND 

TELEVISION,    INC 

CHANNEL    /    DENVER 

See  your  KATZ  man 
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I— 
fiilse  fintls  Interviews  best  for  LHF  surveys 

Will  Ml  \.  Reading,  Pa.,  mailed  to 

sponsors  a  lew  week-  ago  the  results 
of  a  door-to-door  study  b\  The  Pulse. 
Inc.  on  the  percent  of  UHF  saturation 

in  the  Will  M-T\  viewing  area.  \l;m\ 
ol  the  lessons  learned  from  making 

the  Reading  study  will  be  used  when 
future  I  I  IF  surveys  are  conducted. 

Lawrence  Roslow.  Pulse  associate 

director,  said  the  surve)  confirmed 

Pulse's  opinion  that  the  only  way  to 
determine  satisfactorily  how  well  I  HF 
was  received  in  an  area  was  to  go 

from  home  to  home  and  actually  watch 
the  viewer  tune  his  TV  set. 

"When  we  went  into  a  home,"  Ros- 

in u  reported,  "we  could  see  how  well 
the  respondent  tuned  in  the  various 
stations  and  how  well  those  stations 

were  received.  The  problem  of  check- 
in"   on    UHF   saturation   in   a   market 

where,  for  \ears.  there  have  been  \  III 

sets,  is  tough.  For  one  thing,  when 

some  sets  are  converted,  a  LHF  chan- 

nel is  tuned  1>\  turning  to  a  VHF  chan- 
nel number.  Therefore,  a  respondent 

who  says  he  is  watching  Channel  2 

actuall)  ma\  be  watching  Channel  61." 
Twenty  full-time  interviewers  spent 

two  weeks  in  the  WHUM-TV  area  and 

entered  a  scientifically  selected  sam- 

ple group  of  1,477  homes.  In  some 
homes  the  interviews  took  as  long  as 
20  minutes. 

The  survey  showed  that  WHl  Ml  \  . 
on  UHF  Channel  61,  was  received  in 

35%  of  all  the  TV  homes,  or  on  127,- 
000  sets  in  20  counties.  The  study  was 

made  in  June  at  the  end  of  WHUM- 

TV's  first  six  months  of  telecasting. 
Another  survev  is  planned  for  this  fall 

bv  Pulse.  *  *  * 

Every  2.2  seconds  another  new  rudio  is  solil 

By  the  time  \  ou  finish  reading  this 
sentence  two  more  radios  will  have 

been  sold  in  the  United  States — for  ra- 

dios are  now  being  sold  at  about  the 
rate  of  one  every  2.2  seconds. 

TIii~  figure  was  calculated  b\  SPON- 
SOR on  the  basis  of  a  presentation  re- 

leased a  fortnight  ago  by  Broadcast 

Advertising  Bureau.  BAB  said  11,021,- 
000  new     radio-    were    sold    in    1952. 

01  these.  0.321.000  were  replacements 

and  7,700,000  were  for  new  place-  to 
listen.  Two  million  sets  were  boughl 
for  new    radio  homes. 

During  the  firsl  six  months  of  1053. 
BAB  dis<  lo-e-.  Americans  purchased 
anothei  7,267,000  radios,  which  is 

'.  '.' ,  more  than  dui  ing  the  same  pe- 
riod in  1T>2.  Not  counting  the  more 

than  seven  million  1953  sets,  Vmeri- 

■  ans  now  own  at  least  7  !<">  million 
home  radio  sets  and  35.2  million  auto 

radio-.  OUt-of-home  portables  and  ra- 
dio- iii  business  establishments  and 

othei    pla<  es. 
I!  Mi-  total  -how-  there  are  I  I n  mil- 

lion places  in  the  nation  where  you  can 
listen  to  the  radio. 

"The  willingness  of  Americans  to 
Inn  this  main  radio  sets  each  vear  .  .  . 

to  create  this  many  new  places  to  lis- 
ten ...  is  the  best  possible  proof  of 

radios  vitality  today."  BAB  asserts. 
A  CBS  Radio  on-the-air  promotion 

tlii-  spring  advised  listeners  that  a  ra- 
dio was  sold  every  three  seconds.  The 

CBS  figures  were  based  on  1952  set 

sales  (see  "CBS  Radio  turns  spon- 

sor," SPONSOR,  18  Max    1053  I .      *  •  * 

Fearless  Koplan  lauds 

radlo-TY  eominereiitls 

\   1   -t    On    commercials  on   radio 

and  telex  i-ion.  in  a  newspaper  column 

"I  all  places,  i-  the  latest  man  bites 
dog  story. 

Han\  Koplan,  West  Coast  radio-T\ 
-tar.  recentl)  substituted  for  newspaper 
<  olumnisl  Mien  Rich  when  Rich  was 

vacationing.    In  the  column,  which  ap- 

peared in  the  North  Hollywood  (  Cal.  I 

/  alley  Times,  Koplan  emphasized  that 

listeners  shouldn't  knock  the  commer- 
cials. 

"Maybe  they  do  anno)  \ou  at 

times,"  Koplan  said,  "but  actually 
the}  re  a  blessing  in  disguise.  I  he 
existence  of  commercials  makes  for 

much  more  enjoyable  programs.  That's 
a  fact.  Carefully  tabulated  figures  in 

the  possession  of  radio  and  TV  sta- 
tions prove  that  when  a  show  goes 

from  sustaining  ...  to  being  spon- 
sored, the  popularity  of  that  show 

jumps   «-everal   points." 
Koplan  believes  "the  public  has  the 

feeling  that  a  show  on  which  a  spon- 
sor is  willing  to  spend  thousands  of 

hard-earned  dollars  must  have  some- 

thing worth  watching  or  listening  to.  .  . 

"I  know  from  my  own  experience 

that  my  Meet  the  Missus  show  on  CBS- 

KNX  jumped  several  points  in  its  rat- 
ing as  soon  as  it  became  sponsored.  .  . 

Without  [the  sponsor  1.  the  show  just 

couldn't  be  as  good."  Koplan  con- 
cluded. *  *  * 

Jfiss  Rheinyoltl  hopefuls 
announee  station  breaks 

Sex  appeal  was  injected  into  the 
Rheingold  Beer  announcements  last 
month  over  the  five  New  York  City 
radio  stations  the  brewerv  uses.  Six 

finalists  of  the  annual  Miss  Rheingold 

contest  took  turns  reading  some  of  the 
100  or  more  station  breaks  and  other 

announcements  which  Rheingold  airs 
each  week. 

In  the  picture  below.  Cindi  Wood 

gets  tips  on  reading  the  announcement 

Miss     Rheingold     fnalist     airs     a     commercial 

from  Mian  Ramsaj  (left),  timebuver 
for  Foote.  (one  \  Belding,  Rheingold 

ageno.  and  Arthur  Tolchin,  WMGM 

sales  manager.  The  winner  of  the  con- 
test, who  will  be  announced  this  month. 

will  be  starred  in  Rheingold  s  1954 

advertising  camoaiun.  •  *  * 
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Evei  In'. i ill  "I  '  nines*  i  owboys? 
Well,  you  have  now.  KGMB-TV,  Hon 
dliilii.   carries   the   Hopalong    f  f/w/> 

Chinese     cowboys     are     Hopalong     fans,     too 

films  ever)  Monday.  The  sponsor, 

Love's  Enriched  Bread,  Hawaii's  larg- 
est bakery,  got  some  idea  of  the  show's 

popularit)  when  these  three  youngsters 

showed  up  a  few  Mondays  ago  al 

KGMB-T\  s  studios  tn  see  1 1  < > j »j >\ . 
I  he\  re  standing  in  front  <>f  a  life-size 

cutout  of  Hoppj  in  the  station's  l«>l>l>\. 
«       «       « 

The  easj  waj  to  get  good  I  III 

reception  is  llie  subject  of  a  new  20- 
page  illustrated  booklet  sent  to  TV 

servicemen  in  the  Muncie  area  bj 
WLBC-TV.  I  lie  Indiana  station  re- 

ceived so  man)  conflicting  reports  from 

it-  viewers  about  I  IIF  reception  that 
Don  Burton,  station  president  and  gen- 

eral manager,  decided  to  write  the 

booklet.  It  explains,  in  non-technical 

language,  how  a  I  III  set  -including 
antenna  erection,  lead  in  and  final  tun- 

ing should  In-  installed  for  best  re- 
sults. Case  histories  which  indicate  the 

type  of  trouble  a  serviceman  might  en- 
counter and  how  it  can  be  corrected 

are  included  in  the  booklet. 
*  e  * 

The  annual  repair  bills  on  your  tele- 
vision set  don  t  cost  as  much  as  \ou 

think  if  you're  an  "average"  set  own- 
er. According  to  the  Cunningham  & 

Walsh  "Videotown  6"  television  sur- 
\c\  $11  i>  the  average  annual  repair 

bill.  Not  onl\  that,  but  1')'-  (if  all  the 
set  owner-  in  Videotown  I  real  name: 

New  Brunswick.  \.  J.)  have  never  had 

to  send  their  sets  to  the  repairman.  Of 
sets  bought  prior  to  1951,  there  were 

[Please  turn  to  page  I"(>i 

FLANAGAN  & 
DONOVAN 

PAUL  FLANAGAN 

4:05-4:55  P.M. 

Mon.  thru  Fri. 

JOYCE  DONOVAN 
5:00-5:25  P.M. 

Mon.  thru   Fri. 

Excellent  buys  in  afternoon  radio:  highest  local 

rating;  low  cost  per  thousand;  terrific  audience 

response ;  popular  personalities ;  long  list  of 

top  sponsors,  both  local  and  national ; 

success  stories;  No.  1  station. 

WTRY 
Albany-Troy 

Schenectady 

980KC   5000W   CBS  RADIO  NETWORK 
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TV  REACTIONS 
(Continued  from  page  41) 

Intensive  interviewing  and  analysis 
disclosed  the  reason,  said  Mrs.  Moore. 

People  in  the  Upper  Middle  class  feel 

the)  must  assert  their  "sell  reliance" 

and  independent  taste.  "They  must," 
she  explained,  "demonstrate  their  su- 

periorit)  to  "the  masses'  by  conspicu- 
ously resisting  mass  persuasion  meth- 

ods." 
Upper  Middle  people  are  particular- 

l\  vehement  against  hard-sell  and  the 

rapid-fire  personal  salesman.  Why? 

According  to  SRI's  analysis,  the  Upper 

Middles  regard  salesmen  as  social  sub- 
ordinate- who  should  serve  rather 

than  dominate.  They  are  annoyed  that 
all  they  can  do  is  turn  off  the  screen 

rather  than  shut  him  up  with  a  ston) 

glance  and  haughtj  exit  as  they  would 
in  a  face-to-face  situation. 

But  the  I  pper  Middles  like  commer- 
cials that  make  fun  of  the  product  or 

sponsor  because  that  puts  into  words 
their  feelings  of  superiority. 

The  Middle  Majority  is  not  like  that 

at  all.  It  regards  advertising  as  use- 

ful. This  group  feels  ads  help  them 

keep   up   on   new  products  and   meth- 

ods and  give  them  specific  aids  like 
recipes  and  how-to-do-it  literature. 
They  like  commercials  that  offer 

glimpses  of  how  more  fortunate  peo- 

ple li\e  hut  don't  go  for  them  when 
the  background  is  so  glamorous  that 
it  makes  them  feel  drab  or  inferior 

bj   contrast. 
I  hey  Tl  accept  large  claims  but 

strongly  resent  a  commercial  if  they 
suspect  that  the  advertiser  considers 

them  gullible  or  is  trying  to  take  ad- 

vantage of  their  inexperience  and  lack of  knowledge. 

Said  Mrs.  Moore:  "A  manufactur- 

er's claim  that  he  makes  'the  best'  is 
regarded  as  proper  pride  by  people 

whose  jobs  are  mainly  making  or  han- 

dling things.  And  they  are  so  well- 

schooled  in  the  hard  maxim  'you  have 

to  pay  for  everything  you  get'  that  it 
doesn't  seem  like  exploiting  to  them 
when  the  sponsor,  who  has  provided 
free  entertainment,  asks,  in  return,  for 

attention  to  his  sales  talk." 
SRI  has  found  that  all  viewers  to 

some  extent  have  that  primitive  emo- 

tion toward  commercials — simple  an- 
ger at  being  interrupted  in  the  midst 

of  an  enjoyable  pastime.  The  Middle 
Majority  has  very  strong  feelings 
about  interruptions,  perhaps.  Mrs. 

Moore  suggests,  because  television  en- 
tertainment means  so  much  to  them. 

Therefore,  they  feel  appreciative 

when  the  sales  messages  are  handled 

in  such  a  way  as  to  minimize  the  feel- 
ing of  interruption.  The  integrated 

commercial  that  works  the  plug  into 

the  action  or  locale  of  the  program  is 

one  type  that  is  well  liked. 

One  typical  Middle  Majority  com- 
ment praised  the  tobacco  shop  device 

used  in  U.  S.  Tobacco's  Martin  Kane 
private  eye  show.  The  interviewee 

said,  "Now  that's  one  show  where 

they  don't  stop  the  story  and  hit  you 
over  the  head  to  sell  you  .  .  .  they 

just  have  this  fellow  talk  a  bit  in  the 

shop  where  people  drop  in.  like  they 

naturally  would." While  the  technique  used  in  Martin 
Kane  cannot  be  adapted  to  variety 
shows  ( which  are  among  the  most 

popular  program  types  with  the  Mid- 
dle Majority  i.  there  is  still  a  prefer- 

ence for  the  commercial  that  is  eased 

into  in  this  kind  of  show.  too.  Paying 

tribute  to  General  Electric's  commer- 
cial treatment  on  the  Fred  If  aring 

Show,  one  housewife  said:  "They  don't 
knock  you  out  of  the  mood." 

TV  programing  points  up  differ- 
ences  in   group   attitudes  very  clearb  . 
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WBBM  DAYTIME  RATES  ARE  UP! 
On  September  13,  1953,  Chicago's  Showmanship 

Station  raised  its  time  rates  affecting  all  daytime 

periods.  A  new  card,  number  24,  now  in  produc- 

tion, will  be  issued  shortly.  These  new  rate 

increases  have  been  brought  about  because  . . . 

WBBM  DAYTIME  AUDIENCES  ARE  UP! 
Year  in,  year  out,  the  number  of  families  and 

listeners  tuned  to  Chicago's  S/foirmanship  Station 

has  steadily  increased.  For  example,  during  the 

past  six  years  WBBM -produced  shows  alone  have 

enjoyed  an  average  gain  of  53%.  Within  the  past 

two  years,  a  15%  gain. 

At  WBBM,  showmanship  and  salesmanship  are 

synonymous.  And  today,  WBBM  advertisers  are 

reaching  — and  selling  — an  audience  more  than 

50%  greater  than  that  delivered  by  any  other 

Chicago  station.  To  reach  and  sell  Chicago's  big- 

gest audiences,  call  us  or  CBS  Radio  Spot  Sales 

right  now  for  availabilities  on 

50.000  watts  •  CBS  Owned 

Chicago's  Showmanship  Station  •  780  kc 

WBBM 
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The  MOST  POWERFUL    TRANSMITTER 

m  THI  FABULOUS  SOtmmEIT! 

MOW  YOU'LL   SELL  EVEN  MOM 
on  CHANNEL  4  X^ 

KROD-TV  has  been  operating  on  full 
power  —  56.300  watts,  since  August 
1st,  from  the  finest  transmitter  loca- 

tion in  the  Southwest,  atop  Mt. 
Franklin,  1585  feet  above  downtown 
El  Paso  .  .  .  This  means  EVEN  BET- 

TER COVERAGE  of  the  Fabulous 
Southwest.  This  means  EVEN  BET- 

TER PICTURES  in  an  enlarged 
KROD-TV  Trading  Area  .  .  .  This 
means  that  more  of  the  best  pro- 

grams— locally  and  on  the  CBS,  Du- 
Mont  and  ABC  networks  will  reach 
an  even  greater  audience. 

KROD-TV 
Affiliated  ulth  KROD— fiOO  Ke— CBS 
—5  000  Walls  jnd  the  Kl  Paso  Times 

Knot  Kit  k  HHOADCASTlMi  COHl'OHATIIIN 
Dorrance  D.  Roderick       Val  Lawrence 
Chairman  of  Board     Pres.  &  Gen.  Mgi . 

Dick  Watts 
Gen.  Sales  Mgr. 

Nationally  Represented  by  the 

RKAMIAM  COMPANY" 

WSYR-TV 
Syracuse,  N.Y. 

Channel  3 
100  lew 

The  Only  Low-Band 
V.H.F.  Station  in 

Central  New  York 

Headley-Reed 

National    Representatives 

NBC  Affiliate 

WSYR-TV 

And  motivational  resean  h  offers  some 

answer-  to  win  talent  shows  and  soap 

operas,  roundly  attacked  l>>  those  with 
I  pper  Middle  viewpoints,  are  liked  by 
the  great  Middle  Majority. 

"Motivational  research,"  said  Mrs. 

Moore,  "has  shown  that  those  pro- 
grams the  Upper  Middle  class  imagines 

are  so  harmful  serve  real  psychologi- 
cal purposes  to  the  Middle  Majority. 

The  perennial  succession  of  harmonica 

prodigies,  third-rate  sopranos  and 
weird  talent  bores  and  appalls  sophis- 
ticated  citizens.  Hut  for  the  mass  audi- 

ence it  proves  that  mediocrity  can  be 
surmounted  and  that  their  children  are 

able  to  find  a  way  out  of  the  pressure 
and  monotony  of  their  lives. 

"The  soap  opera  reassures  Mrs.  Mid- 
dle Majority  in  another  way.  Right 

always  triumphs  over  wrong.  The 

good  woman's  love,  patience  and  cour- 
age win  out  in  the  end.  keeping  home 

and  family  together  despite  all  man- 
ner of  troubles  and  misunderstandings, 

tragedies  and  disasters.  Such  plots 

provide  emotional  escape,  but  they  also 

reinforce  the  average  housewife's  con- 
ception of  the  world  as  having  its  geo- 

graphic center  in  the  home." 
Regarding  the  well-known  fact  that 

the  housewife's  conscience  bothers  her 
when  she  tunes  in  her  set  during  the 

day.  SRI  research  disclosed  she  has 
two  rationalizations:  The  programs 

provide  (ll  "education."  such  as 
cooking  tips  and  (2)  well-earned  rest 

periods. The  fact  that  the  Kate  Smith  Show 
covers  both  of  these  rationalizations 

explains  its  popularity,  Mrs.  Moore 
told  sponsor.  In  addition.  Kate  Smith, 

projecting  a  clearly  middle  class  perso- 
nality, gives  the  housewife  someone 

with  whom  she  can  identify  herself. 

Here  are  some  typical  quotes  from 
housewives  about  the  show  followed 

h\  excerpts  from  SRI's  interpretative analyses: 

"She's  just  plain,  fat  Kate."  Her 
lack  of  glamor  is  an  asset  with  Mrs. 

Middle  Majority,  who  suffers  vague 

doubts  about  her  own  physical  attrac- 

tiveness and  her  husband's  suscepti- 
bility to  glamorous  women. 

"She's  successful  but  not  snooty." 
She  reassures  housewives  that  a  plain 

person  can  achieve  success  in  a  field 

usual!)   dominated  by  sophisticates. 

"She  really  manages  everything!" 
Housewives  appreciate  it  keenly  when 
a  women  dominates  the  show  and 

when,  as  in  the  case  of  Ted  Collins, 
tlie  male  is  relegated  to  approximately 

the  role  of  a  t\  pica!  soap-opera  hus- 

band— appearing  as  a  man  who  really 

wouldn't  know  quite  what  to  do.  or 
amount  to  much,  if  it  weren't  for  a 
strong,   wise  woman. 

"She's  so  sincere."  Mrs.  Middle  Ma- 
joritv  feels  Kate  is  so  much  like  her- 

self she  must  be  honest.  Housewives, 

to  keep  their  own  self-respect,  have  to 

believe  that  "a  woman's  place  is  in  the 
home."  So  they  instinctively  distrust 
the  sincerity  and  reliability  of  women 
obviously  different  from  themselves, 
who  seem  to  them  too  poised,  too 
worldly   and  too   well-dressed. 

"She  knows  what's  important."  Kate 
supplies  the  needed  assurance  that 
home  and  family  are  really  the  most 

important  things  b\  stressing  homev 
touches  and  grassroots  background 

usuall)  omitted  by  less  shrewd  m.c.'s 
or  interviewers  who  imagine  that 

glamor  is  the  only  appeal.  I  The  house- 
wife  who  made  this  particular  com- 

ment was  reacting  to  a  typical  Kate 
Smith  treatment:  describing  how  Jose 

Ferrers  success  "must  have  made  his 
folks  back  home  in  Puerto  Rico  feel 

proud."  I 

SRI's  analysis  of  the  television  view- 
ing habits  of  more  than  400  families 

indicated  that  Upper  Middle  class 

viewers  prefer  drama,  musical  pro- 

grams and  quiz-panel  shows,  while 
most  Middle  Majority  people  prefer 

crime,  talent  and  variety  shows. 

But  it  also  uncovered  evidence  that 

some  shows — for  interestingly  differ- 
ent reasons — achieve  appeal  that  cuts 

pretty  broadly  across  class  lines.  For 
instance.  Your  Show  of  Shows  attracts 

the  Upper  Middle  class  audience  be- 
cause the  acts  are  professionally  ex- 

pert and  deftly  produced  and  because 
the  Sid  Caesar  and  Imogene  Coca  skits 

are  appreciated  for  their  critical  in- 
sight and  satire.  Middle  Majority  peo- 

ple who  are  socially  ambitious  com- 
ment favorably  on  the  modern  dance 

impressionism     and     classical     music 

ARE  YOU 

UNHAPPY 

Over  Low 

Ratings  On 

Your  Show? 

TV  SHOW  DOCTOR 

with  to]>  credits — 
consistent  results, offers  p  rogr  a  m 

analysis  —  produc- 
tion —  writing  — 

management  ad- 
vice.   Let  me  show- 

you  what  1  've  done. 
Confidential 

FREE     CONSULTATION 
TR.     7-8691.     or     write 

SPONSOR 
BOX   105 
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Put  your  UHF  signal 

where  the  population  is 
Use  an  RCA  "contour-engineered" 

UHF  Pylon  Antenna 

<? 
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•  For  "single-direction"  coverage,  RCA  has 
UHF  Pylons  that  produce  a  horizontal  field 
pattern  shaped  like  a  Cardioid  (see  Fig.  1). 

•  For  "elongated"  coverage,  RCA  has  uhf 
Pylons  that  produce  a  horizontal  field  pat- 

tern shaped  like  a  peanut  (see  Fig.  2). 

•  For  "circular"  coverage,  RCA  has  a  wide 
selection  of  UHF  Pylons  that  produce  equal 
signals  in  ALL  directions. 

•  For   better   overall   coverage,  RCA   UHF 

Pylons  have  built-in  "Beam  Tilt"  that 
minimizes  power  loss  in  vertical  radiation. 

•  For  better  "close-in"  coverage.  RCA  uhf 
Pylons  are  equipped  with  a  new,  advanced 

type  null  fill-in  system  (used  in  conjunction 
with  beam  tilting).  See  Figs.  3  and  4. 

•  The  gain  that's  published  is  the  gain  you  get. 
RCA  UHF  Pylons  include  no  tuning  com- 

promises that  would  result  in  loss  of  gain. 
RCA  UHF  Pylons  can  be  furnished  with 
gains  in  the  order  of  3,  6,  9,  12,  21,  24, 
and  27! 

•  RCA  has  all  UHF  antenna  accessories:  towers, 
mitered  elbows,  line  transformers,  spring 

hangers,  dummy  loads,  wattmeters,  fre- 
quency and  modulator  monitors,  filter- 

plexers,  and  transmission  line  (measured 

performance — VSWR  —  is  better  than  1.05 
to  1.0).  You  can  get  everything  from  ONE 

responsible  source — RCA! 

An  antenna  system  can  make  or  break 
a  TV  station.  Make  sure  yours  is  right. 
Your  RCA  Broadcast  Sales  Representative 
can  help  you  plan. 

I 
\ 

RCA  Adjustable  Beam 
High-Gain  UHF  Pylon —  installed 

RADIO    CORPORATION  of  AMERICA 
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CHANNEL 
12 WOSJV 

KVOS 

KPQ 

10  00    WATTS 

790    K  C 

5  0  00    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STAT
E'S 

CASH  FARM  INCOME 

Zrorjoe    Cf    C-^i 

PAR  IS  FOUR  .  .  . 
hundred  thousand 

Our    100,000  watts  on   Channel  4 

will   help   you   shoot  it* 

*lt  is  the  population  in  our  coverage  area 
— 30  Texas  and  N.  Mex.  counties  with  an- 

nual retail  sales  over  $553  millions.  Avail- 

abilities  are    available. 

KGNC-TV 
\xXAmarillo 

REPRESENTED    NATIONALLY    BY   THE 

0     L     TAYLOR    COMPANY 

NBC    b    DuMont 

which  they  often  don't  really  like  but 
feel  they  ought  to.  \n<l  the)  are  grati- 

fied by  the  fact  they  honestly  enjoy 

most  of  a  show  the)  know  has  won 

critical  acclaim  from  more  sophisticat- 

ed people.  The  average  Middle  Ma- 
jority people  can  enjoy  at  least  for  a 

while  the  brisk  pace  and  variety  of  the 

whole  format  and  get  a  bang  out  of 
the  broad  humor  of  the  situation  skits 

even  though  they  miss  the  satire. 

SRI's  most  striking  example  of 
broad  appeal  resulting  from  a  program 

meaning  different  things  to  different 

people  is  Kukla.  Fran  and  OUie.  Re- 
searchers found  the  show  very  highly 

regarded  by  Upper  and  I  ppt-r-Middle 
Class  people  who  appreciate  its  imagi- 

native originality  and  heartily  agree 

with  the  man)  critics  who  have  ac- 
claimed its  rare  talent  and  subtlety. 

Middle  Majority  adults  also  com- 
mend the  show — generally  assuming  it 

is  "for  kids."  The  work,  worry  and 
values  of  their  grown-up  world  give 

them  little  appreciation  for  the  puppets" 
light-hearted  fantasy,  and  their  code 

requires  that  adults  who  don't  want  to 

appear  daft  "put  away  childish  things." But  adults  in  the  lower  class  who  are 

less  conventional  and  more  easy-going 

like  the  program  as  well  as  their  chil- 
dren, because  they  respond  instinctive- 

l\  to  the  fun  of  the  show7  even  though 
they  miss  its  subtleties  and  satires. 

From  these  and  many  other  explora- 
tions of  human  reactions,  the  motiva- 
tional researchers  have  concluded  that 

literally  every  viewer  has  a  social  class 
\  iew  point  toward  whatever  he  watches. 

And  they  argue  that  television,  more 
than  any  other  medium,  needs  to  take 
account  of  differing  attitudes  and  their 

meanings  because  its  impact  is  so  pe- 
culiarly personal. 

As  Mrs.  Moore  sums  it  up:  "More 
than  any  other  medium,  television  is 

experienced  as  a  private  thing — it  is  lit- 

erally gulped  down  with  the  family's 
food  and  conversation.  This  intimacy 

makes  possible  a  degree  of  understand- 
ing between  advertisers  and  audience 

not  previously  attainable.  But  it  is 

also  a  potential  boomerang  that  in- 
creases distaste  and  disappointment 

when  material  offends,  disturbs  or 

merely  bores.  Studying  human  reac- 
tions, and  the  reasons  deep  underneath 

them,  is  not  merely  an  investment  in 
getting  the  most  out  of  a  tremendously 
powerful  medium.  It  is  insurance 
against  wasting  that  power  and  even 

alienating  the  very  people  you  are 

trying  to  reach."  *  *  + 

SPEIDELON  TV 

(Continued  from  page  29  I 

the  Speidel  line  on  the  Ed  Wynn  pro- 
gram. Monday  morning,  the  program 

still  in  mind,  he  went  down  to  his 

own  jewelry  department  to  see  whether 
their  Speidel  display  matched  the  pres- 

entation he'd  seen  on  television.  It 

didn't. 
"The  department  store  executive  im- 

mediately went  to  work,  got  together 

with  the  head  of  his  jewelry  depart- 
ment, and  planned  a  separate  Speidel 

counter  on  which  the  watchbands 

would  he  displayed  to  better  advantage. 

During  the  subsequent  three  pre-Christ- 
mas  weeks  sales  volume  in  watchbands 

increased  700' r  over  the  previous 
year,  and  made  the  jewelry  department 

the  top  department  in  that  store." 
Speidel's  first  year  of  television  rep- 

resented a  $1.25  million  expenditure — 
a  67%  increase  over  the  previous 

years  expenditures.  It  was  necessary, 
therefore,  for  the  firm  to  be  sure  that 

its  advertising  allotment  was  being 

spent  in  the  most  efficient  possible  way. 

Speidel's  sales  message  was  aimed  at 

young  adults.  Ed  Wynn's  reputation, 
on  the  other  hand,  had  been  estab- 

lished with  an  older  group.  Speidel 

soon  began  to  shop  around  for  another 

program. 
In  spring  1950  the  firm  sponsored 

the  7:00-8:00  p.m.  segment  of  NBC 

TV's  Saturday  Night  Revue,  through 
SSC&B.  This  Jack  Carter  portion  of 

the  program  fulfilled  Speidel's  adver- 
tising aim  of  bringing  the  watchband 

line  into  a  large  number  of  homes  and 

associating  what  thev  sell  as  a  gift 

item  with  light-vein  entertainment. 
After  six  weeks  on  this  show,  Speidel 
reviewed  its  TV  programing  again. 

It  was  at  this  time  that  Speidel 

picked  the  Paul  Winchell  Show,  NBC 

TV  Mondays  8:00-8:30  p.m.,  alternat- 

ing with  Crosley  Corp..  for  its  subse- 

quent three-year  TV  stint. 
In  summer  1953  Speidel  began  spon- 

soring Name  That  Tune,  NBC  TV. 

This  program,  which  is  a  combination 
of  at-home  and  studio  audience-par- 

ticipation quiz,  has  pulled  up  to  160.- 
000  answers  a  week  from  listeners 

competing  for  the  Gold  Medley  prize. 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minutes  hunting,  fishing  and  outdoors  with 
Dave  Newell.  High  class  panel  type  entertain- ment. Write  for  audition  prints. 

SYNDICATED  FILMS 

1022  Forbes  Street  Phone:  EXpress  1-1355 Pittsburgh  19,  Pa. 
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WKY 
the  stat 

Ok 
first 
77    station  in  Oklahoma! 

WKY-TV  ushered  television  into  Oklahoma 

June  6,  1949. 

first 
in  size  of  audience! 

WKY-TV  now  reaches  more  than  221,408 

TV  homes  'August  1,  1953). 

first 
in  program  quality  I 

WKY-TV  brings  Oklahomans  the  tops 
in  network  shows  from  NBC.  CBS,  ABC  and 

DUMONT  via  cable  and  film  plus  outstanding 

local  shows  and  a  parade  of  sports  and 

special  events.  WKY-TV  telecasts  daily  from 
early  morning  until  past  midnight  for  a 
total  of  more  than  1 15  hours  each  week. 

r 
100  KW  Video 

60  KIT  Audio 

Affiliated    with    THE    OKLAHOMA    PUBLISHING    CO. 

The    Daily    Oklahomon     •     Oklahoma    City    Times     •     The    Farmer-Stockman      •     WKY     Radio     •     Represented     by    THE    KATZ     AG"" 

5  OCTOBER  1953 
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Nielsen  ratings  pegged  (Ik-  show  at 
ld.2  during  the  lir-t  half  of  lugust; 
lo.l  h\  second  half.  Its  popularity  lia- 
been  increasing  steadil)  judging  from 
viewer   write-ins. 

IU  1953  Speidel's  budget  had 
climbed  i<>  $1.75  million,  the  bulk  of  ii 
in  television,  with  some  $160,000  set 

aside  lor  promotion,  merchandising, 

heavj    in-store  display. 

Speidel's  intensive  merchandising 
includes  regular  mailings  to  dealers 

(Speidel  sells  to  wholesalers!,  and  in- 
store  displa)  material  (21,000  displays 

were  passed  out  in  fall  1953  alone). 
The  250  Speidel  dealers  do  a  goodl) 

amount  of  advertising  on  their  own. 
Out  of  a  total  of  196.000  lines  of  news- 

paper advertising  featuring  watchbands 

throughout  1952.  Speidel  dealers  used 

L63,000  lines.  Furthermore,  this  65'; 
of  total  retail  advertising  is  paid  for  1>\ 
the  Speidel  dealers  as  a  result  of  the 

advertising  stimulus  given  l>\  the  man- 
ufacturer through  his  TV   effort. 

Speidel's  own  advertising  budget  for 
its  1953-'54  fiscal  year  is  estimated 
b)  company  officials  at  $2.5  million. 
This  increase  over  the  original  1949 

budget  of  $1.25  million  is  in  line  with 
sales  boosts.  Television  and  the  rapid 

expansion  of  the  Speidel  line  have  gar- 
nered a  35%  sales  increase  for  the 

company  in  less  than  four  years. 

The  firm's  switch  from  the  Paul 
Winchell  Shoiv  to  Name  That  Tune  and 

Qottt/l/luu.  Hafyti/ie  Piofae! 

TOfW 
BEARDED  BUT 

BoOtAlA*!.' 
Won't  be  long  now  until  you 

start  reading  about  Topeka's 
CENTENNIAL  CELEBRATION. 

We're  proud  of  our  age,  sure — but  don't  overlook  the 
fact  that  Topeka  is  right  in  the  heart  of  a  booming  Eastern 

Kansas  market   with  all-time  population  and  employ- 
ment highs  from  both  military  and  civilian  productions. 

A  market  with  real  buying  power  .  .  .  and  a  radio  station 

that  covers  every  nook  and  cranny  of  it. 

It  all  adds  up.  THIS  i-  the  light  century  for  yon  to  buy 
.  .  .  and  WREN  is  the  station. 

AB 
•     WEED  &  CO.     •     5000  WATTS 

TOPEKA,  KANSAS 

Make  Room  for  Daddy  stems  from  two 

factors:  111  Speidel  found  that  the 

Winchell-Mahoney  program  drew  an 

audience  composed  60',  of  teenagers 
— that  is.  the  majority  of  the  audience 
was  somewhat  under  the  age  group  of 

most  Speidel  customers.  The  show's 
fairK  constant  high  rating  Ian  aver- 

age \ielsen  of  34 1  throughout  1952- 

'53  larj2el\  compensated  for  the  slight 
discrepancy  between  audience  desired 
and  audience  reached.  (2 1  It  is  the 

firm's  polic)  not  to  saturate  a  market 
with  its  advertising.  In  other  words. 

Speidel  executives  feel  that  any  pro- 

gram or  personality  will  reach  a  point 
of  diminishing  returns  at  which  time 

ii  becomes  desirable  for  the  sponsor  to 

reach  a  new  audience,  or  else  a  compo- 
site of  old  and  new  audience,  with  a 

fresh   program   format. 

Says  Charles  Spitzer:  ''One  of  the 
problems  of  our  product  is  that  we 
could  easilv  exhaust  our  audience  af- 

ter a  period  of  years.  Assume  that  we 
sell  five  or  six  million  watchbands  a 

year.  Figure,  then,  that  our  TV  pro- 
gram reaches  an  audience  of  25  mil- 

lion.   The  answer  is  simple  arithmetic 
"The  solution,  on  the  other  hand,  is 

a  matter  of  periodic  changes  in  pro- 
gram* sponsored,  and.  axiomaticalK . 

diversification   of  our  line." 
Speidel  is  accustomed  to  educating 

consumer  demand.  The  firm  revolu- 
tionized the  watchband  business  in 

1940  with  its  introduction  of  the  ex- 

pansion-type band.  Fifteen  years  ago. 
the  total  watchband  business  of  the 

country  was  less  than  half  of  Speidel  s 

1953-'54  ad  budget.  On  the  jeweler 
retail  level,  watchbands  were  responsi- 

ble for  .5' ;  of  the  1938  and  1939  busi- 
ness. Todav  watchbands  represent 

eight  to  ]()',  of  total  retail  jeweler business. 

Speidel  licensed  its  competitors  in 

1940.  giving  them  permission  to  imi- 
tate the  expansion-t\  pe  watchband.  To- 

day. Speidel  is  responsible  for  40'  <  of U.  S.  watchband  sales  volume,  but  the 

firm  is  keeping  an  eye  open  to  further 

expansion. 
Most  recent  innovation  is  the  Photo- 

blent  bracelet  and  watchband  which 

represent  another  expansion  in  the 

Speidel  line.  Todav.  two  Speidel  fac- 
tories in  Providence.  R.  I.,  produce 

about  10  different  men's  and  10  wom- 
en s  st\  les  of  watchbands,  each  avail- 

able in  white,  yellow  and  pink  gold, 
ami  each  made  in  five  different  lengths. 

\  medium-priced  line.  Speidel  prod- 

ucts sell  al   $6.95  to  $12.95  for  ladies' 
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165,000  WATTS 

♦  CIRCULATION  FIGURES  that  make  sense 

+  LOWEST  RATES 

=CHANNEL  33 
your     best     buy     in     the     Reading,     Pa.,     market! 

UHF  Equipped  Homes 

In  Grade  A 

Contour 

37,191 

In  Grade  B 

Contour 

54.633 

UHF  homes  as  of  Aug.  1,  1953  .  .  .  Based  on  NBC  Research  figures  for  Berks 

County.  Remaining  county  figures  based  on  signed  statements  from  survey  among 

300  dealers  and  service  organizations  engaged  in  TV  installations. 

POPULATION    — Grade  A 
Contour 1,208,397 

Grade  B       2,437,365 

Contour 

FAMILIES          — 343,952 775,509 

TV  HOMES        — 259,000 
551,724 

RETAIL  SALES  — $1,250,664,000. $2,493,396,000. 

TV  homes  estimated  from  county  totals  May  1,  1953 — NBC  Research.  Population, 

Families,  Retail  Sales  (estimated)  from  Broadcasting  •  Telecasting  Marketbook,  7953. 

(Philadelphia  market  not  included). 

ENGINEERED 
FOR 

DOMINANCE 

1 
NBC  -  ABC     NETWORK     AFFILIATION 

HAWLEY    BROADCASTINC    COMPANY 

NATIONAL     REPRESENTATIVES 

HEADLEY-REED    TV 
Television     Mation     Representatives 

THOMAS  E.  MARTIN 
Exec     V     Prcs      Cen     Mgr 

EWART  M.  BLAIN 
Dir.  of  Sales 



a  solid 

foundation 

in  the 

world's fastest 

growing 
market! 

KMPC  gives 

primary 
coverage 

in  205 

Southern 

California 

Cities! 
KMPC -5939  Sunset  Blvd. 

Los  Angeles  28,  California 

HO  9-5341  ...or  call 

H-R  Representatives 

hands  I  retail  prices),  and  $8.95  to 

$17.95  for  men's. Manufacture  precedes  retail  selling 

by  some  three  to  four  months,  giving 

Speidel  a  chance  to  pre-sell  dealers 
with  its  TV  programing.  Says  Charles 

Spitzer:  "After  an  item  has  been  seen 
on  TV  for  a  couple  of  weeks,  our  sales- 

men can  just  sit  back  and  take  orders 

Oil  the  telephone." As  Speidel  puts  it  on  its  promotion 
brochures  to  retail  jewelers: 

"In  1946  watchbands  made  up  less 

than   \'/(    of  the  retail  jewelers'  sales! 
"In  1953  watchbands  will  make  up 

8  to  109r   of  the  retail  jewelers'  sales! 
"SpeidePs  national  advertising  made 

the  difference!" 
And  Speidel's  national  advertising  is 

1009?    television.  *  *  * 

R.O.  Reynolds 

Vice-president  & 

General  Mgr. 

ALASKAN  RADIO 
(Continued  from  page  37) 

rents  are  mainly  responsible  for  the 

temperate  weather.  Up  farther  north, 

we  come  to  Anchorage  and  Seward  ( al- 
so affected  by  ocean  currents)  where 

the  temperature  usually  runs  perhaps 

10  degrees  colder  in  mid-winter  and 

10  degrees  hotter  in  summer.  In  Fair- 
banks, the  farthest  in  the  interior,  and 

farthest  north  of  all  major  Alaska  cit- 

ies, there  are  some  extremes   in   tem- 

******** 

•O  mi  i  nil  stop  television.  As  an  ad- 
vertising medium  it  will  catch  up  with 

and  pass  radio  on  a  dollars  and  cents 
basis  within  the  next  two  years.  But 

that  doesn't  put  you  [radio  stations] 
out  of  business.  You'll  get  up  out  of 
your    chair    and    start    to    fight.     You'll 
build   a    good   solid    business   dedicated 
to  serving  the  people  of  your  legitimate 

coverage    area.    .    •    ." 
HAROLD  E.   FELLOWS 

President 

NARTB 

perature.  The  summers  run  up  into 
the  90s.  and  the  winters  sometimes 

run  30  or  40  below.  But  the  cold  is  a 

drj  (old.  and  is  therefore  much  less 

offensive  than  a  cold  spell  of  5°  be- 
liiw  along  Vd  \llc\.  During  the  sum- 

mer months,  such  sports  as  swimming 
and  boating  are  extreme!)  popular. 

and,  of  course,  the  fishermen  and  hunt- 
ers are  out  all  seasons.  \ear    round. 

Anchorage  is  the  largest  citj  in  Uas- 
ka  by  far.  with  a  cit)  area  population 

of  ovei  50,000  and  over  80,000  perma- 

nent residents  within  its  radio  station's 
coverage  ana  i  L25-mile  circle  from  its 

hub).  Approxjmatel)  two-thirds  of  the 
population    li\es    in    the    northern    area 

i  Anchorage,  Fairbanks  and  Seward  I . 
and  one-third  in  the  southeastern  areas 

l  Juneau,  Ketchikan  and  Sitka).  The 
northern  area  has  the  biggest  share  of 

military  and  construction  transients, 

and  the  southeastern  boasts  the  lion's 
share  of  transient  fishermen,  trappers. 

lumberjacks.  Construction  work  is 
starting  to  boom  in  the  southeast. 

From  an  industrial  and  retail  busi- 

ness standpoint,  Alaska  has  many  con- 
struction, wood  pulp  and  mining  indus- 

tries presently  operating.  The  Ameri- 
can Viscose  Corp.  has  recently  put  in 

a  pulp  plant  at  Ketchikan  that  will  em- 
ploy 1.500  workers  in  the  near  future. 

It  is  expected  that  these  workers  will 

add  5,000  to  the  population  of  Ketchi- 
kan when  their  families  arrive.  Like- 

wise, northeast  of  Juneau  at  Haines. 
Frobisher  Industries  of  Canada  and 

a  U.  S.  steel  company  are  planning  a 

huge  steel  plant  that  will  process  ore. 
The  Aluminum  Corp.  of  America  is 

planning  a  $400  million  plant  at  Skag- 
way.  which  is  also  northeast  of  Juneau. 

This  plant  is  expected  to  create  an- 
other city  of  20.000.  There  are  also 

oil  drilling  plans  going  on.  plus  a 

large-scale  coal  shipping  plan  which 
entails  shipping  coal  to  Japan  from 

the  Anchorage  area.  There  is  no  ques- 
tion that  Alaska  is  booming,  not  onl\ 

industrially,  but  in  retail  sales  as  well. 

On  my  recent  trip.  I  personally  sur- 
veyed grocery  markets  doing  80%  of 

the  business  in  the  territory.  The  vol- 
ume these  stores  do  is  amazing.  For 

example,  the  Piggly  Wiggly  Store  in 
Fairbanks  estimated  close  to  $2  mil- 

lion sales  last  year.  The  Nevada  Kid 

super  markets,  also  in  Fairbanks,  esti- 

mated close  to  that  figure  for  '52. There  are  several  other  stores  in  the 

Fairbanks  area  doing  an  estimated  vol- 
ume in  the  same  category,  plus  main 

small  ones  doing  over  $400,000  gro- 
cer)   business   annually. 

In  Anchorage  there  are  eight  super 

markets  doing  over  $1  million  a  year 

in  groceries.  There  are  over  23  other 

such  type  outlets  in  the  area  doing  oxer 
S400.000  annually.  There  is  an  arim 

commissar)  at  Elmendorf  Field  out- 
side of  Anchorage  (one  of  four  such 

stores  in  the  area  i  that  does  an  esti- 
mated s()  million  of  food  business. 

\ltogether  there  are  over  157  gro- 
<  er\  outlets  in  Alaska.  Over  a  third 

are  the  super-market  type.  In  south- 
eastern Alaska  most  of  the  large  super 

markets  all  do  $500,000  a  year  or  more 

in  grocery  business  with  all  signs 

pointing  to  more  business  in  the  ver\ 
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Because  "Big  Mo's"  Arrival  Assures 
A  Choice  of  Television  Entertainment 

Yes,  "Big  Mo"  is  a  favorite  with  St.  Louis  televiewers.  Scheduled 

to  begin  telecasting  operations  in  a  very  few  days,  KSTM-TV  assures 

the  heretofore-one-station-market  a  raricty  of  the  very  best  in  televi- 
sion entertainment.  Individual  televiewers  soon  will  make  their  own 

choice  of  programs. 

"Big  Mo"  is  a  favorite  with  advertisers,  too.  With  interest  in  tele- 
vision at  an  all  time  high  in  St.  Louis,  more  and  more  people  will 

tune  in  more  and  more  often.  This  guarantees  a  much  greater  value 

per  advertising  dollar. 

It's  folly  to  overlook  the  huge,  prosperous  St.  Louis  market.  And. 

for  your  share  of  the  area's  sales  dollars,  you'll  be  wise  to  schedule 

KSTM-TV,  the  St.  Louis  favorite.   Come  aboard  "Big  Mo"  .  .  .  today. 

ABC-CBS-Local   Programs 

H-R    TELEVISION    INC*       NEW   yo*k    •    Chicago    •    san    francisco    •    10s   angeies 

Channel    36  ST     LOUIS  Marshall   H.   Pengra,  President 
AFFILIATED     WITH     AMERICAN      BROADCASTING      COMPANY     AND      RADIO      STATION      KSTL 
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near  future  due  to  the  tremendous 

growth   of  that   area. 
Drugstores  throughout  the  territory 

are  the  very  latest.  man\  being  of  the 

self-service  super  market  t>pc.  All 
carry  the  same  national!)  advertised 

products  that  any  chains  here  stock, 

just  as  the  super  markets  generally  car- 
ry the  same  line  of  merchandise  as 

stateside  stores. 

The  automobile  business  is  extreme- 

l\  good  in  the  territory.  One  dealer 
sold  close  to  000  cars  last  year, 

more  than  was  sold  by  the  same  man- 

ufacturer's largest  dealer  in  Los  An- 
geles. 

Alaska  merchants  are  all  wide  awake, 

and  use  all  the  latest  merchandising 

methods.  Many  of  them  are  former 

operators  of  super  markets  in  Califor- 
nia or  Seattle.  A  fact  which  will  sur- 

prise most  people  is  that  prices  are  at 

the  most  10rr  higher  than  those  of 
Seattle  on  most  items.  It  is  possible  to 

bu\  a  giant  size  of  soap  powder  for 

~l)C.  a  fifth  of  popular  brand  of  whis- 
key for  §3.95.  a  can  of  premium 

beer  across  the  bar  for  25C  or  35#, 

a  can  of  evaporated  milk  for  180  or 
VH  and  two  cans  of  baby  food  for 
250  I  in  Fairbanks,  farthest  city  north  I . 
Services  such  as  haircuts,  shoeshines, 

DOHT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

STATION  STATION  STATION  STATION  STATION 

WHEC  B  C              D  E 

FIRSTS   267  103  12           7  0 

TIES       32  30  1            3  0 

STATION 

F 

0 

0 
Station  on 'til  iunstl  only 

WHEC  carries  ALL  of  the  utop  ten"  daytime  shows! 

WHEC  carries    SIX    of  the  vvtop  ten"  evening  shows! 

LATEST   PULSE   REPORT   BEFORE   CLOSING  TIME 

BUY   WHERE   THEY'RE   LISTENING:- 

WHEC J^tAe4&^ 
NEW   YORK 

5,000   WATTS 

••pmMtahWt:  EVERETT- McKINNEY,  Inc.  New  York,  Chkogo,  LEE  F.  O'CONNELL  CO..  Let  Aitgeftt.  San  Froftcitco 

beauty  parlor  treatments  do  run  high- 
er, however,  due  to  high  local  wages. 

Dental  and  medicinal  services  are 

overloaded,  because  of  a  scarcity  of 

trained  practitioners.  The  percentage 
of  children  under  five  years  of  age  is 

over  20'^  higher  than  the  U.  S.  aver- 
age. Likewise,  the  educational  level  of 

Alaskans  is  20$  higher  than  the  aver- 

age U.  S.  level. 
Because  of  some  of  the  above  socio- 

economic and  geographic  facts,  radio 

is  King  in  Alaska.  Alaska  is  an 
area  where  the  average  citizen  lives 
several  miles  from  local  movies 

I  usually  packed  with  servicemen  I, 
where  there  are  no  major  or  even 

minor-league  sporting  events  and 
where  the  daily  newspapers  come  out 

at  3  p.m.  with  no  rural  delivery  and 
no  up-to-the-minute  news  coverage. 

Alaskans  depend  upon  the  11  radio 

stations  in  the  territory  for  latest  up- 
to-the-minute  news,  weather  and  sports 

coverage  as  well  as  entertainment. 
Some  advertisers  believe  Seattle  radio 

stations  cover  Alaska.  This  is  not  so. 

It  is  true  that  the\  can  be  received  at 

times,  but  only  under  most  favorable 
conditions,  and  with  special  aerials  and 

equipment.  Alaskans  are  happy  to 
listen  to  their  local  stations.  Lets 

look  at  radio  in  Alaska,  a  media  buv- 
er's  paradise. 

The  Alaska  Broadcasting  System 

with  offices  in  Seattle  operates  six  sta- 
tions affiliated  with  CBS  in  Anchorage. 

Fairbanks.  Seward.  Juneau.  Ketchikan. 

Sitka.  This  group  is  owned  and  oper- 

ated by  YA  illiam  J.  Wagner,  of  An- 
chorage. Alaska.  He  was  the  engineer 

responsible  for  the  building  of  the  first 
arnn  communications  stations  in  Alas- 

ka back  in  the  early  20"s.  He  started 
out  in  broadcasting  as  an  engineer  at 

station  KFQD.  Anchorage  (the  first 
commercial  station  in  Alaska  I .  Since 

1924  he  has  worked  his  way  to  his 

present  position  as  sole  owner.  Alaska 
Radio  Sales  is  the  representative  in 

New  \  ork.  Duncan  A.  Scott  &  Co.  rep- 
resents for  the  West  Coast.  The  Mid- 

night Sun  Broadcasting  S\stem.  which 
also  has  offices  in  Seattle,  operates  four 

stations  located  in  Anchorage.  Fair- 
banks. Juneau  and  Ketchikan.  This 

group  is  affiliated  with  NBC.  ABC.  Mu- 
tual. This  organization  was  started  by 

Cap  Lathrop.  one  of  Alaska's  original pioneers  and  a  participant  in  the  gold 
rush.  He  built  his  first  radio  station 

in  Fairbanks  in  the  late  1930"s.  This 
group  is  presentlv  under  the  leadership 
of    Miriam    Dickev    of   Seattle    and    is 
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WKZO  —  KALAMAZOO 
WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN,  NEBRASKA 
KOLN-TV  —  LINCOLN.  NEBRASKA 

Associated  with 

WMBD  —  PEORIA.  ILLINOIS 
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represented  in  the  East  b\  Jim  Fletch- 
er, New  ̂   *u  k.  and  Gil  Wellington  on 

the  West  Coast.     The  eleventh  station 

i-  K\\\  I!,  an  independent  250-watter 
iii  Anchorage,  run  l>\  Keith  Capper, 

and  represented  b\    Don  Cooke. 

Both  the  Alaska  Broadcasting  Sys- 
tem and  Midnighl  Sun  Aurora  carr) 

main  popular  network  and  local  pro- 

grams: From  NBC — You  Bet  Your 

Life  (Groucho  Marx),  BigStor\.  Komi 

oj  Life;  ABC— Breakfast  Club;  Mu- 
tual Queen  for  a  Pay.  Among  the 

Alaska  Broadeasting  System's  most 
popular  CBS  programs  are:  Jack  Ben- 

in. Irthur  Godfrey  Talent  Scouts  and 

1 1  tli  in  Godfrey  Time,  Amos  V  A  mix. 
Hilltop  House.  Treasury  Bandstand, 

Bergen  &  McCarthy. 
The  Alaska  Broadeasting  System 

carries  live  the  best  major  league  base- 
hall  games  of  the  day  every  afternoon 

during  the  season.  Midnight  Sun  sta- 
tions carry  a  block  of  soap  operas 

even  \\eekda\  afternoon.  Both  groups 

have  local  d.j.  shows,  a  morning  wom- 

en's participation  show  done  locally 
and  a  complete  schedule  of  news  and 
weathercasts. 

Local  merchants  are  extremely  radio- 
minded  in  Alaska.  Many  flatly  state 

that  they  push  radio-advertised  prod- 

uct-.. These  merchants  spent  an  esti- 
mated $600,000  on  radio  the  past  12 

months.  In  each  and  ever)  <it\  local 
men  bants  spend  more  on  radio  than 
on  am  other  media,  proof  enough 

thai  radio  is  Alaska's  best  salesman. 

KFQD,  Anchorage,  had  top  local  bill- 
in--  last  year,  a  total  of  $138,000. 

Many  merchants  buy  spot  announce- 
ments on  local  stations  to  call  atten- 

tion to  their  newspaper  ads.  Local 

classified  radio  ads  also  bring  in  excel- 
lent results.  For  example,  a  mattress 

sale  announcement  used  one  day 

brought  in  over  35  sales  in  a  single 

day.  These  merchants  know,  and  have 
proved  that  radio  not  only  effectively 

covers  the  metropolitan  center  of  Alas- 
ka but  also  reaches  the  cities  and  re- 

mote areas  across  expanses  of  water 
and  over  great  mountain  ranges. 

Nationally,  over  80  advertisers  use 

spot  and  network  radio  in  Alaska,  in- 
cluding such  prominent  national  spend- 

ers as  P&G,  Colgate,  R.  J.  Reynolds. 

American  Tobacco,  Anheuser-Busch. 
Best  Foods,  Vick  Chemical.  Whitehall 

Fharmacal,  Philip  Morris  and  Blatz. 
Just  about  each  and  every  one  of  the 

advertisers  using  Alaska  radio  stations 
has  found  that  hi;  sales  have  showed 
substantial  increases  due  to  radio. 

Renewals  run  over  90%  in  spot  and 

most  advertisers  have  gradually  in- 
creased their  radio  budgets  from  year 

to  \ear.  some  having  doubled  or  tripled 

it  in  as  little  as  two  or  three  years. 
No  network  advertiser  who  has  ex- 

panded bis  coverage  to  include  Alaska 

has  canceled  unless  he  dropped  the  en- 
tire network  stateside. 

Many  national  advertisers  and  their 

agencies  have  come  to  realize  the  im- 
portance of  Alaska  as  a  market.  While 

I  was  making  my  Alaskan  tour,  there 
were  ad  or  sales  managers  of  such 

companies  as  Carnation,  Colgate-Palm- 
olive-Peet.  Pan  American  Airways. 

Ford  Motors.  International  Milk  Proc- 

essors, Chesterfields  (Liggett  &  M\- 
ers  I .  the  Kraft  Co.,  Theodore  Hamm 

Brewing  Co.,  Northwest  Airlines  and 
Minute  Maid  in  the  territory.  There 

were  also  representatives  of  such  well- 
known  agencies  as  Young  &  Rubicam. 

J.  Walter  Thompson.  McCann-Erickson. 

From  a  programing  standpoint  one 

must  realize  Alaska's  population  break- 

down is  approximately  60rr  male. 
40'  <  female.  A  far  larger  proportion 

of  women  is  employed  in  Alaska  than 
in  the  United  States,  so  any  advertiser 

wishing  to  reach  a  mass  audience 
should  use  either  early  morning,  noon 

or  evening  radio. 
Even  network  affiliate  in  Alaska 

maintains  a  merchandising  department 

which  does  an  outstanding  job  for  na- 
tional advertisers  on  the  local  level, 

including  window'  displays,  newspaper 
advertising.  point-of-sale  displays, 

dealer  letters  and  on-the-air  promotion. 
Merchandising  is  important  in  an  area 
such  as  Alaska  where  most  companies 
do  not  maintain  a  local  sales  force. 

Alaska  is  800  miles  away  from  Seattle, 

its  nearest  major  U.  S.  market,  and 
sometimes   outsells  Seattle  in  volume. 

As  of  now.  there  is  no  television  in 

Alaska.  However.  Keith  Rollins,  a  for- 

mer ABC  official,  has  filed  under  Rol- 

lins and  Keggins  for  CP's  in  Anchor- age and  Fairbanks  for  Channel  2.  The 
Northern  Broadcasting  Co.  headed 

b\  Augie  Hiebert.  former  manager 
of  KEN  I.  and  Jack  Walden.  former 

engineer  of  KENI.  Anchorage,  have 
filed  for  Channel  11.  Anchorage.  The\ 
expect  to  be  in  operation  bv  1  January 

1954.  However,  the  radio  broadcasters 
in  \la-ka  are  sitting  back  and  waiting 
until  thev  can  bring  TV  to  Alaska  at 
a  cost  all  can  afford  before  taking  the 

TV  plunge.  They  still  believe  radio  is 
King  in  Alaska,  and  will  be  for  many 
vears  to  come. •  •  • 

74 SPONSOR 



IN  THE  RICH  MILWAUKEE  MARKET! 

And  what  a  market  Milwaukee  is!  Rich  today,  richer 

tomorrow,    because    Milwaukee    is    a    growing    market.    Look    at    the 

table  below  and  you'll  see  that  in  business  as  well  as 
baseball  and  TV.  Milwaukee  is  strictly  big  league. 

A   big   league   market   needs   "penetration  plus" 
coverage  ii  your  sales  are  to  soar.  In  Milwaukee  your  besf-buy 

channel  is  25.  \wCAN*TVwner0  your  message  will  be 

seen  best  (or  less.  And  W  CAN'T  w  '1'ce  lne  market  it  serves. 
is  growing,  too.  with  a  larger  audience  guaranteed  every  day 

So   get   sweeping   and   penetrating   coverage   at 

budget  rates  by  being  seen  and  sold  on  \^f  CAN'T  V 

Total  Retail  Sales     .     . 
Food  Sales   
Gen.  Merchandise  Sales 
Furn.,Hsld.,  Radio  Sales 
Automotive  Sales    . 

Drug  Sales     .     .     . 
Eff.   Buying   Income 

Milwaukee 
represented  nationally   by  O.  L.  Taylor  and  Co. 

Alex  Rosenman.  New  York  Business  Mgr. 
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Cotmug  Soon! 
With  a  5-fold  increase  in  power, 

wowo 
will  extend  itc  signal  to  cover  a 

rich  Midwestern  market  including 

1,000,000  additional   people 

Now  nearing  completion  at  a 

cost  of  more  than  a  quarter- 
million  dollars,  the  new 

WOWO  transmitter  is  an- 

other example  of  Westing- 

house's  continuing  faith  in 
radio.  WOWO,  always  out- 

standing for  audience-action, 

will  become  Indiana's  only 
full-time  50,000-watt 
station  .  .  serving  a  million 
more  people  and  offering 
advertisers  a  greater  value 
than  ever! 

WESTINGHOUSE 
RADIO  STATIONS 3 

WBZ  •  WBZA  •  KYW  •  KDKA 

WOWO  •  KEX  •  WBZ-TV  •  WPTZ 
National  Representatives,  Free  &  Peters, 

except  for  WBZ-TV  and  WPTZ;  for  the 
television  stations,  NBC  Spot  Sales 

PUBLIC  RELATIONS 
I  Continued  from  page  33) 

The  show  is  the  secret,  Rubel  execu- 
tives told  SPONSOR.  If  it  is  of  topical, 

historical  or  patriotic  interest,  it  af- 

fords the  opportunity  to  enlist  the  sup- 

port of  civic  groups  whose  interest  and 
endorsement  are  invaluable  to  the 

sponsor. 
When  the  bakery  firm  bought  /  Was 

a  Communist  for  the  FBI  from  the 
Frederic  W.  Ziv  Co.,  it  did  not  have 

public  relations  primarily  in  mind. 

Here's  why  Rubel  executives  and  the 

company's  agency,  Leonard  M.  Sive 
&  Assoc,  gave  the  nod  to  the  PR  slant 
for  this  particular  program: 

1.  Rubel  was  already  sponsoring 

several  radio  shows  (more  than  50% 

of  its  budget  is  in  radio),  felt  a  change 

of  pace  would  be  a  good  idea. 

2.  The  show  was  relatively  low  cost. 
There  was  little  pressure  to  justify  it 
in  terms  of  actual  dollar  return  for 

specific   advertising. 

3.  The  program  was  introduced  in 
1952.  at  a  time  of  great  public  tension 

about  communism.  Rubel  Baking  felt 

that  using  it  for  commercial  purposes 
would  not  be  in  the  best  taste  under 
the  circumstances. 

4.  Rubel  recognized  that  the  show- 
was  made  to  order  for  educational  and 

civic  tie-ins.  Such  groups  are  often  un- 
willing to  endorse  programs  which 

carry  regular  commercials.  Rubel  ex- 

ecutives felt  they'd  gain  more  than 

they'd  lose  in  relinquishing  all  regu- 
lar commercials. 

A  contract  was  signed  with  WCPO. 

Cincinnati,  for  Saturdays,  8:00-8:30 

p.m.  Rubel's  cost  was  about  $200 
weekly  for  time  and  talent. 

Today  Rubel  is  in  its  second  year  of 

sponsorship  of  /  Was  a  Communist. 
feels  these  tangible  results  have  more 

than  compensated  for  its  yearly  expen- 
diture of  over  $10,000: 

•  The  show  has  received  more  pub- 
licity than  its  sponsor  had  hoped  was 

possible.  It  has  been  endorsed  by  the 
Cincinnati  Board  of  Education,  the 

Mayor  of  Cincinnati,  the  presidents  of 
the  University  of  Cincinnati  and  Xav- 

ier  University.  Probably  more  impor- 
tant, it  has  received  widespread  pub- 
licity   in  even   Cincinnati  school. 

•  Despite  the  fact  that  /  Was  a 
Com  muni  st  is  broadcast  Saturdav  eve- 

nings over  a  250-watter  (nighttime 

power  i .  its  ratings  range  from  3.8  to 
5.9.     Projecting    the    average    rating 
i  1.9)    to  360,000  radio  homes  in  the 

prime  area  and  assuming  3.5  listeners 
per  radio,  Leonard  Sive  estimates 
there  are  about  63,000  people  tuning 

in  to  each  broadcast.  He  adds,  "This 
compares  very  favorably  with  other 
radio  and  TV  shows  we  have  bought 

in  the  past." /  Was  a  Communist  for  the  FBI  is  a 

radio  series  based  on  the  experiences 

of  Matt  Cvetic,  who  for  nine  years 

served  as  an  FBI  undercover  agent  in 
communist  circles. 

Rubel  limits  commercial  identifica- 

tion to  an  opening  and  closing  men- 

tion of  the  company's  name,  and  pro- 
mote- the  show  during  the  week  with 

announcements.  Many  of  these  an- 

nouncements feature  public  officials  in- 
viting listeners  to  tune  in  to  the  show. 

An  announcer  adds  that  the  show  is 

"presented  as  a  public  service  by  the 

Rubel  Baking  Co." The  opening  and  closing  commercial 

slots  on  the  show  are  devoted  to  gen- 
eral messages  of  patriotic  significance. 

The  middle  commercial  break  features 

the  transcribed  voices  of  school  pupils 

reading  their  own  essays  on  "What 

America  Means  to  Me." Children  whose  essays  are  read  are 

chosen  either  by  their  own  school 

teachers  or  principals  or  by  the  Sive 

agency.  The  youngsters  are  drawn 
from  public  and  parochial  schools  in 
the  Greater  Cincinnati  area.  After  a 

child  has  been  selected  from  a  partic- 
ular school,  Walter  Rubel.  company 

treasurer,  sends  the  following  letter  to 

the  principal  to  merchandise  the  show. 
Letters  like  this  are  vehicles  to  help 

spread  the  influence  of  the  show  and 
build  prestige  for  the  sponsor: 

"[Name  of  student],  a  [grade]  stu- 
dent of  your  school  has  prepared  a 

very  fine  essay  on  "What  America 
Means  to  Me  which  has  been  ad- 

judged meritorious  enough  to  warrant 
its  use  on  the  radio  program  /  Was  a 

Communist  for  the  FBI,  Saturday  eve- 

ning  [date]   at  8:00  p.m.,  on  WCPO. 
"We  believe  that  [first  name  of 

child]  cannot  fail  to  improve  his  (or 
her)  knowledge  of.  and  respect  for, 

our  political  and  economic  system  as 

a  result  of  the  study,  effort  and  super- 
vision that  went  into  the  creation  of 

this  essay.  It  is  gratifying  indeed  to 
receive  such  splendid  cooperation  from 
the  Board  of  Education  and  from  you 
and  j  our  (acuity. 

"I  have  written  a  letter  of  apprecia- 
tion to  the  student,  in  care  of  you. 

and  I  would  greatly  appreciate  it  if 

wm  uould  pass  it  along.    Also,  would 
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•   >l WDAY-TV 
(FARGO,  N.  D. -CHANNEL  6) 

■ 

C5X 

COVERS 

■ 

HHHHHHH 

H 

THE  NATION'S 

THIRD-BEST*  COUNTY 

IN  RETAIL  SALES 

PER  FAMILY! 
(WITHOUT  OVERLAP  FROM  ANY  OTHER  TV  STATION!) 

/\nd  besides  —  ('ass  County,  Fargo's  home  count).  i>  do- 

nation's 73rd  wholesale  market.  Fargo  ranks  higher  in 
wholesale  sales  than  many  larger  cities  such  as  Camden, 

New  Jersey  and  Wilkes-Barre,  Pennsylvania. 

\\  Inch  is  just  to  >a\  that  our  Hayseeds  throughout  the 

rich  Ke<l  River  Valley  make  a  whole  lot  of  mazoola  — 

and  spend  it  rapidly  on  practically  everything  you  can 

think  of,  including  television  receivers  and  your  products! 

May  we  —  or  Free  &  Peters  —  give  you  the  whole  Btory? 

*(.'as.s    County    is    third-best    among   all    U.    S.    counties    of    over    50,000  population. 

Affiliated  with   NBC      •      CBS      •      ABC      •      DUMONT 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



Mm  be  kind  enough  to  extend  our 
thanks  to  those  of  the  teaching  staff 

ivho  participated  in  this  project? 

"The  broadcast  comes  at  an  ideal 

time  for  children,  so  that  it  needn't 
interfere  at  all  with  school  work  or 

even  outside  play.  It  should,  there- 
fore, be  possible,  if  \ou  care  to  make 

an  announcement  of  some  kind  to  the 

student  body,  for  all  of  your  students 
to  hear  their  schoolmate  on  the  air. 

\-  \ou  probabl)  know,  we  are  using 

an  actual  transcription  of  the  child's 
voice  for  greater  realism.  And.  be- 

cause we  consider  the  program  of  great 

public  interest  and  importance,  we 

have  eliminated   all  commercials." 

After  the  child's  essay  has  been  used 
on  the  program,  he  is  sent  the  tran- 

scription and  a  letter  of  thanks.  Here's 
a  typical  essa\  used  on  the  show,  this 

one  lis  Judy  Meyer,  an  eighth  grader: 

"America — the  one  word  that  thrills 
those  who  have  been  able  to  appreci- 

ate the  freedom  thai  it  gives.  From 

purple,  majestic,  snowcapped  moun- 
tains, towering  over  burning  deserts 

of  the  YA  est  and  fertile  plains  and  val- 
leys of  the  Middle-States,  to  husv  cities 

and  great  manufacturing  centers  of 

the  East,  Americans  realize  their  privi- 
lege-.   Freedom  of  religion,  of  speech 

and  of  press  are  only  a  few  advan- 

tages our  mighty  self-governing  na- 
tion has  to  offer.  At  the  first  notes  of 

our  National  Anthem,  heads  are 

bowed,  hats  are  taken  off  and  Ameri- 

cans  stand  to  pay  tribute  to  the  coun- 
lr\  the)  love  so  well.  The  spirit  of 
America  has  been  carried  through 
man\  tribulations  and  wars,  from  the 
Revolutionary  War  to  the  Korean  War 

of  today.  We  pray  that  God.  as  He 
always  has  before,  will  help  us  against 
our  newest  rival.  Please  God,  bless 

America  and  let  those  proud  stars  and 

stripes  wave  forever!" 
The  Cincinnati  Board  of  Education's 

endorsement  of  the  show  has  given 

Kuhel  considerable  prestige  and  pub- 

licity. Here's  an  excerpt  from  an  arti- 

cle on  the  show  in  the  board's  publica- 
tion. Better  Schools:  "The  qualit\  of 

the  statements  written  by  students  of 
the  Cincinnati  Public  Schools  that  have 

alreadv  been  heard  on  this  weekly  pro- 

gram has  impressed  a  number  of  lis- 
teners, and  a  columnist  in  one  of  the 

local  newspapers  printed  two  of  the 
statement?  in  his  column  recently. 

"It  has  been  most  gratifying  to  learn 
of  the  fine  response  in  the  communitv 

to  this  program,  and  it  is  hoped  this 

will  continue." 
•& 
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V  AM  &  FM 

MONEY 
THE^yNNY  SIDE 

OF  THE   DIAL 

NOW  OFFERS 

2^ 

THREE  for  the  MONEY 

(The  biggest  talent  "steal"  in  Pittsburgh's  radio  history) 

Put  your  product  before  three  separate  audiences  every 
day  on  the  ONE  Pittsburgh  station  with  personality  appeal!! 
Saturate  the  fabulous  Pittsburgh  market  across  the  board 

at  tremendous  savings  with  this  "once  in  a  lifetime"  triple 
bonus  package.  Take  advantage  of  Radio  Pittsburgh's  three 
top  radio  personalities — Bill  Brant  in  the  morning,  Barry 
Kaye  in  the  afternoon,  and  Hilary  Bogden  in  the  evening. 

As  little  as  $9.72  per  announcement.*  THE  TIME  OF 
YOUR  LIFE!! 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan    Area 

5000  Watts      1320  KC. 

Write  .  .  .  phone  ...  or  wire 

George  P.  Hollingbery  Co. 

'26  week  package  as  published  in  S.R.D.S. 

In  the  summer  when  school  is  out 

Kubel  invites  representatives  of  veter- 

ans' groups,  lodges  and  business  clubs 
to  deliver  essays  on  the  same  subject. 

Generally  the  club's  bulletins  carry  no- 
tices of  its  representatives  appearance 

on  the  show   well  in  advance. 

In  addition  to  these  local  tie-ins, 

Rubel's  program  has  been  merchan- 
dised by  the  personal  appearance  of 

Matt  Cvetic:  b\  mailings:  by  newspa- 

per advertising,  and  by  instructing  all 
Rubel  salesmen  to  plug  the  program. 

\\  hen  Matt  Cvetic  visited  Cincinnati 

on  behalf  of  /  Was  a  Communist  last 

\ear.  his  picture  and  a  story  about  his 
experiences  landed  on  the  front  page 
of  the  Cincinnati  Times  Star.  His 

speaking  engagement  drew  a  large  and 
enthusiastic  crowd. 

Rubel  Baking,  no  newcomer  to  ra- 

dio advertising,  reports  "complete  sat- 

isfaction" with  the  job  /  Was  a  Com- 
munist has  done  for  it  in  building  bet- 

ter community   relations. 

And  Leonard  Sive  comments:  "We 
have  used  the  program  as  a  supple- 

ment to  our  direct  selling  efforts,  and 
the  combination  of  direct  sell  with 

mention  and  acceptance  of  the  Rubel 
name  in  classroom  and  home  has  led 

to  bigger  sales.  The  program  has  a 

very  good  rating,  we  have  reached 

nearly  all  Cincinnati  homes  with  an- 
nouncements, and  Rubel  has  corre- 

sponded with  all  pupils  who  participat- 

ed in  the  program  to  create  wide  ac- 

ceptance for  Rubel  and  its  products." 
The  family  firm  was  established  in 

1880  and  became  a  major  bakery  in 

the  Cincinnati  area  after  the  introduc- 
tion of  sliced  cellophane-wrapped  rye 

in  1932.  The  present  executive?  repre- 
sent the  second  and  third  generations 

of  the  familv  in  the  baking  business. 

There  are  four  Rubels  in  the  firm  to- 

daj  :  Max.  the  president;  Sam.  secre- 
tary brother  of  Max:  Bert,  vice  presi- 
dent, son  of  the  late  president,  and 

Walter,  treasurer  and  plant  manager, 
and  son  of  Max. 

The  Ruhel  Baking  Co.  specializes  in 

dark  bread,  although  it  also  manufac- 
tures white  bread,  rolls  and  donuts.  It 

has  virtually  100'  <  distribution  in  the 
Greater  Cincinnati  area.  According  to 

the  firm,  its  r\e  bread  leads  all  other 

ryes  in  this  market.  Its  competitors 
include  such  nationally  distributed 

brands  as  Tavstee.  Butternut  and  Won- 
der, all  of  which  advertise  in  the  Cin- 

cinnati area,  as  well  as  purely  local 

bakers. 
One  of  its  local  competitors  currently 
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According  to  FCC  curies.  WAVE-TV 
now  effectively  reaches  85.5%  more 
square  miles  than  previously  .  .  . 

)4.(>c'c  more  people  .  .  .  51.5% 
^rnore  Effective  Buying  Income  — ■ 
gives  you  far  greater  coverage  than 
any   other   TV   station   in   this   area! 

HEIGHT 
COUNTS  MOST! 

WAVE-TV  Delivers: 
66.7%    GREATER  COVERAGE   AREA 

than  any  other  television  station 

in  Kentucky  and  Southern  Indiana! 

19.8%    GREATER  CIRCULATION 
than  the  area's  leading 

NEWSPAPER! 

627.3%    GREATER  CIRCULATION 

than  the  area's  leading 

NATIONAL  MAGAZINE! 

(WAVE  TV's  superiority  as  of  July  I,  l'J5i.  ami  still  growing/) 

Toner  Height  is  by  far  the  most  important 

factor  in  a  television  station's  coverage,  par- 

ticularly in  "reaching  out"  to  fringe  areas.  Lou 
Channel  is  second  in  importance,  and  Power 

is  third. 

WAVE-TV's  new  tower  on  top  the  highest  hill 
in  this  area  gives  us  an  over-all  height  of  1585 

feet  above  sea  level  —  -fl9  feet  higher  than 

Louisville's  second  station! 

WAVE-TV's  Channel  is   i! 

WAVE-TV's  100,000  watts  of  radiated  power 
is  the  maximum  permitted  by  the  FCC  for 
Channel  y! 

100.000  watts  at  our  new  tower  /night  and 

lower  channel  is  equivalent  to  600/100  watts 

from   our  old  downtown  toner  on  Channel  J.' 

Ask  your  local  dealers  and  distributors  about 

WAVE-TV's  amazing  new  coverage  and  about 

the  great  WAVE-TV   television  market. 

LOUISVILLE'S 

WAVE-TV 

% 
(fauwel  3 FIRST   IN   KENTUCKY 

Affiliated  with   NBC,  ABC,   DUMONT 
Free   &   Peters,   Inc.,   Exclusive   National   Representatives 
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is  spending  a  good  portion  of  its  ad 
budget  on  billboards;  another  utilizes 

television  rather  heavily,  including  an- 
nouncements and  participations  in  a 

women's  show.  Rubel  is  probably  the 
largest  advertiser  among  the  indepen- 

dents in  the  area  on  a  consistent  basis. 

For  the  past  five  years  Kubel's  ad 
money  has  been  split  up  between  air 

and  print  media,  with  about  60^5 

going  to  air  (mostly  radio)  and  40% 
to  print. 

Its  present  radio  lineup  includes 

sponsorship  of  Fans  in  the  Stands  on 

WCI'O  i  this  is  Rubel's  sixteenth  year 

ol  sponsorship),  an  audience-partici- 
pation show  preceding  baseball  games; 

\o  School  Today.  Saturda\s.  WSAI : 

a  morning  show  on  Y\  KRC.  and  an- 
nouncements. It  is  currently  using  an- 

nouncements  on   television,  as   well. 

Other  advertising  includes  newspa- 

pers, billboards,  trade  papers,  direct 

mail  and  point-of-sale. 
Other  advertisers,  no  matter  what 

their  field,  can  adapt  the  same  princi- 

ples Rubel's  uses  in  its  public  relations 
advertising  to  find  the  most  effective 

means  of  using  PR.  *  *  * 

Don't    forget    to    read    SPONSOR'S    big 
farm  section  in  next  issus,   79  October. 

MEDIA  STUDY 
I  Continued  from  page  27  I 

ing  is  essential!)  a  measurement  of  the 

program,  not  the  sponsors  message; 
whereas  the  Starch  figures  measure 

only  the  ad  itself  and  not  the  sur- 
rounding editorial  content  that  may 

have  attracted  the  reader  in  the  first 

place.  \\  e  could  go  on  and  on,  but 
this  should  demonstrate  that  a  mathe- 

matical formula  cannot  be  used  to 

compare  two  or  more  different  media. 

But  we  are  still  faced  with  the  prob- 
lem of  proving  to  our  client  which 

combination  of  media  is  best  for  his 

product.  \\  e  believe  with  utmost  con- 

viction  that  the  best  way — in  fact,  the 

only  way — to  determine  these  answers 

is  by  consideration  of  what  each  me- 
dium can  accomplish. 

Take  television  first.  It  has.  first, 

the  obvious  advantage,  not  found  in 
radio,  magazines  or  newspapers,  of 

combining  sight,  sound  and  motion. 

But  it  has  another  major  advantage — 
an  opportunity  to  show  the  product  at 
work.  This  demonstration  factor  is  a 
tremendous  asset.  It  means  that  TV  is 

the  salesman  going  right  into  the  home 
to  show  how  the  product  works. 

For  example,  we  developed   an  ex- 

SOUTHWEST  VIRGINIA'S  /'lOStee/l  RADIO  STATION 

W1XB  J ...  Roanoke's  LARGE 
ECONOMY  SIZE 

Virginia  has: 

•  891,500  families 

•  861,890  RADIO  families 

.  292,520  TV  families 

•  413,740  CAR-RADIO  families 

And  the  WBDJ  area 

Includes  about 

!4  of  Virginias  Population 

and  Retail  Sales. 

Source:   A.  C.  Nielsen  Co.,  Inc. 

Established  1924  •  CBS  Since  1929 

AM  .  5000  WATTS  •  960  KC 

FM  .  41.000  WATTS  .  94.9  MC 

ROANOKE,     VA. 

Owned  and  Operated  by  the   TIMES-WORLD  CORPORATION 

FREE  &  PETERS.  INC  .  National  Representatives 

tremeh  graphic  TV  film  commercial 

for  a  premium  gasoline.  It  showed  an 
automobile  equipped  with  a  tank  of 

regular  gasoline  and  one  with  premi- 
um. As  the  car  went  up  hill  using 

regular  fuel,  a  gauge  showed  decreas- 

ing power  output  and  at  the  same  time 
a  pronounced  knock  developed.  Then 

a  petcock  was  turned.  The  fuel  feed 
was  switched  to  premium,  the  knock 

disappeared  and  the  power  output  in- creased. 

What  other  medium  could  do  all 

that'.''  Let's  look  at  newspapers.  What 
can  they  do — and  what  can  they  do 

that  TV  can't?  The)  can  cover  a  mar- 

ket fully — TV  can't.  Let  s  look  at  our 
New  York  figures  again.  TV  sets  are 

in  80' '<  of  the  New  York  metropoli- 
tan area.  That  uncovered  portion  of 

the  city  represents  890.00(3  homes  or 
almost  as  main  people  as  are  living  in 

the  corporate  limits  of  San  Francisco 
and  Cincinnati  combined!  You 

wouldn't  want  to  miss  that  many  peo- 
ple, would  you? 

Now.  we  don't  mean  to  say  that  the 

Daily  .'Sens  alone  can  reach  all  the 
people  in  New  ̂   ork.  W  bat  we  do  say 
is  that  newspapers  can  reach  everyone 
in  the  city.  Common  sense  shows  that 

— you  know  yourself  that  everyone 

you  know  reads  some  part  of  some  pa- 

per every  day.  They  maj  not  read  the 
page  that  our  ad  is  on.  but  potentiallv 
\  ou  can  reach  them  all  with  news- 

papers. Another  asset  of  newspapers 
is  tremendous  flexibility.  If  sales  in  a 
certain  territory  need  a  quick  hypo, 

you  can  get  a  newspaper  campaign  in 

the  consumer's  hands  in  less  than  24 

hours.  Newspapers  also  provide  deal- 
er tie-in  ads  to  a  much  greater  degree 

than  does  any  other  medium. 

All  right— what  about  radio?  Radio 
is  as  much  a  full-coverage  medium  as 
is  the  newspaper.  Radio  set  ownership 

today  in  the  U.S.  is  practically  at  the 

saturation  point.  And  it's  much  more 
efficient  to  cover  the  country  with  net- 

work radio  than  with  newspapers.  A 

half-hour  network  radio  program  at 

night  on  NBC  would  cost  $20,000  for 
time  and  talent,  and  you  could  get  that 

program,  potentially,  into  every  radio 
home  in  the  country.  A  1.200-line  ad 
in  all  1.800  dailv  newspapers  in  the 

countr)  would  cost  $250,000  and  would 
have  a  total  circulation  of  54.000,000. 

Quite  a  difference! 
Local  radio  has  much  to  be  said  for 

it.  too.  For  example,  we  recommend- 
ed recently  that  an  automotive  prod- 

uct use  early-morning  radio  in  a  select- 
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ed  list  of  cities.  At  this  time  of  day 

(usually  0:00  to  9:00  a.m.)  you  get  a 

large  audience — men  and  women — and 
the  time  <  < >sts  are  considerably  cheaper 

than  at  night.  Furthermore,  there  is  a 

huge  number  ol  people  listening  to  car 

radios — certainly  a  convenient  oppor- 
tunity to  tell  a  copy  stor\  about  an 

automotive  product.  Incidentally,  there 

are  now  23.400.000  radio-equipped 
automobiles  in  die  I  .  S.  more  than 

the  total  number  of  radio  homes  in  the 

country  in  1935  i  22.000,000). 

What  can  \\c  sa)  for  magazines? 

Well  some  products  cannot  be  prop- 

err)  displayed  without  accurate  four- 

color  illustration.  '  n  1  jou  know  from 
\our  own  experience  the  high  degree 

of  perfection  which  magazine  photo- 

graphic  art  has  achieved.  We  said  be- 
fore that  a  half-hour  radio  show  on 

NBC  would  cost  $20,000  a  week,  or 

$1,040,000  for  Si  programs  a  year.  A 

four-color  page  in  Life  costs  $30,600, 

and  26  insertions  —  one  every  other 

week — the  usual  frequency  for  most 
Life  advertisers  —  would  total  $795,- 
600.  Costing  a  lot  less  than  network 

radio.  Life  with  its  5,400.000  circula- 

tion reaches  people  everywhere  and 

supports  all  dealers  selling  our  clients' 
products. 

Magazines  are  selective — radio  and 
T\  are  not — except  for  the  fact  that 
we  may  design  programs  for  men  only, 

or  women  only  or  children  only.  II 

you  want  to  reach  housewives  to  tell 
them  about  washing  machines,  there 

are  many  women's  magazines  such  as 
ladies'  Home  Journal,  Good  House- 

keeping, Woman's  Home  Companion. 
Mt  Call's,  etc.  If  you  want  to  sell  floor 
coverings  to  male  and  female  home 
owners,  there  are  the  home-service 

magazines  such  as  Better  Homes  and 
Gardens  and  American  Home,  and 

more  upscale  in  this  field  there  are 
House  Beautiful  and  House  &  Garden. 

Do  you  want  to  reach  young  married 
women  just  starting  in  housekeeping? 

I  here  s  Today's  Woman.  Do  you  have 

baby  products?  There's  Parents'  Mag- azine. Only  men  are  wanted  when  we 
advertise  razor  blades.  A  magazine  list 
consisting  of  American  Legion,  True, 

Argosy,  Popular  Science,  Popular  Me- 
chanics and  Mechanix  Illustrated  would 

deliver  8,000,000  primarily  and  exclu- 

sively male  readers.  An  eight-year-old 
bottled-in-bond  whisky  is  pretty  ex- 

pensive, so  logically  Gourmet — the 
magazine  of  those  who  appreciate  fine 
food  and  drink — is  a  natural. 

So   magazines   are   selective   by   sex 

ft  -toWlujo  *to  "Tam/pl 

KCOR    is   Texas'   first    and    most    powerful    Spanish-Language    station — Write    for 
new  Bclden  Survey  on  buying  power,  brand  preferences  and  listening  preferences. 

Richard  O'Connell 
KCOR  New  York  Manager 

New  York,  N.  Y. 

Harlan   ).   Oakes   &  Associates 
Los  Angeles,  San   Francisco  &  Chicago 

5000  Watts  Day — 1000  Watts  Night 
KCOR    Bldg.,    San    Antonio,    Texas 

and  in  many  other  ways.  Thev  are 

selective  by  citv  size.  Time  and  News- 
week  are  excellent  urban  news  maga- 

zines with  the  bulk  of  their  circulation 

going  to  towns  of  25,000  and  over. 
\ation  s  Business  is  also  a  business 

and  news  magazine,  but  it  concentrates 
in  small  towns  and  communities  under 

25,000  population — a  possible  exten- sion of  Time  and  Newsweek. 

Magazines  can  reach  special  areas 
of  the  country.  There  is  Sunset  \%  ith 
only  West  Coast  distribution;  Cue  for 

New  York  City;  Progressive  Farmer 
to  reach  agricultural  interests  in  the 
South,  etc. 

You  can  select  types  of  magazines 

for  their  "editorial  climate." 
An  airline  uses  the  National  Geo- 

graphic and  Holiday  among  other  pub- 
lications. Where  could  you  find  a 

more  compatible  atmosphere? 
This  editorial  climate  attracts  cer- 

tain types  of  people  in  certain  walks 
of  life.  For  example.  The  Saturday 
Evening  Post  is  obviously  a  consumer, 

mass  magazine,  but  it  has  tremen- 
dous influence  on  trade  and  industry. 

We  run  certain  campaigns  in  the  Post 
— not  for  consumer  sales,  but  for  the 
consumer  influence  that  opens  up 

avenues  to  manufacturers,  processors. 

We  have  evidence  of  the  power  of 

proper  editorial  atmosphere.  In  those 
ads  where  we  run  coupons  and  offers, 

those  books  with  special  editorial  ap- 
proaches show  greater  response  than 

those  magazines  edited  for  general  rec- 
reational reading. 

Then  there  is  the  field  of  trade  and 

business  publications  designed  to  cover 

specific  industries  and  retailers.  BBDO 
vies  with  the  leading  agencies  in  the 

purchase  of  trade  media,  because  of 
such  clients  as  Du  Pont.  U.  S.  Steel, 
Continental  Can  and  Timken  Roller 

Bearings.  These  magazines  are  tre- 
mendously important  to  clients  like 

these,  because  the  ads  are  read  as  the 
editorial  content  is  read.  Many  types 

of  people  in  industry  read  them,  not 
just  management  and  purchasing 

agents.  Foremen  and  shop  supervis- 
ors also  go  through  them  carefully  and 

act.  They  are  costly  in  terms  of  per 
thousand  copies  delivered,  but  they 

are  the  onk  way  to  go  deep  into  in- 
dustry. 

In  these  days  when  the  demands  on 

the  consumer's  attention  are  ever  on 
the  increase,  the  buyers  of  media  must 

use  more  ingenuity  than  ever  before 
to  develop  plans  that  will  do  the  best 

job  of  capturing  attention. 
Too  man\  times.  1  think,  we  who  buv 
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\OU  MIGHT  GET  A  WOO-LB.  BULL  MOOSE 

But . . . YOU  NEED  WKZO-TV 
TO  BAG  TV  AUDIENCES 

IN  WESTERN  MICHIGAN 

WKZO-TV  AREA  PULSE 
(27  COUNTIES) 

SHARE  OF  AUDIENCE— MON.-FRI— APRIL,  1953 

8  a.m. -12  noon 12  noon   6  p.m. 
6  p.m.- 

12  midnight 

WKZO-TV 
62%  (a) 

52% 

52%  (a) 

STATION  "B" 

26% 

25% 

25%  (a) 

OTHERS 

12% 
23% 

23% 

• 

(a)  Does  not  telecast  for  complete  period  and  the  share 
of  audience  is   unadjusted  for  this  situation. 

WKZO  —  KALAMAZOO 

WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WJEF  — GRAND  RAPIDS 

WJEFFM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN.TV  —  LINCOLN.  NEBRASKA 

Aitociated  with 

WMBD  —  PEORIA.  ILLINOIS 

F.  D.  Fetherston  and  D.  C.  MacDonald  got  one   this 

\\  KZO-TV  «iets  more  than  twice  as  many  viewers  as  tin- 
second  Western  Michigan  station,  morning,  afternoon 

and  night.    Here's  why: 
WKZO-TV  has  a  higher  TOWER  .  .  .  lower 
CHANNEL  .  .  .  greater  POWER  .  .  .  better  RELAY 
FACILITIES  .  .  .  finer  PROGRAMMING! 

WKZO-TV  is  the  Official  Basic  CBS  Television  Outlet 

for  Kalamazoo-Grand   Rapids.    Its  brilliant  Channel    i 
picture  effectively  Berves  more  than  300,000  TV  home- 
in  27  \S  estern  Michigan  and  Northern  Indiana  counties 

— a  far  larger  television  market  than  is  available  in  and 
around  such  cities  as  Rochester.  New  Orleans  or  Denver! 

Get  all  the  facts  and  \ou"ll  choose  W  KZO-TV,  the  domi- 
nant station  in  Western  Michigan  and  Northern  Indiana. 

i80,000  WATTS  VIDEO  —  40,000  AUDIO 

mio-Tv OFFICIAL   BASIC   CBS   FOR  WESTERN   MICHIGAN 

Avery- Knodel,  Inc..  Exclusive  National  Representatives 
i    Wagnassippi  River.  Quebec,  in   1889. 



time  and  space  are  overwhelmed  by  the 
wealth  of  statistical  and  research  data 

at  mir  command,  and  we  forget  that 

those  statistics  are  flesh  and  Mood  peo- 
ple. How  does  the  Saturday  Evening 

Post  get  more  than  four  million  circu- 

lation'.' H\  an  editorial  format  and  a 
sense  of  editorial  responsibility  that 
attract  certain  kinds  of  people.  The 

reall)  able,  creative  media  man  must, 
therefore,  know  what  kinds  of  people 
his  client  wants  to  reach  and  what  me- 

dia should  he  used  to  reach  them. 
•  •  • 

rfi  9ft  ■)■ 

Media  fro/in i<»u  or  resolution? 

\\  Inn  are  i/ou  doing  about  it? 

Excerpts  from  speech  by  Ben  Duffy  at 

23  Sept.  session  of  A!\A  in  Chicago 

I  appreciate  the  nice  introduction 

and  also  the  opportunity  of  once  again 
talking  at  an  ANA  meeting.  I  would 
have  to  do  some  research  to  find  out 

how  many  times  I  have  talked  with 

you,  hut  I  can  assure  you  that  each 
return  engagement  brings  me  added 

responsibility.  As  the  years  go  by, 
this  advertising  business  of  ours,  which 

Fivst 

CLEVELAND'S 
CHIEF     STATION 

5,000   WATTS— 850   K.C. 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H  -  R   REPRESENTATIVES 

C-
 

CLEVELAND'S  Ctue^  STATION 

ma)  have  looked  very  simple  in  the 

eyes  of  a  young  man  starting  out  in 

the  early  20's  grows  more  complex  by 
leaps  and  bounds.  There  are  reasons 
for  this  which  I  will  attempt  to  bring 

out  during  my  talk  this  morning. 
Within  the  lifetime  of  most  of  us  in 

this  room  changes  have  taken  place  in 
advertising  media  which  even  a  Jules 
Verne  of  1920  could  never  have  fore- 

cast. I  would  like  to  try  to  simplify 

the  function  of  advertising  and  discuss 
the  tools  we  have  to  make  advertising 

work  and  sell  your  product. 

In  my  recently  revised  book  on  ad- 

vertising I  which  I'm  sure  you've  all 
read  I .  I  quoted  Roy  Durstines  state- 

ment that  "advertising  came  into  the 
world  because  men  were  too  impatient 
to  wait  for  Mrs.  Jones  to  tell  Mrs. 

Smith  that  Brown's  pickles  were  good." 
Brown  knew  darned  well  that  he  bot- 

tled a  good  pickle,  but  he  also  knew^ 
that  good  news  takes  a  long  time  to 
get    around.      So     he    discovered    he 

"We  in  advertising  are  no  longer  earth- 
bound.  We  have  wings.  We  are  the 
custodians  of  a  means  of  mass  commu- 

nication which  in  the  past  10  years  has 
proved  beyond  the  shadow  of  a  doubt 
its  power  to  move  men  toward  a  better 

world." T.  S.  REPPLIER 
President 

Advertising  Council,  ISetv  York 

******** 

could  tell  two  million  Mrs.  Joneses  and 

Mrs.  Smiths  about  his  pickles  all  at 
once. 

But  that  sales  message  which  was 

given  by  Mrs.  Jones  to  Mrs.  Smith  has 

now  given  way  to  the  singing  commer- 
cial, to  TV  commercials,  to  full-color 

pages  in  newspapers,  to  five-page  ad- 
vertisements in  single  issues  of  maga- 

zines, to  the  spectaculars  on  Broadway 

— and,  as  an  old  media  man.  I  can 
verify  the  fact  that  talking  about  a 

revolution  in  media  is  putting  it  mild- 
iy. 

All  of  this  means  a  lot  of  progress — 

a  lot  of  doing — and  most  of  it's  been 
crowded  into  the  last  century.  It 

doesn't  really  seem  very  long  ago  when 
the  Saturday  Evening  Post  required  a 

L3-page  cycle  before  accepting  a  color 
order — the)  had  to  have  that  much 
guarantee  to  justify  a  special  mechani- 

cal set-up.  And  it  doesn't  seem  far 
hack  when  newspapers  refused  to  cam 

radio  receiver  advertising  .  .  .  couldn't see  any  reason  win  their  facilities 

should  be  used  to  promote  a  com- 

petitive medium.  We  all  thought  radio 
would  send  the  printed  word  out  to 

pasture  .  .  .  but  we  were  wrong.  There 
arc   a    lot    of   advertising   people   toda\ 

1920 

who  think  I V  is  going  to  ship  radio 

off  to  that  same  pasture  .  .  .  but  thev're wrong  too,  because  the  truth  of  the 

matter  is  that  the  pasture  just  doesn't exist.  The  accent  on  various  media 

ma\  change  land  indeed  it  has  I .  but 

as  long  as  media  buyers  exist,  there'll be  an  important  spot  for  all  kinds.  To 

say  that  TV  alone  can  do  the  job  makes 
about  as  much  sense  as  saying  a  No.  3 

iron  is  all  vou  need  to  shoot  tourna- 

ment golf.  We  need  every  club  we've 

got  to  do  the  thing  right,  and  it's  the 
fact  that  you've  got  to  consider  all 
these  tools  that  has  given  the  job  of 

media  selection  a  new  complexity — 

from  the  media  buyer's  viewpoint 
especially — that  leads  me  into  the  main 
point  of  my  talk  today. 

I  want  to  take  us  all  back,  for  a  min- 

ute, to  1920,  and  on  these  two  pie- 
charts  [see  left  chart,  page  26]  .  .  . 

you  can  see  at  a  glance  how  much 
more  the  media  buyer  has  to  think 

about  today.  Note  these  significant 

figures: 1.  Total  volume  up  390%  since 
1920. 

2.  Newspaper  560,  [of  advertising 
expenditures]  in  1920  .  .  .  30%  in 1952. 

3.  Magazines    36% 

32%  in  1952. 4.  Outdoor  8%    in 

in  1952. 
5.  Radio,  nonexistent  in  1920,  takes 

20%  of  the  total  dollar  in  1952. 
6.  The  newest  medium,  television, 

which  grew  to  manhood  practically 

overnight,  took  12rr  of  the  national 
advertising  dollar  in  1952. 

But  bear  in  mind  that  these  figures 

are  network  only-  They  do  not  include 

spot  expenditures  and.  of  course,  the 
situation  with  TV  and  radio  will  have 

just  about  reversed  itself. 
Yes.  I  can  feel  the  squirms  of  the 

newspaper  and  radio  men  in  the  audi- 
ence as  they  see  these  figures  drop. 

So  let's  see  another  chart  that  will  give 
them  some  comfort,  for  while  the  ad- 

vertising  familv  has  expanded  rapid- 
ly .  we  are  capable  of  feeding  these  new 

babies  without  depriving  the  older 

members  of  their  normal  growth.  Let's 
look  at  just  two — newspapers  and 
magazines.  \\  hicb  would  you  rather 

have.  56$  of  the  1920  volume  which 
amounted  to  $200,000,000  in  news- 

papers, or  30$  of  the  1952  advertis- 
ing volume  which  amounted  to  $526,- 

000,000  in  newspapers?  I  An  increase 

of  163%.)  If  you  were  a  magazine 
man.    which    would    vou    rather    have. 

1920 

6% 

36$      of     the     1920     volume 

i  Please  turn  to  page  ()4  I 

which 
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WHO  EVER  HEARD  OF  OAK  HILL,  W.  VA.? 

ALMOST  NOBODY- EXCEPT  THE 

102,200  FAMILIES  WHO  LISTEN  TO  WOAY- 

-AND  THE  SMART  ADVERTISERS  WHO  BUY 

THAT  CIRCULATION  FOR  ONLY  $27.60/ 
1/4  hour,  26-time  rate 

We  know  that  West  Virginia  isn't  the  mos 
important  State  in  the  Union,  and  tha 

WOAY  is  pretty  small  punkins,  even  here 

So  we  know  you  can  survive  without  us— J 

but  we'll  bet  a  pretty  penny  you  can't  fine 
another  5000-watt  daytime  station  in  th<; 
Nation  that  can  give  you  so  many  happ; 

listeners   for  so  little  dough. 

Even  without  a  representative,  we  are  adding 

some  awfully  good  national  business,  con 

tinuously.  If  you  agree  that  our  NCS  figure; 

are  downright  amazing  —  we'd  sure  appre 
ciate  your  giving  us  a  try-out.  Please  writi 
Robert  R.  Thomas,  Jr.,  Manager,  at: 

STATION COVERAGE   DETAIL  BY  NCS  AREAS 

Total 

Radio  Home: 

in  Area 

STATE 

NCS  Area 
County 

No.  of 

Counties 

DAYTIME 

4-Week  Cum. 

Weekly 

Average  Day 

NCS  Circ. 
0/  * 

NCS  Circ. 

%* 

NCS  Circ. 

%* 

WEST   VIRGINIA 

20,370 FAYETTE 1 18,490 

90 

18,220 

89 

10,150 49 

18,190 GREENBRIER 

MONROE 

SUMMERS 

3 15,490 85 15,130 83 

6,720 

36 

o6,940 KANAWHA 1 10,310 15 
7,180 

10 
4,410 

06 

14,570 LEWIS 

BRAXTON 
DODDRIDGE 

GILMER 

4 

3,110 

21 
2,280 

15 
1,680 

11 

18,260 LOGAN 1 2,780 

15 

1,960 

10 

1,020 
05 

19,440 MERCER 1 8,000 

41 

6,480 
33 

3,990 

20 

14,290 NICHOLAS 

CLAY 

WEBSTER 

3 11,450 80 11,080 

77 

6,620 

46 

23,930 RALEIGH 1 20,220 

84 

19,610 

81 

8,540 

35 

12,290 ROANE 

CALHOUN 

JACKSON 

WIRT 

4 
2,720 

22 
1,990 

16 

1,460 

11 

16,750 WYOMING 

BOONE 

2 9,630 

57 

8,610 

51 

6,730 

40 

225,030 10  TOTAL 

21 

102,200 
92,540 

51,320 

*—%  of  Radio  Homes  in  Area WOAY 
OAK  HILL,  WEST  VIRGINIA 

5000  Watts,  Daytime 

20,000  Watts  FM 



RADIO  COMPARAGRAPH   OF  NETWORK  P 

idfrey*    90   mln 
Mogul; 

lilt   of   Omaha 

U   all  ilas 
iow  Crop.  Mxn ; 
I'l  Cellucotton 
)&B  alt  das 
tar-Klst  Tuna 
m.w.   alt  f 
10:30-45 

loades  &  Davli 

ver:    pepsodent 
m.w,    alt  f 

10: 1'l-ll 
eCann-Erickson 

E  S  D  A 

Cecil  Brown   news 
co-op 

N  m-f  L 
Faith  in  our  Time 
N      10:15-25      L 

Jin-    King 
N      10:25-30      L 

Welcome  travelers 
P&G:  splc&span, 
loy,    prell,    white 

cheer,  zest 
157C        m-f        L 
rII6-6:30    pm 

Blow 
F  Singiser  news 
S  C  Johnson  wxs 
466N    10:30-35   I, 

NL&B   mi  sil" 
Spotlight 
Parade 

N         co-op         L 
m-f    10:85  11 

$4000 Bob    Hope 

jen    Fds:    jell-ot 
I  10H       m-f       T 
V&R   $8,000 
Break    the    Bank 

Miles    Labs 
I00N        m-f        I. 
Wade  $4200 

My    true    story 
Sterling    Drue 
m-f   10-10:25 

(see   mon) 

D-F-S 

Whlspr'g     streets Toni:    prom 
home  perm 

tu.th    10:25-45 LB     share    $4500 

When  girl  marries 
N  m-f  L 

Godfrey*  10-11 :30 Knomark.   Mogul; 
Mut  of  Omaha 

B&J   alt  das 
Snow  Crop,  Mxn 
Tnt'l     Cellucotton 
FC&B   alt  das 

Gen    Motors 
Frigklalre     Dlv 

tu.th. alt  f 

FC&B   

Ton!   Co 
tu, th, alt  f 

10:45-11 
Weiss   &    Geller 

EDNESDAY 

Cecil  Brown   news 
co-op 

N  m-f  L 
Faith  In  our  Time 
N      10jl 5  25      L 

Joe    King 
N      10:25  80 

F    Singiser    news 
S  C  Johnson 

Dl-«at     10:30-35 

NL&B   

Spotlight 
Parade X     I 

in  f  10:35  II 

Welcome  travelers P&G 

m-f    (see   mon) 

Blow 
Bob    Hope 

Gen    Fds      Joll-o in  f    (sec   mon) 

Y&R Break    the    Bank 

Miles    Labs -f    (see    mon) 
Wade 

My    true     story Sterling      Drug 

m-f     10-10:25 (sec   mon) 

D-F-S 

Whispr'g     streets 
Gen   Mills 

m.w.f   10:25-45 Knox-Reevec 
When  girl  marries 
N  m  f  L 

Godfrey*  10-11  30 
Knomark,  Mogul; Mut    of    Omaha 

B&J   alt  das 
Snow  Crop,  Mxn; lnt'1  Cellucotton 

FC&B 
10:15  30  alt  das 
Stai   Kill  Tuna 

mi. w. alt  f 

10:30- 15 Rhoades  &  Davis 

i  ,evei      pepi  i  i''"1 
m.w. nit  f HI   15  11 

McCa.in-Erickson 

Cecil  Brown   new 

co-op 

N  m-f  L 
Faith  in  our  Time 

N       in   I Joe    King 

N   Id    ' 

F    Singiser    ni 
S  C    loin 

in    al     10:30- 
NL&B 

Spotlight 

Parade X         co-op         t 
m-f    10:35-11 

Welcome  travelers P&G m-f   (see   mon) 

Bob    Hope 

Gen    Fds:    jcll-o 
m-f    (see   mon) 

Y&R 

Break    the    Bank 
Miles    Labs m-f    i  sei  m  ' 

Wade   

My    trui 

Sterling 
m  f     10 

see    ii 

D-F-S 

Whlspr'g 

Ton  I 
tu.th     H 

Leo    Burr 

Whcnglr' 

N  m- 

•dfrey    (cont'd) illsbury    Mills 
alt  f 

irnett   

cgett  &  Myers: 
•stertleld  rigs 
I  u.f  11:15-30 
ghm  &  Walsh 
ike  up  yr  Mnd 
.ntinental  BkK 
S  m-f  L 
tcs  $2875 

Ladles  fair 
Sterling  Drugt 
550C  11-11:25  I. 
D-F-S  mf  $3500 
H  Ennlc  news 

S  C  Johnson  wxs 
512C  11:25-30  L 
NI&B        n.  sat' 

Strike  it  rich 

Colgate :  halo,  col- 
gate    dental    crm 
nnlmohve.      fab 

190N       m-f       T 
rl:30-2    pm 

Modern  Romances 
co-op  tu.th 
N  L 

Rosemary 
.-0:  Ivory  snow 
■N       ui-f       L 
,B  $2700 

Queen   for   a    day 
I*    Lorillard: 

old    gold   cigs 
454H       m-f       T 

sp  11:45-12 

L&N  share  $5500 

Phrase  that  pays 
CPP:  ajar,  velt 
188N  rl:15-30  L 
Esty     m-f     $2500 

Second    Chance 
N  m-f  L 
Die  Three  Plan! 

Esty 

$3500 

Paging  the Judge 

H  m-f  I 

Dbl  or  Nothing 
Campbell  Soup 
m-f    11:30-55 

Ward   Wheelock 

Godfrey    (cont'd) Plllsbury    Mills m-th,alt  f 
Burnett 

Nat'l    Biscuit 

tu.th    11:15-30 
McCann-Erickson 

Ladies    Fair 
Sterling   Drug 
m-l    11-11:25 

D-F-S   

H     Engle    news 
S  C  Johnson 

m-sat     11:25-30 
NL&B 

Strike     it    rich 
Colgate 

m-f    (see   mon) Esty 

Modern  Romances IX  Lax 

m.u.t     l^ee    mon) 
Warwick  &  Legler 

Paging    the 
Judge 

II  m-f  L 

Make  up  yr  Mnd 
ontinental  like 
m-f   (see  mon) 

Bates 
Rosemary 

P&G :  ivory  snow 
m-f   (see  mon) 
B&B 

Queen   for   a   day 
Quaker    Oats 

539H       tu.th      T 
S&M  share  $5500 

P  Lorillard: 
old    golds 

m-f   (see  mon) 
L&N 

Phrase   that   pays 
Colgate 

m-f    (sec  mun) 

Esty   

Godfrey    (cont'd) 
Plllsbury    Mills m-th,alt  f 

Burnett   

Liggett  &  Myers: 
chcsterfleldf m.w.f    11:15-30 Cii'i'gm  &   Walsh 

Second    Chance 
N  m-f  L 
The  Three  Planfl 

Dbl  or  Nothing 

Campbell  Soup m-f    11:30-55 

Ward   Wheelock 

Make  up  yr   Mnd Continental      liKg 
in   I     (see    mon) 

Eates 

Ladles    Fair 
Sterling    Drug 
i"  '    Ii    11  :25 

D-F-S   

H    Engle   news 
s  i '   Johnson 

m-sat     11:25-30 
NL&B 

Strike    it    rich 
Colgate 

m-f    (sec   mon/ 

Esty Modern   R 

X 

Rosemary 

P&G:  Ivory  snow m-f    (see  mon) 

B&B   

Queen    for   a    day 
P     Lorillard: old    golds m-f    (see   mon) 

sp    11:45-12 
L&N   

Phrase   that    pays 

Colgate m-f    (see   mon) 

Esty 

Second    Chance 
N  m-f  L 
The  Three  Plan?! 

Paglm 

Jud 
Dbl   or   I 

Campbel 
in  f  n 

/ently  Warren 
i  Fds:  max  hst 
iN  m-f  L 
B  $3250 
Xunt 
-ever 
N 
IB 

Jenny 
•    spry 
m-f       L 

$3000 
Helen  Trent 
Home   Prodt 

N       m-f       L 
rray         $2800 

Curt  Massey  time 
Miles:  alka-sltzr 
473H  m-f  T 
Tape  of  CBS  show 
Wade  $1200 

Capitol    comment. 
C   Johnson 

NL&B  m-f" 
Guest   time 
N  L&T 

No    network 
service 

m-f 

Turn   to  a  friend 
Toni :    tonette, 
white  rain 

313N      tu.th      L 
11:55-12:25 

W&G   $4000 
Jack    Berch 

Prudential   Ins 
m-f    12:25-30 

C&H     (see    mon) 

Wendy  Warren 
Gen  Fds m-f   (see  mon) 

B&B 

Curt  Massey  time 
Miles    Labs 

m-f   (see  mon) 
Wade 

Turn  to  a  friend 

N  m-f  L 

Aunt   Jenny 
Lever:    spry 

m-f   (see  mon) 
FC&B 

-    gal    Sunday 
iltehl:  anaclnt 
\       m-f       L 
rray  $2300 

No    network 
service 

m-f    12:30-45 

Bill   Ring   Trio 
Gen  Mills 

m-f    (see  mon) 
Knox- Reeves 

Helen   Trent 
Am    Home    Prods 
m-f    (see    mon) Murray 

Capitol  comment 
S  C  Johnson  m-f 
NL&B      12:15-20 

Guest   time 
N   12:20-30   L&T 

No    network 
service 

m-f Jack    Berch Prudential     Ins 
m-f     12:25-30 

C&H     (see    mon) 

Wendy    Warren 
Gen    Fds m-f    (see   mon) 

B&B    

Curt  Massey  time 
Miles    Labs m-f   (see   mon) 

Wade 

No    network 
service 

Our    gal    Sunday 
Whitehall    Phar 
m-f   (see  mon) 

Murray 

No    network 

service    m-f 

Bill    Ring   trio 

Gen  Mills m-f    (see   mon) 
Knox- Reeves 

Aunt    Jenny 
Lever;    spry 

m-f    (see   mon) 

FC&B 

Capitol  commen 
S  C  Johnson  :  m-f 
NL&B      12:15-20 

Helen   Trent 
Am    Home   Prods 
m-f    (see   mon) 

Murray    
Guest    time 

N   12:20-30   L&' 

No    network 
service 

m-f 

No    network 
service 

m-f 

Our  gal  Sunday 
Whitehall  Phar m-f    (see   mon) 

No    network 

service    m-f 

Turn  to  i 

Toni 

tu.th   11: 

(see 

W&G   

Jack    I Prudenti 

m-f   12 

C&H     (s. 

Bill     R I  r Gen   I 
m-f    (sei 

Knox-Ree 

No    ne 

serv 
"nil  of  Life 
O:   Ivory   soan 
N'«      m-f      L 
npton       $3250 

Cedrlc    Foster 
news  co-op 
Bost        m-f        L 

Ma   Perkins 
M-G:  oxydol 
M"      m-f      L 
C-S  $3250 

Music  by  Wlllard 
Cleve       m-f       L 

No   network 
service 

m-f 

Paul  Harvey  news co-op 

m-f 

Road    of    life 
P&G:   ivory  soap 
m-f   (see  mon) 

Compton 

C    Foster    news co-op 

Bost        m-f        L 

Ted    Malone Ma   Perkins 
P&G:   oxydol 

m-f    (see   mon) 

D-F-S 

Music  by  Willard 
Cleve       m-f      L 

No    network 
service 

m-f 

Paul  Harvey  news 
co-op 

m-f Ted    Malone 

co-op 

141N       m-f       L 

Road   of   life P&G :  ivory  soap m-f    (see   mon) 

Compton 

C    Foster    news 

co-op 

Bost        m-f        I 

ing  Dr  Malone 
O:  erisco.  joy 
X  m-f  L 
iDton       $2850 
tiding  light 
O:  duz.  ivory 
N       m-f       L 
'Pton        $3000 

l    Mrs    Burton 
:  swans  downt 
N       m-f       L 

IB.  Y&R  $3000 

Luncheon     with 
Lopez 

N  m-f  L 

'aullne  Frederick co-op 

N         m-f  L 

No   network 
service 

m-f 

No    network 
service 

m-f 

Young  Dr  Malone P&G:  erisco.   joy 
m-f    (see   mnn) 

Compton.     Biow 

Ma    Perkins 

P&G:    oxydol m-f    (see   mon) 

D-F-S 

Music  by  Wlllard 
Cleve       m-f       I 

No    network 

service 

m-f 

Ted    IV 

CO-' 

141N        l 

Guiding      light 

P&G:  duz.  iv'y  fl 5  m-f   (see  mon) 
Compton 

Luncheon     with 
Lopez 

N  m-f  L 

Pauline  Frederick 

co-op 

N  m-f  L 

No   network service 

No    network service 
m-f Young  Dr  Malone P&G:   erisco.    joy 

m-f    (see   mon) 

Compton,    Biow 

Guiding  hot P&G:  duz.  iVy  fl 
m-f  (see  mon) 

Compton 

Luncheon    with 
Lopez 

N  m-f  I 

Pauline  Frederick 

co-op 

N  m-f  t No    ne 

serv 

No    network service 

m-f 

'erry  Mason 
P&G:    tide 
N       m-f       L 
B  $3500 
Mora    Drake 
Ton!  Co 

N     m.w.f     T, 
G  5/wk  $3000 

renter    day 
'  °-G:   cheer 
\"       m-f        L R  $2850 

Say  It  with  music 
m-f    2-2:25 

Cleve  L 

F  Singiser  news 
S  C  Johnson  wx 
505N  2:25-30  L 
NL&B       m-sat" 

No    network 
service 
m-f 

2nd    Mrs    Burton 
Gen    Fds 

Mary    Margaret  {   m-f    (see  mon) 
McBrlde         |B&B.  Y&R co-op 

97N      m-f     L&T 

Say   It  with music 
Cleve       m-f       L 

Dave  Garroway 
Armour:  dial  soap 
7«N  rfi:45-7  T 
FC&B  m-f  $3250 

Wonderful    City 
N         m-f         L Jane  Pickens 

N         m-f         L 

News  2:55-3  m-f 

Beth     Holland 
N       2:30-35       1 

tu.th  ' 

Jack's   Place 
m-f  2:35-4 L&T 

Everett     Holies 
news 

Wash      co-op      L 
m-f  3-3:15 

Perry   Mason 
P&G:  tide 

m-f    (see  mon) 

B&B 

F    Singiser    news 
S   C  Johnson 

m-sat     2:25-30 
NL&B 

No   network service 

m-f 

Mary    Margaret 
McBrido 
co-op 

97N      m-f     L&T 

2nd    Mrs    Burton 
Gen    Fds m-f    (see  mon) 

B&B,     Y&R 

Say  It  with  musi 
Cleve       m-f       1 

Nora    Drake 
Secnian:   airwkt 
194N      tu.th       I 
WHW    shr   $2850 

Brighter   day 
P&G:    cheer 

m-f    (see   mon) 

Y&R 

Wonderful    City 

N  m-f  L 

Dave  Garroway 
Armour:  dial  soap 
m-f  (see  mon) 

FC&B 

Jane  Pickens 
N  m-f         L 

News  2:55-3  m-f 

Betty    Crocker 
Gen  Mills 

m.w.f    2:30-35 

D-F-S   

Jack's    Place 

m-f  2:35-4 N  1-iT 

Perry   Mason 
P&G:   tide m-f    (see   mon) 

B&B 

Nora Toni m.w.f    (s Weiss    & 

Drake Co 

ee    mon) 

Geller 

F    Singiser    new 
S  C  Johnson m-sat      2:25  30 

NL&B 

No    network service 

m-f 

Mary     IV 
McB 

co- 

97N      m- 

Dave  Garroway 
Armour:  dial  soap 
m-f  (see  mon) 

FC&B 

Briqhter  day 

P&G :     cheer m-f    (see   mon) 

Y&R         

Wonderful    City 

N  m-f Jane  Pickens 
N  m-f  I 

News  2:55-3  m-i 

Beth    H N       2:30 

Jack's 

m-f    2 

N 

lilltop  house 
les:    alka-sltzr 
JN    r4-4:15    L 
■le  m-f   $2Sno 

Life  beautiful 
P&G:  tide,    zest 
173N  m-f       L 
B&B  $2750 

louse   party 
ever:    surf 

(H  r3:30-45  T 

  m.w.th 
I  Bbury:  flourt 
fH  r3:45-4  T 

$6000 
's-hrs  in-th 

John  B  Gambling 
co-op 

m-f N  L 

Road Of    life 
P&G: criscot 

168N m-f       T 

Compton 
$2750 Pepper 

Young 

P&G: camayr 
170N m-f       L 

B&B $2700 

Joe   Emerson 
Gen   Mills 

m-f   (SE  stns) 
Knox-Reeves 

Hilltop  house 
Miles    Labs 

m-f   (see   mon) 
Wade 

Everett    Holies 
news 

Wash      co-op      L m-f  3-3:15 

Life  Beautiful 
P&G:    tide,    zest 
m-f  (see  mon) 

B&B 

Joe   Emerson 
Gen   Mills m-f    (SE  stns) 

Knox-Reeves 

zard   of  odds 
Toni  Co 

"I     m.w.f     T 

Rt  to  happiness 
P&G:  dreft.  tidet 
164N  m-f  L 
D-F-S  $3000 

Jack's   Place 

(cont'd) 

House  party 
Kellogg  Co 

190H  tu.f  L 
LB  share  $6000 
Pillsbury  Mills 
m-th  3:30-45  seg 
LB        (see   mon) 

John  B  Gambling co-op 

N  m-f  L 

Road    of    life 

P&G:    criscot m-f    (see   mon) 
Compton   

Hilltop      house 
Miles    Labs m-f    (see   mon) 

Wade 

Everett     Holies news 

Wash      co  i  ii      1 
m-f  3-3:15 Life    beautiful 

P&G:    tide,    zest m-f    (see   mon) 

B&B 

Joe    Ei 

Gen 

m-f   (SI 

Knox-Rei 

Pepper  Young 

P&G: camay,  duz' 
m-f  (see  mon) 

B&B 

Jack's   Place 

(cont'd) Wizard  of  odds 
Manhattan  Soap 
202H  t.th.f  T 
SB&W  shr  $3200 

Rt    to    happiness 
P&G:  dreft.  tidet 
m-f    (see  mon) 
D-F-S 

House    Party 
Lever:    surf 

m.w.th  (see  mon) 

Ayer   

Plllsbury    Mills m-th  3:30-45  sei 

(see   mon) L    Burnett 

John  B   Gamblin 

co-op 

N  m-f  I 

Road   of   life 

P&G:    erisco 
m-f    (see  mon) 

Compton 
Pepper  Young P&G:  Camay,  duzf 
m-f  (see  mon) 

B&B 

Jack's 

(con 
Wizard   of  odds 

Toni   Co 

m.w,  alt  f Riirnprt 

Rt    to    happines: 

P&G:  dreft.  tide' 
m-f    (see  mon) 

D-F-S 

1  L^wis  4-4  :05 
[  Fds:  S4N-T 
*R  "if  $1500 
inshine  Sue 
irn  Products 
■Ii  m-f  L 

Her  $2000 

H    R    Baukhage 
news 

Wash      co-op      L 
m-f    4-4:15 

Backstage  wife 
P&G:  cheer,  zest 
177N  m-f  L 
Y&R  $2500 

Jack    Owens 
H  m-f  L 4-4:25 

No   network 
service 

'!o   network 
service Welcome    Ranch 

N         co-op         L 

lews  4:55-5   .. 

Stella Dallas 
Sterling Drugt 

157N m-f       L 
D-F-S 

$2800 
Widder 

Brown 

Sterling Drugt 

156N m-f       L 
D-F-S $2800 

Beth     Holland 
N       4:25-30       L 

Robt    Q    Lewis 
Gen    Fds    4-4:0, 
Y&R    m-f 
Sun  Sue  4:15-30 
Corn  Prods  m-f 
C    L    Miller 

H     R    Baukhage news 

Wash      co-op      I m-f    4-4:15 

Backstage     wife 
P&G :  cheer,  zest -f    (see   mon) 
Y&R 

Jack    Owens m-f  I 
4-4:25 

Lewis 

4-4. '0i 

No   network service 
Stella  Dallas 
Sterling  Drug m-f  (see  mon) 

D-F-S 

Betty  Crocker 
Gen  Mis  4:25-30 m.w.f  (see  mon) 
D-F-S 

Robt  Q 

Gen  Fds 

Y&R   

Sun   Sue   4:15-30 

Corn    Prods     m-f 
C    L    Miller 

H     R    Baukhag news 

Wash       co-op       I 
m-f    4-4:15 

No    network 
service 

Backstage  wife P&G:  cheer,  zest m-f  (see  mon) Y&R 

Stella  Dallas Sterling  Drug m-f  'see  mon) 
D-F-S 

Beth    H 
N       4:25 

Woman 
Manhatt 
186H 
SB&W 

in  house 
soan m-f  L 

$2500 

Music    in    the 
afternoon 

Var         m-f        L 

No    network 
service Welcome    Ranch 

Widder  Brown Sterling  Drug 
m-f  (see  mon) 

D-F-S 

News   4:55-5 N  m-f  L 

Woman    In    house 
Manhattan     Soar 
m-f    (see  mon) 

SB&W 

Music  In  the 

afternoon 
Var         m-f         I 

No    network 

service 

News    4:55-5 N  m-f  I 

Welcome    Ranch 

co-op 

N  m-f  I 

Widder  Brown Sterling  Drug 
m-f  (see  mon) 

D-F-S 
Woman    in    house Manhattan     Soap 
m-f   (see  mon) 

SB&W 

Music 
after Var        n 

Bobby    Benson 
N  L 

Just  Plain   Bill 
Whitehl:  anacint 
Murray;  Carter. 
Bates  $2800 

Big  Jon,  Sparkle 
co-op 

184Cinc     m-f     L 

o   network 
service 
m-f 

Fr  Page  Farrell 
Am  Home  Prodst 
139X  alt  das  L 
Murray         $2750 

Westernaires Jamestown, 
NY  L 

Sgt    Preston of  the  Yukon (luaker  Oats ir.iiDetr 

tu.th 

Just   Plain   Bill 
Whitehall    Phar alt  tu.th Murray Big  Jon.   Sparkii 

co-op 

184Cine     m-f     I 

ft  Massey  time 
•ei;  alka-sltzr 
|H  r6:30-45  T 
"Je  m-f  JI0C0O 

Wild  Bill  Hlckok 
Kellogg    Co 

400H      m.w.f      T 
LB      $5500 
Cecil  Brown  news 
S  C  Johnson  wis 
5UN  5:55-6  L 
NL&B  m-f 

Lorenzo    Jones 
CPP;  fab,   tthpst 
1S3N       m-f       L 
Esty  $2750 

No    network 
service 

m-f 

S&M S4250 

Lum   'n'  Abner 
H         co-op         X 

It    P?ys   to   be 
Married 

H  m-f  L 
The  Three  Plan*! 

John    Conte 
N         m-f         L 

Curt  Massey  time 
Miles    Labs 

m-f    (see  mon) 
Wade 

Sky    King 
Derby   Fds: 

peter  pan  prods 450C       tu.th       L 
NL&B  $320( 

Cecil  Brown  newt 
S  C  Johnsm 
m-f  5:55-6 

NL&B 

Fr    Page    Farrel 
Am    Home    Plod: alt  tu.th Murray 

Westernaires 
Jamestown. 
NY  I 

Songs    of    the 
B-Bar-B W 

Just   Plain   Bill 
Whitehall    Phar 

alt  m.w.f 

Morray 

Big  Jon, 

18!Cinc 

Lorenzo      Jones 

Colgate m-f    (see  mon) 
Esty Lum  'n'  Abner 

H         co-op         I 

No    network 

service 
m-f 

Fr    Page    Farrel Am    U-  me   Prod; alt  m.w.f 

Murray   

Westei •Tamestow 

NT 

It  Pays  to  be 
Married 

H  m-f  I 
The  Three  Plan( 

John  Conte 
N         m-f         I| 

Curt  Massey  timt 
Miles    Labs m-f    (see   mon) 

Wade 

Wild  Bill  Hickol Kellogg  Co 

m.w, I      5:30-55 
Burnett 
Cecil  Brown  new s    C    Johnsi 

m  -  f 

NL&B 

Lorenzo     Jones 

Colgate 
m-f    (see  mon) 

F  ->s   

!t    Pays    to    be 
Married 

II         m-f         I 
The  Three  Plan? 

Lum 

H 



ROGRAMS 
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Daytime    5    October    1953 

AT  U  R  D  A Y 

story 
Dpi* 

in  25 
inn) 

streets 

Co 
1:86-48 
lett 

marries 
f  L 

odfrey'  in  11  :30 
Knomark,  Mogul 
Hut    of    Omaha 

B&J   alt  (las 
Snow  Crop.  Mxn; 
Int'l     Ci 

FC&B   alt  das 
Cen    Motors: 
Frigldalre 
Hi. Ih. alt  r 

FC&B   

Tonl   Co 
tu. th. alt  f 

10:48  ii 
Weiss   &    Geller 

Cecil  Brown   news 
t-o-op 

N  m-f  L 
Faith  in  our  Time 
N      in  : 

Joe    King 

\        in -25-30       I. 

F.   Slnglser   news 
S  C  Johnson 

m-sat     in  30  38 NL&B   

Spotlight 
Parade 

\           p         i. 
in  f     10:35-11 

Welcome  travelers 
P&G 

ra-f    (see   mon) 

Biow 

Bob    Hope 

Gen     l-'.ls :     jell   D 
m-f    (see   mon) 
Y&R 

Break    the    Bank 

Mill       Labs 
in      !       ' 

My    true    story 

Sterling     Drug m-f     in   1"  28 

(see  mon) 

D-F-S 

Whispr'g     streets 

Gen   Mills m.w.f    10:25-45 Knox -Reeves 

When  girl  marries 

N  in  -f 

Godfrey*  10-11:30 
Knomark,  Mogul; 
Mm     of    Omaha 

B&J   alt  das 
Snow  Crop,  Mxn; 
int'l    Cellucotton 

FC&B      alt  das 
ire. FC&B 

9tai    KM     Tuna. 
Rhoades  &   Davis 

1"  30-  15    alt  f 

Secll  Brown   news 

co-op 

S'  m-f  L 

Lever,    McE: Tonl   Co.    W&G 
in  15-11    alt f 

F    Slngiser    news 
S    C   .lohrusnn 

in  sin     10:30-35 

NL&J   

Spotlight Parade 

M         co-op         1j 

m-f   10:3',  11 

aith  in  our  Time 

S'     lojis-r,     L 
lot    King 

N      10:25-30      I. 

Welcome  travelers P&G 

m-f    (see   mon) 

low 

Bob    Hope 

Gen   Fds:  jell-o m-f    (see   mon) Y&R 

ir.  ak    the    Bank 

M  i  lis    I.ahs 
m-f   (see  mnn) Wade 

No    school    today 
•o-op  9-10:30 

!68Clnc  L 

Space   patrol talston      Purina: 
cereals 

I35H  L 

Sardner        $3500 

Galen   Drak 

Animal     Ci- 

hunt  club  doe 
roN 

Moser   & Cotlns Robt    Q 

Milner 125N 

Best 

slir 

$1100   ii 

Lewis 

Prals^l 

$1006  F
 

Woody  Wood- 
pecker   Show 

nh  Mel  Blue) 

co-op 

ID    11  L 

Singiser    news 
S   C   Johnson 

m-sat  10:30-35 
NL&B 

Let's    pretend        Woody     Wood- 

L       pecker    Show 

(cont'd) 

Woman 

N 

Miry  Lee  T 

Pet    Mill 
166C 

rH2-2:3( 

Gardner        | 

omances 
in. Hi 

I. 

.    the 

ge i  I 

Godfrey     (cont'd) 
PlUsbury  Mills 

in  ih  nit  f 

Burnett 

Nat')    Biscuit 
tu.th    11:15-30 

McCann-Erickson 

Nothing 
I  Soup 

:30-35 

Make  up  yr  Mnd 
:  il      Bkg 

iii  f    i  see   mon) 
Bates 

Ladies    Fair 
Sterling     Drug 
,,,  i     11-11:25 D-F-8   

H    Engle    news 

S   C  Johnson 
.,,     il      11:25-30 
NL&B 

Strike    It    rich 
Colgate 

in  f    (see   mon) 

Esty 

Modern   Romances 
Ex-  Lax 

in  w.l      I  see     liinlll 
Warwick  &  Leglcr 

Paging    the Judge 

II         m-f         I 

Godfrey    (cont'd) illsljury,    LB; 

Nat'l    lliscuil    Co 
McE   alt  f 

Liggett   &  Myera 

lei  fields 
m.w.f  11:15-30 Cnq'hm  &  Walsh 

Rosemary 

PAG     ivory  mow 
in  f    (see   mon) 
B&B 

Queen   for   a   day 

Quaker    Oats 
tilth     (see    tu) S&M   

P     Ixirlllard 
old    golds 

m  f    (see  mon) 
LfU   

i  Friend 

Co 
,.'.   12:25 tu) 

lereh 
al      Ins 

-e    mon) 

Wendy   Warren 
Cen     Foods 

m-f    (seo   mon) 
B&B 

Aunt    Jenny 
Lever:  spry 

m-f    (see   mon) 
FC&B 

Curt  Massey  time 
Miles    Labs 

m-f    (see   mon) 
Wade 

g    Trio 
dills 
i   mon) 
ves 

Helen   Trent 
Am    Home    Prmls 
m-f    (see   mon) 

Murray       

Capitol     comment 
s  ('  .Inhnson  :  m-f 
NL&B      12:15-20 

Guest    time 

N   12:20-30   L&T 

twork 
Ice 

Our    gal    Sunday 
Whitehall    Phar 
m-f   (see  mon) 
Murray 

No    network 
service    m-f 

Road  of  life 
P&G:   Ivory  soap 
m-f    (see   mon) 

Compton 

C    Foster    news co-op 

Dost        m  f        I 

Ma    Perkins 

P&G:  oxydol 
m-f    (see   mon) 
D-F-S 

Music  by  Wlllard 

Cleve       m-f 

twork 
Ice 
f 

largaret 
*ide 
op 

f      L&T 

Young  Dr  Malone 
P&G  :   crisco.   Joy 
m-f    (see   mon) 

Compton.    Biow 

Guiding  light 
P&G:  duz.  Ivy  fl 
m-f  (see  mon) 

Compton 

Luncheon   with 
Lopez 

N  m-f 

2nd    Mrs    Burton 
Gen  Fds 

m-f    (see   mon) 
B&B.    Y&R 

Say  It  with  music 

Cleve       m-f 

Perry   Mason 
P&G:  tide 

m-f    (see   mon) 
B&B 

olland 

88       I. 
Place 

LAT 

Nora    Drake 
Seeman   Bros 

tu.th     (see    tu) 
Weintraub 

F    Singiser    news 
S  C   Johnson 
m -sat  2:25-30 

NL&B 

Brighter    day 
P&G:    cheer 

m-f    (see   mon) 
Y&R 

Wonderful    City 

N  m-f  L 

nerson 
Mills 
S  itns) 
ives 

Hilltop     house 
Miles    Labs 

m-f    (see    mon) 
W.lrtV 

Place dj 

House    party 
surf 

m.w.th   (see  mon) 
L    Burnett 

Plllsbury   Mills 
m-th  3:30-15  seg 

(see   mon) 

I      Bnr-rtt 

Everett     Holies 
news 

Wash      co-op      L 
in  -  f    3-3:15 

J 'Jin  B  Gambling ro  -  op 

N  m-f-  L 

Wizard  of  odds 
Manhattan  Soap 

t.th,  alt  f 
SB&W 

)wens 
I  LI 

olland 
3U       L 

Rnht    Q    Lewis 
Gen    Fds    4-4:05 

Y&R   m.f 
Sun   Sue 
Corn   Prods     m-f 
C    L    Miller 

H    R    Baukhage news 

op      I in  I     111  5 

,\..    ni 

service 

In  the 
HMD 
if         L 

N"b  network 
service 

Welcome    Ranch 

N         co-op         I 

News   4:55-5 
ii        mf        T 

Sparkli 

I 

V"    network 

m-f 

Sgt      Preston 
of  the  Yukon 

S&M 

Cur  M 
M       -     I. ahs 

ee  mon) 
t  Wade 

Sky    King 

NL&B 

Or i-   llrown    new f)   C  1 

in    f 
NL&B 

Phrase   that   pays 
Colgate 

m-f   (see   mon) Esty    

Second     Chance 
N  m-f  L 

The    Tlilt-i-    I'l.in' 

Obi  or  Nothing 

Campbell  Soup 
m-f    11:30-53 

Ward  Wheelock 

Make  up   yr   Mnd 
Continental     Bkg 

m  f    (see   mon) Bates 

Ladies    Fair 

Sterling     Drug 
in  r    11-11:25 

D-F-S   

H    Engle    news 
S   C   Johnson in  sat   11  :25  30 

NL&B 

Strike     it    rich 
Colgate 

m-f    (see   mon) 

:at> Front   &   Center 

3  T 

Rosemary 

P&G:    ivory   snow 
m-f    (see   mon) 
B&B 

Queen    for   a    day 

P.    Lorlllard 
old    golds m-f    (see   mon) 

sp    11:45-12 
L&N 

Phrase   that   pays 

Colgate m-f    (see   mon) 

Esty 

Helen  Hall 
N      11-11:15      T 

No  network 
service 

11:15-25 
H     Engle    news 

S  C  Johnson m-sat   11:25-30 
NL&B 

All-league 

clubhouse 
S  T 

Second   Chance 

N  m-f  L 
riH-  'iiui  §  Plarn 

Give   &   take 
Cannon   Mills: 

hosiery,      sheets 

157N  L 

Farm   quiz 

co-op 

The   Big   Prt 
111 

(Preview    of records    wl 

guest    d-J.' 

Selling  oi 

shared -spw 

sorshi: 8  partle.    av able.      See   . 
Weekend.  Sun 

Y&R 

$2250 

Turn   to  a  friend 

N  m-f  L 

Wendy     Warren 
Gen    Fds m-f    (see   mon) 

B&B 

Curt  Massey  time 
Miles    Labs 

m-f    (see   mon) 
Wade 

Jack    Berch 
Prudential      Ins 
m-f     12:25-30 

C&H      I  see   mon) 

Aunt    Jenny 
Lever:    spry 

m-f    (see   mon) 
FC&B 

No    network 
service m-f 

Bill    Ring    trio 

Gen  Mills 
m-f    (see   mon) 
Knox-Reeves 

Helen   Trent 
Am    Home    Prods 
m-f    (see   mon) Murray 

Capitol  comment s"  C  Inhnson :  m-f 

NL&B      12:15-20 

Guest  time 
N   12:20-30   L&T 

101     Ranch     Boys 
xicaster. 

Pa  L 

Bill  Shadel  New! 
Campana:  solitair 

189N  12-12:05  I 
W-F-H  $45(1 

No    network 
service 

m-f 

Theatre  of  Today 

Cream  of  Wheat 

124N  12:05  30  I 
BBDO  $4000 

No    network 
service 

Our  gal  Sunday 

Whitehall  Phar 
m-f    (see   mon) 
Murray 

No    network 

service    m-f 

Stars  over  Holly 

American    farmer  wood 
;.Wash  Li    Carnation     Co: evaporated   milk 

197H  L&1 

Man  on  the  farm 

Quaker   Oats 
ful-o-pep     feed 

420Llbenyville, 
111  T 

S&M 

$750 
The  Bla  Pre' 

(cont'd) 
Fifth   Army  band C  U 

EW 
$4000 No    network 

service 

m-f 

Paul  Harvey  news 

vo-op 

m-f    (see   mon) 

Road    of    life 
P&G:   ivory   soap 
m-f    (see   mon) 

Compton 

C    Foster    news 

co-op 

Bost        ra-f        I 

Ted    Malone 

co-op 

141    N      m-f      L 

Ma    Perkins 
P&G:  oxydcl 

m-f    (see   mon) 

D-F-S 

Music  by  Willard 
Cleve       m-f       L 

No    network 
service 

m-f 

Navy  hour Wash 

Fun     for    all 

Tonl    Co' 

prom,   white   rai 203N 

$2000 
Pauline  Frederick 

co-op 

N  m-f  L 

No   network 
service 

m-f 

No    network 

service 

m-f 

Yonnq  Dr  Malone P&G :   erisco.    Joy 

m-f    (see   mon) 

Compton.    Blow 
Guiding  light 

P&G:  duz.  iv'y  £ m-f  (see  mon) 

Cornpton^^^^^ 

Luncheon   with 
Lopez 

N  m-f  L 

Pauline  Frederick 

co-op 

N  m-f  L 

No   network 
service 

m-f 

Vincent    Lopez 
N  L 

No    network 
service m-f 

Mary     Margaret 
McBride 
ro-op 

97N      m-f      L&T 

2nd    Mrs.    Burton 
Gen    Fds 

m-f    (see   mon) 
Compton 

Say  It  with   music 
Cleve       m-f       L 

Dave    Garroway 
Armour :  dial  soap 

I,     f     ,  see    moil) 
FC&B 

Jane   Pickens 

N       m-f_      I 
News  2:55-3   m-f 

Betty    Crocker 
Gen    Mills 

m.w.f    2:30-35 

D-F-S   

Jack's    Place 
m-f    2:35   I 
N  L&T 

Perry   Mason P&G :    tide 
m-f    (see   mon) 

F    Slnglser    news 
S   C   Johnson 

m-sat    2:25-30 NL&B 

No    network 
service 
m-f 

Nera    n-ake 

T  ml   Co 
m.w  f    (see   mon) W»iss   &    Geller 

Life    beautlfu 
P&G;      I  hie.     zest 
m-f    (see    mon) 
B&B 

Road   of    life 

P&G:    criscot 
m-f    (see   mon) 

Compton 

Joe    Emerson 

Gen    Mills m-f    (SF.    stns) 
Knox -Reeves 

Pepper    Young ,,nay.duzt 

m-f    (see  mon) 
B&B 

Jack's  Place 

(cont'd) Rt    to    happiness 
P&G:  dreft,  tidel 
in  f    (see   mon) D-F-S   

Backstage     wife 
P&G     ,  heer,  zes m-f  (sei 

Y&R 

Stella     Dallas 
Sterling      Drug 

m  f    i    , D-F-S 

Widder  Brown 
S:eiling  Drug 

m-f  (see  mon) 
fl.F-S 

Woman    In    housa, 

Manhattan     Sua 
m-f    (see   mon) 

SB&W 

Just    Plain    Bill 
Whitehall.  Mur 
ray:  Carter  Pr. 
Bat<-s  alt  tl 

Fr    Page    Farrel 
,e     1'r    ,1 

tu.th Murray   

Lorenzo  Jones 
Colgate 

m-f    (see   mon) 
F-tv 

It    Pays   to   be 
Married 

B-f 

Jack    Owens 
H  m-f  I. 

I   1:28 

Betty    Crocker 
Gen    Mis    4:25-30 m.w.f    (see   mon) 
D-F-S 

Music    in    the 
afternoon 

Var         m-f        1 

Big   Jon.   Sparki 

co-op 

184Clnc     m-f     I 

Westernalres 

■Ml. 

N1, 

Lurn    V    Abner I '  ■  ■  ■  op  I 

John   Conte 

N  m-f  1 

Briqhter    day 
P&G'    rhecr 

m-f    (see   mon) 

Wonderful 

N  m-f 

City 

Hilltop    house Miles    Labs 
m-f    (see   mon) 
Wade 

House    party 

Kellogg    Co 

tu.f      (see     tu) 

L    Burnett 
Green   Giant   Co 
canned  peas,  corn 

172H    r3:45-4    ' L    Burnett   f  onl 
Wizard  of  odds 
Toni  Co.  LB: 
Manhattan  Soap 

Robt    Q    Lewis 
Cen     Fds     4-4:05 

Y&R       m-f 

Sun   Sue   4:15-3 
Corn    Prods     m- 

C    L    Miller 

No    network 

News   4:55-5 
■  I 

No     network 
service 

m-f 

Everett     Holies 

news 
Wash      eo-op      I 

m-f    3-3:15 

John  B  Gambling 
co-op 

N  m-f  L 

H     R    Baukhage 
news 

Wash      co  op      I. 
in  i     1-1:15 

No    network service 

Welcome    Ranch 

co-op 

N  m-f  L 

Songs  of  the B-Bar-B 
Wash  I. 

Curt  Massey  ti 
Miles     Lab: 

m-f    (see   mon Wade 

mo 

Wild  Bill  Hickok 

rtetlogg    Co m.w.f 

Burnitt 

Cecil  Brown   new 

9    i     lolinson 

m  f    5:55-6 NL&B 

Dave     Garroway 
Armour:  dial  soap 

-f    (see   mon) 

FC&B 

Jane  Pickens 

N  m-f  L 

News  2:55-3  m-f 

Life  beautiful 
P&G:    tide,    zest m-f  (see  mon) 
B&B 

Road    of    life 
P&G:    criscot 
m-f    (see  mon) 

Compton 

Pepper  Young 
P&G :  camay,  duzt 
m-f  (see  mon) 

B&B 
Rt  to  happiness 
P&G :    dreft.  tide 
m-f  (see  mon) 
D-F-S 

Backstage  wife 
P&G :  cheer,  zest 
m-f  (see  mon) 

Y&R 
Stella  Dallas 
Sterling  Drug 
m-f  (see  mon) 
D-F-S 

Widder  Brown 
Sterling  Drug 
m-f  (see  mon) 
D-F-S 

Woman    in    house Sterling     Drug 

m-f    (see  mon) 

SB&W 

Just  Plain  Bill 

Whitehall.  Mur- ray:  Carter   Pr Bate  s   alt_f 

Fr  Page  Farrel 
Am    Home    Prods alt  m.w.f 
Murray 

Lorenzo      Jones. 
Colgate 

m-f    (see   mon) 

Esty 

t    Pays   to    be Married 

H  Ml     f 

Football 

(cont'd) 

Music     with     thi Hormel    girls 

Geo    A     Hormel canned    meats 
124  Var 

BBDO $30G0 

Football    Games 

Var 
2:30  to  concl 

Football 

(cont'd) 

Football 

(cont'd) 

Tea   &    Crumpet 
5  5:45 

N  J..VI 

Club   time 
.      Club    Aluminum '<    19C  ll 

>    Buchen  $1800 

Dance 

Cleve 

Game  of  the Week 

(football) 

starts  betw  1  :i'i 

2:45  pm 

Var         co-op      1 

Game   of   Week 

(cont'd) 
F    Singiser    new! 

S    C   Johnson (precedes  game) 

NL&B 

Game  of   Week 

(cont'd) 

National  fare 
home  hour Allls-Cfialmt farm  equipm 

194C.Wash 

rH2:30-3 Glttlns  S 

News   1:30- 

Football 

co-op 

Football 

co-op 

Game  of  Week 

(cont'd) 

Football 

(cont'd) 

Football 

(cont'd) 

Treasury 

Bandstand 

Game  of  Week 

(cont'd) 

Football 

co-op 

(cont'd) 

Football 

co-op 

(cont'd) 

Walter    Preston show    shop 

N        5-5:50        1 

E    Holies    news 

S    C    Johnson 

BMW     5:50-6     1 
NL&B   sat  only" 

Football 

Roundup 

Ask    the    Sport 

World 



Big  Things  are  Happening 

in  Oklahoma's  No,  1  Market 

ifiunA  PEOPLE  ARE  III  III:   .  .  . 
Tulsa  County  Population  1950  —  251,686 

Tulsa  County  Population  1953  —  271,000 

MOIIE  PEOPLE  AIIE  \VOKKI\4. 
Employment  Tulsa  County  July  1952  —  119,452 

Employment  Tulsa  County  July  1953  —  131,250 

MOKE  PEOPLE  AIIE  BUYING  . 
Tulsa  Dept.  Store  Sales  Up  15%**** 
June  1952  over  1953 

Here's  Why  KVOO  is  Your  Best 
Medium  to  this  Rich  Market 

Latest  available  Pulse  Reports  for  Tulsa  County  Nielsen  Figures  on  KVOO  Coverage 
Station 6  AM -12  Noon 12  N oon-6  P.M. 6P.M.-8  P.M. 

Weekly   NC 
S   Circulation 

KVOO 35 
40 43 

Days   Per  Week 
Daytime Nighttim "B" 

"C" 
"D" 
"E" 
"F" 

20 18 

10a 

8 
6 

19 

16 

9 
8 
5 

23 
16 

a 
5 
5 

6  or  7  Days  a  Week 

3  or  More  Days  per  Week 
1   or  More  Days  per  Week 

277,720 

347,780 
405.560 

168.650 

267.120 378.900 

_,  .  .  .  ,  .  .     .  ,  jj.  fBy   every    measurement   of   audience    size,   audience    re- 
a  Does   not   broadcast  tor  complete   6   hour    period    and    share   ot  '  '       ..  .         .  is\tr\r\       i  i       j  n 

audience  is  unadjusted  for  this  situation.  sponse,  audience  loyalty,   KVOO  always  leads.    By  every 
measurement  of  advertiser  satisfaction,  KVOO  con- 

tinually stands  far  out  in  front.  For  proof,  ask  any  Na- 
tional advertiser  who  has  used  Oklahoma  s  Greatest 

Station;  ask  any  local  advertiser  'and  they  are  legion' 

and  you'll  get  firm,  enthusiastic  affirmation  of  KVOO  s 
enviable  position  of  dominance  in  Oklahoma  s  No.  1 
market. 

*  1950   Census  ''Sales    Management    Survey    of  Call,  wire  or  write  KVOO  right  now  or 

Buying    Power  ***Oklahoma    State    Employment  contact   any    Edward    Petry   &   Company 

Service  ""Federal   Reserve   District  =1952  office    for    availabilities.     They    are     as 
report.  near  as  your  phone. 

RADIO    STATION    KVOO 
NBC   AFftUATE 

EDWARD   PETRY   AND   CO..    INC.   NATIONAL   REPRESENTATIVES 

50.000    WATTS  ^  TULSA.  OKLA. 
OKLAHOMA'S       CREATEST       STATION 

5  OCTOBER   1953  93 



Precision 
frints 

YOUR  PRODUCTIONS 
BEST  REPRESENTATIVE 

CLOSE  CHECK  ON 
PROCESSING 

Picture  ana  sound  results  are  held 
to  the  closest  limits  hy  automatic 

temperature  regulation,  spray  devel- 
opment, electronically  filtered  and 

humidity  controlled  air  in  the  dry- 
ing cahinets,  circulating  filtered 

haths,  Thymatrol  motor  drive,  film 
waxing  and  others.  The  exacting 
requirements  of  sound  track  devel- 

opment are  met  in  PRECISION'S 
special  developing  machinery. 

■J 

YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 

16  Years  Research  and  Specialization  in  every  phase  of  16mm  processing, 
visual  and  aural.  So  organized  and  equipped  that  all  Precision  jobs  are  of  the 
highest  quality. 

Individual  Attention  is  given  each  film,  each  reel,  each  scene,  each  frame  — 
through  every  phase  of  the  complex  business  of  processing  —  assuring  you  of 
the  very  best  results. 
Our  Advanced  Methods  and  our  constant  checking  and  adoption  of  up-to- 
the-minute  techniques,  plus  new  engineering  principles  and  special  machinery 
enable  us  to  offer  service  unequalled  anywhere! 
Newest  Facilities  in  the  16mm  field  ace  available  to  customers  of  Precision, 
including  the  most  modern  applications  of  electronics,  chemistry,  physics,  optics, 

sensitometry  and  densitometry  —  including  exclusive  Maurer-designed  equip- 
ment—your guarantee  that  only  the  best  is  yours  at  Precision! 

Precision  Film  Laboratories  —  a  di- 
vision of  J.  A.  Maurer,  Inc.,  has  16 

years  of  specialization  in  the  16mm 
field,  consistently  meets  the  latest  de- 

mands for  higher  quality  and  speed. 
PRECISION 
FILM  LABORATORIES,  INC. 

21  West  46th  St., 

New  York  36,  N.Y. 

JU  2-3970 

MEDIA  STUDY 
I  Continued  from  page  84) 

amounted  to  $130,000,000,  or  32%  of 
the  1952  volume  which  amounted  to 

.s553,000,000?  (An  increase  of  325^). 
You  be  the  judge. 

In  retrospect,  at  least,  we  had  it 

pretty  easy  in  the  old  days — if  the 
client  had  national  distribution,  put 

him  in  magazines;  if  he  was  sectional 

or  spotty,  give  him  newspapers,  with 
maybe  outdoor  to  bolster  the  bigger 
markets.  All  we  had  to  worry  about 

was  what  magazines,  and  what  news- 

papers. That  particular  worry  hasn't changed,  but  in  addition  we  must  now 
decide  between  new  types  of  media 

when  on  the  surface  each  seems  capa- 
ble of  handling  the  job  on  its  own 

(and  none  is  so  modest  as  to  deny  it). 
Add  to  this  the  decisions  that  must  be 

made  between  spot  and  network,  full- 
time  versus  cooperative  sponsorship, 

etc.,  and  you've  got  a  job  that  practi- 
cally guarantees  a  brace  of  ulcers  be- 

fore 40.  And  the  fact  is  there  are  a  lot 

of  ulcers  kicking  around  .  .  .  and  an- 
other fact  is  that  nine-tenths  of  them 

are  completely  unnecessary  (who  am  I 
to  talk?  I.  the  result  of  a  lot  of  worry 
that  could  have  been  obviated  in  the 

first  place  by  the  comforting  hand  of 
sound  research. 

Maybe  there  was  a  time  when  we 

could  run  a  fair  campaign  without  re- 
search, but  it  should  be  obvious  to  all 

of  us  here  that  those  days  have  gone 

to  pasture.  Media  costs  are  up  and  the 

buyer  feels  more  pressure  to  hit  the 
target  right  the  first  time;  population 

figures  are  up  and  the  texture  of  the 
target  is  changing;  consumer  buying 

power  is  up  and  the  lure  is  greater  to 
snatch  a  bigger  chunk  of  the  cheese; 

competition  is  up  and  so  is  the  price  of 
guessing  wrong. 

On  top  of  this,  we  must  not  only 

compete  for  attention  with  other  ads 

and  commercials  in  space  and  broad- 
cast media,  but  we  must  also  compete 

for  the  consumers  dollar — for  after 
all.  there  are  only  so  many  of  them  to 

go  around. Despite  the  growing  complexity  of 

the  job,  I  think  the  advertising  pro- 

fession has  done  pretty  well,  but  we're 
going  to  have  to  do  better.  And  that 
means  more  research.  Increased  media 

costs — TV  especially — have  made  man- 
agement more  critical  of  advertising 

expenditures.  More  and  more,  it's 
going  to  be  necessary  to  justify  specific 
media  purchases  to  management  and 
often  to  the  board  of  directors.     This. 
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too,  meana  more  research.  .  .  . 
In  a  situation  where  costs  h.i\<- 

soared  on  jusl  about  evei  ything  indus- 

ii\  must  have  foi  its  verj  existence,  it's 
significant  that  advertising  space  is 
>iill  a  good  Inn .  I  want  to  point  oul 

that  publishers  haven't  asked  adver- 
tisers to  shoulder  all  ihr  cost  increases 

\oii'll  note  that  single  COpj  and  sub- 
scription prices  are  also  up  38  and 

,'?1  percent.  Uso,  advertisers  have 
helped  publishers  keep  costs  in  line 
with  lamer  advertising  volume.  \nd, 
rolume  of  circulation  has  further 

helped  the  publisher  spread  overhead 
coat.  Ttif  combination  of  these  plusses, 
namelj  : 

1.  Circulation 

2.  Single  cop)  and  subscription  in- 
■  tease 

3.  The  plus  advertising  revenue  .  .  . 

have  worked  together  to  the  mutual 

benefit  of  both  the  publisher  and  ad- 
vertiser as  shown  hv  the  welcome  de- 

crease in  the  cost-per-page  per  1000 
circulation. 

Looking  at  .  .  .  circulation  figures, 

it's  also  obvious  that  people  are  sub- 
scribing to  and  buying  more  maga- 

zines now  than  the)  did  hack  in  1()20. 
which  means  that  each  of  our  adver- 

tisements must  he  that  much  more  ef- 

fective if  it's  going  to  compete  success- 

fully for  the  consumer's  attention.  If 
We  had  five  sex-onds  to  capture  reader 

interest  30  years  ago.  toda\  we've  got 
one — the  time  it  takes  to  flip  a  page. 
In  that  fractional  space  of  time  we 
either  win  or  lose;  we  either  draw  him 

into  the  body  cop)  designed  to  make 
him  a  customer,  or  we  let  him  flip  that 

page  and  move  along  to  Bomebod) 

else's  headline  that  will  stop  him. 
Doesn't  this  situation  call  for  more  re- 

search before  the  advertisement  is  cre- 

ated and  before  the  space  is  bought? 
I  think  it  does.  .  .  . 

I  think  I've  mentioned  the  words 

"sound  research "  enough  to  conve\ 

DO)  conviction  that  it's  a  prettj  vital 
tool  for  the  advertising  profession.  I 

keep  saying  "sound"  research  because 
I  mean  to  differentiate  clearl)  from  the 

kind  that  simpl)  -erves  as  a  prop  for 
an  advertising  theme.  We  all  know 

that  quack  research  can  prove  any- 

thing  if  you  keep  at  it  long  enough — 

somewhere  there's  going  to  be  an  im- 
probable sample  of  human  beings  who 

live  up  to  the  specifications  of  the  ad- 
vertising copy. 

But  of  the  other  kind  of  research — 

the  only  worthwhile  kind  -let's  do  a 

little   talking.     I've  alwavs  thought   of 

.   .   PERT  .   .  .  PLAYTEX   HAIR   CUTTER 

.    .    REMINGTON    ARMS   .    .   .   ROBIN 

SHINOLA   .   .    .   SLUMBERON     MAI- 

SUNKIST   .   .   .   SUN   OIL   .    .    .   SUN- 

SWIL   CHOCOLATE    FROSTING    .    .    . 

OLD  DUTCH  BEER  .  .  .  OMAR  BREAD  .  .  .  OVALTINE 

.  .  .  POC  BEER  .  .  .  PRESTONE  .  .  .  RED  TOP  BEER 

HOOD  FLOUR  .  .  .  RYBUTOL  .  .  .  SARAN-WRAP  .  . 

TRESSES  .  .  .  STERLING  SALT  .  .  .  SUGAR  SMILES  .  . 

SHINE  BISCUIT  .  .  SWANSDOWN  CAKE  MIXES  .  . 

TAYSTEE  BREAD  ...  TV  TIME  POPCORN  .  .  .  USI  ANTI  FREEZE  .  .  .  VICKS  COUGH  DROPS 

.  .  .  VICKS  COUGH  SYRUP  .  .  .  VICKS  VAPORUB  ...  TIP  TOP  BREAD  .  .  .  WHITE  ROCK 

.  .  .  WIEDEMANN  BEER  .  .  .  WILLIAMSON  CANDY  .  .  .  WONDER  BREAD  .  .  .  NU  SOFT  .  .  . 

ALCOA  .  .  .  ALKA  SELTZER  .  .  .  ALL  .  .  .  ALLIANCE  TENNA-ROTOR  .  .  .  AMAZO  DESSERTS 

.  .  .  SUPER  ANAHIST  .  .  .  ARRID  .  .  .  BABO  .  .  .  BARDAHL  .  .  .  BEEMAN  S  GUM  .  .  .  BOND 

BREAD  .  .  .  BORAX  .  .  .  BORDEN'S  .  .  .  BOSCO  .  .  .  BULOVA  .  .  .  BURGER  BEER  .  .  . 

BURKHARDT  BEER  .  .  .  BUTTERFIELD  PRODUCTS  .  .  .  CAMAY  .  .  .  CAMPBELL'S  CATSUP 

.  .  .  CHASE  AND  SANBORN  COFFEE  .  .  .  COCA-COLA  .  .  .  COCO  WHEATS  .  .  .  DANDEE 

POTATO  CHIPS  .  .  .  DRENE  .  .  .  DUZ  .  .  .  FAIRMONT  FOODS  .  .  .  FERTILEZE  .  .  .  MRS. 

FILBERT'S  MARGARINE  .  .  .  FLORIENT  AERO-SOL  .  .  .  FOLGER'S  COFFEE  .  .  .  GERBER'S 

BABY  FOOD  .  .  .  GLEEM  .  .  .  HAMILTON  WATCHES  .  .  .  HUDNUT  .  .  .  IDEAL  DOG  FOOD 

.  .  .  IVORY  FLAKES  .  .  .  JOY  .  .  .  KASCO  DOG  FOOD  .  .  .  KELLOGGS  ...  LA  FRANCE  .  .  . 

LYSOl    .    .    .    MYSTIK    TAPE    .    .    .    NATIONAL   BISCUIT   .    .    .    NEW   ERA    POTATO   CHIPS   .   .   . 

a  man  is  known  by  the 

company  he  keeps"  -m  H»bb.rd 
And  these  typical  sponsors  are  all  in  good  company.  Their  busi- 

nesses, representative  of  a  wide  variety  of  products,  are  showing 

better  profits  due  to  the  overall  selling  job  achieved  through 

their  use  of  WBNS-TV. 

Effective  use  of  participating  announcements,  spot  film  shows 

and  local  programming  has  resulted  in  an  ever  increasing  and 

diversified  clientele  for  this  station.  VVBNS-TV  can  be  the  an- 

swer to  your  sales  problems,  too,  in  the  Central  Ohio  area. 

muibiis-tv wuna'iv  "sssr CBS-TV  Ntiwork     Affiliated  with    Columbuj    Oiipolth   ond 
WINS  »M.    Central    Join    OHIct:    11    North    High    Stmt 

NORTHERN  TISSUE  .  .  .  OHIO  BELL  .  .  .  ABEL  SEAT  COVERS  .  .  .  WHIRLPOOL  DRYERS 

.  .  .  BLUE  CROSS  .  .  .  BLUE  VALLEY  BUTTER  .  .  .  BOSTON  STORE  .  .  .  GEO.  BYERS  SONS 

INC.  .  .  .  DIXIE  MARGARINE  .  .  .  CARLILE  FURNITURE  .  .  .  CENTRAL  OHIO  FEDERAL  SAV- 

INGS AND  LOAN  .  .  .  CITY  LOAN  .  .  .  COLUMBUS  AND  SOUTHERN  OHIO  ELECTRIC  CO. 

.  .  .  COLUMBUS  TRANSIT  CO.  .  .  .  DAVID  DAVIES  .  .  .  REARDON  PAINT  .  .  .  DIAMOND 

MILK  .  .  .  DOLLAR  FEDERAL  SAVINGS  AND  LOAN  .  .  .  DONALDSON  BREAD  .  .  .  FELBER 

BISCUIT  .  .  .  FIRST  FEDERAL  SAVINGS  AND  LOAN  .  .  .  GAMBRINUS  BEER  .  .  .  GRAF  FOLD- 

DOOR  .  .  .  GRANAT  BROADLOOMS  .  .  .  ISALY'S  DAIRY  .  .  .  MONETT  FURRIERS  .  .  . 

KAUFMAN  MOTORS  ...CD.  KENNY  CO.  .  .  .  KOOL  VENT  ALUMINUM  AWNINGS  .  .  . 

LAZARUS  DEPARTMENT  STORE  .  .  .  DAVID  LYLE  APPLIANCES  .  .  .  MARZETTI  S  SALAD 

DRESSINGS  .  .  .  MEDICK  FORD  .  .  .  MIDWEST  PET  FOODS  .  .  .  MODERN  FINANCE  .  .  . 

MCCLURE-NESBITT  MOTORS  .  .  .  OHIO  FUEL  GAS  CO.  .  .  .  OHIO  NATIONAL  BANK  .  .  . 

MARATHON  OIL  CO.  .  .  .  PICKERINGTON  CREAMERY  .  .  .  RESTONIC  MATTRESS  .  .  .  RICH 

FOOD  PLAN  .  .  .  ROGER'S  JEWELERS  .  .  .  SCHIFF  SHOES  .  .  .  SCHOEDINGER  FUNERAL 

HOME  .  .  .  SEYFERT'S  POTATO  CHIPS  .  .  .  SUMMER'S  AND  SON  .  .  .  MAIN  FEDERAL 

SAVINGS  AND  LOAN  CO.  .  .  .  SWISHER  INSURANCE  .  .  .  TROW8RIDGE  STORAGE  AND 

MOVING  CO.  .  .  .  UNION  DEPARTMENT  STORE  .  .  .  VAN  HISE  FURNITURE  .  .  .  WEATHER- 

SEAL  .  .  .  BOB  WHITE  OLDSMOBILE 
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in  LONG  ISLAND'S 
rich  NASSAU  COUNTY 

Effective  Buying 

Income  Per 
Family: S071 

4     Among  U.  S.  Counties 
(Sales    Management) 

DOMINANT  WHLI  delivers  more  listeners 

daytime,  at  a  lower  cost  per  1.000  families, 

in  the  Major  Long  Island  Market,  than  any 
station     (Conlan)! 

LI 
HEMPSTEAD 

IONO  ISLAND,  N.  Y. 

AM   1100 

M  98.3 

jmldam 
Represented   by   Rambeau 

One  radio  station 

covers  40%  of 

Canada's  retail 

,    sales 

TORONTO 

50,000  WATTS,  1010  K.C. 
CFRB  covers  over  1/5  the  homes  in 

Canada,  covers  the  market  area  that 
accounts  for  40%  of  the  retail  sales. 
That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  Stole* :  Adam  J.  Young  Jr.,  Incorporated 

Canada:   All-Canada   Radio   Facilities,   Limited 

research  in  two  wa\s:  the  planned,  h  i- 

entific  work  as  carried  on  by  the  Ad- 

vertising  Research  Foundation  and 

other  organizations,  and  the  un- 

planned, day-to-day  research  that  is 
really  no  more  than  experience  itself. 
I  wonder  how  many  of  us  are  fully 
conscious  of  the  fact  that  everything 

we  do  in  the  normal  conduct  of  adver- 

tising and  selling  and  every  experience 

we  have  behind  us  is  in  itself  a  valu- 

able piece  of  research.  Certainly  a  lot 
of  us  are,  either  to  the  extent  of  using 

past  experience  to  make  the  next  job 
a  little  better,  or  at  least  to  be  sure  we 

don't  make  the  same  mistake  twice. 
This  is  laudable  enough,  but  I  keep 

asking  myself,  '"Why  must  we  wait  for 
experience  to  pile  on  our  shoulders 
and  tell  us  we  could  have  done  the 

job  a  little  better  in  the  first  place?" Like  Brown  the  Pickle  Manufacturer 

were  in  a  hurry  and  can't  wait  for word-of-mouth  advertising  to  go  the 

rounds,  so  why  should  we  wait  for  ex- 

perience? Isn't  it  possible  for  us  to 
research  these  things  in  advance?  I 
think  it  is. 

A  tire  manufacturer  spends  a  hand- 

some piece  of  time  and  money  re- 
searching a  new  product  before  it  gets 

into  production — to  make  sure  in  ad- 
vance not  only  that  the  new  item  will 

perform  as  it's  supposed  to,  but  also 
to  determine  that  there  is  definite  con- 

sumer acceptance  for  it.  Then  the  ad- 
vertising people  write  up  some  ads 

which  are  careful  to  mention  the  vast 

amount  of  research  that  was  necessary 

before  this  great  new  tire  could  be 

brought  to  the  public.  All  along,  there's 
no  doubt  in  anybody's  mind  as  to  the 
importance  of  product  research,  but 

how  many  of  us  put  the  same  amount 
of  scientific  study  into  media  selection 

and  copy  appeals,  for  instance,  before 
the  tire  ads  are  run?  What  if  those 

new  tire  ads  could  have  been  just  V; 
more  effective — either  b\  a  headline 

change  or  by  juggling  media  pur- 
chases so  that  more  potential  tire- 

buyers  were  exposed  to  the  message. 
It  would  be  the  same  as  paying  for 
$100,000  worth  of  media  and  actually 
receiving  $105,000. 

Believe  me,  the  small  percentages 

count — for  small  and  large  budgets 
alike.  When  I  think  back  to  the  L948 

presidential  election  and  realize  that 

one-half  of  one  percent  could  have 
tipped  the  scale  the  other  way,  you 

don't  have  to  tell  me  what  the  small 

percentage  means! 

I  don't  have  figures  with  me  on  the 

percentage  of  sales  put  into  product 
research  b)  this  tire  company  lor  am 

other  company,  for  that  matter  l.  but 
I'd  like  to  throw  out  this  question  for 

general  thought:  "'Is  the  advertising 
industry  and  I  mean  advertisers. 

agencies  and  media  — -  spending  re- 
search time  and  money  even  remoteh 

proportionate  to  that  -pent  1>\  industry 

on  product  research?' Isn't  it  just  a  bit  ironic  that  we  take 
for  granted  nowadays  that  consumer 

products  he  flawless,  and  yet  seem  con- 
tent to  play  hunches  with  mass  selling 

techniques?  Here's  a  question  I'd  like to  see  all  of  \ou  take  back  to  your 

agencies — including  BBDO.  Next  time 
\ou  see  the  account  man,  ask  him. 

"Do  vou  know  as  much  about  your 
advertising  as  \ou  do  about  your 

product?"  That  max  he  a  harsh  ques- 
tion, hut  it's  a  vital  one  if  you  intend 

to  get  the  kind  of  advertising  perform- 
ance vou  deserve.  They  kid  me  at 

BBDO  because  I  insist  that  we  endeav- 

or to  "have  a  factual  justification  for 
even  recommendation.  Now  some 

will  say,  "Do  vou  want  us  to  depend 
entirely  on  research  for  our  think- 

ing?" "Not  at  all.  ̂   ou  misunder- 
stand my  meaning.  Let  s  put  the  ball 

team  together,  but  lets  also  look  at  the 
figures.  Let  s  trv  out  our  players  in 

the  minor  league  if  possible  before 

putting  them  in  the  big  league. 

This  isn  t  an  uncommon  procedure 
with  advertisers,  but  I  have  a  favorite 

story  that  illustrates  the  importance  of 
knowing  more  than  your  opponent  or 

competition.  If  we  can  have  just  a 

slight  edge  all  along  the  line  in  the 
manufacturing  of  a  product,  in  its  uses 
and  in  its  advertising,  our  chances  of 
success  will  be  increased. 

Let  me  illustrate.  Suppose  we  sepa- 

rate this  room  in  half  and  let's  sa\  it's 
the  beginning  of  the  ball  season.  I 
will  ask  the  people  on  the  right  side 
of  the  room  to  pick  a  team  for  a  game 

in  the  National  League  each  dav  and 
bet  a  small  amount.  sa\  SI.  against  the 

people  on  the  left  side  of  the  room. 

iou  people  on  the  right  will  not  he 
exposed  to  batting  averages,  pitching 

records,  field  records,  whether  the 

game  is  at  home  or  away,  the  standing 
of  the  club,  and  all  the  other  elements 

which  usually  add  up  to  a  winning 
team. 

However,  the  people  on  the  left  side 
of  the  room  will  have  the  advantage  of 
this  factual  information.  They  will 

have  been  exposed  to  research.  Now, 

\  on  know    that   while  the  people  with- 
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.ocated  in  the  heart  of  the 

nation's  newest  major  oil  field, 
the  Williston  Basin,  KFYR 

booms  your  message  out  to  a 

wealthy,  rapidly  expanding 

market  .  .  .  gives  saturation 

coverage  in  one  of  the  country  s 

richest  farm  regions.    Loud 

and  clear  in  a  larger 

area  than  any  other  station 

in  the  nation — where 

coverage  counts! 

BISMARCK,  N.  DAK.  •   NBC  AFFILIATE  •   550  KC  5000  WATTS 



out  this  information  will  win  an  oc- 

casional bet,  the  odds  are  going  to  fa- 

vor the  people  who've  had  access  to  the facts. 

This  is  the  \\a\  we  like  to  think  of 

doing  advertising  research. 

There  is.  fortunately,  a  worthy  or- 
ganization functioning  today  toward 

furthering  scientific  practices  in  adver- 

tising and  marketing.  It  has  been  well 

supported  by  your  ANA  organization 
and.  I  am  pleased  to  say,  by  our  group, 

the  AAAA.  This  organization,  the  Ad- 

vertising Research  Foundation,  exists 

solely  for  the  betterment  of  research- 
in  behalf  of  the  entire  industry.  The 
reconstitution  of  ARF  on  a  tripartite 

basis — to  include  media  as  well  as  ad- 

vertisers and  agencies — was  certainly 

an  important  event,  and  already  we're 

beginning  to  get  the  benefits  of  excel- 
lent three-way  cooperation. 

It  was  tripartite  cooperation,  as 

many  of  us  remember,  that  gave  us 
the  Audit  Bureau  of  Circulation  (ABC) 

— probably  the  greatest  single  mile- 
stone in  media  history.    Before  ABC. 

...BIG  CHANGE 
AT  WVET 

©K 
October  1,  1953,  the  fastest-grow- 

ing station  in  Rochester,  N.  Y., 

WVET,  joins  the  fastest-moving 
network  in  America! 

WVET  plus  ABC  means  MOST 
FOR  VOIR  MONEY  in  this 

"MUST"  MARKET!  Don't  miss  a 
day  of  this  new  DOUBLE  VALUE! 

Place  "effective  October  1st"  con- 
tracts NOW 

5000   WATTS  •  1280   KC. 

Change 
To 

WVET 
Now 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally   by 

THE    BOILING    COMPANY 

an  advertiser  had  to  assume  his  ship- 
ment of  circulation  came  through  in- 
tact.    After  ABC,  he  knew  it  did. 

With  the  tripartite  reorganization 

completed,  the  17-year-old  Foundation 
broadened  its  research  operations  into 

four  general  categories:  ll  develop- 

ing new  research  methods  and  tech- 
niques; 2)  analyzing  and  evaluating 

existing  methods  and  techniques;  3) 

establishing  research  standards  and 
criteria,  and  4)  developing  specific 

media  data  in  cooperation  with  the 
media  themselves.  Many  of  you  are 
familiar  with  the  kind  of  things  ARF 

has  done  and  is  doing  under  the  tri- 

partite flag,  but  here's  the  kind  of  thing 
that's  coming  your  way : 

•  A  workable  method  of  accurately 

measuring  the  readership  of  magazine 
advertisements. 

•  A  comprehensive  study  of  radio- 
TV  rating  methods. 

•  An  analysis  of  new  information 

from  ARF's  three  "Continuing  Read- 

ership" studies. 
•  A  depth  interview  study  of  con- 

sumer buying  habits. 

•  A  practical  report  on  human  mo- 

tivations, complete  with  a  "Guide  to 
the    Language    of    Dynamic    Psychol- °gy- 

.  .  .  and  many  more  projects  are  still 

in  the  planning  stage.  I  think  all  of  us 
here  owe  a  lasting  debt  to  the  110 
volunteer  workers  —  from  advertisers, 

agencies  and  media — who  have  given 

freely  and  unselfishly  of  their  special- 
ized talents  so  that  this  work  could  be 

done.  The  very  least  we  can  do  is  use 

this  material  to  best  advantage — and 

I'm  sorry  to  say  this  hasn't  always  been 
the  case.  ARF's  "Continuing  Newspa- 

per Readership''  studies  ground  to  a 
halt  chiefly  because  participating  pub- 

lishers felt  that  the  hard-won  informa- 

tion they  had  collected  was  not  being 

used  enough  to  justify  the  cost  in  time 
and  money.  The  same  reason  explains 
win  many  newspapers  are  dropping 

retail  store  audits.  You  can't  blame 
them. 

People  who  go  all-out  for  research 
las  I  have  here)  are  frequentlv  re- 

minded by  others  that  slogans  like  "A 
Woman  Never  Forgets  the  Man  Who 

Remembers"  were  somehow  created 
without  benefit  of  slide-rules  and 

probability  samples.  I'm  sure  they're 
right,  and  may  the  day  never  come 
when  such  creativeness  is  muffled  bj 
a  pile  of  IBM  cards.  But  I  think  we 
ran  lei  thai  kind  of  creativeness  take 

care  of  itself  ...  I  personally  can't  s**e 

the  da)  when  smart  copywriters  will  be 
driven  to  creative  stagnation  by  the 

Facts  and  Figures  Department. 

Yet  I  find  there  are  a  lot  of  skep- 
tics in  this  world.  To  them  I  say  this: 

if  \ou  don't  believe  in  research  as  a 
basic  tool  in  advertising,  and  if  you 

can  get  along  without  it,  believe  me, 

you  should  be  sitting  in  the  corner 
office.  Because  every  day  something 
comes  across  m\  desk  that  demands  a 

research  project.   .   .   ." 
Advertising  will  never  have  the  fool- 

proof research  yardsticks  that  are 
available  for  product  manufacturing, 

because  when  you  mix  ingredients  for 

a  product,  the  elements  cannot  think — 
\  ou  decide  the  proportions  for  them, 
and  from  then  on  the  formula  is  static. 

But  when  you  mix  the  ingredients  for 

an  advertising  campaign,  success  must 
depend  on  how  thinking  people  react 

to  each  and  every  one  of  them.  I 

firmly  believe  that  all  of  us  here  in 
this  room  today  are  going  to  sink  or 
swim  on  our  willingness  and  ability  to 
determine  at  least  to  some  degree  the 

effectiveness  of  these  elements  in  ad- 

vance— and  that,  gentlemen  (for  the 
fiftieth  time  todav  I .  means  research. •  •  • 

BMI 
TV  Film  Licensing 

With  the  establishment  of 
 a  new- 

TV    Film    Licensing    uwah
t- 

mknt.  BMI  enlarges  its  servi
ce 

to  Television. 

The  facilities  of  this  new  d
epart- 

ment are  available  to  TV  pro- 

ducers,  advertising  agencie
s  and 

ttTeir  clients,  TV  film 
 distrib- 

utors, music  conductors  ana 

everyone  in  TV  concerned
  with 

programming. 

This   new    BMI    service  will: 
.    \ssist   in  the  selection  or  crea 

tion'  of    music    for   films— theme, 

background,   bridge,   cue   or 
 .noi- 

dental  mood  music  .Aid  in  mu 

si,      clearance     •     Help     protect 

m„sic    owne  ship    right?    •    Jsx-
 

,,„,!    indemnity    to    TV     statio
ns 

that    perform   our   music   on    h
im 

.    Answer    qui  stions    concerning 

copyrights,    music   rights    fo
r   fu- ture   residual    usage,     and    help 

solve     all     other     problems     co
n- 

cerning the  use  of  music  in    IV. 

Let    BMI    give    you    the    TV 

Music    Ston     today 

Call  or  write 

BMI  T\    FILM   LICENSING 

DEPARTMENT 

BROADCAST  MUSIC,  INC. 
NEW  YORK  •  CHICAGO  *  HOLLYWOOD 

TORONTO  •  MONTREAL 
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i&  fo  yet 

ram 
14,021    LETTERS 

A  general  mail  order  business,  advertising  on  WLS,  offered 

an  insect  killer  for  $1.00  plus  10c  for  handling  and  postage. 

They  received  14,021  requests  in  eight  weeks!  The  schedule 

was  5-minute  portions  of  WLS  programs,  run  at  varied  times 

of  the  day.  The  way  people  in  Midwest  America  have  responded 

to  this  offer  proves  again  that  WLS  is  listened  to,  that  WLS 

listeners  respond! 

50,000  WATTS 
CLEAR  CHANNEL 

ABC  NETWORK 
890   KILOCYCLES 

CHICAGO  7 

REPRESENTED  BY  JOHN  BLAIR  &  CO. 
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KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KWJJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 
spot  announcements  during  a  4 
week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 
from  the  dealers  own  place  of 
business. 

ALL   FOR   $700.00 

Support    your     local     distributors 
with   this   hard   hitting 
economical   spot  pack- 

age. 

Prognostications 

World  News — Recession  in- 
evitable 

Kippger — It  may  go  up  and 
it  may  go  down 

Lasseth — Future  indefinite 

Mosby — It's  a  great  country. 
Work  like  HELL  and  ad- 

vertise on 

76e  /4%t  7Ko4fa  Steteuu 

■KGVO-KAnfl 

1011  S.W.  6th  Ave. 

PORTLAND  5, 

OREGON       -- 
iw 

Natl   Reps.:   BURN-SMITH   CO. 

GgfttfVM 

5000  W»tt»  250  W«tt« 
Night  &  Day         Night  &  Day 
MISSOULA         ANACONDA 

BUTTE 

MONTANA 
THE    TREASURE    STATE    OF    THE    *» 

Representatives: 

Gil!  Perna    Inc. 

N.  Y.,  Chi.,  LA.,  and  S.F. 

SPECIAL  NOTICE 
STATIONS  and  AGENCIES 
with  local  and  regional  accounts 

The  first  39  "CAPSULE  MYSTERIES,"  a  new  5- 
minute  TV  film  mystery  series,  produced  in  the  Holly- 

wood manner  for  local  and  regional  accounts  will  be 
ready  January  1. 

Here  is  your  chance  to  give  your  accounts  a  BIG 
EXTRA. 

How?  .  .  .  Filming  of  these  programs  starts  November 
2.  For  sponsors  contracting  for  this  series  before  No- 

vember 2,  we  will  film  and  incorporate  their  commer- 
cials into  the  show  at  actual  cost,  with  the  star  himself 

announcing  their  sales  message  ...  a  BIG  EXTRA 
service  made  possible  only  while  we  have  the  sets,  stars 
and  staff  on  the  job. 

To  get  this  EXTRA,  get  your  orders  in  NOW— be- 
fore November  2. 

Available  on  13  weeks,  3  per  week  basis.  All  markets 
currently  open. 

For  Particulars 

Charles  Michelson,  inc. 
15  West  47th  St.,  New  York  36  —  PLaza  7-0695 

MEN,  MONEY 
(Continued  from  page  8) 

I  lien  there  was  that  super-colossal 
carnival  of  personality  sponsored  bj 

Kellogg,  devised  by  J.  Walter  Thomp- 
son, and  called  The  Circle.  A  dozen 

stars  were  assembled.  Thev  were,  every 

one  of  them,  male  and  female,  famed 

for  their  spontaneous  wit  and  for  this 
reason  were  paid  a  total  of  $30,000. 

But  the  budget  for  the  writing  was 
onl\  $350  with  the  result  that  the 

script  failed  to  provide  anv  spontane- 
ous wit  and  the  high-salaried  actors 

just  sat  around  in  their  Circle.  The 

yawns  came  in  like  thunder. 

Who  in  the  class  recalls  how  Life- 

savers  Candy  Mints  almost  got  the 

Stagehands  Union  installed  at  NBC  20 
years  before  television?  The  program 

had  been  sold  on  the  pitch  and  on  the 

promise  that  the  stars.  Ed  East  and 
Ralph  Dunke.  would  be  the  first  to 

appear  in  an  NBC  studio  working  in 
front  of  real  standing  scenery.  On  the 

day  when  destiny  trembled  in  the  bal- 
ance white-faced  NBC  officials  and 

leering  agents  of  the  IATSE  collided 
head-on.  The  scener\  was  whisked  out 

a  back  elevator  reserved  for  bull  fid- 
dles and  NBC  denied  to  the  Stagehands 

Union  that  any  nasty  theatrical  equip- 

ment had  ever  entered  the  chaste  prem- 
ises of  Radio  City.  That  left  Lifesaver 

Mints  without  the  gimmick  which  had 
induced  them  to  sign. 

Well,  as  Miss  Chase  would  agree,  we 

could  go  on  and  on.  Strangelv.  many 

obscure  details  cling  to  memory  where 

more  significant  events  fade  awav.  We 
keep  wondering  whatever  happened  to 

the  pre-television  pitchman,  his  name 
forgotten,  who  used  to  talk  for  15 
solid  minutes  every  night  on  the  old 

WBBM.  Making  no  pretense  of  pro- 
dding am  entertainment,  not  even 

pausing  for  a  glass  of  water,  this  pitch- 
man gave  one  straight  commercial. 

Actually  it  was  fascinating.  He  was 
selling  a  universal  panacea,  a  richly 

phosphorous  porridge  made  of  ground- 
up  ocean-bottom  marine  plants — a  sort 
of  nautical  spinach  a  la  Pope\e.  He 

peddled  that  stuff  for  months  and 
months.  A  pity  his  performance  is  lost. 
His  spiel  should  have  been  recorded 

for  deposit  in  the  archives  of  the  Li- 

brary  of  Congress.  *  *  * 
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ACROSS  THE 

BRIDGE 

K> KYA    GIVES    RADIO    AN    ANSWER 

TO    REACHING    THE 

26,000,000     SETS    ON    WHEELS 

KYA  made  radio  history  one  year  ago  when  it  initiated  its  first  "Car  Tunes" 
broadcast  from  the  Toll  House  Plaza  on  the  San  Francisco-Oakland  Bay 

Bridge.  From  4:00  to  6:00  p.m.,  Monday  through  Friday,  Bert  Winn,  orig- 
inator of  the  program,  beams  bridge  traffic  warnings,  safety  messages  and 

highway  information  to  the  15,000  cars  crossing  during  those  two  hours. 
Bert  actually  controls  the  bridge  traffic. 

During  the  first  six  months  accidents  decreased  25%  from  four  to  six 

o'clock,  33%  more  than  the  average  for  the  entire  day. 

"Car  Tunes"  won  the  National  Safety  Council's  Distinguished  Sen  ice- Award  for  1952. 

Sound  reasons  why  "Car  Tunes"  is  a  fast  moving  sales  vehicle.  Participa- 
tions are  presently  available. 

And  this  is  just  one  of  the 

special  features  in  the 

KYA  line-up  of  idea  and 

personality  programs.  One 

of  the  reasons  your  product 

belongs  on  the  leading  ^  w 

independent  in  America's 

seventh  market.  San  #="raitClSCo 

SAN   FRANCISCO-OAKLAND 

1BAY  BRIDGE.  WORLD'S  LONGEST 
REPRESENTED   NATIONALLY  BY    GEORGE   W.  CLARK,   :  INC. 

5  OCTOBER   1953 
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\j~7ms  ike  greatest A|  concentration  of buying  power  sewed 
bY°ny  angle  station anywhere/ 

proof 

or  write **n 

JANESVILLE 

•  BELOIT 

ILL. 

•  rockford 

-5000  WATTS  AT  1380 
"BASIC 

INDEPENDENT" 
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ton,  D  C  \ ■••  ilc  Lebowitz  McLean  Va  .  John 
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i       ard   Piatt. 

Business     Manager. 
Bwocn    to    and    subscribed    before    mc    on    this    7*>ih 
day   oi BEAL     Frank    B     Marra 

(My  commission   expires   March  30.    I 

DR.  PEPPER 

l  Continued  from  page  35) 

24-bottle  case  of  the  soft  drink.  With- 

out looking  at  the  bottles  carefully,  she 

put  the  case  in  her  refrigerator.  Later, 

wanting  a  drink,  she  reached  for  a  Dr. 

Pepper,  discovered  the  grocer  had  de- 
livered the  wrong  soft  drink. 

Before  she  could  reorder,  the  Silver 

Dollar  Man  phoned.  She  fainted.  She 

revived  just  as  the  roving  Silver  Dol- 
lar Man  appeared,  then  fainted  again. 

And  in  Tucson,  Ariz.,  a  woman 

named  her  son  "Pepper"  because  of 
the  show.  The  Silver  Dollar  Man  called 

this  particular  housewife,  got  no  an- 
swer to  the  call.  A  neighbor  who  was 

listening  to  the  program  immediately- 
phoned  in  with  the  news  that  the  wo- 

man had  been  rushed  to  the  hospital 

the  day  before  and  had  given  birth  to 

a  son. 

Called  at  the  hospital,  the  new  moth- 
er said  she  had  10  Dr.  Pepper  bottles 

at  home  in  preparation  for  any  calls. 

She  also  said  she  hadn't  named  the 
child  yet.  The  Silver  Dollar  Man  asked 
listeners  to  submit  names  at  the  moth- 

er's request.  "Pepper"  wras  the  over- 
whelming choice. 

Probably  because  of  this  ability  to 

create  suspense,  the  Dr.  Pepper  show 

is  averaging  100%  sales  increases  in 
every  community  where  it  is  aired.  In 
the  city  of  Lafayette,  La.,  sales  jumped 

336%  in  the  eight  months  following 

the  show's  debut.  Two  Southern  cities 
report  sales  increases  of  516%  and 

474%  respectively.  A  West  Coast  com- 

munity's sales  went  up  324%  after  the 
radio  show  began,  and  a  city  in  Tex- 

as reports  increases  of  282%. 

Because  of  the  success  of  the  radio 

program,  the  Dr.  Pepper  marketing 
staff  and  Account  Executive  John  Sim- 

monds  put  their  heads  together  and 
came  up  with  the  idea  of  using  the 
same  format  on  television.  The  TV 

version  made  its  debut  in  Norfolk.  Va., 

last  January  over  WTAR-TV.  The 
hour-and-a-half  program  has  raised 
Norfolk  carton  sales  400T  in  the  first 

six  months,  the  company  reports. 

Dr.  Pepper  backs  up  its  radio  and 
television  shows  with  an  intensive 

schedule  of  announcements  all  based 

on  the  same  theme:  "Wake  Up  time." 
Del  Sharbutt  was  hired  to  announce 

both  the  radio  and  TV  versions  of  the 

announcements,  and  Five  Star  Televi- 

sion was  commissioned  to  produce  the 
TV   animations.    The  minute  and   20- 

second  radio  announcements  are  now 

being  aired  over  100  radio  stations, 
and  the  TV  announcements  ( minute. 

20-second  and  I.D.J  are  running  in  14 
cities  over  17  stations. 

Ad  Manager  A.  H.  Caperton  says 

radio  and  TV  are  well  suited  for  dra- 
matizing the  new  Dr.  Pepper  theme. 

"We  are  convinced  that  our  new 

'Wake  Lp  Your  Taste'  theme  is  one 
which  is  terrifically  adaptable  to 

sound,"  he  says.  "Our  announcements 
make  a  powerful,  ear-catching  and 

lasting  impression  on  the  listener — 
both  on  radio  and  television.  In  addi- 

tion, television  advertisers  still  enjoy 

a  unique  prestige. 

"These  are  the  major  reasons  why 

Dr.  Pepper  will  substantially  increase 

its  1954  expenditures  for  radio  and  tel- 

evision advertising.  We  are  also  favor- 

ably influenced  by  the  economies  of- 

fered  in   radio   advertising." 
Here's  a  sample  announcement: 
"Friends,  next  time  you  order  a  soft 

drink,  say  "Dr.  Pepper,  please!"  Treat 
yourself  to  the  wonderfully  exciting, 

wake-up  flavor  .  .  .  the  special  sparkle 

of  frosty-cold  Dr.  Pepper.  No  other 
drink  picks  you  up  like  Dr.  Pepper. 
So  start  now  .  .  .  Drink  Dr.  Pepper 

three  times  a  day  for  eight  full  days. 

Then  see  how  much  more  you'll  enjoy 
time  out  with  Dr.  Pepper.  Instead  of 
drinking  the  same  old  thing,  enjoy 

the  delicious,  can't  be  copied,  wake-up 
flavor  of  sparkling,  frostv-cold  Dr. 

Pepper!  Get  Dr.  Pepper  today  in  easv- 
to-carrv  cartons  or  in  convenient  24- 

bottle  cases." Dr.  Pepper,  a  68-year-old  soft  drink 
company,  uses  a  combination  of  pure 
fruit  bases  to  produce  a  flavor  which 
can  only  be  described  as  tasting  like 

Dr.  Pepper.  At  the  present  time.  Dr. 

Pepper  ranks  somewhere  between  third 
and  fifth  nationally,  and  is  second  only 
to  Coca-Cola  in  the  South. 

Although  the  company  now  has  bot- 
tlers in  38  states.  Hawaii  and  Mexico 

with  nearly  400  plants,  the  soft  drink's sales  volume  comes  primarily  from 

heavy  business  in  the  South,  Southeast 
and  Southwest. 

This  past  May.  Dr.  Pepper  took  the 
first  step  in  launching  a  new  offensive 

northward  by  opening  a  $300,000  bot- 
tling plant  in  St.  Louis.  This  is  the 

first  companv-owned  plant  to  be  built 
outside  the  home  state  of  Texas.  The 
St.  Louis  venture  is  intended  to  be  a 

pace-setter  for  other  Dr.  Pepper  bot- 

tling operations  in  Northern  Metro- 

politan areas. 
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Only  a  combination  of  stations 

can  cover  Georgia  9s 
najor  markets. 

The  Georgia  Trio 
WAGA 

5000  w 
590  kc 

CBS  Radio 

represented 
individually  and 
as  a  group  by 

The  KATZ  AGENCY,  INC. 

The  TRIO 

offers  advertisers 
at  one  low  cost: 

• 

CONCENTRATED 

COVERAGE 
• 

MERCHANDISING 

ASSISTANCE 
• 

LISTENER  LOYALTY 
BUILT  BY  LOCAL 
PROGRAMMING 

• 

DEALER  LOYALTIES 

In  3  major  markets 
NEW  YORK  CHICAGO 

5  OCTOBER  1953 

DETROIT ATLANTA DALLAS KANSAS  CITY LOS  ANGELES SAN  FRANCISCO 
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Vccordin-i  to  President  Leonard 
Green,  the  key  to  better  distribution  is 

the  abilit)  to  demonstrate  to  good  bot- 
tler- llie\  can  prosper  through  the  ex- 

clusive handling  of  the  product.  When 
the  St.  Louis  results  become  apparent, 

the  company  expects  to  lollow  a  simi- 
lar pattern  in  the  New  England  States, 

Michigan  and  the  Pacific  Northwest, 
where  there  is  virtual!)  no  distribution 
now.  Green  estimates  the  company 

ma)  accomplish  its  objective  of  estab- 

lishing bottlers  in  all  48  states  bv  \<)r>'A. 
Dr.  Pepper,  long  a  radio  advertiser, 

began  its  initial  sponsorship  in  the 
1930s  with  announcements.  In  1946 

it  sponsored  a  15-minute  transcribed 

show  over  Dallas"  KRLD.  The  show,  a 
Western  music  program,  featured  a 

striii"    band   called    "Sons   of  the   Pio- 

"6 

neers 

At  the  same  time  the  compan)  used 

VBC  for  a  half-hour  giveaway  program 
aired  Sunday  afternoons  (agency: 

Tracy-Locke  Co..  Dallas!.  The  pro- 
gram. Darts  for  Dough,  consisted  of  a 

question-and-answer  format  in  which 
darts  were  awarded  for  each  correct 

answer.  The  contestant  would  then  aim 

his  darts  at  a  target  and  get  the  amount 

of  money  his  hit  represented.  The 
show  ran  under  the  Dr.  Pepper  banner 

for  about  three  years,  was   broadcast 

Use  WMBD  To  SELL 
is 

Obviously 
OUTSTAmiNC 
Population    (SMI  584,300 

Radio    Homes    (SAM I      _   127,870 

Food    Sales    (SM)  _      $152,571,000 

Drug    Sales    (SM)  $24,259,000 

Ccneral    Mdse.    Sales    (SM)  $65,386,000 
Effective   Buying 

Income    (Net)     (SM)  $940,168,000 

Per   Family    Income'0    (SM)  $6,157 

Per   Capita    Inoome*'    (SM)    $1,886 
•"Peoria  County  only. 

(SM)    1953    Sales    Management    Survey 

ot     Buying     Power.     Further    reproduc- 
tion  not   licensed. 

i  SAM  I  Standard  Audience  Measure- 

f/\\  ment. 
{Ml 

D 
PEORIA 

CBS  Radio  Network  •  5000  Watts 

Free  A   Pcttri,   Inc.,   Nat'l.   Reps. 

live    from    military    installations. 

Since  Huthrauff  &  Ryan  took  over 

the  Dr.  Pepper  account  three  years  ago, 

the  company  has  tried  two  network  ra- 
dio shows,  one  a  sports  show,  the  other 

a  hillbilly  program. 

Sports  Round-up  was  aired  Satur- 
ila\  afternoons  over  CBS  Radio,  fea- 

tured Ted  Husing.  The  15-minute  pro- 

gram gave  football  scores  from  all  ma- 
jor games  of  the  day,  ran  for  13  weeks 

during  the  fall  of  1951.  Sunshine  Sue. 
another  CRS  Radio  show,  featured  hill- 

billy folk  music,  was  transcribed  from 
\\  RVA.  Richmond.  Va. 

At  present,  the  major  portion  of  Dr. 

Pepper's  ad  budget,  about  65%,  goes 
into  print  media,  with  newspapers  get- 

ting the  largest  slice.  The  compan)  al- 
so uses  magazines,  business  papers  and 

comics. •  •  • 

NBC  RADIO 
[Continued  from  page  32  I 

expansion  of  the  number  of  participa- 
tion shows  on  NBC  Radio. 

He  points  out,  however,  that  there 
are  other  means  of  creating  small  units 

of  purchase  for  network  radio.  Five- 
minute  news  shows,  for  example. 

Eight  five-minute  newscasts  have  been 
added  to  the  schedule  this  season, 

bringing  the  total  number  to  13. 

The  creation  of  smaller  units  of  pur- 
chase at  NBC  Radio  stems  from  the 

theorj  that  the  door  can  be  opened  to 
hundreds  of  new  advertisers  who  were 

never  able  to  afford  network  radio 

back  in  the  days  when  you  had  to 

spend  a  million  dollars  or  more  yearly 

to  buy  a  show.  Gen.  Sarnoff  stressed 
these  objectives  in  his  speech  before 

the  networks  affiliates  during  the  re- 

mit Chicago  meeting.  And  Bill  Fine- 
shriber  added  some  of  the  details  of 

what  the  approach  could  mean  to  net- 
work radio  in  his  own  address  to  affili- 

ates. 

Fineshriber  ticked  off  these  facts: 

•  Companies  spending  between 
$500,000  and  $1,000,000  for  advertis- 

ing yearl)  accounted  for  over  $116 
million  in  advertising  expenditure-  la>! 

year.  Network  radio  go!  onl\  o" !  of 
this  expenditure.  Reason,  said  Fine- 

shriber, is  that  these  advertisers  want 

smaller  units  which  the)  can  fit  into 
their  budgets. 

•  Smaller  national  advertisers  who 
were  never  able  to  use  radio  before 

will  now  be  potential  NBC  Radio  cli- 

ents.    \   compan)    which  spent   $225,- 

000  la>t  year  for  eight  color  pages  in 

a  magazine  will  be  able  to  bu\  three 

participations  a  week  in  Fibber  Mc- 
Gee  for  2(>  weeks  with  the  same  ex- 

penditure. NBC  hopes  that  in  addition  to  at- 
tracting  new  advertisers  into  network 
radio  with  its  smaller-unit  approach 

that  major  existing  advertisers  will  be 
sold  as  well.  Advertisers  with  a  small 

budget  for  a  new  product  and  adver- 

tisers with  money  "left  over"  in  bud- 

gets are  likely   prospects.  *  *  * 

49TH  b  MADISON 

{Continued  from  page  13) 

tion  that  went  into  compiling  this  re- 

port. 

Unfortunately,  as  in  all  survevs  and 

round-up  stories,  several  important  de- 
tailed pieces  of  information  are  often 

sacrificed  to  make  space  for  trend 

analyses.  Just  to  complete  the  record 
WLIB  would  like  to  offer  the  follow- 

ing amendments  to  your  1953  Negro Radio  Survey: 

1.  WLIB's  success  in  the  Negro 
market  is  almost  evenly  divided  among 

national,  regional  and  local  advertisers. 
One  outstanding  campaign  was  that 

conducted  by  20th  Century  Fox  film 

corporation  on  behalf  of  a  recent  pro- 
duction .  .  .  20th  Centurv  Fox  used 

WLIB  exclusively  in  New  York  to 
reach  the  Negro  audience  and  achieved 

"exceptional     results. 

2.  WLIB  offers  clients  selling  the 

Negro  market  the  most  extensive  mer- 
chandising and  point-of-purchase  sales 

promotion  opportunities  available  on 
any  station,  regardless  of  size,  in  the 
metropolitan  area.  .  .  . 

3.  As  part  of  its  service  to  the  com- 
munity WLIB  is  the  only  station  in 

New  York  with  studios  in  Harlem.  The 

station  also  broadcasts  five  daily  com- 
munity newscasts.  WLIB  broadcasts 

the  Walter  White  Show  featuring  the 
executive  secretary  of  the  NAACP  and 

his  interviews  with  his  famous  guests 
weekly.    .    .    . 

4.  In  order  to  improve  clarity  and 

reception  in  certain  areas  of  the  com- 
munit)  W  LIB  is  investing  $75,000  to 

install  a  new  transmitter  and  212-foot 
tower  in  the  heart  of  New  ̂   ork  in  the 

East  River  opposite  86  Street  and  the 

East  River  Drive.  This  new  transmit- 

ter will  improve  WLIB's  reception  and 
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'W/W&  0wt,  7zz*wud  T&awtf- 

The  world's  most  famous  towers  are.  left  to  right,  the  Eiffel 
Tower,  the  Towei  of  1  ondon  and  the  1  .eaning  1  owei  of  Pisa. 

B\  now  the  tower-come-latelj  (right)  may  be  just  as 
familial  to  you  as  these  old  landmarks.  It  is  one  of  the  man} 

radio-relaj  towers  that  speed  television  service  COast  to  coast. 

It  was  in  May,  1948.  that  the  Bell  Telephone  System 

opened  the  tirst  eonunereial  I  \  network  service  using  some 

of  these  toweis.  Its  c)|6  miles  of  channels  served  just  five 
eastern  cities. 

In  onlj  Eve  years  the  network  has  grown  to  ->4JH)0  chan- 
nel miles,  sen  mo  120  cities  with  a  potential  single  audience 

of  QxOOO.OOO  people.  These  facilities  represent  an  investment 
of  almost  .1  hundred  million  dollars. 

Plans  for  the  future  call  for  even  greater  investments  to 

keep  channel  growth  in  pace  with  the  industry's  needs. 

Vet  the  cost  of  the  service  is  low.  Bell  System  charges. 

for  the  use  of  its  intercity  television  facilities,  average  about 

ten  cents  a  mile  for  a  half  hour  of  program  time. 



signal  strength  by  50r,  and  give  the 
station  a  signal  intensity  in  Harlem 

equal  to  that  of  any  major  network  or 

independent  station  in  New  'l  ork.  .  .  . 
Mike  Jablons 

Director    of    Publicity 

WL1B,   New    York 

NIGHTTIME  RADIO 

Please  send  us  three  extra  copies  of 

your  August  10  issue  of  sponsor. 

Your  articles  on  "12  fallacies  about 

nighttime  radio"  and  your  review  of 
the  study  made  by  Hank  Chrystal  are 

exceptionally  timely  for  our  sales  crew. 

I  want  them  to  each  have  a  copy  for 
their  use. 

Arch  L.  Madsen 

Manager,  KOVO 
Provo,  Utah 

•  Kxtra  copies  of  SPONSOR'?  10  August  issue, 
which  is  especially  useful  for  radio  buyers  and 
RaJesmen.   are  still  available.   Price  Is  50c  per  copy. 

Your  article  in  the  August  10  issue 

on  "12  fallacies  about  nighttime  ra- 
dio" is  excellent.  It  is  a  real  contribu- 
tion to  radio  advertising,  and  I  hope 

No.l 

KC 
New    Survey 

Shows    KUDL 

to  be  No.   1 

INDEPENDENT 

in   Kansas  City 

8  AM  to  6  PM 
Monday  thru   Friday 

Call   Forjoe,   let 
them   tell  you  why 

KUDL  is  the 

"Best 

Money  Can   Buy" 

1000  WATTS 
250  WATT  RATE 

KUDL^ 

Town    to    Town 

Local   Coverage 

KDKD 

GREATER  KANSAS 

CITY  TRADE  AREA 

if  KOKO 

KUDl— KANSAS  CITY 
KOKO— WARRENSBURG 
KDKD— CLINTON 

that  everyone  connected  with  radio  ad- 
vertising reads  it  thoroughly  and 

carefully. 

Robert  R.  Tincher 

WNAX,  Yankon,  S.  D. 

RAYCO  ON  TV 

We  would  like  to  have  a  reprint  of 

an  article  in  your  November  19,  1051 

issue  entitled  "Rayco  profits  by  its  TV 
trials  and  errors"  if  such  is  available. 

Abe  Brand 

Sales  Promotion  Dept. 
Oklahoma  Tire  &  Supply  Co. 

Tulsa 

•  No  reprints  of  the  article  on  Rayco  are  avail* 
able.  Copies  of  the  issue  containing  the  article 
foil    50c    apiece. 

RADIO  VS.  NEWSPAPERS 

.  .  .  We  wonder  if  you  would  send  us, 

by  air  mail  special  delivery,  three 

copies  of  the  article  on  retail  adver- 

tising, "You  need  both,"  which  ap- 
peared in  the  February  23,  1953  issue. 

We  are  in  urgent  need  of  this  ma- 
terial, and  would  appreciate  receiving 

it  just  as  soon  as  possible. 

May  we  congratulate  you  on  an  out- 
standing study  of  Canadian  radio,  as 

presented  in  the  Canadian  issue  [10 
August  1953]. 

Jim  Crawford 
Promotion  Manager 

CJV1,   Victoria,   B.   C. 

CANADIAN    ISSUE 

We  know  we  speak  for  many  Cana- 

dian radio  stations  when  we  say  "thank 

you"  for  your  excellent  storv  on  Ca- 
nadian radio  in  your  August  10  issue. 

We  are  keeping  this  issue  on  file  for 
our  own  future  reference. 

D.  Reid 
Assistant    Manager 
CKOV 

Keloivna,  B.  C. 

I  don't  need  to  tell  you  sponsor  is 
doing  a  tremendous  job  for  both  the 
American  and  Canadian  radio  indus- 

try. The  valuable  information,  re- 
views, industry  talk  and  editorials  in 

sponsor  justify  a  statement  I  once 

heard — "If  you  want  to  learn  the  busi- 
ness (of  radio),  then  subscribe  to 

SPONSOR." 

Your  Canadian  issue  is  of  immense 

value  to  both  the  Canadian  radio  indus- 

try and  those  advertisers  who  use  ra- 
dio. However,  it  seems  to  me  that  a 

leasonable  suggestion  would  be  a  Ca- 
nadian section  in  each  issue.  As  it  is, 

we  study  the  magazine,  and  adapt  the 
ideas  therein  to  suit  our  own  special 

problems.  It  seems  to  me  that,  if  each 
issue  had  a  section  or  feature  article 

devoted  to  Canadian  radio,  it  would 

make  each  and  every  issue  of  vital, 

topical  importance  to  us.  I  would 

imagine  that  this  wouldn't  hurt  your 
Canadian  lineage,  either.  And  I  am 

cmite  sure  it  would  increase  your  Ca- 
nadian readership. 

Alan  Chrysler 

Publicity  Director 
CKOY 

Ottawa,  Out. 

ROUND-UP (Continued  from  page  61) 

still  4%  which  never  have  been  re- 
paired. Other  findings:  90%  of  sets 

are  used  every  weekday  evening  (last 

year,  86%  )  ;  average  viewing  time  now 
is  four  and  one-quarter  hours  (last 

year,  same).  Morning  viewing,  the  re- 
port added,  is  up  from  1%  to  8%, 

while  afternoon  viewing  has  leveled  off at  14%. 

#        *        • 

To  find  out  the  approximate  percent- 
age of  radio  listeners  in  Lincoln,  Neb.. 

who  keep  tuned  to  KLMS,  the  outlet 

started  a  "gift  time"  series  of  an- 
nouncements. Here's  how  it  works: 

KLMS  announcements  offer  a  small 

gift  to  25  listeners  daily  if  the  listeners 
will  call  the  station  within  15  minutes 

and  confirm  their  addresses  and  phone 
numbers.  KLMS  said  the  return  on  the 

pitch-outs  has  been  36.4%,  and  that 
the  call-back  time  was  less  than  five 
minutes  after  the  anonuncement. 

Preview  of  Victory  at  Sea,  filmed 

TV  program  series,  was  actually  held 
at  sea  aboard  the  re-commissioned  U. 
S.  S.  Hornet  recently.  The  program 

series  has  been  bought  for  reruns  over 

WNBT,  New  York,  this  year  by  Thorn 

McAn  Shoes.  J.  Brent  Wells,  vice  pres- 
ident in  charge  of  sales  promotion  for 

the  Melville  Shoe  Corp.,  parent  com- 

pany, says  his  firm  never  puts  its  mon- 
ey into  jingles  and  announcements. 

"We  like  to  sponsor  a  time  segment." 
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HOOPER  PROVES 
YOU  GET  THE  BIG  AUDIENCE 

ON  KRNT,  DES  MOINES  RADIO! 
a- 

FIRSTS  OUT  OF TIME  PERIODS 

MORNING,  AFTERNOON  and  EVENING! 

BOX  SCORE 
ON  YOUR  ALL-TIME 

BIG  TIME  BUY 

MORNING: 

FIRST  in  all  23  rated 

periods  (51.1%) 

AFTERNOON: 

FIRST  in  all  24  rated 

periods  (49.8%) 

EVENING: 

13  FIRSTS  and  7  seconds 

out  of  20  rated  periods 
(36.9%) 

vh 
«&%& 

STATION  WITH  THE  FABULOUS  PERSON- 
ALITIES AND  ASTRONOMICAL  HOOPERS— 

THE  ONLY  DES  MOINES  STATION  THAT 
CAN  TALK  HOOPERS! 

Represented  by  THE  KATZ 

AGENCY  .  .  .  SOURCE:  C.  E. 

Hooper  Des  Moines  Audience 

Index,  June,    1953. 

P.S.:  Those  Saturday  Hoopers  are  pretty  fancy,  too!  .  .  12 
firsts  and  4  seconds  out  of  20  rated  periods  (8:00  a.m.- 6:00  p.m.) 

5  OCTOBER  1953 
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lie  explained,  ""and  we  think  /  ictory 

at  Sea  will  draw  a  large  audience." 
The  Victory  at  Sea  series  started  22 

September,  will  run  for  26  weeks.  It 

is  aired  Tuesdays,  7:00-7:30  p.m. 

If  \iiur  house  has  a  picture  window 

about  90  feet  wide,  perhaps  you'll  be 
interested  in  this  news  note:  RCA 
found  that  it  needed  a  Venetian  blind 

for  one  of  its  windows  in  Exhibit  Hall 
in  New  York.  It  commissioned  Levolor 

Lorentzon,  Inc.  Venetian  blind  manu- 
facturer, to  construct  the  blind.  Five 

months  later  it  was  completed  and  re- 
cent l\  was  demonstrated  to  viewers  of 

NBC  TV's  Today  after  its  installation. 
The  blind  weighs  about  250  pounds,  is 
operated  by  three  electric  motors,  is 
88  feet  long  and  18  feet  high. 

New  records  were  set  in  Cincinnati, 

Dayton,  and  Columbus  when  theatres 
in  the  three  cities  showed  Mighty  Joe 

Young.  The  old  picture  was  not  ex- 
pected to  cause  any  stir  but  after  a 

heavy  promotion  job  b\  the  new  Tri- 
State  network  i  WHIO.  Dayton;  WKRC- 

tf* 

PEASE  PORRIDGE  HOT, 
PEASE  PORRIDGE  COLD 

Peose  porridge  in  the  pot 

nine  days  old. 
Some  like  it  hot, 

some  like  it  cold; 

Some  like  it  in  the  pot 

Nine  days  old. 

The  people  who  live  in  the 

rich   Kansas  City  primary  trade 

area,  too,   have   a  variety  of 

tastes   and  opinions.   There   is 

one   thing,   though,   that   they 

are  agreed  upon  — their  favorite 

radio   station.    It's   The 
KAABC-KFRAA  Team. 

Not  only  do  they  listen  to 

KMBC-KFRM,  but  they  believe 

what  The  Team  has  to  say.  So  — 

write,    wire   or   phone    KMBC- 
KFRAA,    Kansas   City,   or   Free  & 
Peters,   for  availabilities  now. 

There  are  a  host  of  buyers   in 
the   Heart  of  America 

for  your  "porridge"  and 
they  WILL  buy   it  if 

they   hear  about   it   on 
the  station  they   listen 
to  most  .  .  . 

TV,  Cincinnati:  WTW.  Columbus, 
the  crowds  were  lined  up  all  around  the 

block.  This  marks  the  first  promo- 
tional  effort    b\    the  new    network. 

On  the  air  since  August  1923,  WRC, 

\\  ashington,  D.  C,  is  currently  cele- 
brating its  thirtieth  year  of  service  in 

the  nation's  capital,  Maryland,  and 
\  irginia.  Old  timers  remember  the 

station's  coverage  of  the  1924  politi- 
cal conventions  and  a  blow-by-blow  de- 

scription of  the  Wills-Firpo  prize  fight 
which  came  in  on  a  telephone  wire 
from  WJZ,  New  York. 

The  largest  group  of  stations  ever 
lined  up  before  the  start  of  a  new  TV 
show  is  what  Ziv  TV  claims  for  its 

/  Led  Three  Lives.  A  week  before  the 
show  started  lit  teed  off  on  WNBT. 

New  York,  27  September  I  Ziv  said  it 
had  been  sold  on  94  stations.  M.  J. 

Rifkin.  Ziv  TV  sales  vice  president, 

said  the  two  top-10  network  shows. 
/  Love  Lucy  and  Groucho  Marx,  are 
on  79  stations.  The  Ziv  show  is  based 

on  the  book  bv  Herbert  Philbrick. 

Sponsors  have  given  unqualified  ap- 
proval to  a  new  program  aired  over 

WEEI,  Boston,  in  the  7:30-7:45  p.m. 
slot  every  evening.  Called  Where  Shall 

We  Eat,  the  program  is  built  around 
the  informal  chatter  of  Mrs.  Heloise 

Parker  Broeg  and  Michael  Wynne- 
Willson  who  talk  about  the  distinctive 
features  of  various  restaurants  that 

sponsor  the  show . 

Gov.  G.  Mennen  Williams  officiated 

at  a  drawing  conducted  h\  WJIM. 

Lansing,  Mich.,  at  which  Andrew  Elses- 
i  ser,  president  of  the  American  State 

Bank  of  Lansing  won  a  10-day.  all  ex- 
pense trip  to  Bermuda  for  himself  and 

family.  Harold  Gross,  president  and 

owner  of  WJIM,  presided  at  the  lunch- 
eon thrown  for  advertisers  who  had 

\\<ih\  the  station  for  10  to  20  years. 

4- 

*    RADIO    FOR    THE    HEART    OF    AM** 

SPONSOR  ASKS 
'Continued  from  page  59) 

data  with  which  ever)  timebuyer  musl 
work.     He   is   expected   to   familiarize 

himself  with  these  "tools  of  the  trade," 
taking  every  opportunity  to  observe 
how  they  are  used  .  .  .  the  relative 
merits  of  each,   and   so   forth. 

He  is  indoctrinated  in  the  various 

basic  jobs  in  the  department,  ranging 

from  doing  detailed  spot  or  network 

estimates  to  clearing  out  the  station 

files.  It  is  surprising  the  number  of 

questions  a  trainee  can  ask  about  the 
material  in  the  station  file  when  it  is 

his  job  to  choose  what  should  be  kept 
and   what   should    be   thrown    out. 

A  trainee  is  assigned  to  a  specific 

buyer  for  guidance.  This  specific  as- 

signment accelerates  a  trainee's  devel- 
opment as  he  deals  in  specific  prob- 

lems rather  than   generalities. 

All  projects  assigned  to  a  trainee 

are,  of  course,  checked  by  an  estima- 
tor or  timebu\er  and  reviewed  with 

the  trainee  for  mistakes,  short-cuts  or 

improved  direction. 

Our  experience  has  conclusively  es- 
tablished that  these  training  methods 

develop  our  young  people  quickly  and efficiently. 

Thaddeus  S.  Kelly Timebuyer 

McCann-Erickson 
New  York 

8^"  ** 

•        Z|  Reasons  Why 
The  foremost  national  and  local  ad- 

^  vertisers     use     WEVD     year     after 

■■)  year  to  reach  the  vast 

2  Jewish  Market 
M*     °f  -Metropolitan   %*ew    York I.    Top    adult    programming 

^m  2.    Strong  audience   impact 
g^^B  3.     Inherent  listener  loyalty 
1^0  4.     Potential    buying    power 

Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD" 

HENRY   GREENFIELD 

WEVD     117-119     West    46th     St. 

New   York    19 

Managing    Director 
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". . .  Good  Increases  in  Business . . 
In  January,  Ragland  Potter  and  Company  of  Nashville,  having  used  television 

through  the  Walter  Speight  Advertising  Agency  for  other  products,  decided 

to  see  what  WSM-TV  could  do  for  their  wholesale  Gillette  Tire  Department. 

Here  in  the  words  of  a  Ragland  Potter  official  is  what  happened: 

"After  our  first  program  a  Bottling  Plant  in  Kentucky  made  immediate 
inquiry  preparatory  to  placing  an  order  for  Gillette  Tires  on  all  their  trucks 

(they  placed  it!).  The  bus  line  of  a  progressive  Middle  Tennessee  town  has 

made  arrangements  to  equip  all  busses  with  Gillette  Tires  as  a  direct  result 

of  our  television  advertising.  Also  as  a  result  of  a  TV  commercial.  ;i  logger 

gave  an  order  for  tires  for  eight  trucks.  In  addition  to  these,  our  dealers  have 

reported  good  increases  in  business." 

"Our  dealers  and  salesmen  are  keyed  up  over  our  TV  advertising.  And 
judging  from  consumer  demand,  we  expect  to  improve  our  position  in  the 

Tire  Field  as  a  direct  result  of  TV  advertising.  .  .  ." 

This  is  no  isolated  instance.  Irving  Waugh  or  any  Petry  man  can  cite  similar 

success  stories  in  every  field.    How  about  building  one  for  your  product? 

M 

Nashville    WSM-TV    Channel  4 
5  OCTOBER  1953 
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man 

of  w many 
 
facets!

 

^.fijU^v 

Versatile  as  a  one-man 

band,  Joe  Reichman  com- 
bines his  talents  as  show- 

man, pianist,  recording 

^^^^        star  and  personality  to 
produce  one  of  the  most  sparkling  radio 
shows  on  the  air. 

•  Emceed  by  anyone  but  Joe  the  Show- 
man, the  Reichman  shows  would  be  little 

more  than  slick  disc  jockery.  "Pagliacci 
of  the  Piano"  Reichman's  music,  effer- 

vescent personality,  his  inimitable  wit 
and  limitless  store  of  recollections  born 

of  many  years  as  a  big  name  band  leader 

blend  a  potent  entertainment  potion  that 
charms  his  audiences. 

•  The  Reichman  mani- 

fold personality  charms 

his  guests  as  well.  To  the 

many  headline  stars  who 

appear  on  Reichman's 
shows,  doing  a  show  with 

Joe  is  a  delightful  busman's  holiday. 
•  The  Reichman  touch  accrues  to  com- 

mercials. Response  throughout  the  big 

WFAA-dominated  Southwest  keeps 

sponsors,  too,  under  the  Reichman  spell. 

You'll  want  to  ask  a  Petry  man  about 
availabilities. 

SHOWS  .  .  . 

SUNDAYS*  MONDAYS  •  WEEKDAYS 

WFAA 
50.000   WATTS 50O0   WATTS 

ALEX   KEESE,   Station   Manager 
EDWARD    PETRY    i    COMPANY.    Noll    Representative! 

RAOIO    SERVICE    OF    THE    DALLAS    MORNING    NEWS 

Earle  Ludgin,  president  of   Earle  Ludgin   & 
Co.,   Chicago,  has   been   elected    chairman 
of   the  American    Association   of   Advertising 
Agencies.    Ludgin  started  his  own  agency  in  1927. 
Mild-mannered   and  soft-spoken,   his  associates 
call  Ludgin  antithesis  of  the  advertising  huckster. 

He's  interested  in  music,  modern  art  and  writing 
plays   {several  have  been  produced  by  amateur 

groups  in   Chicago).    At  4A's,   he  succeeds  late 
Henry  M.  Stevens  of  J.  Walter  Thompson  Co. 

Brig.   Gen.  David  Sarnoff,  chairman  of 
the  board  for  RCA-NBC.  has  been  occupying  a 
prominent  position   in   news   columns  this  fall   what 

with  NBC's  move  to  develop  new  radio  programing 
and  the  likely  emergence  of  color  TV  within  a 

few  months.    He's  made  it  clear  that  he  still  is 
head  of  RCA  and  is  active  NBC  radio-TV   boss. 

Appearing  personally  at  last  month's  NBC  radio 
affiliates'  Chicago  meeting,  he  admonished  group  to 
support  network.    He  predicts  personal  set  listening 
to  portables  approaching   wrist  watch    size. 

Walter  Craig,  who  before  he  was  named 
advertising  director  for  Pharmaceuticals.   Inc., 
headed  radio-TV  for  Benton  &  Bowles,  made 
advertising   headlines   with    GeritoFs  purchase   ot 
Red   Skelton   Show.    Program   started  22 

September  [CBS  TV,  Tuesdays,  8:30-9:00  p.m.). 
but  was  sponsor-less  until  Geritol  picked  it  up  just 
few  ilnys  before  start.    Reason:  Because  Skelton 

was  going  on   live  it  was  thought  he'd   be  more 
productive    than    last    year's    film    show. 

Robert  J.  Landry,  who  has  conducted  the 

"Men.    Money   &    Motives"    column    for   SPONSOR 
the  last  three  years  and  who  was  the  original  radio 
editor  for  Variety,  is  returning  to  that  paper.    He 
will   be   managing   editor,  a   new   job   and   title   at 
Variety.    For  six    years,  Landry  was  director  of 
program    writing  for  CBS   Radio.    Says  Landry, 

referring  to  new  position.  "If  there's  one  industry 
more  technically  complicated  than   broadcasting,  it's 
motion    pictures."    He'll  sell  his  Space  &  Time 
neu  sletter,    which    he's  published  since    1949. 

10 
SPONSOR 



OCTOBER 

15™ 

in 

Portland 

Oregon 

Hev»  tv  mah 

***-, 

•  1,228,000    people  in  effective  signal  area 

•  $1,484,528,000    in  retail  sales 

•  125,000  TV  sets     —growing  fast 

•  56,000  watts  now  — 100,000  soon 

KOIN-TV — the  first  with  the  finest 

It's  a  rich,  prosperous  market  tins  Northwest  region — 
a  market  ripe  and  reads  for  television's  impact.  Beginning 
October  15th  you  will  be  able  to  take  advantage  of  the 

increased  coverage,  the  assured  picture  quality  of  time- 
tested  I  HF  telecasting.  KOIN-TV  will  begin  serving 
this  great  market. 

KOIN's  reputation  means  dollars  to  you 
I  or  2s  years  KOIN  has  offered  the  people  of  this  region 
the  tops  in  national,  local,  and  public  service  programs.  It 

is  known  tor  qualitv  programs.  This  good-will  and  public 
acceptance  will  reflect  itself  in  increased  audience.  In 

equipment,  staff,  experience  and  talent  KOIN-TV  will 
occupv  a  dominate  position  in  assuring  immediate  audi- 

ence acceptance  and  popularity  m  the  Pacific  Northwest. 
Write,  phone  or  wire  for  complete  information  and 

availabilities. 

CBS    TELEVISION 
CBS   TELEVISION   RESEARCH 

As  of  August  I,  1953 

C   HOWARD  LANE, 

Managing  Director, 

Mount  Hood  Radio  & 

Television  Broadcasting 

Corporation, 
Portland,  Oregon 

AVERY- KN0DEL,  INC.,  NATIONAL  REPRESENTATIVES 
NEW     YORK,     CHICAGO,     LOS     ANGELES,     SAN     FRANCISCO,     ATLANTA,     DALLAS 
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Television  basics 

I  \  specialists,  including  trade  pa- 
per editors,  are  sometimes  inclined  to 

overlook  the  more  basic  facts  of  TV 

that  ahsorb  advertisers. 

For  example,  at  the  \\  \  -  recent 
annual  meeting  in  Chicago,  SPONSOR 

placed  on  a  table  outside  the  session 

room  two  piles  of  reprints  —  Radio 
Basics  and  TV  Basics.  On  the  day  a 

panel  discussion  on  the  future  of  I  \ 

was  held  In  12  well-known  figures  in 
the  industry,  the  TV  pile  went  first. 

Next  morning  when  BBDO's  Ben  Duffy 
di-<'iissed  "Evolution  or  Revolution  in 

Media?"  another  heap  of  reprints  was 
put  out  and  Radio  Basics  melted  a\\a\ 

faster.  I  Incidental!)  don't  fail  to  read 
l)uff\'s  special  media  article  written 
for  sponsor  starting  page  25  and  the 
text  of  his  speech  starting  page  82.) 

But  on  both  days  no  copies  of  either 
of  the  Basics  remained  at  the  close  of 
the  session. 

Moral:  Admen  are  desperately  in 

need  of  important,  almost  elementary 
information  on  this  vital  new  medium. 

To  ANA's  credit  it  therefore  devoted 
fn  entire  morning  to  three  case  his- 

tories on  TV  (one.  by  Folger  Coffee. 

containing  a  strong  plug  for  radio  I 
and  a  surprisingly  stimulating  panel 
discussion  b\  five  broadcasters,  six 

advertising  men  and  FCC  Chairman 
Rosel  H.  Hyde  on  whither  TV. 

I  he  panel  discussion  underscored 

the  above  point:  the  importance  of  TV 
basics.  What  did  the  advertisers  want 

to  know?  Essentiallv  four  things:  I  1  I 

The  principles  governing  FCC  permits 
to  TV  stations,  plus  data  on  growth  of 

l\  stations,  coverage  and  sets.  i2l 
TV  costs  in  the  predictable  future. 

1 3 1  Plans  to  accommodate  regional 
and  small  national  advertisers.  1 4 1 

When  color  TV  would  be  commercial- 

l\  practicable. 
Broadcasters  Robert  Kintner  (ABC), 

J.  Leonard  Reinsch  I  Cox  Stations  I , 

Jack  Van  Volkenburg  (CBS  TV),  Pat 
Weaver  (NBC)  and  Chris  J.  Witting 
l  Du  Monti  and  FCC  Chairman  Rosel 

Hyde  dropped  no  passes. 
«-        »        * 

How  NBC  will  compete 

Said  NBC's  David  Sarnoff  to  NBC 
radio  affiliates  in  Chicago  meeting  re- 

cently: "I,  for  one.  will  not  cast  a  vote 
of  'no  confidence'  in  the  future  of  ra- 

dio. I  am  convinced  that  there  is  and 

will  be  a  large  audience  and  substan- 
tial advertising  revenue  for  a  national 

radio  service." 
Signs  of  radio's  continuing  upsurge 

are  two-fold :  rise  in  sets  to  an  astound- 

ing 117  million,  as  of  1  July,  accord- 
ing to  the  Broadcast  Advertising  Bu- 

reau; and  the  steady  increase  in  spon- 
sors of  spot  radio  and,  secondlv .  of 

network  radio. 

Those  who  read  sponsor's  illumi- 
nating article  on  "How  ABC  will  com- 

pete" in  the  21  September  issue  will 
doubtless  want  to  see  "What  NBC's  $5 
million  radio  investment  means  to 

sponsors."  page  30. 
I  his  fall  and  winter  should  not  onlj 

see  programing  records  but  new  cir- 
culation and  presumably  sales  mark> 

for  sponsors  as  well. 
*        *        # 

To  capitalize  or  not 

Should  we  capitalize  radio  even 

time  we  use  it  in  print,  as  we  do  TV? 
Or  should  we  reduce  TV  to  lower case? 

Or  should  we  stick  to  the  present 

system:  radio.  TV,  AM,  FM? 
Robert  R.  Tincher,  v. p.  and  general 

manager  of  WNAX.  Yankton,  S.  D.. 
and  KVTV,  Sioux  City.  la.,  is  urging 

all  trade  papers  concerned  with  air 
media  to  capitalize  radio,  or  at  least, 

to  keep  both  words  in  lower  case.  His 

reasoning:  ".  .  .  Psychologically  there 

is  emphasis  placed  on  the  capitals  'T\  ' 
to  the  detriment  of  'radio.'  "  Since  the 

two  compete  for  the  advertiser's  dol- 
lar, this  is  "most  discriminatorv  "  to radio. 

Before  changing  its  style  sponsor 
decided  to  poll  all  three  groups  most 

intimately  concerned  with  this  point: 
l  1  l  the  broadcasters — AM  and  TV. 

(2)  the  sponsors:  (3)  the  agencies. 

This  survey  is  now  underway. 
Meantime  what  do  ̂   01   think? 

Applause 
The  real  winner:  WOV 

\n\  curb  on  the  dissemination  of 

information  via  radio  and  I  \  i>  a 

blow  at  a  basic  \merican  constitu- 

tional right:  freedom  of  the  press. 

(B)  press  we  mean  all  media  used 
for  the  transmission  of  news.) 

The  International  Boxing  Club's  at- 
tempt to  bar  radio  and  l\  not  onl) 

From  broadcasting  a  blow-by-blow  ac- 
count  of  the  Marciano-LaStarza  title 

fighl  but  even  a  news  summarj  at  the 
end  of  each  round  was  dangerous  to 
this  basic  right  Eoi  two  reasons: 

1 1  i  It  could  set  a  precedent  for  wid- 

er encroachment  on  broadcasting's 
right  to  transmit  legitimately  obtained 

news  not  only  by  private  industry  but 

by  government  as  well:  (2)  it  was  dis- 
criminator) in  that  it  struck  at  the 

verj  root  of  radio's  superiority  over 
print  media:  speed. 

None  of  the  giants  in  the  industry 
saw  fit  to  tangle  with  the  IBC  over  tbi> 

challenge  to  one  of  broadcastings  pil- 
lars. But  to  their  everlasting  credit. 

Ralph  Weil  and  Arnold  Hartle\  did. 

I  he)  are  ow  ners  and  operators  of 
\\  ()\  .  an  independent  New  York  sta- 

tion catering  largely  to  Italians. 
Thev  announced  thev  would  broad- 

cast a  round-by-round  report.  NARTB 
President  Harold  E.  Fellows  and 

NARTB  district  meetings  denounced 
the  IBC  curb.  Other  broadcasters 

pledged  moral  and  financial  aid  to 
WOW  Taking  the  issue  to  court,  the 

IBC  sought  an  injunction  to  prohibit 
\\()\  from  broadcasting  anything 

more  than  a  75-word  report  ever\  three rounds. 

New  York  State  Supreme  Court  Jus- 
tice Irving  L.  Levev  ruled  in  favor  of 

W0\    on  the  round-by-round  issue. 
As  a  result,  most  radio  fans  and 

quite  a  few  TV  viewers  heard  the  fight 

as  it  progressed. 
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on   the   air   mid-fall   1953 

Central    South    Carolina's    only 

TELEVISION  S 
Service  begins  mid-fall    1953 

NBC    and   CBS    programs 

Starting   with    106,500  watts   effective   radiated   power 

Antenna   640   feet   above   average   terrain 

Serving    one    million    South    Carolinians     i  including    billion-dollar    Sovannah    Rive( 
H-Bomb   plant   area 

Only   VHF  facility  allocated  by   FCC   within  65-mile   radius  of  Columbia 

Experienced  staff  has  operated   two  studio  camera  chains  and   related  equipment 

for  more   than   a   year   in   regular,   twice-weekly   workshop  sessions 

For  availabilities,  rates  and  further  details,  call  your  Free  &  Peters  man 

WIS-TV 
CHANNEL     10 
COLUMBIA,  SOUTH    CAROLINA 

G.   Richard   Shafto 
President 

Charles  A.    Batson 

Managing    Director 
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VHY? 
Bab-o    •    Chase  &  Sanborn    •    Dyanihine    •    Falstaff 

Feenamint    ♦    Chooz    •    Good  Luck     •    Kaiser-Frazer 

Hill  Bros.  Coffee    •    Household  Finance    •    Old  Spice 

Home  Journal    •    Saturday  Evening  Post    •    Life    •    Loew's  M.G.M.    •    Morton  House  Foods 

slephone  Company    •    Oxydol    •    Pan-American  Coffee  Bureau    •    Prell  Shampoo    •    Jello 

•  Trend    •    HyPower  Chili    •    Shinola    •    Sunkist  Oranges    •    Paramount  Theatre    •    Nash 

sdown  Cake  Mix    •    Union  Pacific  Railroad    •    Bryant  Gas    •    Packard    •    De  Soto    •    R.K.O. 

Records    •    Philco    •    Mayflower  Van    •    Dodge    •    Westinghouse  Laundermat    •    Nutrena 

Margerine    •    Allied  Van    •    Cheer  Detergerrt    •    Ajax  Cleanser    •    Lipton  Tea    •    Plymouth 

ferfield    •    Chlorodent    •    Clorets    •    Silver  Star    •    Flavor-Kist    •    Brach  Candies    •    Zerone 

•  Dentyne    •    Electrolux  .  Crosley  TV 

Motorola    TV 

Shadow  Wave 

Blue  Star  Blades 

General  Electric  TV 

l-GO  Van    •    Breeze 

Dog  Food    •    Armstrong  Tires    •    Whirlpool  Washers    •    Crosley  Refrigerators    •    CBS-TV 

ibia  Records    •    Singer  Sewing  Machines    •    Skinner's  Raisen  Bran    •    Perfex    •    Musterole 

kaid  Hosiery   •   Firestone  Stores   •   Foreman  &  Clark    •    Safeway  Stores    •    Post's  Cornfetti 

tan  Hines  Cake  Mix    •    Capitol  Records    •    Groves  Bromo  Quinine    •    Frostee    •    Chevrolet 

>n  Soup    •    Oldsmobile 

|ion  Orange    •    Hudson 

>l  Pudding    •    Sew  Gem RESULTS! 

NETWORK  RADIO 
FERMENT 

pa;;-  27 

Radio  puts 

razzle-dazzle 

Ford  one-day  sales 

page  30 

Diary  of  a  TV 

drama:  behind-seen 

with  "The  Web" 

page  32 I imebuyers  love 
station  manager 

visits,  BUT  .  .  . 

page  34 

HOW  TO  TEST 
MEDIA  WEEKLY 

page  36 

FARM  RADIO 
AND  TV:  1953 
starts  page  69 

How  admen  fee'  about farm  air  medb 

i 
page  70 



BALTIMOR 
the  city  of  row  houses... 

Baltimore's  miles  and  miles  of  row  houses 
are  just  one  thing  that  makes  this  city  dif- 

ferent from  every  other  big  city  market  in 
America. 

ITS  A   COMPACT  MARKET! 

More  than  1%  million  Baltimoreans  are 
packed  into  an  unusually  small  geographical 

area.  You  don't  have  to  pay  for  a  powerful, 
expensive  radio  station  to  reach  these  people 

effectively.  W-I-T-H  will  do  the  whole  job 
for  you—  at  a  fraction  of  the  cost.  Because 

NIELSEN  SHOWS  WITH  FIRST  IN 

BALTIMORE  CITY  AND  BALTIMORE  COUNTY 

The  latest  Nielsen  Coverage  Service  proves 

that  the  weekly  daytime  circulation  of 

W-I-T-H  is  greater  than  any  other  radio  or 
television  station  in  Baltimore  City  and 
Baltimore  County. 

That's  just  one  fact  in  this  amazing  sur- 
vey. A  call  to  your  nearest  Forjoe  man  will 

bring  you  the  whole  story. 

IN     BALTIMORE 

TOM     TINSLEY:     PRESIDENT REPRESENTED     BY     FORJOE     &     CO; 

— 



MBS  affiliates' 
"revolt"  denied 

Radio    owners 

listen,    write 

What's  behind  net 
radio    ferment? 

Future  CBS  TV  net 

will  cost  $48,000 

Radio,  TV  set 

output   soars 

SPONSOR'S  annual 
farm   section 

Mutual    affiliates   signing   up   slowly   for  new   Mutual   A:  lion   P3 
under  which   they  give   network   35   free   hours   weekly    in   exchange    for 

14   hours    free   network   programing   for    local    sale.       Talk    of   affiliates' 
"revolt"   heard  among   reps  was   denied   by  stations   SPONSOR  called,    also 
by  Mutual.      To   date  more   than  60"S  of   affiliates   signed    (plan    effective 
1   October).       Some   affiliates,    however,    reported   asking   for   unprece- 

dented  28-day   cancellation   clause    in   case    system  doesn't    work. 

-SR- 

NBC  Radio's  Operating  V.P.  Ted  Cott  sent  10,000  letters  to  Eastern 
Seaboard  residents  asking  them  what  they  thought  of  28  new  NBC  Radio 
shows,  other  questions.   Four  hundred  to  500  replies  came  in  before 

week  was  out,  indicated  80"S  of  radios  are  not  in  living  room.   Cott 
says  he's  more  firmly  convinced  than  ever  radio's  been  shortchanging 
itself,  people  do  listen  to  radio,  writing  to  them  is  good  radio  pro- 

motion.  He  plans  to  send  1  million  letters  to  all  parts  of  country. 

-SR- 

Whither  networks?   SPONSOR  looks  at  "The  network  radio  ferment"  in    * 
this  issue  (starting  page  27).   Contributing  to  the  ferment:  (1)  NBC 

Radio's  expansion  of  its  Operation  Tandem  approach,  provoking  Station 
Reps.  Assn.  to  sharp  rebuttal.   (2)  Mutual 's  new  compensation  plan 
which  went  into  effect  1  October.   (3)  Criticism  from  field  that  ra- 

dio stations  don't  have  radio-only  voice,  need  new  trade  association. 
You'll  find  some  stimulating  inside  data  in  this  article. 

-SR- 

Future  costs:  Jack  Van  Volkenburg,  CBS  TV  president,  foresees  CBS 

net  of  295  stations  in  1956  (present,  140)  with  59  of  them  "must  buy" 
(against  41  today).   Cost:  $48,000  per  half  hour  to  reach  55  million 

homes  against  $25,827  to  reach  21  million  via  CBS  today.   NBC's  Hugh 
Beville  reports  total  U.  S.  TV  sets  have  jumped  6.5  million  over  year 

ago  to  25.2  million  or  55~  of  all  homes. 

-SR- 

Radio  set  output  hit  8.9  million  for  first  8  months  1953,  against  6.5 

million  same  period  last  year  according  to  Radio-Electronics-TV 
Mfrs.  Assn.   TV  set  production  for  period  totaled  record  4.7  million 
(against  2.9  million  1952  period). 

-SR- 

With  farm  market  sagging  a  bit,  you'll  want  to  use  cheapest  media  to 
reach  most  people — and  they're  radio,  TV.   SPONSOR  analyzes  farm  situ- 

ation this  year  in  four-part  section  starting  page  69.   Covers  (1) 
market,  (2)  Farm  Radio,  (3)  Farm  TV,  (4)  how  sponsors  look  at  farm 
air  media,  (5)  12  capsule  success  stories. 

L 
SPONSOR    Volume   :     No    -1     19  Od  •!.     Published  biweekly  by  SPONSOR  Publications,  Tnc  .  at  3110  Elm  Are..  Baltimore.   Md.     Executive.  Editorial.  Advertising.   Circu- 

lation Offices  10  E.    49th  St..  New  York   IT.     $S  •  rear  In  V    s      J9  elsewhere.    Entered   as  second  class  matter  29  January  1949  at  Baltimore.  Md.  poatofflce  under  Act  3  lit- 



Ill-: POUT  TO  SPONSORS  for  19  October   1953 

1    5   listen  out  of 

home   in   summer 

You  CAN  test 

media   weekly 

Pulse  reports  out-of-home  listening  past  summer  added  22.2%  to  radio 
audience  in  23  major  markets.   Figure  is  up  from  18.9%  extra  measured 

in  15  markets  last  year,  17.3%  "plus"  in  14  markets  1951. 
-SR- 

Agency  member  of  SPONSOR'S  All-Media  Advisory  Board  for  media  study 
read  advance  copy  of  current  article,  "How  Emil  Mogul  tests  media 
weekly  for  Rayco,"  promptly  wrote:  "There  is  food  for  thought  for  all 
of  us  in  this  article  and  I  am  going  to  be  sure  that  our  media  and 

research  people  see  it."   See  page  36. 

-SR- 
Carling's  Black  Label  Beer  musical  commercial  ("Hey  Mabel,  Black 
Label")  has  been  expanded  by  Phil  Davis  Musical  Enterprises  into  2V2- 
minute  march  played  by  25-piece  brass  band.   Carling's  rented  jingle 
from  Davis  ($600  for  13  weeks),  paid  $2,680.56  for  march,  which  now 

becomes  Carling's  property.   March  will  introduce  sporting  events, 
other  programs  sponsored  on  radio-TV  by  Carling's.   It  hopes  to  du- 

plicate success  of  "Dragnet." 
-SR- 

SPONSOR  donates   WYBC-TV,  only  TV  station  in  country  owned  by  undergraduates,  will 
TV  camera  to  Yale   start  closed-circuit  broadcasts  to  Yale  campus  in  New  Haven,  Conn.  , 

29  October  using  lightweight  Du  Mont  camera  donated  by  SPONSOR. 
Yale  men  intend  to  sell  time,  make  station  pay  for  itself. 

Beer  jingle   now 
brass  band  march 

lllil  .  ill] .     , 

Saturation  radio 

sells    Ford   cars 

ABC  TV  spending 

$750,000  on  ads 

Lee  named  7th 

man  to  FCC 

-SR- 
SP0NS0R  burned  up  long-distance  circuits  for  nearly  three  hours  to 

get  you  "Saturation  radio  puts  the  razzle-dazzle  in  Ford  one-day 
sale,"  starting  page  30.   Tale  of  5  cities  shows  how  air  can  hypo 
sales.   Baltimore  dealer  sold  128  new  Fords  for  one-day  world  record. 

-SR- 

ABC  TV's  "750,000"  ad  campaign  to  promote  its  fall  programs  has  Big 
City  talking.   Latest  to  hit  news  editors'  desks:  one-quart  can  of 
sunbeam  yellow  Super  Kem-Tone,  one  of  sponsors  of  Ray  Bolger  show. 
Of  $750,000,  $325,000  is  going  for  newspapers  and  car  cards,  rest  for 

radio  and  TV  advertising  on  ABC's  owned-and-operated  stations.   Nine- 
week  campaign  ends  next  month. 

-SR- 

President's  appointment  of  Robert  E.  Lee,  Chicago  Republican, 
House  investigator  and  ex-FBI  man,  to  FCC  gives  it  4  GOP  members,  2 
Democrats,  1  independent.   Broadcasters  had  hoped  someone  experienced 
in  broadcast  industry  would  get  call.   Lee  is  auditor  by  profession. 

New  national  spot  radio  and   TV  business 
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,  start,  duration 

Beech-Nut    Packing 
Co,    Canajoharie, 
NY 

Bcrcut-Richards. 
Sacramento,    Cal 

Chap    Stick    Co, 
Lynchburg,    Va 

Dccca    Records,   NY 

Decca   Records,   NY 

H.  S.   Fromme  &  Co, NY 

Ccncral    Foods,    NY 

Coffee 

Sacramento   Tomato 

juice 
Chap    Stick, 

Chap-ans 
Ford    anniversary 

album 

Ford    anniversary 
album 

Vivo    Coffee 

Swansdown  cake  mix 

Kenyon    &    Eckhardt  WCY.    Schenectady,    NY 

Lawrence    C.    Cum- 
binner,  NY 

Lawrence   C.    Gum- 
binncr,  NY 

Cunningham    & 
Walsh,  NY 

Cunningham    & 
Walsh,  NY 

Emil    Mogul.    NY 

Y&R,    NY 

4  NY  radio  stns 

5  radio   stns:    Phila,    NY,    Chi, 
Dallas,    Milwaukee 

50    radio    mkts   throughout    the 
country 

NYC,   to   expand   into   major   TV 
mkts 

WOV,    WHOM,    NY 

24   radio    mkts   throughout    the 
country 

Radio:     5     minute     partic    a    wk;     st     13 
Oct;    13    wks 

Radio:     10    minute    partic    a    wk;    st    12 

Oct;    13    wks 
Radio:    3-5    minute    partic;    st    mid-Oct, 

mid-Nov;    13   wks 

Radio:   2-5   d.j.   partic   a   wk;   st   8   Oct; 4  wks 

TV:   "Today"   partic;  st  9  Oct;  8  partic 
through    3    wks 

Radio:    60-sec    anncts,    one    5-,    one    10- 
min   prog;   st   5   Oct;   13  wks 

Radio:  chainbreaks.  60-sec  anncts:  st  21 
Oct;    10  wks 

SPONSOR 



MILWAUKEE  HAS  A  NEW 

TRIPLE-THREAT  WINNER! 

This  alt -star  lim>-up  coniitttH's  on 

•   MAD  MICHAEL'S  MUSIC   BOX 
Ventured  in  Oct.  Issue  of  HIT  I'  III  I  PER 

*  JIM   OHARA-D.   J. 
Man  who  makes  old  tunes  neu  hits 

*   LUCKY   LOGAN— 
ice  \  eu  s  Commentator 

*  JOHNNY   REDDY 

Outstanding  Sports  Reporter 

WOKY! 

■^     \umeroiis    other    LOCAL    personalities    that    headline 
this   new  team  that  all  Milwaukee  follows. 

WOKY  ...  920  ..  .  THE  CENTRE  AISLE  ON  YOUR  RADIO  DIAL! 

19  OCTOBER  1953 



the  magazine  Radio  and  TV advertisers  use Volume  7  Num> 

19  October  1951 

II 

ARTICLES DEPARTMENTS 

I  In-  network  radio  ferment 
Out  of  strife  and  under  pressure  a  new  network  radio  concept  is  being  born. 
Advertisers   will   want   to    know   what   shape   the    new   medium   will   take  27 

Saturation  radio  puts  razzle-dazzle  in  Fortl  sales 
Local  Ford,  Lincoln-Mercury  auto  dealers  use  saturation  radio  announcements  to 
create  mood  of  excitement  for  one-day  sales.  Number  of  such  special  sales 

reflects   increased    auto    production    along    with    beginnings    of    softening    market  *f" 

Diary  oS  a  TV  dratnti 
A    behind-the-scenes    study    of   a    half-hour   video    drama    from    story    conference 
to    rehearsal    to    on-air-time.      Includes   complete    production    cost    breakdown  **£ 

Timebuyers  fore  .station  manager  visits.  BUT  .  .  . 
Many  timebuyers  lament  that  station  men  tend  to  descend  at  one  special  time 

of  the  year — the  period  when  they  are  busiest.    New  TV  stations  add  to  problem  **4 

How  Emit  Mogul  tests  media  weekly  for  Rayeo 
Novel  system  detailed  here  enables  agency  to  determine  whether  newspapers, 

radio  or  TV  brought  customers  in,  which  station  or  paper  is  "best."  Rayco 
sales  have  risen   35.6%  in    18  months.    Part    12  of  SPONSOR'S  All-Media   Study  36 

ANNUAL  FARM  RADIO-TV    SECTION 

ffotr  admen  feel  about  farm  air  media 

Leading  agencies  and  clients  offer  their  opinions  and  share  many  secrets  regard- 
ing farm  broadcasting.    A  special  SPONSOR  industry  study  7© 

Farm  radio:  it  reaehes  virtually  all  farmers 
Biggest   sponsors   are    still   those    who   sell    farm-use    products,    but   the    ranks    of 

consumer  advertisers  are  growing  due  to  today's  competitive  marketing  72 

Farm  TV:  now  it's  an  advertising  reality 
New  survey  shows  that  nearly  one  in  every  five  TV  stations  in   the   U.S.   is  airing 

a  farm  video  show  of  some  kind.    Here's  today's  Farm  TV  picture  7© 

Farm   market:   adman's   facts  and  figures 
Farm  income  has  taken  a  6%  drop  so  far  this  year.    But  the  market  is  still  a  rich 
one  if  the  approach  is  scientific  and  the  choice  of  media  correct  o» 

Farm  air  results:  rural  broadcasting  sells 
A    dozen    capsuled    case    histories    show    the    selling    power    of    farm-area    broad- 

casting for  products  ranging  from  dresses  to  farm  tractors  81 

TIMEBUYERS  AT  WORK 

MEN,  MONEY  &  MOTIVES 
49TH    &    MADISON 

NEW   AND    RENEW 

MR.  SPONSOR,  Clayton  Hulsh 
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NEW  TV  STATIONS 

FILM  TOP  20    
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Jheard  by  22.3% 

rore  families 

Lan  all  other 

ireveport  stations 

)mbined! 
k 

■ 

• 

Total  the  number  of  Average  Daily  Listeners  to 

Shreveport's  four  other  radio  stations  combined, 

and  you  find  KW'KH  is  still  22.3' <  ahead,  in  the 
rich  Arkansas-Louisiana-Texas  area. 

Yet  KWKH  costs  oixly  55.8%  as  much  as  that  whole 

competitive  group. 

The  audience  figures  above  are  from  the  new 

Standard  Station  Audience  Report  —  the  more 

conservative  of  the  two  recent  audience  surveys 
made  in  this  area. 

Ask  your  Branham  man  to  give  you  the  whole 

KWKH  story. AVERAGE  DAILY  LISTENERS  (S.A.M.) 

KWKH 
A  Shreveport  Times   s ttj (i 

0,000  Watts    .    CBS  Radio 
exAS ^ 

SHREVEPORT      LOUISIANA 
The  Branham  Co..        Arkansas 

Representatives  — ■     '  ■       ■ 
Henrv  Clav,  General  Manager 

FreM  Watkins    Commercial  Manager 
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at740 KBIG 
STUDIOS  IN  AVALON 

AND  HOLLYWOOD 
GIANT 

ECONOMY 
PACKAGE  OF 

SOUTHERN 
CALIFORNIA 

RADIO 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset  Blvd.,  Hollywood  28,  California 

Telephone  Hollywood  3-3205 

Kathri/H  ,S/mii«/i«n.  Morey,  Humm  &  John- 
stone, New  York,  is  buying  on  a  52-week  basis  for 

her  Sinclair  Refining  Co.  account,  though  gasoline 

is  usually  seasonally  advertised.    "Radio  and  TV 

did  such  an  effective  job  during  past  years,"  she 
explains,  "that  the  client  has  allotted  a  year-round 
budget.    This  all-year  campaign  has  also  promoted 

good  relations  with  the  Sinclair  field  personnel." 
The  major  radio  budget  goes  into  early-morning 
announcements   and  five-minute   news-  and  weather- 
casts;  she  also  buys  TV  announcements. 

fieorge  Polk,  BBDO,  New  York,  is  deep  in 
LHF  vs.  VHF  research  for  his  1954  Lever  Bros. 

campaign.    (See  "VHF:  one  year  later,"  7  September 
1953,  page  33.)    "In  a  market  with  a  strong  VHF 
station,  we're  faced  with   a  need  of  estimating  the 
potential  VHF  set  penetration  a  year  from  now 

compared  with  the  program  and  time  availabilities 

on   the   established   station"    George   explains. 

"Our  research  department   is  working  'round-the- 

clock  to  provide  us  with  material  for  our  estimates." 
His   Lever  products:   Sivan,   Surf   and   Breeze. 

Jack  K.  Keif. von.  The  Keilson  Co.,  New  York, 

is  a  foreign-language  broadcast  specialist.    During 
the  Passover  season  in  spring  1953,  he  placed  an 

extensive   Jewish-appeal   campaign    for   his   Horowitz 

Bros.   &   Margareten    account — manufacturers 

of  matzoh  products.    "We  did  extensive  research 
throughout   the   V.   S.   and  Canada,"  Jack   tells,  "to 
find  Jewish-appeal  programing.    Finally,  we  found 
it  on  some  28  stations  on   which  we  scheduled  a 

fne-a-day,  five-days-a-week  campaign.    Result:  a  5% 

sales  increase  in  spite  of  a  relatively  fixed  demand." 

Alfred  de  Joiicic*.  Harold  M.  Mitchell,  New 

York,  aimed  Newman   &  Sons'  announcements 
for  "Practical  Front"  corsets  at  the  Italian   market 
in  New  York.    "Since  commercials  are  keyed  to 

stout    ladies   during   the   fall   and    winter   season," 
Al   explains,   "WOV's   Italian    daytime   participation 

programs  were  a  natural  choice  for  us."    Al  buys 
three  a  week  for  10  weeks,  and  since  each  partici- 

pation has  a  different  store  tag,  he  can  keep 
close   tab   on  sales   through    the   stores.    At   the 

moment   he's  placing  a   November  tie-in   campaign 
with  GimbeTs  dept.  store  on   TOR-TV,  New  York, 
lor  Newman's  Sarong  girdle. 

SPONSOR 
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BIG 
BOB  POOLE 

of  "Poole's  Paradise' 

ADD  PENFIELD 

Sports  Director  &  Newscaster 

JOE  TEW 
Farm    Director 

onWBIG 

GREENSBORQN.C 

To  do  a  top  coverage  job  of  one  of  th
e  South's  major 

markets,  call  on  Poole,  Penfield  or  Tew. 
 They  all 

have  huge  followings  in  the  WBIG  mar
ket  area— an  area 

containing  more  than  1,000,000  popu
lation  with 

over  $575,000,000  retail  sales  in  19
52. 

WBIG's  "Big  Three"  are  supported  by  an 

excellent  staff  of  artists  and  announcer
s  with 

a  variety  of  radio  talents. 

Represented  nationally  by  Hollingbery
 

In  27tk  Year  of  Broadcasting 
WATTS 

19  OCTOBER  1953 



g*¥ 4-  v 

*ftg* 



Whether  it's  the  farmer  tuning  in  early  for 

the  weather  report,  the  night  driver  or 

the  all-night  restaurant,    Storer 

stations  serve  the  distinctive  needs  of 

listeners  in  many  rich  markets. 

For  this  reason  the  campaigns  of  an 

■W      impressive  list  of  local  and 

national  sponsors  start  with 

Storer  stations. 

STORER   BROADCASTING  COMPANY 

WSPD-TV    —     WJBK-TV    — -    WAGA-TV       -—      KEYl-TV        — -       WBRC-TV 
Toledo,  Ohio  Detroit,  Mich.  Atlanta,   Ga.  San  Antonio,  Texas  Birmingham,  Ala. 

WSPD   -^-     WJBK   -•*    WAGA       -—     KABC      -—       WWVA     — -     WGBS     -w    WBRC 
Toledo,  Ohio       Detroit,  Mich.     Atlanta,   Ga.      San  Antonio,  Texas     Wheeling,  W.  Va.      Miami,   Fla.     Birmingham,  Ala. 

NATIONAL  SALES  HEADQUARTERS: 

TOM   MARKER,  V.  P.,  National  Sales  Director  BOB  WOOD,   Midwest  National  Sales  Mgr. 

118  East  57  Street,  New  York  22,  Eldorado  5-7690  •  230  N.  Michigan  Ave.,  Chicago  1,  FRanlclin  2-6498 
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Robert  J.  Landry 

Song  at  twilight 

This  will  be  our  final  column  for  sponsor.  Henceforward  Landry 

will  be  enthroned,  if  that's  the  word,  at  Variety  as  managing  editor. 
Thus,  after  three  years  in  this  space,  we  turn  in  our  long  white 

philosopher's  beard.  The  olio  curtain  slowly  descends.  Exit  music. 
But  wait — the  final  column  may  be  the  most  unusual  yet  because  it 
turns  out  that  the  publisher  of  SPONSOR,  Norman  Glenn,  may  be  the 

most  unusual  publisher  yet.  He  has  actually  said  to  us,  "Bob,  for 

your  final  column,  why  don't  you  write  about  Variety?" *  *        * 

Stop  and  think.  This  is  sponsor.  It  is  a  trade  paper.  Variety  is 

also  a  trade  paper.  Trade  paper  publishers,  and  editors,  if  not  trade 

paper  legmen,  are  supposed  to  be  very  bigoted.  They  never  mention, 
much  less  publicize,  another  journal  in  the  same  area.  The  best  you 

can  ever  hope  to  be  in  the  market  surveys  of  a  rival  trade  sheet  is 

Paper   B,   Paper   C,   Paper   D.   or   more   likely,    Paper   F,   meaning 
faint  traces  only. 

*  *        * 

Are  we  over-dramatic  when  we  suggest  that  this  final  column  shows 

more  than  faint  traces  of  being,  in  trade  paper  terms,  "historic?" 

So  what  about  this  Variety  to  which  Landry  returns  after  11  years 

in  Egypt?  Stix  Nix  Hix  Pix.  Wall  Street  Lays  An  Egg.  Biz  Boff 

in  Buff.  A  newspaper  appearing  weekly  couched  in  broken  English? 

Chums,  if  that  were  all,  we  would  not  be  going  back.  Still,  there's 
no  denying  that  the  slanguage  of  Variety  is  what  often  most  fasci- 

nates most  people. 
*        *        * 

"Don't  strain  for  Varietyese,"  the  style  sheet  of  the  paper  informs 
its  out-of-town  correspondents.  "Although  we  encourage  original 

phrasing,  it  shouldn't  be  strained,  it  only  makes  for  a  corny  effect. 
If  a  Variety  correspondent  comes  up  with  a  good  coined  word  like 

strawhat,  whodunit,  legmania,  click,  s.a.,  and  the  like,  it  lives  and 

wears  well.    If  vou  strain,  it  onlv  makes  for  amateurishness." 

The  style  sheet  now  in  currency,  prepared  by  Editor  Abel  Green, 

continues:  "Don't  overdo  Variety  familiars.  Every  so  often  there'll 
be  a  run  on  terms  like  hypo,  kudo,  b.o.,  socko,  prez,  prexy,  okay, 

whammo,  with  the  result  that  these  once  good  terms  wear  out  their 

welcome." 

*        *        * 

Adds  the  style  sheet:  "It  doesn't  alwavs  have  to  be  exhib  and 

distrib,  pix  and  crix."  Righto.  For  a  novelty  it  could  sometimes  be 
exhibitor,  distributor,  pictures  and  critics. 

But    enough    of   "colorful"    language,    part    show    business,    part 
i  Please  turn   to  page  104) 

10 
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Throughout  The  Rochester  Area 

THEY'RE  WATCHING 

ROCHESTER  BECOMES  A  TWO  TV 

STATION  CITY  ON  NOVEMBER  1st  .  .  . 

and  every  TV  viewer  in  the  whole  Rochester 

area  is  pretty  excited  about  it. — And  why 

shouldn't  they  be? — For  Channel  10  will 
bring  this  third  largest  market  in  New  York 

State  the  galaxy  of  star-studded    CBS   and 

CHANNEL  10 

ABC  net  work  shows, — most  of  which  have 
never  been  seen  here  before. 

It's  not  too  early — nor  too  late — to  get  your 
product  on  the  station  that  all  eyes  are  on! 

CHANNEL  10  I 
VH  F 

CBS       BASIC ABC       AFFILIATE 

OPERATED       SHARE       TIME       BY 

WHEC-TV  •  WVET-TV 
FOR    AVAILABILITIES,    ADDRESS  ERVIN  F.  LYKE 

CHANNEL    10,    ROCHESTER    4,  N  E  W   YORK 
ROCHESTER, N.Y. 

EVERETT-McKINNEY,  INC.  •  NATIONAL  REPRESENTATIVES  •  THE  BOLLING  CO.,  INC. 



Want  to  see 

your  sales 

SKY  HIGH? 

anchor 

your advertising 
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1.  Huge  coverage     2 

out  of  3  French  radio 

homes  in  Quebec. 

2.  Hundreds  of 

thousands  of 

faithful  listeners  day 

and  ni^ht  as 

reported  by  B.B.M. 

.'i.  Selling  power 

second  to  none  — 

.       7,500,000  box  tops 

A  last  year. 

CBS  Outlet  in  Montreal 

Key  Station  of  the 
TRANS-QUEBEC  radio  group 

CKAC 
MONTREAL 

730  on  the  dial  •  10  kilowatts 
Representatives 

Adam  J.  Young  Jr..    New  York,  Chicago 

Omei  Renaud  &  Co.  -  Toronto 

tffcVttf* 
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NIGHTTIME  RADIO 

I  thought  I  would  send  along  to  you 

fellows  a  copy  of  the  talk  that  I  made 
at  the  Pacific  Council  meeting  of  the 

4A's  in  Victoria  last  week. 

In  preparing  this  speech  I  drew  lib- 
erally upon  material  presented  in  your 

magazine  and  want  you  to  know  that  it 

was  invaluable  and  the  proper  presen- 

tation. 
Walton  Purdom 

Vice  President 
Brisacher,  Wheeler  &  Staff 

San   Francisco 

#  !\1r.  Purdom's  speech,  stressing  radio's  value, 
quoted  from  "12  fallacies  about  nighttime  ra- 

dio,"   SPONSOR.    10    August    1953. 

We  have  received,  and  digested,  the 

August  10  reprint  from  SPONSOR,  "Spe- 

cial report  on  Nighttime  Radio." 
We  don't  think  it's  just  good,  it's 

great! 
Our  sales  staff  is  using  the  reprint, 

plus  the  August  10  sponsor,  to  great 
advantage.  However,  we  could  do  a 
much  better  job  with  two  more  copies 

of  the  reprint.  If  these  copies  are  avail- 
able, I  should  appreciate  your  sending 

them  to  me.  If  there  is  any  extra  cost 

involved,  please  advise. 

W.  H.  Henry 
Assistant  Sales  Manager 

WS1S,  Winston-Salem,  N.  C. 

REPRINT  REQUEST 

We  found  \our  article,  "5  ways  to 
cut  commercial  costs,"  August  24, 
SPONSOR,  verj  informative  and  interest- 

ing (in  spite  of  the  fact  that  it  in- 
cluded ni\  photo).  We  would  like  to 

reprint  this  by  offset  and  send  to  our 
li-t  of  about  200  clients  and  friends, 
crediting  SPONSOR,  of  course.  May  we 

have   your  permission? 
Samm  S.  Baker 

Kiesewetter,   Baker,   Hagedorn 
&  Smith,  Inc. 

New  York,  N.  Y. 

•        Permission     granted,     v.  it  li     credit. 

SPOT  CLIENT 

I  wish  to  subscribe  to  your  maga- 
zine SPONSOR  for  a  period  of  one  year. 

I  will  appreciate  your  office  sending 
latest  copy  immediately. 

If  available,  I  would  appreciate  your 

office  contacting  your  research  depart- 
ment for  a  list  of  all  television  film 

producers  in  the  country. 

Our  firm  is  primarily  interested  in 

producing   20-second   television   spots. 

Joe  Mansfield  Jr. 
Advertising  Manager 

J.  Allen  Smith  &  Co. 

Knoxville,  Tenn. 

•  SPONSOR  suggested  a  list  of  producers  as  a 
service  to  subscriber  Mansfield.  Similar  services 
are   rendered    on   request    by    any    reader. 

ON  AIR  DATE 

Reference  is  made  to  your  article 

entitled  "How  ABC  will  compete," 
which  appeared  in  the  September  21st 
edition  of  sponsor. 

We  noticed  that  in  the  third  para- 

graph on  page  33,  you  refer  to 
WBUF-TV  as  being  the  ABC  affiliate 
here  in  Buffalo,  but  you  also  state  that 

at  presstime,  WBUF-TV  was  scheduled 
to  go  on  the  air  on  September  17th, 
and  that  WBES-TV,  the  second  UHF 
station  in  the  Buffalo  market,  went 

on  the  air  on  September  5th.  We  wish 

to  advise  you  that  both  statements  are 
incorrect. 

By  the  time  sponsor  was  ready  to  go 

to  press,  WBL  F-TV  had  been  telecast- 

ing for  about  two  weeks,  and  WBES- 
TV,  at  the  present  writing,  has  com- 

pleted its  full  third  day  of  telecasting 
to  date.  We  would  certainly  appreciate 

your  correcting  this  error. 

Gary  L.  Cohen Co-Manager 

WBUF-TV 

Buffalo 

FOOTBALL 

Your  article  "Football  on  the  air — 
1953"'  I  September  7 1  omits  reporting 
two  significant  game  coverages. 

WTAM  is  bringing  the  complete  18- 
game  away  and  home  schedule  of  the 
Cleveland  Browns  professional  team  to 
1.212,550  radio  homes  in  Northern 

Ohio,  as  well  as  24  additional  stations 

in  six  states — Indiana,  Kentucky,  New 

l  ork.  Ohio,  Pennsylvania  and  West 

\  irginia.  This  is  the  second  consecu- 

tive year  that  Carling's  has  sponsored 

12 
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ME  use  radio  in  OAK  HILL,  w.  va.? 

YES,  YOU,  IF  21  £   PER-THOUSAND- 

FAMILIES  IS  YOUR  KIND  OF  BUY! 
2(>-tinu   rate 

STATION   COVERAGE   DETAIL  BY  NCS   AREAS 

Total STATE 

NCS  Area 

County 

No.  of 

Counties 

DAYTIME 

Radio  Homes 
4-Week  Cum. 

Weekly 
Averag 

e  Day 

in  Area NCS  Circ. 

•„* 
NCS  Circ 

%* 

NCS  Circ. 

WEST    VIRGINIA 

20.370 FAYETTE 1 18,490 90 18,220 

89 

10,150 a 
18,190 GREENBRIER 

MONROE 

SUMMERS 

3 15,490 85 15,130 83 

6,720 

36 
66,940 KANAWHA 1 10,310 

15 

7,180 

10 

4,410 

06 

14,570 LEWIS 

BRAXTON 

DODDRIDGE 

GILMER 

4 
3,110 

21 
2,280 

15 

1,680 

11 

18,2(0 LOGAN 1 
2,780 

15 

1,960 

10 

1,070 
05 

19,440 MERCER 1 
8,000 

41 

6.480 

33 
3,990 

20 

14,290 NICHOLAS 

CLAY 

WEBSTER 

3 11,450 80 11,080 77 

6,620 

46 

23,930 RALEIGH 1 20,220 

84 

19,610 

81 

8,540 

35 

12,290 ROANE 

CALHOUN 

JACKSON 

WIRT 

4 
2,720 

22 
1,990 

16 

1,460 11 

16,750 WYOMING 

BOONE 

2 9,630 57 
8,610 

51 

6,730 

40 

|        BS  030 

. , . , , 

21 :  : 92  540 
■ 

*=c7c  of  Radio  Homes  in  Area 

If  you  look  it  up,  you'll  find  that  West 
Virginia  ranks  31st  among  the  48  States.  Also 

that  Oak  Hill  (population,  4600)  ranks  18th 

among  West  Virginia's  cities.  Hardly  top- 

drawer  stuff!  But  if  you're  interested  in 
radio  listeners,  please  consider  this:  NCS 

credits  us  with  102,200  daytime  families  in 

21  counties  —  all  yours  for  a  comfortable 

S21.60   per  quarter-hour! 

We'd  love  to  tell  you  more  about  WO  AY 
including  some  rather  amazing  facts  about 

our  national  business.   No  representative  yet, 

so  please  write  direct.    Address   Robert   R. 

Thomas,  Jr.,  Manager,  at: 

WOAY 
OAK  HILL,  WEST  VIRGINIA 

5000  Watts,  Daytime 

20,000  Watts  FM 



the Settet 

TO SERVE   YOU 
Station  KM  PC  is  in  the  RADIO  business  exclusively.   All  of 

our  energy,  our  thinking,  the  skill  of  a  highly  talented  staff 

are   concentrated    in   one    direction — RADIO.     Advertisers, 

national  and  local,  apparently  feel  we  are  doing  a  good  job. 

Business  and  audience  ratings  are  best  in  KMPC  history.  And 
now,  to  better  serve  RADIO  advertisers  and  to  extend  this 

concentration  on  a  single  medium,  we  have  designated  as  our 

national  representatives  an  agency  that  serves  only  one  master 
—RADIO. 

AM RADIO  SALES  CO. 
New  York Chicago                                            Los  Angeles 

RADIO  is  powerful  enough,  successful  enough,   important 

enough  to  stand  alone  and  we  believe  RADIO  advertisers  will 

appreciate  working  with  an  agency   that  specializes   in   this 
medium. 

The  straightest,  shortest,  surest  road  to  the  great  market  of 
Southern  California  is  via  AM  Radio  Sales  Co.  to — 

LOS    ANGELES 

THE  WEST'S  GREATEST  INDEPENDENT 
Cene   Autry,  President                                                            Robert  0.   Reynolds,  V.P.  and   Cen.   Mgr. 
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ill.'  Cleveland  Browns  games  ovei 
\\  I  \M  u iili  Ken  Coleman  ami  Bob 

Bouwsma  giving  the  play-by-pla)  and 
color  accounts.  Radio  coverage  of  the 

Browns  games  bj  Carling's  provides 
itei  ■  ovei  age,  both  in  terms  of  num- 

bers  of  people,  stations  and  geo  rraphi- 

eal  areas,  than  Carting's  obtains  from 
their  foui  -station  telei  ision  .1.  counts 

of  league  games. 

\\  I  \M.  for  tin-  jr>(li  mil  1-  again 
bringing  t<>  Northern  Ohio  friends  .mil 

alumni  of  Ohio  State  tin-  play-by-pla) 
■  Mill  of  I  oiu  Manning,  Dean  oi 

American  Sportscasters.  Bankers  Life 

ami  (!asualt\  (iompain  and  Nescafe 

air-  sharing  sponsorship. 
\\  e  are  certain  thai  j  ou  h  ill  agree 

thai  both  the  Browns  and  Ohio  Stan 

games  on  \\  I'Wl  deserve  more  than 
the  phrase  '*.  .  .    \   tevi   contests  are 

expo  led  to  be  covered  locall}   .  .  ."  un- 
der the  "Midwest"  heading  on  page  96. 

Charles  Hutaff 

Director    of    Advertising,    Pro- 
motion and  Merchandising 

11  TAM,   Cleveland 

TV  BASICS 

We  have  just  sent  in  the  coupon  for 
SPONSOR  for  the  next  26  issues.  We 

were  \er\  interested  in  the  reprint 
from  Fall  Facts  Issue.  Julv  13,  1953, 

entitled  "TV  Basks." 

In  October  of  this  year  we  are  hav- 
ing a  National  Sales  Conference  of  all 

distributors  in  the  United  States  and 

Canada.  We  wondered  if  it  would  be 

possible  to  secure  200  copies  of  the 

"l\  Basics"  reprint.  If  this  is  possi- 
ble, please  let  11-  know  and  whether 

there  would  be  a  charge  or  not. 
rhese  distributors  of  ours  are  from 

all  over  the  United  States  and  Canada. 

Some  of  them  are  running  TV  spot 
announcements  of  either  a  minute  or 

10  seconds  at  the  present  time.  We 

think  this  information  would  be  verj 
valuable  to  them  if  it  were  made  avail- 

able to  them. 

Warren  Messer 

Sates  Promotion   Mgr. 

Crawford  Door  Co. 
Detroit    5 

•       "TV     Basic*"     arc     a\allablr     at     15c     each     in 
quantities    of     100    or    more. 

In  mj  morning  mail  I  received  the 

"Radio  Basics"  and  "TV  Basics"  re- 
prints from  your  1953  Fall  Facts.  You 

can  be  sure  that  the  information  con- 

tained  In  these  foldei  -  is  an  vats  sluable 

aid  m  out  appraisal  "i  radio  and  tele* \  ision. 

I     want    to    lak.-    tin-    ODPOltUnit)     to 

SB)  thai  I  feel  thai  j  ou  and  youi  pub- 

li<  ation  are  makin  •  a  majoi  i  onti  ibu 
tion  to  the  bi oad<  asl   industi y.    It   i- 
m\  observation  thai  sponsor  has  i  rare 

editorial  slant  thai  is  al  once  studious, 

THE   NEW   KEY   TO 

Mstw 
reative  and  imbued  with  the  qualit)        /     ̂ \  )/\ 

i  ••■II  tructive  leadership.  /  J    ̂ yh  \ 

In  filling  a  definite  need.  sou  ha\e  y>*j7/f^  ji — '-- 
arned  the  thanks  of  all  of  us  who  are         r^wl/*V^ 

interested  in  the  future  "f  advert 

111  I   I      (  ,1!  \ll  \M 

Voble-Durj   A     />n" \ashviUi 

pa 

CANADIAN   SECTION 

( hire  again  \  on  base  done  a  great 
job  in  the  Canadian  b«  ton  oi  sponsor 

["Canadian    Radio   and    l\  :    L953"    LO 

Vugusl  l''">^  |.  I  be  matei  ial  thai  \  ou 
included,  I  feel,  will  great!)  benefit  the 

advertisers  and  agencies  in  the  I  .  S. 
in  their  thinking  at  the  point  where 

they  approach  their  Canadian  adver- 
tising problems. 

["here  i-  too  little  of  a  constructive 

nature  in  the  industry    a-  a   whole  and 
I  feel  that  sponsor  should  be  compli- 

mented on  taking  the  initiative  in  pre- 
paring this  useful  tool  to  help  adver- 

tisers expand  their  normal  aetivitv  into 
the  Dominion  of  Canada. 

\n\M  J.  "N  oi  NG  Jr. 
Adam  J.  )  oung  Jr. 

Xcu  York,  V.  )  . 

RADIO  RESULTS 

We  are  (  urrentK  receiving  sponsmh 

and   intend    to    renew    our   subscription 

regularly,  as  we  find  it  quite  valuable 
both  from  the  point  of  general  infor- 

mation   in    the    industry    a-    well    a-    an 

effective  sale-  tool. 
We  noted  that  you  are  offering 

"Radio  Results,"  1953  edition  to  new 
subscribers.  Since  we  are  already  one 

of  your  reader-  and  a  subscriber,  max 

we  obtain  your  1953  edition  of  "Radio 
Results'/"  I'm  certain  that  it  would 

be  of  great  aid  to  our  sale-  tone-. 

John  True  \n 
Executive  Director KCAL 

Lebanon.  Ore. 

•  Copies  of  "Radio  Results"  were  sent  to  all 
regular  SPONSOR  subscribers.  Extra  copie-  cost 

SI    each. 

PlTTS  PREFERENCE 

WKJF-TV 
@/«lHHtt  53 PITTSBURGH    , 

it 

AWavmse 
It's  good  business  to  sell  the 
rich  Pittsburgh  market  through 

WKJF-TV,  Pittsburgh's  pioneer 
UHF  television  station.  In  addition 

to  "top"  NBC  shows,  WKJF-TV 

offers  a  wide  range  of  local-interest 

programs — all  designed  to  assure  a 

high  audience  "pull"  from  Americans 
eighth  largest  trading  area.  And  re- 

member— the  more  than  680,000  set 
owners  in  the  Pittsburgh  area  are 

converting  fast  to  receive  Channel 

53,  Pa  Pitt's  Preference. 

WKJF-TV 
&ia*mU  53 PITTSBURGH 

National  Rtprtfntalivt:  WEED  TELEVISION 

New  York        Chicago        Detroit        Boston  > 

San  Francisco        Atlanta        Hollywood  (B 
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HATCHED! 
WHBQ-TV-M  EM  PHIS- 

IS  ON  THE  AIR! 

Now  .  .  .it's  13 for  11.  WHBQ-TV,  Channel 

13  -  a  CBS  affiliate  -  now  covers  the  225,000 

television  sets  {September  1st  estimate)  in  the 

nation 's  eleventh  wholesale  market.  Write, 

wire  or  telephone  for  availabilities. 

HOTEL   CHISCA    •    MEMPHIS.    TENNESSEE 

TELEPHONE    5-0825 

A    CBS    AFFILIATE 

REPRESENTED     NATIONALLY      BY      BLAIR-TV.     INC 

16 
SPONSOR 



JNIMI 

SPONSOR AGENCY STATIONS 

Bcltonc    Hearing    Aid.    Chi Olun     &     Bronn.r      Chi 
ABC 

122 

Burlington     Mills.     NY Donjhuc   Ct    Coe.    NY 

ABC 

85 

Carter    Product*.    NY SSCB.    NY 

ABC 

336 

E«   Lax.    Inc.    NY W.lrw.ck    6     Lcgler      NY 

ABC 
335 

Ccncral   Electric.   Schenec- BBDO.   NY 
CBS 

204 tady 

1   Foods.    Post  Cere- FC&B.   NY 
CBS 

99 
als    Div.     B.ittk     Creek. 
Mich 

General    Foods      Sanka Y&R,    NY 
CBS 

99 
NY 

Kellogg  Co.    Battle   Creek. Leo   Burnett.   Chi 

CBS 
199 

M,ch 

P.    Lonllard      NY Lenncn    &     Newell,     NY 
CBS 

206 

MMm    Labs.    Elkh.ut      Ind W.idc    Adv.    Chi 

NBC 
199 

Thomjs   Nelson   &   Sons. BBDO.     NY 

ABC 
200 

NY 

Packard    Motor    Car    Co. Maxon.    Detroit 

ABC 

340 
Detroit 

Quaker    Oats    Co.    Chi )     Walter    Thompson.    Chi 
ABC 

320 

Sterling    Drug.    NY 
D-F-S.    NY 

ABC 

350 

Renewed  on  Radii' 
SPONSOR  AGENCY 

Ass  n  of  Amcr   Railroads. 
NY 

Carnation    Co.    LA 

Benton    &    Bowles.    NY 

Erwin.   Wasey.    LA 

Club    Aluminum.     Chi  Buchen   Co.   Chi 

Do    Soto    Motor   Corp,  BBDO.    NY 
Detroit 

Firestone    Tire    &    Rubber.        Sweeney   &    |amcs.    Cleve 
Akron.    O 

Ccneral    Foods.    NY  Y&R.   NY 

Ccncral    Foods.    NY  Benton    &    Bowles.    NY 

Ccneral    Foods.    NY  Benton    &    Bowles.    NY 

Ccncral    Foods.    NY  Benton    0    Bowles.    NY 

Coodycar    Tire    &    Rubber. 
Akron.    O 

Hotpoint.    Inc.    Chi 
Lambert  Co.   St   Louis 

Liggett    &    Myers,    NY 
Pet    Milk.    St    Louis 

Kudncr.     NY 

Maxon.    Chi 

Lambert   &    Feaslcy,    NY 

Cunningham  &  Walsh.   NY 
Cardncr.  St  Louis 

Rcxall    Drug.    LA 

R.    I     Reynolds.    Winston- 
Salem.    NC 

Skclly  Oil  Co.  Kansas  City 

Swift   &   Co.   Chi 

BBDO.    LA 

Esty.    NY 

Henri.  Hurst  &   McDonald. 

Ch, 
|.    Walter    Thompson 

STATIONS 

NBC  129 

CBS    203 

ABC   36 

NBC  204 

NBC  156 

CBS  161 
NBC  164 

NBC  164 

NBC  164 ABC  285 

ABC  245 
ABC  245 

NBC  204 
NBC   170 

CBS    212 

CBS    187 

NBC  27 

ABC  320 

PROGRAM,    t.mo.    jtart.    duration 

Paul    M  i    .    .    N    -        Sun    6   15   30    pm .    20    Sep.    52 
wks 

Sammy    ►  njde    Room      T   f.    8  IS   30    pm . 

15    Sep      52    wks 
.ir    Sun   9  9  15    pm      II    Oct      52 

M     W     F    II    II    15   am     5   Oct 

52     wks Bmg   Crosby.   Sun   8  8  30   pm:   27    Sep;    52    wks 

Cunsmoke.    Sat    8  8  25    pm      3    Oct.    52    wks 

Sanka   Silut.  v     Sat    8  25   30   pm     3   Oct     52   wks 

Arthur    Codtr.y    T      Th      F     1010  15    am;    27    Oct 

52     ' 

Two  for  the   Money     Sat  9-9  30  pm     3  Oct     52  wks 
B      ik   !h,    Bink     M   F    10  45    II    am     28  Sep    52  wks 

Thtc    Escmng    Comes;    Sun    505-30    pm .    29    Nov 
13    wks 

i     S.*s      Sit        Sun      24    5   mm    news    pc 

nods;    26    Sep:    52    »- 
I    Club     M     W     F    9-9  15   am;    2    Nov     52 

.    Theatre;    W  9.30-10   pm .    7    Oct.    52   wks 

PROGRAM,   time,   start,   duration 

Railroad    Hour;    M    8-8:30   pm:    28    Sep:    52    wks 

Stars  over   Hollywood     Sat    12  30-1    pm :   3   Oct:   52 

Club    Time.    Sat   6  30-45   pm :    31    Oct:    52   wks 
You  Bet  Your   Life:  W  9-9:30  pm;  30  Sep;  52  wks 

Voice  of  Firestone;   M   8:30-9  pm;    14  Sep;   52  wks 

Calen   Drake;   Sat   11  25-30  am     3  Oct     52  wks 

Roy    Rogers:    Th    8-8  20    pm:    I    Oct    52    wks 
Log   Cabin    News     Th    8  25   30   pm;    1    Oct:    52   wks 

Father   Knows  Best:  Th  8  30  9  pm :    1    Oct;   52  wks 

Greatest     Story     Ever     Told:     Sun     5  30-6    pm;     20 

Sep:     52     wks 

Ozzic  &  Harriet;  alt  F  9  9  30  pm:   18  Sep     52  wks 

Dr.icnct      T    9-9  30    pm :    29    Sep;    52    wks 

Truth    or    Consequences    Th    9-9  30    pm ;    24-  Sep; 

52     wks 
Amos    n    Andy:  Sun  7  30-8  pm ;  27  Sep:  52  wks 
Camel   Caravan:    M    10-10  30    pm:    5    Oct:    52   wks 

This    Farming    Business:    Sat    9-9:30    am:    31    Aug: 

52    wks 
Breakfast  Club:   M-F  9:15-45  am:   2   Nov;   52  wks 

(For    New   National    S[>ot    Radio   and   TV    liuilnesi.    see    "Report   to   Sponsors."    paga    2  i 

\ational    Broadcast   Sale 

NAME 

Lew    Bassett 

Robert    Brenner 

Beverly    Carnahan 
Harvey    Cary 
Wallace   D.   Cochran 
Frank    Coffin 

Nat   L.   Cohen 

Maxinc    Cooper 

William    P.    Dengel 

Arthur    B.    Donegan 

Willard    L.    Dougherty 

FORMER    AFFILIATION 

WELC     WMOH.    W    Va.    acct    exec 

Lewin.    Williams    &    Saylor.    NY.    radio-TV    dir 
BOC,    Santa    Catahna.    Cal.    traffic    mgr 

KRUN.     Lexington.    Neb.    sis    mgr 

Capitol   Records.    LA.   sis   rep 
KCW.    Portland.    Ore.    natl   adv   mgr 

WCR.    Buffalo,    comml    mgr 

SPONSOR    Mag.    NY.   eastern   sis   mgr 

Hearst    Mags.    NY,   sis   stf 
ABC.    NY.    publicity    mgr 

WSRS.  Cleve.  asst  sis  mgr 

NEW  AFFILIATION 

WSAI     Cinci.  acct  exec 

NBC    Film    Div,    NY     eastern    rcg  I   sis   rep 

Same,    sis   service    mer 
KLZ     Denver,    sis   stf 

RCA  Thesaurus.  Southeastern  sis  rep 

KOIN-TV.    Portland.   Ore.   acct   exec 
5irrc     vp  chg  sis:  also  bd  of  dir 
WABD     NY     acct   exec 

Weed  TV.    NY.   sis  stf 

WABC.    NY.    mgr    publicity-prom 
Same,    sis   mgr 

In    next    issue:     Aeir    and    Renetced    on     Television     ( \eltrork) ;     .idrerlisinf;    Agency    Personnel 

Changes ;  Sponsor  Personnel  Changes;  Station  Changes  (reps,  nettrork  affiliation,  poicer  increases) 

\ umbers  alter  names 

refer  to  Sew  and  Re- 
new category 

M.   VcCarty  Jr  (5) 
Maxine  Conner  (3) 

Marshall  Pengra  i  3  I 
Meliin  R.  I 
Robt.  H.  ITesson  (31 
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3 .\ofioiiaI  Broadens  ecutives    ;  continued) 

%«•«■  and  renew NAME 

Charles   P.    Dwyer 

John     Eichhorn Richard    E.    Farnham 

James  M.  Caines 

Joseph   V.    Heffernan 
C     George   Henderson 
John    Henry 
Tom    Hicks 

Ridgway    Hughes 
Adolf  N.   Hult 

Jack    Irvine 
John    Jaeger 
Broaddus   Johnson 
Earl   M.    Johnson 
Harry    Karr 
Don    L     Kearney 
Alvin   M.    King 
Richard    C.    Koenig 
Robert    J.    Kolb 

Hugh   Ben   LaRue 
Loy   R.    Lee 
Charles    M.    Marshall 

James    M     McCann 
Lee    P.    Mehlig 

Robert    Meskill 
Arthur    I     Miller    |r 

James    W.    Monahan 
Robert    Z.    Morrison 
Shaun    Murphy 

James    E.    Necessary 

Walter  C.   Newton   Jr 
Marshall    H.    Pengra 

John     I.    Peterson 
William    |.    Stubbs 
William    D.    Swanson 
Robert    H.    Wesson 
Melvin   B.   Wright 

FORMER   AFFILIATION 

ABC.    Chi,    spot    sis.    sis   serv 
KINC,    Seattle,    sis   mgr 

Westinghouse    Elec,    TV-Radio    Div.    publ   rel   dir 
Ceneral    Teleradio,    NY.    vp    chg    WOR,    WOR-TV 

divs 
WLW-C.    Columbus.    0.    dir   sis 
KOA.    Denver,    acct    exec 
WDSU.    WDSU-TV.    New    Orleans,    prog    mgr 
NBC.    NY.   sis  prom    mgr  radio  &   TV 
MBS.    NY.    vp    chg    sis 
KULA.    Honolulu,    sis  mgr 
WNEW.    NY,    exec 
Y&R.   NY.  acct  exec 
MBS.    NY,    vp   chg   stn   rels   &   eng 
WRC.    Washington.    DC.    sis    stf 
ABC    TV    Net.    NY.   asst   sis  mgr 
Lang    Worth    Feature    Progs.    NY,    Midwest    rep 
NY    Daily    News.    NY.    adv   dept 
Moloney.    Regan    &    Schmitt,    NY    acct    exec 
WOR-TV.    NY.    natl    acct    exec 
NBC.    Southeast    mdsg    district    supvr 
WSOC.    Charlotte.    NC.    sis    stg 
Boiling   Co.    Boston,    mgr 
WNMP.    Evanston.    III.,    sis    rep 
0.    L.    Taylor,    NY,    acct    exec 
Boiling   Co.    NY.   chg   research    dept 
Ward    Line,    freight    sis    rep 

NBC.    NY.    acct    exec.    radio-TV    spot    sis 
WTVE.    Elmira.    NY.    sis    mgr 

Bruce    Brewer    Adv.    Kans    City,    chg    TV    coordi- 
nation   £r    prodn 

WOR-TV.    NY,   acct   exec 
KCKB.    Tyler.    Tex.    gen    mgr 
Ceo.    P.    Hollingbery,    NY.    acct    exec 
Lille'.    Neal    &    Battle.    Atlanta,    acct    exec 
KTUL.   Tulsa,   acct   exec 
NBC,    NY,    vp    for    finance   &    serv 
KHQ-TV.    Spokane,    comml    mgr 
Hawaiian    Bdcstg.    Honolulu,    mdsg   dir 

NEW  AFFILIATION 

\ew  Agency  Appointments 

SPONSOR 
American    Home   Foods.    NY 
Barbizon  School  of   Modeling.   NY 
Dad's  Root   Beer.  Chi 
H.  S.   Fromme  &  Co.  NY 
Ceneral    Mills.    Mpls 
Paper-Mate   Co,    Culver   City 
Roto-Sphere    Inc.    Kans  City 

?eeck   &    Kade,    NY 

Stegmaier   Brewing   Co,   Wilkes-Barre.    Pa 
Al    Stucbing.    Hywd 

Trix    Stix.    NY 
Welch  Crape  Juice  Co,  Wesffield,  NY 

Whitehall    Pharmacal,    NY 

Katz   Agcy,  Chi,  TV  sis  stf 
Same,    stn    mgr 
WBZ-TV.    Boston,    adv,    sis    prom    mgr 
Also   MBS   bd   of   dir 

WLW-T,    Cinci,    gen    sis    mgr 
KOA-TV.    Denver,    sis    mgr Same,    vp    chg    prog 

Same,    dir    new    radio    net    adv,    prom    dept 
Same,   bd   of  dir 
KONA.    Honolulu,    local   sis   mgr 
Same,    asst   gen    mgr 
Weed   6   Co,    NY,    sis   stf 
Same,    bd    of    dir 
Same,  sis  mgr 

ABC    Film    Synd    Div,    NY,    natl   sis   mgr 
KSTM-TV.    St    Louis,    comml    mgr 
Boiling    Co.    Boston,    mgr 
WOR.    NY,    acct    exec 
KULA.    Honolulu,    gen    sis   mgr 
Same.    NY.    asst   mgr   mdsg   dept 

Same,   vp   chg   sis   prom,    pub   rel 
KTLN.    Denver,    sis   rep 

United  TV  Progs,  Chi,  acct  exec 
Same,    acct    exec 

NBC    Film    Div.    NY.   eastern    reg'l    sis   rep KCRI-TV.    Cedar    Rapids,    la.    sis    mgr 
KCRI-TV.    Cedar    Rapids,    la.    comml    mgr 

United    TV    Progs,    reg'l    sis    rep,    Midwest    >ov Kans   City) 

Weed    TV.    NY.    sis   stf 
KSTM-TV.    St    Louis,    pres  &   gen    mgr 
CBS   TV   Spot   Sales.   Chi.   acct   exec 
Free  &   Peters.   TV  acct  exec,   Atlanta   office 
Same,    plus   KFPW.    Ft   Smith,   Ark,    sis   mgr    (T 

Bdcstg  I Same,   bd  of  dir 

John    Poole    stn,    ch.    53,    Fresno,    mgr 
Same,    natl    sis   rep 

PRODUCT    (or   service) 
AGENCY 

C.   Washington  coffee Charles   W.    Hoyt.    NY 
School    for    models Blaine-Thompson,    NY 
Dad's  Old-Fashioned  Root  Beer Crant   Adv.   Chi 
Vivo  coffee Emil    Mogul.    NY 
Softasilk   cake   four 

William  Esty,  NY   (eff  1   Jan  '5 Paper-Mate  pens 
FC&B,    LA 

Toy    manufacturer Roberts,     MacAcinche    &    Sen- 
Chi Pertussin 

McCann-Erickson,   NY 

Stegmaier  Cold  Medal  beer  .ale 

&  po 

rter McCann-Erickson.   NY 
Ford   dealer Yambert-Prochnow,   Beverly  Hil 

Cal 
Monroe    Creenthal,    NY Toy   construction    kits 

Welch's  grape  juices,  jellies,  tomato 

uice 

Kenyon    &    Eckhardt,    NY    (eff 

Dec    '53i 

Heather    Liquid    Creme    Rouge Morey,    Humm    &    Johnstone,    n 

Arthur   P.    )acobs-AI    Horwits.    public   rel   firm    active   in    radio- 
TV,    motion    pics,    new    NY    addresse.    55    W.    53rd    St;    Al 
Horwits.    new    partner,    is    ex-Universal-lntl    exec 

Caples    Co.    Phoenix.    Ariz,    new    address.    407    Heard    Bldg 
Carla    Prodns,   new   TV   film   co.   751    N.    Highland   Ave.    Hywd; 

pres.     lames     Hirsch;     vp,     Charles    A.     Larrain;     secy-treas. 
Carl    Hirsch;    prodn    mgr.    Bob   Canon 
Esmond   Assoc.   NY  ad   agency,   new  address.   280  Madison   Ave 
Hicks,    Naiditch    &    Wile,    new    agency    at    8584    Sunset    Blvd. 

Hywd;    pres.    Everett   V.   Wile:    vp.    Lawrence    Bole    Hicks 
Mace    Adv.    Peoria,    new    address.    408    Fulton    St 

Mark    Hawley   Assoc.    133    E.    54th    Et.    NY,    new   TV   film    prog 
b  okcrage 

Milburn    McCarty   Assoc.   270   Park   Ave.    NY.   new   public  re 
firm    headed    by    Milburn    McCarty.    ex-vp   of    Douglas   Lei( 

Inc 

NBC  Spot  Sales,  new  branch  office  in   Detroit.   Penobscot  Bl: 
Prizes  Co.   new  address.   53  Water  St.  South   Norwalk.  Cchm 
Roberts.    MacAvinche    &    Senne.    Chi    ad    agency,    new    addres 7'    E.    Wacker    Dr 

Serutan    Co,    new    executive    offices   at    711    Fifth    Ave.    NY 

TV-Unlimited,    pkg    producers,    now   at    17    E.    45th    St.    NY 
21st   Century   Prodns,   new   offices   at    1025   Connecticut  Av« Wash.   DC 

Trident    Films.    NY,    new    address.    510    Madison    Ave 

WCMS.   WCMS-FM.   new   address.    Hotel   Harrington.   Wasli  -I 
DC 

Numbers  after  names 
to  New  and  Re- new category 

Ridgway  Hugh' 
Htirr\    Kurr 
(f  .   /..   Dougherty I'.  Dwyer 

John   Eichhorn 

John  Peterson 
Wm.  J.  Stubbs 

' .  (  ohen 

W  .   I).  Su  anson 
Inine 
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We  didn't  stop  at 

telling  you  about 

our  power  increase 

we  told  Northern 

California  via 
/ 

EWSPAPERS 

SAN  FRANCISCO,  CALIFORNIA 

It  has  always  been 

a  KPIX  policy  to  build 
audience  through 

consistent  promotion. 

Newspaper,  local  magazine 
and  outdoor  advertising 

are  in  constant  use  to 

develop  and  hold  audience. 

Let  your  Katz  man  tell 

you  more  about  Northern 

California's  most  on-its-toes 
TV  station . . . 

. . .  affiliated  with  CBS  and  DuMont  Television  Networks...  represented  nationally  by  the  Katz  Agency 

V    wtm'i?f!-!y    A 
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some  spots  are  bett 
You've  got  to  hand  it  to  the  women!  They^ 
mastered  the  fine  art  of  getting  money.  Th 

ladies,  bless  them,  now  own  70 ''<  of  the  nail 
private  wealth  and  they  spend  85  cents  of  ti 
American  dollar. 

To  induce  them  to  spend  more  of  their  mon 

your  product,  the  local  Radio  stations  we 

represent  have  created  a  brand-new  line  upf 

profit-making  shows.  They're  built  strictly  I 
women,  strictly  for  sales. 

I. 

For  the  best  spot,  at  the  right  time,  at  the  righm 



ttian  others 
These  local  shows  are  low  in  cost,  delivering 

impressionable  women  listeners  for  as  little  as 

70  cents  per  thousand.  They  feature  local  top-Might 

personalities  who  are  real  pros  at  entertaining 

and  selling!  In  addition,  their  programs  offer 

you  exciting,  new  merchandising  possibilities. 

Women  who  pull  the  purse  strings  go  all  out  for 

Faye  Ehnerson  in  New  York  Main  Merryfield  m  Chicago 
Captain  Glenn  in  Cleveland  Playhotist  Party  in  St.  Louis 

Marjorie  King  in  San  Francisco        Nancy  Osgood  111  Washington 
Josephine  Biekl  in  Honolulu,  Hawaii 

SPOT    SALES 
■10  Rockefeller  Plaza,  New  York  .'".  .V.  }'. 

Chicago     Detroit     Cleveland     Washington     San  Francisco 

Los  Angeles      Charlotte*      Atlanta*         *Bomar  Lou-rance  Associates 

■   vg 

RADIO  STATIONS: 

o 
KSD 

51     I.ouis 
WNBC 

1  or*.- 

\/ 

WMAQ Ch  irago 

WTAM 

■md 

KNBC 

S         F  ra  n  Cisco 
WRC 

qton 

KGU ll->  o/u/u.  Hatoaii 

ting 

TELEVISION    STATIOSS: 

y^K 

KSD-TV 

St    1 (nmT) 

WNBW 
at  on 

\^ 

KPTV 

•r. 

WRGB 
-  •"•rtndy- 

'.  roy 

WNBT )  ork 
WNBO 

■  go 

KNBH 

grlrs 

WPTZ 
Vh  iladrlyih  m 

WBZ-TV 
Boston 

WNBK 

i        ■   and KONA 

i/k,  Hawaii 



If  your  product  is  used  by  housewives,  this 

fellow  is  YOUR  BOY.  He  whispers  things 

in  ladies'  ears  that  makes  them  go  buy 
something.  His  mid-afternoon  show  bursts 

with  features  including  "Pop"  music, 
celebrity  interviews,  contests,  listener 

phone  calls  and  minute  spots  from  shrewd 
advertisers  like: 

Pan  American  Coffee,  Vernor's 
Ginger  Ale,  Coca-Cola,  Inter- 

state Bakeries,  North  American 

Airlines,  Feenamint,  Chooz,  Mus- 
terole,   Robert   Hall. 

You,  too,  can  get  up  to  twice  the  Mil- 

waukee audience  of  any  network  station 

by    using    WEMP.*     Call    Headley-Reed! 

*  Based  on    latest   available   Hooper   Compre- 
hensive and  SR   &  DS  rates. 

WEMPwemp-fm 
MILWAUKEE 

HUGH  BOICE,  JR..  G«n.  Mgr. 

HEADLEY-REED.  Natl.  Rep. 

r   HOURS  OF  MUSIC.  HEWS.  SPORTS 

Clayton  Hulsh 
President 

Glamorene,   Inc.,   New  York 

"Demonstration!""  Cla\  Hulsh  told  sponsor.  "Glamorene  sales 

hinge  on  demonstration!" Then,  as  if  to  substantiate  his  statement.  Clay  dipped  his  hand 

into  an  open  can  of  black  shoe  polish  and  rubbed  it  all  over  his  rug. 
He  removed  it  within  60  seconds  with  Glamorene. 

"And  that's  why  television  is  a  natural  medium  for  us.'"  he  con- 
cluded, alluding  to  Glamorene's  advertising  breakdown — 80rr  of  the 

ad  budget  goes  into  air  media. 

Implicit  in  Glamorene's  Horatio  Alger  rise  from  S250.000  annual 
sales  in  1950  to  a  2.000 r  '<  increase  by  1953  is  shrewd  marketing  and 
ad  planning  by  the  three  Hulsh  brothers:  Clay,  president:  Jerald, 

v.p.:  Sheldon,  v.p.  and  treasurer. 

Glamorene  was  first  used  commercially  in  1949.  mainlv  in  the- 

atres, hotels  and  rug  cleaning  establishments.  "'Unfortunately  it 
worked  too  well,"  Clay  remarks.  "Many  rug  cleaning  establishments 
were  afraid  of  it  because  they  felt  their  customers,  watching  Glamor- 

ene in  action,  would  see  how  easy  it  is  to  use.  and  would  try  it. 
\\  bile  Clav  himself  was  demonstrating  Glamorene  in  the  lobby  of 

an  Atlantic  Citv  hotel  in  1951.  he  was  mobbed  with  requests  for  the 

product  by  guests  who'd  been  standing  by.  The  Hulsh  brothers  de- 
cided to  sell  the  cleaner  to  housewives  directly. 

Shortly  after  they  made  this  decision,  tliev  were  informed  that 

Reader's  Digest  planned  to  publish  an  article  about  Glamorene.  In 
two  weeks,  the  three  brothers  covered  the  country,  flying  a  combined 

200.000  miles  to  set  up  national  distribution. 

"Todaj  we're  spending  about  20rr  of  annual  dollar  sales  for 
advertising,"  Cla\  explains.  "When  we  add  co-op  advertising  to 

this  figure,  Glamorene's  responsible  for  more  than  90^  of  the 

total  rug  cleaner  advertising  in  the  countr\ ."" 
The  bulk  of  Glamorene's  national  budget  went  into  a  13- week 

spot  radio  campaign  last  spring,  because  the  SAG  strike  I  see  spon- 
sor. 23  March  1953,  page  27  I  held  up  production  of  the  firms  film 

commercial.  So  good  were  radio  results,  however,  that  Glamorene 

upped  its  air  media  budget  100' <  for  fall,  with  radio  to  be  used  on 
121  stations,  I A  on  24  stations. 

Glamorene's  air  advertising  may  go  network  as  soon  as  the  Glam- 
orene line — rug  cleaner,  upholster)  (leaner,  paint  brush  cleaner — 

is  expanded  to  other  products.  •  *  * 
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Slorer    Broadcasting    Company 

TOM  HARKER  NAT  SALES  DIR .  118  £  57th  STREET  NEW  YORK 
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<3he<e'k First 

CLEVELAND'S CHIEF    STATION 

5,000   WATTS-850   K.C. 

BASIC  ABC   NETWORK 

REPRESENTED 

BY 

H  •  R   REPRESENTATIVES 

VffJVff 
CLEVELAND'S  C/ueJ  STATION 

sf n^ 

'•"MM 

•         |  Reasons  Why 
.—  The  foremost  national  and  local  ad- 

j^  vertisers     use     WEVD     year     after 
^M  year  to  reach  the  vast 

0  Jewish  Market 
m^    of   Metropolitan   N<>\\    York 
^i  I.    Top   adult    programming 
^^  2.    Strong  audience  impact 

a^^^M  3.      Inherent   listener   loyalty 
■TaMaM  4.     Potential    buying    power 

Send  tor  a  copy  of 

"WHO'S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WEVD     117-119    Wr.t     46th     St. 
»w   York    19 

Managing    Director 

Sen-  developments  on  SPONSOR  stories 

"Radio-TV   co-op    needn't   be   a    food 

field    stepchild" 22   September    1952,  p.    30 

What  is  being  done  to  get  co-op  food 
advertisers    to    use    radio,    television? 

This  year  the  biggest  business  in  the  world,  food  manufacturing, 

will  make  about  $40  billion  in  gross  sales.  About  S400  million  will 

be  spent  on  advertising,  and  a  big  part  will  go  into  co-op  advertis- 
ing. Roughly  95%  of  the  co-op  appropriation  goes  into  newspapers, 

and  it  goes  into  papers  for  two  reasons:  (1  I  tradition:  I  2,1  contracts 
provided  by  food  manufacturers  specify  that  newspapers  must  be 

used  by  dealers. 

SPONSOR  from  time  to  time  has  urged  that  manufacturers  and 

dealers  take  another  look  at  their  co-op  spending  and  work  together 

on  including  radio-TV  in  the  budget.  Max  E.  Buck,  director  of 
merchandising  for  NBC,  for  the  last  few  years  has  been  telling  the 

same  story,  and  he's  been  attending  grocers'  meetings,  canners' 
conventions  and  all  kinds  of  state  associations  telling  manufacturers 

— who  are  themselves  firm  believers  in  the  selling  power  of  radio  and 

television — that  they  are  hog-tying  retailers  by  limiting  co-op  ad 
money   to   newspapers. 

Buck  informs  retailers  that  they  can  get  the  same  kind  of  coopera- 

tion from  radio-TV  stations  as  they  do  from  newspapers — and  he 

isn't  bashful  about  pointing  to  radio-TV  sales  success  stories. 
Part  of  the  blame  for  the  lack  of  co-op  food  money  in  radio-TV 

is  the  broadcasters'  own  fault,  however,  according  to  Buck.  So  he 

admonishes  broadcasters  "to  get  up  and  shout.  "It's  a  job,"  he  told 

SPONSOR,  "of  spreading  propaganda.  If  the  broadcasters  don't  do  it, 
no  one  else  will.  Broadcasters  should  attend  the  food  manufacturers' 

and  dealers'  meetings,  should  get  on  the  panels,  and  should  shout 

about  radio.  .  ." 

"CBS   Radio   turns   sponsor" 
"Wherever  you   go,   there's   radio' 
18  May  1953,  p.  34 
28  January  1953,  p.  37 

How  radio  is  promoting  radio 

WNEW's  aggressive  new  promotion  campaign  aimed  against  TV 
is  based  on  satirical  air  copy  used  as  introductions  to  its  own  pro- 

graming. Here's  a  sample  of  the  kind  of  station  break  which  has 
had   New  York   listeners  commenting   recently : 

)  ou'll  never  hear  this  on  WNEW,  New  York: 

.  .  .  And  now  friends,  before  we  continue  our  story,  we'd  like  to 
show  you  the  newest  kitchen  aid  under  the  sun.  Its  the  MIDGET 

MIRACLE  DO-ALL,  guaranteed  not  to  rwst,  bust,  collect  dust.  It 
cuts,  scrapes,  grates,  peels,  chops,  cleans,  kneads,  rolls,  fruits,  meats, 
ices,  breads,  herbs  and  oils.  Now  just  watch  the  MIDGET  MIRACLE 

DO-ALL  as  it  slices  this  pumpernickle  into  fifty  different  shaped 
slices — in  New  Jersey  the  number  to  call  is  .  .  . 

Purpose  of  WNEW's  announcements,  which  are  aired  at  various 
times  during  the  day,  is  to  impress  the  listener  with  how  much 
better  off  he  is  listening  to  WNEW  rather  than  watching  television. 

A  half-dozen  TV  program  types  are  satirized  in  the  spots;  they 

range  from  the  hard-luck  show  ("Trouble  Can  Pay!  Program  with 

real  people  in  trouble  for  your  entertainment  .  .  .")  to  the  old 
English  movies,  sponsored  by  a  dozen  participating  advertisers.  *** 
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I 
^ 

THIS  FALL 
(AS    EVERY    FALL   SINCE    1948) 

V   • *BIG  TV  SHOWS 
ARE  BEING  SEEN  AND  HEARD  IN  MEMPHIS  OVER 

y^0J0 

m  sW™ vjgfl^SJEDCDF 

TO  SELL MEMPHIS YOU/ 

WMCT 
% 

/     / 

CHANNEL 

MEMPHIS'  PIONEER  TV  STATION •  NATIONAL  REPRESENTATIVES  THE  BRANHAM  COMPANY 

•  OWNED  AND  OPERATED  BY  THE  COMMERCIAL  APPEAL 

•  AFFILIATED  WITH  NBC 

•  ALSO  AFFILIATED  WITH  CBS,  ABC,  AND  DuMONT 

/*<-vx 

3 
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Spinning  prosperously  in  this  textile  center  of  the 

South  are  1  Vi  million  spindles  —  more  than  in  any 

other  county  in  the  world.  Gaston  County's  130 
textile  mills  pay  an  annual  wage  of  more  than 
65  million  dollars. 

spinning  satellite 
in  the  Charlotte   market 

GASTONIA,  N.C. — as  close  to  Charlotte  as  Long  Beach  to  Los  Angeles 

Penetration     of    Charlotte's BIG  2  in  Gaston  County 

WBT  76%  WBTV  99% 

More  than  200  manufacturing  plants  evidence  the  industrial  strength  of  Gastonia, 

a  scant  18  miles  west  of  Charlotte.  Gastonia  is  one  of  half  a  hundred  industrial 

communities  circling  in  the  orbit  of  the  Charlotte  market — encompassing  more 

than  1  !/2  million  people  within  a   50  mile  radius  of  Charlotte.   For  coverage  to  match 

the  Charlotte  market,  draw  on  Charlotte's  big  2,  WBT  and  WBTV. 

Represented  Nationally   by   CBS  Radio   and   Television   Spot  Sales 

CHARLOTTE'S     BIG    I     ARE     PLUMB     IN     THE     MIDDLE     OF     A     FABULOUS     MARKET 



19  OCTOBER    1953 

Out  of  strife  and  under  pressure  a  now  network  radio  is 

hoiui>  born.     I'lio  important   consideration  for  advertisers 

is  what  shape  the  now  medium  will  take.    Here  is  SI*0\SOR*s  analysis 

I  new  network  radio  is  being  born  in  pain. 

B)    ki-t  week  these  were  -nine  ol  the  pangs  telt   iii  the 
industry . 

•  Sliar j i  angei  expressed  1>\  the  Station  Representatives 

Association  al   NBC   Radio's  expansion  of  the  Operation 

Tandem  approach.  "Invasion,"  ol  -pot  radio's  preserves, 
SR  \  Managing  Dint  tor  Tom  Flanagan  termed  it  at  a 
Radio  and  Television  Executives  So<  ietj  luncheon  meeting 
in  New   i  nrk  i  1  I  October  • . 

•  Disapproval  voiced  1>\  some  Mutual  affiliates  at  the 
new  MBS  compensation  plan  in  which  free  programing  for 

local  sale  is  swapped  1>\  MBS  i < >r  tree  network  time. 
•  \  drive  for  a  new  radio  trade  association  organized 

1>\  William  B.  Wax.  general  manager  ol  k\<><).  Tulsa,  oul 

of  tlic  desire  to  give  radio  stations  a  radio-onl)  voice. 
Though  not  direct!)  linked,  all  three  of  these  industry 

storms  stem  from  the  same  process  of  ferment  which  is  re- 

making radio  in  general  and  network  radio  espe  tally.  I  he 

big  pressure  at  work  has  been  television.  But  more  im- 
portant than  tin  rea-on  f«>i  the  t  han^es  i-  the  shape  the) 

will  take.  Thai  i-  the  i  ru<  ial  thing  for  advertisers  to  follow. 

The  advertiser  viewpoint  about  network  radio-  ferment 

could  be  -iiinmed  up  this  way:  "We're  sympathetic  about 
radio's  problems.    We  don't   like  to  see  branches  ol   the 

dium  exchanging  blows  ovei  the  question  oi  what  is 

'spot'  and  what  i-  'network.'  We  hope  radio  can  smooth 
out  the  inevitable  disruptions  during  a  time  "I  transition. 
But  for  US  the  import,  nt  tlnnu  i-  what  will  i  ome  OUl  of  all 
the  ha— le-  ami  the  changes. 

On  the  pages  that  follow,  sponsor  analyzes  for  advertis- 
ers -ome  of  the  directions  in  which  network  radii    - 

beaded,     ["his  report  is  based  on  a  series  ol  interviews  over 
recent  months  with  executives  at  the  network-,  at  stations 

and  among  advertisers  and  ag< 
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These  «r<»  two  of  the  controversies 

brewiny  between  radio  stations  and  nets 

Spot  "invasion":  The  Station  Representatives  As- 
sociation has  acted  as  esman  for  stations  in 

protesting  recenl  expansion  of  Tandem-type  sales 

plans  to  increased  number  of  hours  on  NBC  Radio 

schedule.  The  Threi  Plan,  or  NB3  plan,  as  reps 

have  named  it.  draws  their  fire  because  they  feel 

it's  aimed  al  grabbing  national  spot  business.  Sta- 
tions with  oiosl  national  spol  business  protest  the 

most.  Tom  Flanagan,  managing  director  of  SKA 

(pictured  al  right),  says  networks  are  not  only 

invading  spol  bu1  are  also  extending  their  control 

over  local  radio  through  stepped  up  activity  in 

station  representation.    Nets  feel  they  are  justified. 

MliS  affiliate  protests:  MBS'  new  compensation 
plan  for  affiliates  lias  met  opposition  from  minority 

of  affiliates.  Plan  calls  for  net  to  trade  shows  for 

time,  stations  gel  shows  from  Mutual  which  they 

can  sell  locally  in  return  for  furnishing  network 

time  to  MBS  without  compensation.  Recent  issue 

of  "Inside  Advertising, "  newsletter  for  admen, 

said  most  .M1'>S  affiliates  were  "up  in  arms," 
warned  MBS  might  be  planning  to  extend  partici- 

pation-type programing  to  all  network  hours  and 

drain  away  all  national  spot  business  of  MBS 

affiliates.  Most  industry  observers  doubt  MBS  plans 

such  a  move  or  could  sell  so  many  participations. 

Tom  O'Neil  (bottom  right  picture),  MBS  board 
chairman,  .has  Keen  working  to  allay  affiliate  fears. 

\u  SI  RYI\  AL:  Whether  all  the  radio  networks  will  sur- 
\  ive  tins  era  of  change  or  not  is  the  most  basic  of  questions. 

One  network  radio  chief  executive  told  sponsor  he 

thought  the  answer  was  "No."  Which  network  would  go 
under?    Not  his  own.  he  said,  and  said  no  more. 

Man)  industrj  observers  are  inclined  to  make  the  same 

prediction  the  same  way:  Someone  else's  network  is  vul- 
nerable. But  there  are  plent)  of  opinions  and  plent)  of 

logic  on  the  side  of  survival  for  all  four  networks  over  at 
least  the  next  decade. 

This,  in  summary,  is  the  credo  of  the  optimists. 

I  In  two  top  earners,  CBS  and  NBC,  have  nothing  to 
worn  about,  given  the  will  to  fight  for  business.  NBC  has 

-down  the  will,  particularly  with  its  new  separation  of 
radio  From  television.    CBS  has  had  it  all  along. 

\P><  and  MBS  are  more  vulnerable.  Their  hillings  are 

lowei  :  therefore  the)  don't  have  a-  far  to  uo  before  income 
shrinks  to  the  irreducible  minimum  you  need  to  maintain 

j  network  operation.  Yet,  provided  there's  the  incentive 
to  fight  I"!  healths  in- nine,  each  of  the  two  has  a  Favor- 

able life  expectanc) . 
I  he  incentive  exists  al  both  network.  MBS.  which  has 

no  television  network,  must  continue  to  s,.||  radio  hard. 

\|!(  .  though  iN  new   management  i~  todaj   bearing  down 
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on  television  sales  first,  is  mated  to  radio.  It  can  t  he  other- 

wise. No  network  whose  affiliates  operate  both  radio  and 
TV  stations  can  fail  to  keep  up  both  media.  For  proof, 

industry  people  point  to  the  pressure  NBC  affiliates  exerted, 

culminating  in  NBC's  recent  announced  $5  million  invest- ment in  new  programing. 

Continued  healthv  existence  of  all  four  radio  networks 

is  patently  to  the  advantage  of  advertisers.  The  lugger  the 
choice  among  media,  the  better  the  opportunity  for  an 
advertiser  to  make  a  selection  fitting  his  needs. 

2.  SALES:  The  Operation  Tandem-type  sales  plans 
which  provoke  stations  and  reps  represent  network  efforts 

to  sell  time  in  smaller  units.  Whether  the  trend  to  expan- 

sion of  Tandem-type  plans  continues  or  not  depends  as 

much  on  the  success  of  NBC's  new  plans  as  on  the  heat  of 
broadcaster  reaction. 

This  was  one  viewpoint  from  a  present-dav  network 

radio  and  TV  client  with  a  substantial  budget:  "The  NBC 
plans  arc  no  big  bargain  for  us.  We  can  buy  radio  just  as 

cheaply  in  program  form,  especially  if  we  split  the  cost 

among  several  of  our  products." 
But  a  smaller  client,  Lewis  Howe  Co.'s  linns,  jumped 

in  carlv    and   became  the   first    NBC  "'Three   Plan"  sponsor 
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i  \  ia  Dam  ei  I  itzgei  Bid-Sample ' . 
If  tit li<- 1   small  and  iiuiliiiiii— i/i-.l  .nl\ ei i isei -  go  along 

with  Turns'  thinking,  \l>t    .1-  well  a-  the  othei   radio  net- 
works  .in-  -uir  to  In-  encouraged  in  continuing  their  small' 
unit,  multiple  program  plans.    \t  sponsor  b  press  time  NBt 

reported  othei    ITiree  Plan  -air-  were  in  the  offing. 
Itut  whethei  01  nol  the  rhree  Plan  and  the  One  Plan  al 

NBC  are  a  !>i-  success,  there'll  I"-  growing  emphasis  <>n 

■.riling  small  units.  l-'i\ e-rainute  shows,  especiall)  news  "i 
commentary,  have  Itch  created  bj  all  t Jn ■  networks  in  1 1 >•- 
recent  pasl  (NBI  added  eight  five-minute  news  periods 
this  Fall  alone).   Other  small  units  are  being  packaged. 

It's  nol  generally  known,  bul  CBS  Radio,  l<>i  example, 
has  several  sustaining  shows  which  it  has  offered  to  sell 
as  One  Shots  {Stage  Struck  and  Beulah  among  them). 

I  he  small  units  are  a  net  essit) .  the  nriu.uk-  1  ontend,  in 

order  to  broaden  network  radio's  income  base  and  bring  in 
the  -mailer  advertisers,  man)  "I  whom  have  nevei  used  an) 
form  of  radio. 

The  reaction  of  reps  and  main  stations,  however,  is  thai 

(In-  networks  are  seeking  to  cannibalize  the  industry  in- 
stead  of  broadening  it-  base.  Said  one  rep  executive  to 

sponsor:  "It  would  be  fine  il  the)  did  bring  new  faces 
into  sponsorship  circles.  Hut  the)  are  gunning  lor  spot 

business.  It's  spot  which  has  done  the  job  of  getting  new 
clit'nts.  mam  of  whom  later  became  network  advertisers.1 

1  011  can  question  the  motive-  ol  the  network-  when  the) 

-a\  theii  sales  plans  are  designed  to  create  new  advertisers, 
bul  there-  no  arguing  with  the  fact  that  network  radio 
needs    new    advertisers    from    among    the    rank-    of   -mailer 
companies. 

How  will  the  network-  gel  new  advertisers? 

In  addition  to  the  -mall-unit  approach,  something  else  is 
needed.  sa\  a  number  <>f  executives  within  the  network-. 

(  reative  selling  is  the  phrase  that  sums  up  their  suggested 
solution. 

Definition:  Creative  selling  makes  the  media  -ale-man  a 
partner  with  the  advertiser  in  shaping  a  campaign  and 
making  it  effective.   Here  are  two  specific  examples  of  what 

form  •  reative  selling  ma)  take  al  the  networks. 

Copy  guidance:  Hie  small  advertiser,  I . •<  t.  ■  i <<-i  i - 
••in  e  oi  i.i'  Mill.--  ol  veteran  ail    nedia  u-«  rs,  n  e  his 

hi   budge)   in  network  radio  if  his  cop)    isn'l  up  to  par. 
\.  cordingly,  thei  me  net- 

work executives  foi  establishment  of  cop)   guidance  pro- 
as   <  link  -  on  radio  1  ommen  ial  writing   ind  u 

sean  h  to  pre-tesl  <  ommen  ials  are  among  tl"  dei  ii  ea  whi<  li 
might  be  used.    End  result  would  be  1  op)  thai  sella  better, 

advertisers  who  -1  i)  in  radio  once  the)  1 1  \  it. 

Test  networks:  When  advertisers  feai  buying  a  national 

network,  win  can'l  tests  be  arranged  on  a  limited-market 
basis,  one  network  executive  asked.  His  proposal  was 

that  networks  work  with  thei]  owned-and-operated  stations 

and  affiliates  to  provide  L2-market  (01  fewer)  teat  net- 
works. Sustaining  programs  would  be  Bold  in  the  chosen 

markets  so  thai  advertisers  could  check  sales  results  jusl 

as  i-  now  .lone  in  tesl  inaik.-t  -pot  campaigns, 

One  oi  the  network-  was  planning  su<  h  a  tesl  foi  a  1  lient 

recently,  bul  the  project  fell  through  due  to  disagreements 
with  talent  on  whethei  oi  nol  the)  should  be  compensated 

at  the  full  sponsored  rate-  when  the  -how  was  Bold  in  the 

tesl  market-  only.  It-  -till  hoped  thai  obstacles  like  this 

can  be  ironed  out  eventually.  But,  sponsor's  boutci  em- 
pha-i/ed.  the  approach  should  never  be  anything  bul  a  tesl 

foi  a  client  who's  prepared  to  huv  a  normal  network  once 
he's  checked  results  foi  a  short  period. 

3.  TRAIL-BLAZING:  The  spirit  of  experiment  has  un- 
frozen thinking  at  the  network-.     What   used  to  be  right 

for  ve-t.rdav  -  need-  doe-n  t  hold  true  todav.  it's  been 
reali/e.l.  I  >ne  of  the  mosl  interesting  of  the  fresh  new  ideas 
at  the  network-  i-  a  plan  afoot  at  CBS  Radio  to  sell  the 
same  -how  twice  to  the  same  advertiser  <m  two  differenl 

nights  of  the  week.  Reported  for  the  fir-t  time  exclusive!) 

her.-,  the  plan-  objective  is  to  double  a  -how'-  rating  with- 
out doubling   it-  cost.    (See  box  below    for  summary  of 

plan  and   some  ol   the  arithmetic.  » 
i  Please  turn  to  page  130) 

Ycmc  CBS  Radio  plan  rails  for  airina  of  sunn*  show  twice  in  on<*  tceelc 

CBS  R(ulio  has  "Repeat  Plan"  which  is  simply  broadcast 
of  same  show  on  two  evening  nights  of  the  week.    Plan's 

objective    is    to    in    effect    double    a    sliou's    rating    without 
doubling  its  cost.  Second  show's  talent  cost  would  be  great- 

ly reduced  because  it's  on  tape  and  the  second  night's  lino 
would  add  to  the  client's  discount.    Plan   hasn't  been  made 
public  till  now  but  it  was  pitched  to  a  few  advertisers  re- 

cently. One  of  radio's  biggest  spenders  almost  bought  it. 
CBS  Radio  feels  that  show  with  a  10  rating  in  good 

evening  time  can  earn  a  ID  the  second  time  it  is  aired, 
provided  it  is  again  in  a  good  evening  slot  on  the  network. 

The  figures  below  are  for  a  nighttime  network  shov  ii  Inch 
is  nou  sponsored  on  CBS  Radio.  7  his  program  no*  offered 
to  several  clients  on  a  Repeat  Basis  before  it  was  sold  re- 

cently for  once-a-week  airing.  The  figure*.  Jnm  number  of 
home*,  and  cost-per-1,000  for  the  shou    on  a  non-repeat 
basis;  lor  the  repeat:  and  lor  both  combined.  Figure*,  are 

on  a  52-Week  basis,  including  17  weeks  with  a  summer  re- 

placement show.  Ruling-,  on  uhich  COSt-per-1,000  is  based 

are    Mchcn.   October   '52-Maj    '53.     Shou    had    10    rating 
during   lull-spring  and  5  rating*.   WOS  assumed   tor   summer. 
I  igures  assume  repeat  would  hit  same  rating. 

TOTAL    HOMES 

REACHED    PER    WEEK 
COST-PER-I.0O0 

HOMES     REACHED 

TOTAL    LISTENERS 

REACHED    PER    WEEK 

COST-PER- 1.000 

LISTENERS    REACHED 

WITHOUT  REPEAT 3.744,000 S5.32 8.612.000 S2.31 

REPEAT 3.744.000 2.50 8.612.000 
1.09 

BOTH 7,488,000 
1        3.91 

17,224,000 1.70 
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Saturation  radio  puts  the  razi 
SPONSOR  five-city  survey  of 

recent  'blitz9  sales  finds  local  dealers  use 

radio  to  create  strong  mood  of  urgency 

^J  adio  .-  abilit)  t<>  h\  j>o  special  sales 
events  1>\  creating  a  powerful  mood  of 

urgency  is  one  of  the  medium's  strong 
talking  points. 

This  abilit}  has  probabl)  never  been 
better  illustrated  than  in  the  recent 

i  a^h  of  one-  and  two-day  sales  by  auto 
dealers.  These  blitz  sales.  which 

reached  &  crescendo  in  August  and 

earl]  September,  were  born  ol  the 

auto  industry's  tremendous  1953  pro- 
duction and  the  beginnings  of  a  soften- 

ing in  the  auto  market.  Significantly, 
while  this  kind  of  sale  is  not  new,  this 

is  its  first  appearance  since  World 
War  II. 

The  special  sales  have  been  spear- 
beaded  in  main  cities  1>\  saturation 

radio  announcement  campaigns,  reflect- 

ing a  growing  awareness  of  the  air  me- 
dia 1>\  the  local  auto  dealer.  There  is 

no  question  but  that  radio  is  playing 
a  greater  role  in  local  auto  advertising, 
and  in  some  of  the  blitz  sales  it  was 

given  the  major  credit  for  bringing  in 

traffic,  though  more  inone\  was  spent 
on  newspapers. 

The  reasoning  behind  the  use  of  ra- 
dio in  the  one-day  sale  is  given  1>\ 

Shecter  &  Levin,  Baltimore  ad  agency, 
which  ran  the  most  successful  of  these 
blitz  sales:  for  Defoe  Motors,  a  Ford 
dealer: 

"To  convey  the  excitement  of  a  one- 
d:i\  sale,  to  reach  the  largest  audience 

potential  most  dramatically  at  lowest 

cost,  to  achieve  repetition  of  the  sales 

message  in  a  limited  period,  saturation 

radio  spot  campaigns  are  the  most  ef- 

fective as  the  driving  wedge." 
In  following  through  on  this  theory, 

Defoe  Motors  sold  128  new  Fords  in 

one  day.  This  was  described  by  the 

parent  company  as  a  worlds  sales 
record  for  all  makes  of  cars. 

While  many  different  makes  of  cars 

have  been  figuring  in  the=e  special 
sales,  it  is  common  knowledge  in  the 

trade  that  Ford  and  Lincoln-Mercun 
dealers  have  been  the  most  active. CROWDS   JAM    DEFOE    MOTORS,    BALTIMORE, 

gimmmiimmmimmmmmimmmimmimmmmiimimmiiimmmmiimimiiiffiimmiimiimmmi!   iiiiiihiiiiiiiiiiiiiiiiiiiiiiii:;   [minimi   imiiimmiii   imiiimmmm   u   immiinimg 

One-day  sale:  what's  behind  if,  how  if  worhs 

1.  Softening  of  auto  market  produced  first  one-day  sales 
sinc(  World  War  II.  Ford  and  Lineal n-Mrrcury  dealt  rs  art 
most  activt  Ixcaus,  of  high  production  rate  at  factory 

2.  Becausi  then  is  plenty  of  money  around  dealers  feel 

that  consumer  caution  is  target  to  attack.  Hence  they  seek 
to  en  at,  a  feeling  of  urgency,  excitement  in  public 

.'{.  Radio  was  chosen  to  provide  urgency.  Commercials  mad, 
pond  that  dealer  got  largt  shipment  only  by  pledging  to  sell 

all  tht  cars,  so  'terrific'  deals  wen  possibh 

I.  'Blitz'  sales  present  a  pattern:  Ads  usually  start,  ,1  two 
days  befori  sale.  About  20  announcements  per  day  wen 

used.    Newspapers  also  part-has, , I.   Total  cost:  $1500  to  $3000 

*■    iimmmmimmiiimmiimmmmmmmimiimmimiiiiiiiiiiiiimiiimiiiim' 
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It  is  not  too  clear  just  what  part 

the  Ford  company  played  in  pushing 
these  sales.  There  was  no  one  guiding 

hand,  but  neither  were  the  sales  a  co- 

incidence. It  is  known  that  regional  and 

district  officials  of  the  Ford  and  Lin- 
coln-Mercun divisions  were  on  hand  to 

watch  the  results  of  the  advertising 

razzle-dazzle  as  well  as  give  advice. 
It  is  also  a  fact  that  news  travels 

fast  in  the  auto  business  and  what 

works  successfully  in  one  city  will  be 

tried  by  a  dealer  in  another.  Shecter 
iv  Levin,  as  a  matter  of  fact,  used  their 

experience  in  the  Defoe  Motors  sale 

to  whip  together  an  advertising  pack- 
age which  is  being  offered  to  other 

Ford  dealers  interested  in  using  the 
<>ne-day  sale  technique. 

Despite  the  success  of  the  blitz  sales, 

some  quarters  look  upon  them  with  a 

jaundiced    eye.     A    number    of    auto 
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lazzlr  in  Ford  one-day  siiliks 

DRDS   IN   ONE   DAY.   CONSIDERED   A  WORLD'S   RECORD.     DEALER    USED    84    ANNOUNCEMENTS    ON    WITH.    WBAL    IN    THREE-DAY    DRIVE 

dealer  associations  questioned  the  tech- 

niques as  well  as  the  wisdom  of  prom- 

ising "craz)  trade-ins"  and  "wonder- 
fid  buys."  J.  Walter  Thompson,  which 
handles  Fords  national  advertising 

and  the  advertising  of  local  dealers 

when  the)  act  as  a  group  i  Ford  deal- 
ars  are  divided  into  33  districts),  feels 

t hiit  the  one-da]  hlitz  hears  an  un- 
comfortable resemblance  to  a  fire  sale. 

Like  most  large  agencies  handling 

auto  accounts  JWT  favors  reason-wh) 

copy.  Said  a  Ford  man  at  JWT:  "A 
car  like  the  Ford  should  not  he  sold 

as  if  the  dealer  is  Inning  trouble.  It 

isn't  health)  for  the  auto  business either.  It  max  break  the  market  and 
the  benefits  to  the  dealer  who  runs  the 

sale  are  dubious.  He  is  onl)  stealing 

sales  from  tiie  future." 
1  here  is  certainl)  no  evidence  that 

lord  is  having  an)    trouble  selling  it- 

ar-.      \ml   that   goes   for   the   whole   in- 

lustry,  too.    Except  for  a  few   make-. 
auto  sales  are  well  ahead  of  1952.  Total 

new  auto  registrations  for  1953 

l  through  Jul\  plus  21  stale-  for  \u- 
gust)  come  to  3,574,525  compared 
with  2,551,826  during  the  comparable 

1952  period,  according  to    lutomotive \  I'll  s. 

Here  are  the  figures  For  the  three 
of  the  Ford  Motor  Co.:  In  second 

place  with  registrations  (following 

Chevrolet)  is  Ford  with  610,500,  com- 

pared with  413. .'HI  last  \ear.  In  eighth 
place,  Mercur)  registrations  total  150,- 
206,  compared  with  108,040  in  L952. 

Lincoln,  which  jumped  from  l')th  to 
17th  place  in  registrations,  accounted 
for  27,341  registrations,  compared  with 

16,184  last  year. 

\\  h\ .  then,  the  ballyhoo-type  sale? 
lutomotive    Veios,  the  bible  of  the 

auto  industry,  came  up  with  one  clue 

last  month.  It  pointed  out  that  the 

week  previous  F"id  division  produc- 

tion bad  reached  a  rate  equaling  27'  < 
of  the  industr)  total.  <  >n  the  other 

hand,  Ford  sales  during  the  tir-t  »i\ 
months  oi  1 953  were  16*  I  "f  the  in- 

dustr)  total.  For  Men  ur)  the  week's 
figures  showed  a  production  rale  of 
!!',  and  a  six-month  sales  figure  of 
I '  -    of  the  industr)  . 

There  were  other  reasons,  t"".  Some 

«  ities  wen-  having  more  trouble  selling 

ars  than  other-.  In  Washington,  D  I    . 

for  example,   the    tear   ol    layoffs   1>\ 

government  employees  bad  put  a  dam- 
i  Please  turn  to  pagt    I  24  > 

case i  s  t  o  r  y 
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Diary  of  a  TV  drama 
Here's  the  behind-the-scenes  story  of  a  TV 

drama  from  script  conference,  budget  meeting; 

and  rehearsals  I lirounh  to  air  time 

Rehearsal  scene   (top);  and  same  scene  on  air 

J  he  l)us\  advertising  executive  who  approves  the  ex- 
penditure for  the  TV  show  his  firm  sponsors  rarely  has 

the  time  to  watch  how  his  money  is  put  to  use  until  the 

finished  product  appears  on  the  air. 
To  show  sponsors  and  agencies  the  work  that  goes  into 

bringing  a  TV  drama  to  viewers,  sponsor  followed  the 
various  production  stages  of  The  Web,  CBS  TV,  Sundays 

L0:00-10:30   p.m..   a   typical   half-hour   mystery. 

The  We'>  pulled  a  rating  of  26.5  for  the  past  season  I  27 
i-  average  for  its  type).    As  an  advertising  vehicle  for  P. 

Lorillard's  Kent  cigarettes   I  through  Young  &  Rubicam) , 
the  show  has  a  $3.22  cost-per-1,000  viewers. 

Average  total  production  costs  to  the  sponsor  of  each 

weekly  half-hour  drama  is  $11,000  gross,  or  $9,350  net 

to  the  packager.  I  See  box  below  for  average  cost  break- 
down.)  Incidental  note:  Because  of  a  time  switch  contro- 

versy that  occurred  last  year  when  program  was  shifted 
from  Wednesday  to  Sunday,  CBS  has  held  cost  line  for 

sponsor  despite  rising  production  expenses:  makes  up  the 
difference  to  Goodson  and  Todman.  packagers  of  The  Web. 

Average  production  eosts  tor  "''The  Web" 
ABOVE-THE-LINE 

CAST 
St  RIPT 
sr  RIPT    EDITOR 
PRODI  CER 
DIRECTOR 
St  RIPT    CARE 

  $1,875.00 
600.00 
250.00 
500.00 
400.00 
75.00 

Total  $3,700.00 

BELOW-THE-LINE 

(  WIERA  REHEARS  II 
WO  FAX  REHEARSAL 
SET    
s/-.7    DESIC\ER 

(6  HOURS)   .. 
(NON-CAMERA) 

RIIIEARSAL  HALL   (17  HOURS) 
SOI  M>  EEFECTS  M  l\ 
SPECIAL   EEEECTS  MAN  .. 
<  Kl  W   (STAGEHANDS) 
LIGHTING  DIRECTOR 
I  LOOR    W  n  iCER 
m  Sit    Tl<  HNICIAN  . 
<  osn  \n  r 
\l  IKEA  P  1/  f\ 
COSTl  WES    
PROPS  (.SET  DRl  SSING)  ___ 
MIMEOGRAPH          
GRAPHH      IRTS 

Total 

Total   avcrafu'   production   costs: 

$1,175.00 
100.00 

1.000.00 
300.00 
85.00 

100.00 

70.00 
000.00 
40.00 
18.75 

85.00 
75.00 
20.00 

50.00 
700.00 
100.00 
30.00 

$5,1  18.75 S8.8  18.75 

People  who  work  on  "The  Web" 
Producer  (Herbert  Hirschman)  :    Plans  budget  for  program, 

picks  director,  helps  decide  on  script  and  cast:  he's  the  boss 
Director  (Lela  Swift.  Herb  Hirschman)  :    Casts  show,  blocks  out 
script  for  stage  action,  rehearses  actors,  plans  camera  angles 

Script  editor   (Eugene  Burr):   Screens  scripts  and  outlines 
submitted  both  on  spec  by  free-lancers  and  by  (!BS  story  dept. 

Associate    director    (John    Desmond )  :     Is    director's    right-hand 
man.   follows  through  on  camera   directions   during  show 

Floor  manager  (Cal  Lowell)  :    Cues  actors,  keeps  track  of  props 
(in   supervisory   capacity),   checks   on   stagehands   so   they 
move   at   right   time,   supervises   costume   changes 

Production  assistant    (Libby  Sains)  :    Times  show,  keeps 

director's  notes,  block-  out  rehearsal  hall  to  scale  to  correspond 
with  eventual  sets,  acts  as  coordinator  for  director 

Lighting  director  (Dean  Nelson)  :  From  set  designer's  floor  plan, 
plot-  onion-skin   overlay  for  location  of  lighting.    Consults 
with  director  on  day  before  show  to  determine  mood  and 
camera  angles.    Night  before  show,  he  and  his  crew  put  up  lighting 

Srt   designer    (Leo   Kerz)  :     Consults   with    producer   on    type 
of   -etting  required,   designs   it,  then   supervises   construction 

Set  dresser   (Ted  Ralph):    Works  with  set  designer  on  procuring 
proper   furniture   and   props    for   his    sets 

Costumer   <  \nne  LYkart »  :    Consults  with  director  on  type  of 
wardrobe  needed  on  Tuesday    before  show,  supervises  changes 

Technical  director  i  \  ernon  Camble)  :    Supervise-  technical 
staff    and    i-    respon-ible    to    network    for    video    quality 

Other  people  who  uorli  on  "The  Web":   One  dolly-,  two 
pedestal-cameramen;    one   audio   engineer;    a   sound   effects  man; 
two  video  control  men;   a  lighting  gaffer  and  five  electricians; 
stagehands;    carpenters  and   painters;    and.  of  course,  actors 

SPONSOR 



Heir  then  is  a  diarj  "I  Von  Stuart  -  One  foi  the  Road, 
.1  recent  II  eb  plaj  ! 

Tuesday    '  I1'  days  before  mi  time);  During  a  prelimi 
n.ii  \    production    meeting,    Herb    Hirschman    (producer] 

Lela  Swift  (director)  and  Leo  Ken  (set  designer  J  ■  1 1  ~<  u  -^ 

"ground  plan"  "i   blueprint   i"i   set  the  script   requires  in 
terms  "I  mood  .1-  well  .1-  physical  properties. 

Friday  (16  days  before  aii  time):  During  .1  production 
meeting,  estimates  on  the  Bhovt  -  physical  components  are 

presented  to  Herb  Hirschman.  [Tie  sel  dresser,  I  <-,l  Ralph, 
states  1 1 « > w  much  props  and  furniture  will  cost.  \nne 

lik. hi.  costumer,  reports  hei  wardrobe  estimates.  It  spe- 
cial effects  will  be  needed,  .1  Bpecial  effects  man  attends 

meeting.  \  representative  "I  the  CBS  '  ost  •  ontrol  unit 

sits  in.  II  the  total  estimate  runs  undei  the  budget  allot- 

ment, the  show  1-  put  on  the  road.  It  it  runs  above  bud- 
get, Producei  Hirschman  submits  lii~  estimate  t'>  <  BS  t"i 

an  okay.  Variations  in  budget  between  one  week  and  the 

next  balance  out  within  each   1.3-week  cycle. 

Tuesday  '12  ila\s  before  air  time):  1 1  <  ■  r  t  >  Hirschman 
spends  the  afternoon  with  Eugene  Burr,  —  •  1  i  |  ►  t  editor,  in 
a  storj  conference.  I  li<\  discuss  future  program  possi- 

bilities, rew  rites  on  stories  thai  have  been  .1  cepted.  S  1  i  |  ■  1  — 

are  usuall)  scheduled  four  to  five  week-  ahead  of  air  time. 
Wednesday  and  Thursday:  Directoi  Lela  Swift,  \^  1 1 « ■ 

alternates  \w\\\   Herb   Hirschman  as  dire  lor.  casts  show. 

Monday  {week  of  the  shou  I  11:00  o.m.-12:00  p.m.: 
This  i-  the  first  time  producer,  — <  1  i | » t  editor,  author  and 
director  get  together  with  1  lie  cast  for  a  reading  ol  the 

play.  This  takes  place  around  a  1  > i ̂  scarred  table  (see 
picture)   at  the  Walnut  Room  in  the  Capitol  Hotel     The 

It  eb  n   1  eheai  sal   hall. 

Ili<-  purpuM    "i  the  firsl   1  is  mainl)   timing   and 
■  1 1 -1  crack  al  rewritea.   Playini   time  "n  The  "  eb  1-  2 

ui.  -    ili.    n  maindei   ol   the  hall   houi    l><  ii 

commercials,  lead-in,  lead-out  and  credits. 

While  the  actors  go  out  t"  lunch,  the  producer,  —  r  i|«t 

editor,  directoi  and  authoi     el  togethei  i"  cut  the  ~-  r  i | *t 
■  1  ding  i"  the  first  timii 

1:00  1:00  /»."/.:  I  In-  actors  remain  seated  around  the 

table  and  reread  the  script,  this  lime  not  <inl\  I"'  timing 
luii  to  check  on  the  rush  rewrites  made  during  lunch  break. 

I  hen  director,  eithei  Lela  Swift  "i  Herb  Hirschman, 
ldi»  ks  mil  the  show   in  terms  "I  staging. 

Tuesday  10:00  a.m. -12:00  j>.m.:  \\  ln-u  the  actors  « « » 1  ■ » *  - 
nun  the  Walnut  Room  Tuesdaj  morning,  the)  find  the 
sets  indicated  with  red  and  white  tape  on  the  floor.  Libb) 

Sains,  the  |'.a.  (production  assistant),  has  taped  "II  the 
il   I   the    rehearsal   liall   to   scale   1   nforra   to   the 

round  plan/'  \\   len  'Kan-  show  places  where  furni- 
ture will  be.    Doors  and  windows  are  indicated. 

During  the  Tuesdaj  run-throughs  ol  the  script,  the 

director  is  mainl)  concerned  with  tin'  stage  action. 
I  he  1  ostumer,  Vnne  I  •  kart,  1  omes  I"  the  <  apitol  Hotel 

ruesda)  afternoon  to  confei  about  wardrobe. 
Wednesday  and  Thursday:  No  rehearsals.  During  these 

two  days  the  1  asl  has  a  1  han  e  i"  Irani  the  lii  •  - 
In  the  meantime,  Lela  Swift  or  Herb  Hirschman  I  which- 

ever one  is  going  to  direct  pla)   after  this  one)   casta  his 
nexl    script.     Director    working    on    the   current    program 

takes  these  <\a\~  to  plan  camera  angles. 
'  Please  turn  to  page   I  22 

BETWEEN    FIRST    READING    OF    SCRIPT    (LEFT)     AND    LELA    SWIFT    GIVING    CAMERA    DIRECTIONS     (RIGHT)     SEVEN    DAYS    ELAPSE 
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Timebuyers  love  to  see  stall 
Heading   long  list  of  buyer  gripc»s  is  tendency  of  statin 

**y%^o\\.  (lon't  get  me  wrong,"  the 

timebuyer  Has  saying.  "I  love  station 

managers." He  glanced  desperately  at  a  copy  of 
Consumer  Markets  out  of  the  corner 

ul  hi>  eye,  noticed  something  that  in- 
terested him  and  began  making  notes. 

The  sponsor  editor  coughed  sharply. 

The  timebuyer  looked  up.  "Oh,  yes. 
Now,  what  was  I  talking  about r  Ah — 

station  managers.  Well,  they're  great 
guys  individually.  But  why  the  devil 

do  they  all  come  in  when  I'm  busy? 

It  seems  that  whenever  I'm  up  to  my 
ears  in  work,  the  station  boys  decide 
to  work  both  sides  of  Madison  Ave. 

"And  do  you  think  they  all  call  up 
before  stopping  in  my  office?  They  do 
not!  Then,  after  cooling  their  heels  in 

the  reception  room,  they  come  in  and 

make  sly  remarks  about  my  putting  on 

airs." He  paused  as  if  he  had  just  gotten 
a  big  load  off  his  chest. 

As  a  matter  of  fact,  he  had.  And 

he    wasn  t    the    only    one    among    the 

main  timebuyers  interviewed  by  spon- 
sor who  indulged  in  some  chest  un- 

loading on  the  subject  of  station  man- 
agers and  what  they  think  of  them 

("I'll  tell  you  what  I  think  but  don't 

use  my  name"). This  critical  attitude  was  by  no 

means  unanimous  among  timebuyers. 

A  number  of  agency  men  and  women 

had  only  words  of  praise  for  the  visit- 

ing station  firemen.  One  of  the  sta- 

tion managers'  champions  said: 
"Sure,  a  timebuyer  may  be  a  little 

busy  on  occasion  because  a  number 

of  station  managers  have  come  into 
town  at  the  same  time.  So  what? 

Everybody  has  something  that  keeps 

him  extra  busy  once  in  a  while.  But 

I've  never  found  station  managers  to 
be  a  problem. 

"As  a  matter  of  fact,  I  enjoy  seeing 

station  managers.  They're  a  welcome 

relief  from  paper  work.  And  don't  get 
the  idea  that  station  managers  are  not 

good  salesmen.    Some  are  top-notch. 

"I  suppose  there  are  times  when  a 

station  manager,  who  happens  to  be  in 

the  neighborhood,  drops  in  on  me 

without  calling  up  first  when  I'm  right 
in  the  middle  of  a  big  campaign.  But 

most  of  the  time  thev  are  more  thought- 

ful." 

Among  the  critical  group,  the  \\li\- 
do-they-all-come-at-one-time  complaint 

was  not  the  only  gripe,  but  it  was  the 
most  frequent  one. 

Here's  a  typical  example.  The  com- 
plaint is  from  a  timebuver  who  works 

for  an  agency  that  placed  about  $10 
million  in  TV  and  radio  billings  last 

year. 

"The  station  managers  always  come 
in  droves  during  the  heavy  buying 

months:  at  the  beginning  of  the  year 

and  in  August  and  September.  They 
feel  the  best  time  to  sell  is  when  Ave 

buy.  They  often  hear  that  a  competi- 
tor has  gotten  some  business  and  de- 

cide to  come  in  and  tell  us  why  we 

should  have  bought  their  station  in- 
stead. 

"That's  the  wrong  approach.   If  they 

A    STATION    MANAGER'S    VISIT    (or    how   to    lose    friends    and    drive    timebuyers    crazy) 

•'YOU  LOOK  BUSY.  THAT'S   THE 

TROUBLE  WITH  YOU  FELLOWS,  YOU 

OUGHT  TO  GET  OUT  AROUND  THE 

COUNTRY.  THAT'S   WHERE 

THE   PEOPLE  ARE" 

...
 

"  DO   YOU  GOOD  TO  COrAE  OUT  (1 

WAY.   WWY  WE'VE   GOT  THE  MOS' 
BEAUTIFUL  WEATHER  THIS  T/ME 

YEAR.    OUGHT   TO    SEE  THE  LEAVES 

»N  MY  BACKYARD.    IF  I    DONT  GEm 

OUT  AND  RAKE   THEM    SOON..." 
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IlilfflTN.  IHfl Ilt'rr   art'   sonic    fi/»\    lor   sfufiun    MWUggri 

on  ihc  <-«r<»  find  Iccifini/  of  <i(/cnri/   r iriH'liiii/cr.s 

staijit   at   tli<k   same   lime 

art'  •loiiiji  to  sell  us,  tlu-\  should  come 
in  during  the  slack  season  when  we 
have  time  t<>  listen  and  when  their 

words  will  >ink  in.  We're  nol  l;< >i m?  to 
make  an)  last-minute  changes  in  our 
schedule  jusl  because  .1  station  man 
comes  in  like  a  whirlwind  and  ̂ .i\~. 

'Hey,  you  forgot  me.  I've  got  some 
iii'h  listening  data.' ' 

\  time  buying  executive  from  one 
of  the  oldest  and  largesl  agencies  in 
the  business  had  this  to  sa]  about  sta- 

tion managers: 

"You  w ant  to  know  a  secret?  Man\ 

of  the  station  boys  just  don't  have  an) 
idea  about  how  national  advertising  is 

placed.  The)  reall)  don't.  Even  some 
of  the  radio  managers  who  have  been 

around  a  long  time  are  surprisingly 

ignorant  of  the  business.  They'll  come 
around  offering  time  for  an  account 

that  lias  little  distribution  in  the  type 
of  market  they  represent. 

"If  I  were  a  station  manager,  here's 
what  I  would  do  before  coming  into 

1  Please  turn  to  page  ')!!  1 
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.    .lunini    ■•  '!••     i/'iir 

oppi  ■  r$t.  B<  a  ■ i/i>nr  heelt  in  tin  the  I 

timt  buyt  r   ma 
ii)ui  luul   mud-    mi  appointment    E><    ■•  1    ht 

■ 

II,    .. cleat  for  a 
I  ■  •  1  ji 

1  /   on    for  a   largt    group  0 

but   in  a'' 

1  -ge  as  to  be  una  it  Idy.    Lei • 

■  ■     pitch.     Ami    ■ 

h    your   '•-  /'   >'■  i"i   'In    buyt  r 
,'.   might  ham    already   told   I 

Don't   forget   that   your  r>  />  has  a 
lut    of    i'<  "  areh    and  \  ' 
them.    They  will  maki    your  job  •>  \o\  ea 

rpect  it  ■in    who  I  nuns  how 
a  national  ea/mpa  gn   it   thought  out  and   n 

thi    a  a  11   in  1  < make  snr,   you  lenov 
s//. ,  ,..//   on    try  ng   to  sell   time   to 

,rt,N0  r\A/\N,-THE   HUNTING    SEASON 
KT   TOO    FAR    OFF.     FELLOWS    IN 

3R  PART  OF  THE  COUNTRY  ARE 

STRONG    FOR  HUNTING.  OF  COURSE 

THEY'VE    GOT  MONEV" 
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How  Emil  Hog 
media  weekly  for  Rayco 

Pari   12  of  SPONSOR'*  All-Media  Study  shows  how 

novel  system  upped  Rayco  sales  36%  in  18  months 

by  Hfty  Lapica 

M   he)   -aid  il  couldn't  be  done.  cost    thousands    and    the    information 

The)    said    you   couldn'l    test    news-  would   he  dated  because  \ou  couldn't 
papers,    radio    and    TV    against    each  possibh  accumulate  it  on  a  continuing 
other    and    gel    accurate,    meaningful  timely  basis. 

results.  "They"  refers  to  literally  scores  of 
I  hc\   said  that  in  an)   case  it  would  agencies    and    adverti?ers    among    the 

several  hundred  SPONSOR  interviewed 

b)  mail  and  in  person  for  its  Mi- 
Media  Stud\. 

Well,  the  Emil  Mogul  Co..  a  $5,000,- 
()()(!  New  York  agency,  has  proved  the 

cynics  wrong. 

It  tests  newspapers,  radio  and  T\ 
for  its  client.  Ra\co  Auto  Seat  (lovers 
of  Paterson,  V  J. 

It  does  it  on  a  weekly  basis. 

Il  buys  space  and  time  on  the  basis 
of  which  paper  or  Nation  is  pulling 
best. 

Il  knows  ever)  Thursday  morning 

what  the  preceding  weeks  sales  results 

were  b)  media  for  84  Rayco  store-  in 
00  markets  east  of  the  Rockies. 

It  not  onl)  provides  Ra\co  execu- 
tives, from  President  Joseph  Weiss 

down,  with  weekly  advertising  results 

in  terms  of  directly  traceable  dollar 
sales  but  tells  them  specifically  which 

media  are  responsible  for  those  sales 
and  in  what  proportion. 

1 1  not  onl)  informs  each  Ravco 

dealer   precise!)    what   his  advertising 

A \fj4>itvi*>s  van  iru  variation  at  \taaul-ttatjva  susi&nt  MF 
1.  They  have  a  client  who  is  willing  to  let  agency  take  over 

most  functions  of  regular  advertising  department. 

2.  Product  is  suitable— preferably  sold  through  franehised 

dealers  such  as  automobiles,  household  appliances  and  floor 

coverings.   Cheap  mass  consumer  goods  are  nol  suitable. 

.'J.  client  is  willing  to  pay  agency  percentage-of-sales  or  other 
additional  tee  instead  of  expecting  agency  to  make  system  work 

on  1.")',  commission  alone.  The  1-V,  wouldn't  cover  costs. 

/.  The  dealers  i  it'  they  pay  for  their  own  advertising)  are  con- 
vinced testing  media  weekly  is  to  their  benefit,  willing  to  let 

agency  in  far-off  New  York  buy  and  write  all  advertising  (print 

and  air)  and  let  agency  decide  which  are  best  buys  on  basis  of 

research  and  statistical  analysis.    Emil  Mogul  persuaded  1 

dealers  initially  by  personal   store   interviewing  and  week 

port  to  dealer  (interviewer  asked  each  customer  what  br 

him  in).    <h\<H>  sold,  dealers  aren't   hard  to  keep  sold  on 
advertising  that  is  measured  regularly. 

5.    Agency  must  -.eT  up  entire  department  to  handle  ace 

Emil  Mogul  has  minimum  of  15  persons  devoting  full  or 

time  to  Rayco.  including  account  supervisor,  two  account 

a    research    and    media    director,    three    time   and    space   bu 

four  research  and  media  people,  two  production  men  and 

copywriters.     Emil    Mogul   himself   devotes   considerable   • 
account,  which  will  net  the  asrencv  $150,000  this  year. 
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HOW  WEEKLY  MEDIA  CHECKING  SYSTEM  WORKS 

I.  E/ery  buyer  of  Rdyco  auto  seat  covert  or  convertible  topi  fills 

out  a  card  while  waiting  (or  installation  to  be  completed.  Card 

asks  only  four  questions  designed  to  establish  what  brought 

customer  in  (see  right).  Dealer  saves  all  the  cards,  mails  them  to 

Emll  Mogul  agency  Saturday  night.  Total  sales  figures  for  all 

stores  are  mailed  to  Rayco  eiocs  in  Paterson,  N.  J.,  at  the  iimu 

time.  Agency  gets  these  cards  Monday  morning  from  each  of  the 

84    stores    in    60  odd    markets.     Then — 

-.  Pour  tabulators  tabulate  all  cards  store  by  store  on  Rayco  Work 

Sheet.  Sheet  shows  total  sales  by  medium  (newspaper,  radio,  TV), 

total  spent  on  advertising  by  medium,  percent  of  total  sales  ac- 

counted for  by  each  medium  and  sales  produced  per  $1  of  adver- 

tising spent  on  each  medium.  Two  researchers  interpret  results,  can 

see  at  a  glance  which  media  accounted  for  sales  and  which  are 

slipping.  Dead  or  dying  ducks  can  be  spotted  and  eliminated  and 

schedules    in    efficient    media    stepped    up    on    short    notice. 

.'{.  Report  goes  out  f'om  agency  to  each  store  by  Thursday  morning. 
Store  report  duplicates  data  on  Work  Sheet,  keeps  dealer  enthusias- 

tic about  advertising  (since  he  pays  for  it)  by  showing  him  how  few 

just  "walked  in"  and  which  medium  does  the  job.  Report  may  also 

point  out  trend  and  indicate  future  actions,  as  follows:  "This  is  the 

third  week  in  row  Newspaper  B'  gives  low  return.  Will  watch  and 

cancel  if  it  happens  again."  Agency  buys  and  writes  all  advertising 
for  dealers,  pays  local  rates  for  space  and  time,  gets  no  commission 

but    percentage    of    sales 

Dijr   Frirn.l 

W  .    WOttld   j|>|.r.  .  ial>-   il   if  V"U   »'>u|r|   lair   a   rn< •■ii>-nl  In   Irll 
u «  w  li  j I   In  miii' In   \  mm  la  RaJTCO     I  !■■     m-m  r-  lo  tin-   fr»    rfUr»llon« 
bolow  will  l>.  1 1 .  ii-  rontimu  i"  fh    lln    Btntoai  In  qnalily, 

i  • ! < i .    ,n.i    .  r\  i.  • .  i iii I  I..  1 1 >  lo  .ii  <| i i.i i m  "'li'  i       iili  Rayco 

foui    Deration  in  tiuwering  all  i   iW  I"    ; 
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i  •  i  i  .  !  i  .i  I  I  i  . 

^  oai  RAYCO  D.  ilot 

1      lliiW    DID  1  ..I     II  \|TI  Nl.it  ..Ml     in  If  IYCO? 

/four  LteuA,  aA'  &?c 
l     ll  \\  I    \\i\    EVER  51  in  OR  ED  \i:d  B  \W  0   UN  I  R- 

I  1-1   I)    l\: 

>  .'I         So        tf  yoa,  which  nowipapw, 

prM^ram  nr  -I.iIimii  ' 

fW)         ? 
NEWSPAPERS        •   *  \JcVuAVilV    "l,„i„ 

■  radio         v  uJfOeW 

rELEVISIOIN  Y  W^8' 

.-{.•  HWi  "Y01    EVER  SEEN  OR  .HEARD  RAYCO    IDVER. 
TlSED  ANY1  HERE  I  LSI  ?      if  >.-.  «  III  RE? 

I.    WHAT  SECTION  Ol    fOVN  DO  T01    LIVE  Of!   

c&^u^l 
produced  during  the  preceding  week 
(medium  1>\  medium)  but  also  how 

mam  of  his  customers  were  just  "pass- 

ing bj .  "recommended  '  or  from other  -..in.  es, 

\ik1  best  ol  all.  the  agenc)  knows 

week  l.\  week  which  newspaper  (morn- 
ing or  evening,  dailj  or  Sunday  >  or 

radio  or  l\  station  i-  producing  the 
largest  dollar  returns,  which  .me  is 

slipping  in  sales  results  and  which  size 

a.l  .>r  adjacency  i-  most  productive. 
\n.l  it  step-  up  or  reduces  schedules 
accordingly,  virtuall)   overnight. 

Has  this  sj  stem  worked  ? 

In  the  l.'i  months  I  \pril  L952  to 
date)  since  it  has  been  in  operation 

here  is  what  lias  happened: 

1.  Rayco  lias  increased  it-  lead  as 
the  number  one  manufacturer  in  the 

auto  seat  cover  business  l>\  a  large 
margin. 

2.  It  has  expanded  it-  chain  >>l  fran- 
chised  retail  -tore-  from  54  to  84  in 

(•ii  market-,  with  25  new  outlet-  sched- 

uled to  be  added  in  the  next  1 2  months. 

Gross  sales  foi  the  .ham  are  ex- 

pected to  top  $15  million  tliis  \  car — 
quite  a  jump  from  three  stores  and 
8295,000  m  sales  when  the  company 

began  op. 'ration-  in    L9  16. 

I.  Werage  per-store  increase  in 

sales  <lu!  in"  tlii-  period  is  35.6'  I  . 

5.  \\>'i  age  i  ei  -store  pen  entage  >  osl 
•  U ertising  I  ratio  ol  expenditures  t.. 

sales  i   has  been  reduced  25' .  . 
(..    Ray<  ..  -  ad  budgel    I  a<  tuallj   the 

total  spent  locallj  bj  Rayc   erators  I 

has  jumped  from  $200,   in  L951  be- 
fore the  I. mil  Mogul  (  ...  took  over  t.. 

$400,000  m   1"".-'.  $800,   >  this  year 
and  it  will  reach  an  estimated  $1,250,- 

i  'i  in  next  j  ear     I  ii-im.  --  i-  thai  g   I 

7.  This  yeai  for  the  first  time  Raj  - 
...  i-  planning  to  continue  it-  record 
ad  expenditures  through  the  fall  and 
winter  instead  ol  curtailing  them  after 

the  peak  summer  selling  months,  fhe 
current  schedules  include  83  news- 

papers,   "\  er    1,400    ra.li..    announ  e- 

ments  a  w<  ek  i  n  32  stations,  L85  I  \ 
announcements  on  I  >  stations  and  sev- 

eral local  L5-minute  I  \   film  shows. 

I!a\.  o  -  media  checking  and  measui  - 

ing  system  was  developed  bj   Re  earch 
and    Media    I  )i  r  c  toi    Joel    Mai  I  in    as    a 

tailor-made  solution  to  the  problem  <>f 

e\  aluating  -.  ores  ..I  indn  idual  -■ 
t...ii-  in  the  three  basit  media  in  local 

market-.  In  principle  the  -  stem  is 
not  inn  different  from  what  the  ig< 

follows  l"i  all  •  bents.  I  he  tet  hniques, 

h,owe\ .a .  are  ba  ed  on  the  unique  na- 
ture ..I  the  Raj  o  account  itself  and 

the  opportunity  it  presents  for  quick 
and  accurate  media  evaluation. 

When  the  I  mil  Mogul  <  o.  t....k  over 
the  account  in  \nril  1 952  an  arti<  le 

in  sponsor,  L9  November  1951 

"Raj .  o  profit-  bj  it-  I  \  trials  and 

i  1 1  ..I-"  helped  the  agei  w  in  it ' . 
the  firm's  franchised  dealers  were 

spending  "\ er  95'  -  .>l  thi 
.  .1  bud;  ets  in  nev  spapers.  Pro  iou=lj 

i  Please  turn  to  page  106) 

SPONSOR'S   All-Media   Advisory   Board 

George    J.     Abrams  ad   director.    Block   Drug   Co.,   Jersey   City 

Vincent    R.     Bliss  executive  v. p.,   Earle   Ludgin   &   Co.,   Chicago 

Arlyn    E.    Cole  pres.,   Mac  Wilkins,  Cole  &  Weber,   Portland,   Ore. 

Dr.    Ernest    Dichter  pres.,   Inst,  for  Research  in   Mass  Motivations 

Stephens     Dietx     v. p.,    Hewitt,   Ogilvy,    Benson   &    Mather,    New  York 

Ben    R.    Donaldson        ad  &  sales  promotion  director,  Ford,  Dearbor.i 

Marion    Harper   Jr. 

Ralph  H.  Harrington 
Morris    L.    Hite 

J.    Ward    Maurer 

Raymond  R.   Morgan 

Henry  Schachte 

president,   McCann-Erickson,   Inc.,   New  York 
ad   mgr.,   Gen.  Tire   &   Rubber  Co..   Akron 

president,    Tracy-Locke    Co..    Dallas 
  ad    director,    Wildroot   Co..    Buffalo 

pres.,    Raymond    R.   Morgan  Co.,   Hollywood 

v.p.,    Sherman    &    Marquette,    New   York 

19  OCTOBER   1953 
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HERE'S  HOW  YOU  CAN  PROFIT  BY  BEING  ABLE  TO  CHECK  MEDIA  WEEKLY 

1.  See  how  sales  zoom  when  you  add  radio  to  newspapers, 
BEFORE    RADIO    (Market    "A") 

Medium Ad    cost 

$  Sales 

Sales  per 

$   of   adv. 

Number   of 
customers 

!\i'»9|>a|><-rs              $76  I 
Other    Sources              .... 

Total    Sales              .... 

To 

$5,506  68.3 2,555  31.7 
8,061  1 00.0 

87.21  269 
....  125 
....   394 

AFTER    RADIO    (Market    "A") 

Medium Ad    cost 
$  Sales 

Sales  per 

$   of   adv. 

Number   of 
customers 

Newspapers            S7ol 
Radio       100 

Total    A.lv       1,172 
Other     Sourer*               .... 

Total    Sales              .... 

Adv.   ratio     10.6% 

S5.772 
52.5 

S7.55 
330 

3,595 
32.7 8.81 206 

9,367 
85.2 7.99 536 

1,627 14.8 93 

10,994 100.0 629 

NOTE:  This  chart  proves  astounding  fact  that  you  can  boost  returns  -from  one 

medium  by  adding  another.  Spending  $408  more  for  advertising  (on  radio)  in- 

creased sales  from  advertising  by  $3,861  for  Rayco.  Some  of  this  increase  came 

from    newspapers.     Table    shows    situation    four    weeks    after    radio    was    added. 

2.  Adding  TV  can  double  sales  due  to  advertising. 

BEFORE  TELEVISION    (Market  "B") 

$  Sales 

Sales  per 

$  of  adv. 

Number  of 
customers 

Newspapers        S908    85,744       65.8 

Other  Sources            ....  2,086         34.2 

Total    Sales              ....  8,730      100.0 

Adv.   ratio      10.4% 

AFTER   TELEVISION    (Market    "B"l 

$6.33 
268 
139 407 

Ad    cost 
$  Sales 

Percent 
Sales  per 

$   of   adv. 

Number   of 
customers 

Newspapers      

tv             328  4,826 

Total  Adv      1,236  10.425 

Other    Sources               ....  1,289 

Total    Sales             ....  11,714 

Adv.  ratio      10.6% 

$908    $5,599   47.8   86.17   296 41.2 

89.0 11.0 

14.71 
8.43 

255 

551 68 
619 

NOTE:  Here  is  case  where  adding  TV  nearly  doubled  sales  due  directly  to  ad- 

vertising at  same  advertising  ratio.  Newspapers  dropped  only  slightly  in  sales, 

actually  brought  MORE  customers  into  store  after  TV.  Terrific  TV  return 

is   obvious   above.    Some    Rayco   stores    have    got    back   $46   for    $1    spent   on    TV. 

iiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

3.  Eliminating  "weak"  station,  subbing  stronger  will  boost  sales. 
BEFORE  CHANCE    (Market  "C") 

Medium Ad    cost $  Sales 

Sales  per 

S   of  adv. 
Number   of 
customers 

TV    Station    A      £1,563 
TV    Station    B       661 

Total    Adv        2,224 
Other    Sources             .    ,    t    . 

Total    Sales              ,    .    .    . 

Adv.   ratio       15.5% 

AFTER  CHANCE    (Market 

811.536 80.3 S7.38 
.1182 

1,2.10 
8.7 1.89 63 

12.786 89.0 5.75 645 

1,580 
11.0 80 

1  1,366 100.0 725 

X") 
Sales  per 

$   of   adv. 

Number   of 
customers 

TV    Station    A      SI, 563      SI  1.2  16 62.0 
29.2 
9 1 .2 8.8 

fOO.O 

S7.20 
7.21 
7.20 

TV    Station    c       7'.i5  5.296 
Tel  Adv      2.298       16. .112 

Other  Source-           ....  /.">.Vf» 
Total    Sale.       18.138 

Adv.   ratio      12.6% 

NOTE:   This   is   classic   example   of   way   entire   system    works.     Station    B 

does   not  compare   with    Station   A.    When    B   was   dropped    and    strong 

substituted,     over-all     return     increased    and,     even     though     slightly    mo 

were    expended,    advertising    ratio    dropped    3rr.     Using    wrong    station 

554 261 
815 
79 

894 
obviously 

Station  C 

re    dollars is    costly. 

4.  Dropping  weaker  paper,  increasing  space  is  good  strat 
TWO    NEWSPAPERS    (Market    "D") NewM 

New*? 

Total 
aper 
Adv. 

Sour 

Sales 

'Y"      

Other 

Adv. 

Sales  per 

Ad    cost 

$  Sale, 

Percent 
$   of  adv. 

S503 
83,654 

36.2 S7.26 

1,173 4,279 

42.4 

3.65 

1,676 

7,933 
78.6 

4.73 

2,160 
21.4 

10,093 
100.0 

16.6% 

ONE    NEWSPAPER    (Market    "D") 
Sales  per 

%  Sales  Percent  $   of  adv. 

Newspaper  **X" 

Other    Sources 
Total    Sales      
Adv.  ratio      

986. 
9.6% 

86,217  69.1 
2,780  30.9 
8,997    100.0 

S7.19 

NOTE:  This  is  example   of   how  system   works  when    budgets  need  to  t 

(going  out  of  season,  for  example).     Over-all  ad  expenditure  dropped 

ratio    dropped     7     points.      Dollar    return     for    newspapers     remained    s 

with   increased   dollars  spent  in    Newspaper  "X"   over-all   improvement  is ■I 

5.  Stepping  up  all  media  may  increase  returns  from  each, 
BEFORE    STEP-UF 

(Market    ' 

'F"> 

Medium 
Ad    cost 

$  Sales 

Percent 
Sales  per 

$   of   adv. 
Newspapers 

Radio        
TV         

Total    Adv   

Other    Sources 

Total    Sales      
Adv.  ratio      

S423 
454 
528 

1,405 
14.3% 

SI,  950 
2,255 4,175 
8,380 

1,466 
9,846 

19.8 

22.9 
42.4 

85.1 14.9 
100.0 

84.61 

4.97 

7.91 5.96 

AFTER    STEP-UP    (Market    "F") 
Medium 

Ad    cost 
S  Sales Percent 

Sales  per    I $   of  adv.    j 

Newspapers      S538  $3,640  24.9 
Radio      5J2  3,684  25.2 

tv  638  5,935  40.6 
Total  Adv    1,688  13,259  90.7 
Other    Sources       ....  1,360  9.3 
Total    Sales      
Adv.   ratio      

....     14,619    100.0 

  115% 

NOTE:    Steping    up   all    media    increased    returns   from    each    a 

dollar    return    rose    and    advertising    ratio    showed    gratifying 

use    this    step-up    technique    too    to    determine    whether    medi 

efficiency  or  can  absorb   bigger  budget.    Sometimes  spending 

S6.77 

7.20 9.30 
7.85 

bove.    Volu  i 
decline.    1 
i    are    at  | n 

more  does  i 

llllll!ll!lillllill!lllll!llilll]||lilllllllllll]|||!!lilllllll]li!!iillllil]ll!ll|[!!llil|]|;ill!^ 
loes  . 

-I 

Here's  the  man  who's  responsible  for  the  weekly  Rayco  media 

JOEL  L.   MARTIN 

Emil    Mogul's    research    and    me' 

director   has   spent    past    13    year ' 

various    research.     He    joined    M< 

1950  after  five  years  as  v. p.  am> 

search   director   of   Marketing  SM 

Inc.   and    Marion    Harper  Associ>- 

He  worked  out  this  novel  weekly  > 

test  for   Rayco  after  visiting   Ra< 

stores    in    the    field    and    determii 

their    media     problems.     Joel    is 

a    New    Yorker    by    birth. 

1MEXT  ISSUE:   "Tht    advertiser    who   bets   $1    million  on  U 

media  tests."    Part  13  of  sponsor's  All-Media  Evaluation  & 

I  1 

This    issue's    Farm    Rndio-TV   section    starts    page   65         i 



verybody 
in 

is  talkinq 
ABC 

and  no  wonder 



lELi  \  /■    DASL,  Fri.     .  W  p.m. 
JA  Mil:.    \£on.   .   :  W  p.m. 

nil    I   \rni>  si  iTES  STEEL  HOI  ff.  Opening  si    :  "P.O.W 
li  I  \  \  )    I  EOM  is.  Tucs.  0  p.m. 

Here  it  is  .  .  .  the  new  fall  line-up  on  ABC 



UD  COLLI 
II  /////  \l  is 

ITT  KB 

l    l 

SA 

7 

1  Television.  We  promised  you  new  shows,  new 



BILL  STERN,  ABC-TV  sports 
6ATURDA  Y  NIGHT  FIGHTS,  9  p.m. 

NOTRE  DAME  FOOTBALL  AND  FRANK  LEAHY,  Sun.  7:30p.m. 

OZZIE  &  HARRIET,  Fri.8p.m. 

KRAFT  TELEVISION  THEA TRE    Thura.  9:30 p.m. 

stars  .  •  .  new  excitement  on  ABC.  But  evei 



IMES 

Thw 

>.,n.  a  90  p  m     ■  HI  01  ORGl  Jl  SSEl    ! 

■  /   id  nil  G1RL8 

ve  never  thought  things  would  happen  so  fast 



ROBERT  Q.  LEWIS,  Tups.  10:30  p.m. 

JOHN  l/AI.)     Mon,     En.  7:15 p.m. 

TOOTSIE HIPPODROME,  Sat.  10a.m. 

THE  LOSE  RANGER,  Thura.  7:30p.m. 

si  'PER  (liters.  Sun.  5  p.m. 
SMII.l.X    ED  McCONNELl 

SPACE  PATROL,  Sat.  11  a.m. 

(or  so  big).  Now,  the  critics  are  talking . . . 



1 
J 

\\  l\<  III  I  I 

[e  viewers  are  talking . . .  everybody's  talking  ABC ! 



And  look  who's  talking  to 
America  on  ABC  Television: 

American  Chicle 

American  Cigarette  &  Cigar  Co. 

American  Home  Products 

American  Tobacco  Company 

Armour  &  Co. 

Bayuk-Phillies  Cigars 

B.  B.  Rolrite  Pen 

Bristol-Myers 

Brown  Shoes 

Carter  Products 

Derby  Foods 

Dufly-Mott 

DuPont 

Ekco 

Ex-Lax 

Gemex  Watch  Bands 

General  Mills 

Gruen  Watches 

Hazel  Bishop 

Hotpoint 

S.  C.  Johnson 

Kellogg's Kraft  Foods 

Listerine 

Mars  Candy 

Pepsi-Cola 

Ralston-Purina 

Sealy  Mattress 

Skippy  Peanut  Butter 

Speidel  Watch  Bands 

Standard  Oil  of  Indiana 

Sterling  Drug 

Super  Kem-tone  &  Kem  Glo 

C.  A.  Swanson  Company 

Thor 

Tootsie  Rolls 

United  States  Steel 

Viceroy  Cigarettes 

AMI  KUAN    BROADCASTING    COMPANY     WjSBk 
>
'
 

ABC 

\ 



TOWELS ICE   CREAM   STORE 

SPONSOR      II-     rowel   Shop 
Si,  i  •  ■  i  j  <  - 

\'.l  M   'i       - 
\|    I!   . 

I  APSI  ii    CAS1    HISTORY  The  s,.  / .,„„,  ,,„.„„„   MlJ, 
it,<m   Missouri     he  had  to  be  shown  what  an 

in  Greenville  could  do,    The  towel  company   bought  an- 

nouncements on  II  /  s'    ovei  n  four-day  period  at  <i 
176.     tftei   tin-   lust  day,  hou  ever,  orders 

come  in.    />'v  the  end  oj  the  foui  days,  The  Towel  Shop 
had  received  565  orders.    The  total  value  oj  the  towels 
was   not   revealed,   but   the   advertising    cost   pei    order 

came  to  less  than  I  I  -' 

WESC,  <•>•■  nvilli    -   I PRl  ICR  \  M     S 11  ii.-uii. .  in.-iii -. 

I  APSUU   '  ASI    HISTORY  Inclement  weather  appar- 
ently has 

t\  used  in  from  iim.   the  .■■  '  cold  weather 
ill-    han*,    King    s'"'  '    I-    100-word  a 
meats  on  the   Bob   M<  Anull  >ur  daily 

ram  on   K  It  II.    Tola 
ments  came  to  SM.80     The  results     In  the   foui   D 

King  the  amount   oj  three 
turns  thai  told  on  oi   avera  am  weati 

KU  II.    Portland 
PROGRAM     I 

CHICKENS 

SPONSOR     Pacil      li  itcherj  \<-<  N'  ̂      ; 

I  APSI  ii   CAS1    HISTORY         |       /.  production  was  down 
nil  our  British  Columbia     that  is,  down  nil  over  British 
Columbia  with  the  exception  oj  on*    hatchery.    Th 

cifit  Hatchery  had  a  tales  increase  oj  I1"1     .    It  probably 
is  not  coincidental  that  the  only  major  medium  empU 

In  the  hatchery  was  radio.   The  sponsor's  radio  schedule 
consists  oj  one  announcement  daily,  at  noon,  at  a 

oj  19  each.    The  only   station  used  is  <  K  \  II 

CKN  W,  New  Wi PRl  • « - 1 ;  \  \l 

FURNITURE 
V.I  NCY: 

SPONSOR     F  &  S  Construction  Co.,                     AGENCY"DTrec Phoenix 

<  APSI  11   1  ASE  HISTORY          The  construction  company 
built  17.'!  homes  in  a  urn   residential  section  oj  Pueblo, 

In  sell  them,  the  firm   bought  30  one-minute  an- 
nouncements on  KCSJ  to  run  Friday,  Saturday  and  Sun- 

day.   The  following  Thursday  Jim  Woodhams,  advertis- 

ing manager  for  the  construction  company,  wrote  k<  ̂ 1 
to  say   that  all  17!!  homes  had  been  sold  at  an  adver- 

tising cost   oj   $178.50,   or    slightly    more   than    >l    per 
17,000.   KCSJ  mis  the  only  advertising  medium  used. 

KCSJ,  Pueblo                                    PROGRAM:    Announcements 

II-  i  Iquai 

1  APSI  M    CAS1    HISTORY        The  sponsor  bought  a  night- 

ly  {5-minute  music  program  aired  from   12:05  to  12:20 
a.m.    Lerner  expected  that  aftei    10  or    II    weeks  th 
might   be  tangible   results   reflected  in   increased  traffic 
and  sales,     liter  thnc  weeks,  however,  sales  which  < mild 

be  directly   attributed  to  the  program   were  chalked  up 

•md  many   listeners  wrote  in  to  compliment  the  sponsor 

on  the  calibre  oj  the  program,     liter  set  en  weeks,  1  ■ 
mis  getting   $3,000  north  of  sales   weekly   on   the  pro- 
ms  which  cost  $176  weekly. 

\\i   \l      Philadelphia                PROGR  AM                                  ghl 

PEACHES APPLIANCE   STORE 

SPONSOR:    W.   P.  "Red"   Dohertj                     AGENCY:    Direct 

<  APSI  li   I  w:  HISTORY:            Dohertj,  a   11  est   Texas 
fruit  grower,  discovered  after  a  drought-breaking  min 
that  an  orchard  oj  peach  trees,  which  he  had  written  off 

earlier  as   a   loss,    was    heavy    with    good,    ripe   peaches — 
too  ripe  to  pack  and  ship.    In  tuo  one-minute  announ 

ments.  one  Saturday  afternoon  and  one  Sunday   mornr 
his  problem  was  stated  and  listeners  were  told  they  could 

have  all  the  peaches  they  wanted  for  $1.25  a  hushel.    Cars 

blocked  the  road  leading  to  Doherty's  farm  Sunday  morn- 
ing.   He  estimated  his  total  sales  at  about  $5,000.     The 

announcements  cost  $27.50. 

KGNC,   Amarillo                               PROGRAM:     Announcements 

SPONSOR:  Dnnaf,                 en   Appliance  (    .      AGEN4  Y:  Din 

1  APSUL1   l  AS1    HISTORY          Dunagan   &   Brown   is   lo- 

cated  m  the  small  town  of  Chicamauga,  Go.    It  is  an  out 

of  the  way  location  and  even  It  \4FS  was  not  sure  >\) 

if  its  listeners-  would  travel  to  an  appliam  e  store,  or      2 
it  Tennessee  people  would  patronize  a  C         a  merchant. 

The    sponsor    nevertheless    bought    a    tire-minute    mysU 

singer  program  sis  day  i  a  week  for  a  -  ost  of  $60  weekly. 
From  the  programs  the  sponsor  got  over  180  leads  week- 

ly and  business  went  up  "hundreds  of  dollars"   Business 
still  is  growing  after   16   weeks   on   the  air. 

WMFS,   Chattanooga                       PROGRAM:    Name   th-     - 



f.    New  construction  permits* 

CITY  &  STATE 
CALL 

LETTERS 
CHANNEL 

NO. DATE  OF 
GRANT ON-AIR TARGET 

POWER    (KW)" 
VISUAL    i     AURAL 

STATIONS 

ON  AIR 
SETS  IN 
MARKETt 

(000) 
LICENSEE   &    MANAGER 

R«j 

R' 

ANDERSON,   S.   C. 

GOLDSBORO,   N.   C. 

SALEM,   ORE. 

VANCOUVER,    WASH. 
PORTLAND,    ORE. 

WAIM-TV 

KSLM-TV 

KVAN-TV 

40 

34 
3 

21 

30  Sep. 

1   Oct. 
30  Sep. 

23  Sep. 

135  67.6 

17.8  9.12 

5.5  2.75 

15  Jan.  '54      107 

62 

NFA  Wilton     E.     Hall 

NFA  Goldsboro   TV    Corp. 

NFA  Oregon   Radio  Inc. TOR     I  IMF  Vancouver    Radio   Corp. 

IUB     UM^  Sheldon    F.   Chltty.    v.p. 

&   g.m. 

Bun    ■ 

If.     \«*ir  stations  on  air* 

CITY  &  STATE 
CALL 

LETTERS 
CHANNEL 

NO. 
ON-AIR DATE 

POWER 

(KW)" 

NET 
AFFILIATION 

STNS. 

ON  AIR 
SETS  IN MARKETt 

(000) 

LICENSEE  &  MANAGER Rl VISUAL AURAL 

ALBUQUERQUE,   N.   M. KOAT-TV 7 
27  Sep. 

25 
12.5 

ABC 

2 
31    VHF 

Alvarado    Bdcstg.    Co. 

Phil    Hoffman 

Hollln  -j 

BAKERSFIELD,  CAL. KERO-TV 

10 27  Sep. 

30.9 

17.4 
NBC,  CBS 2 

30  VHF 

Kern    County    Bdcstrs. 
Albert    E.    DeYoung 

Avery- 

Knor BUFFALO,  N.  Y. WBES-TV 59 
27  Sep. 

21.4 11 
None  yet 

3 
60   UHF 

WBES-TV.    Inc. 

Roger    Baker 

Boiling 

COLORADO  SPRINGS, 
COLO. 

KRDO-TV 

13 

1   Oct. 
11.3 

6 
NBC 

2 10   VHF 
Pikes    Peak    Bdcstg. 

Joseph    Rohrer 

McGIII 

FRESNO,  CAL. KJEO 47 2  Oct. 

10 

5 
ABC 

2 
40    UHF 

O'Neill    Bdcstg.    Co. 

L.    E.    Chenault 

Hollim  j 

HANNIBAL,   MO.- 
QUINCY,  ILL. 

HARLINGEN,   TEX. 

KHQA-TV 

KGBS-TV 

7 

4 

27  Sep. 

4  Oct. 

10.5 

13 
5.4 

6.9 

CBS,  Du  M 

CBS 

1 

1 

70   VHF 

30   VHF 

Courier-Post    Publ. 
Walter     Rothschild 

Magic  Triangle  Televisor; 
Troy   McDaniel 

Weed 

Pearson 

HENDERSON,   KY. WEHT 50 
27  Sep. 16.2 

8.7 CBS 
1 20   UHF 

Ohio    Valley   TV    Co. Hecht    S.    Lackey Meeker 

JOHNSTOWN,  PA. WARD-TV 

56 22  Sep. 
26 

13 

CBS 2 
20    UHF 

Rivoli     Realty    Co. 

George    Gartland 

Weed 

KNOXVILLE,    TENN. WROL-TV 6 1   Oct. 

100 

50 

NBC 
1 23    VHF 

Mountcastle    Bdcstg. 

W.    H.    Linebaugh Avery- 

Knod< 

MEMPH  S,    TENN. WHBQ-TV 

13 
1   Oct. 

125 

65 
CBS 

2 220   VHF 
Harding    College 

John    H.    Cleghorn 

Blair  T 

MERIDIAN,   MISS. WTOK-TV 11 
27  Sep. 

31.2 

15.5 
All  4 1 7   VHF 

Southern    TV    Corp. 
Robert    F.    Wright 

Head  ley 

Reed 

MILWAUKEE,    WIS. WOKY-TV 19 1   Oct. 18.2 9.77 ABC,  Du  M 

CBS 
All    4 

,      3 

70    UHF 
Bartell    Bdcstrs. 

Lee    Bartell 

H-R    R 

MONROE,    LA. KNOE-TV 8 
27  Sep. 230 115 

2 
65    VHF 

James    A.    Noe 
Paul    H.    Goldman 

HR    R. 

PEORIA,    ILL. WTVH-TV 19 
27  Sep. 

95 

54 
ABC,  CBS, 

Du    M 
2 

86   UHF 
Hilltop     Bdcstg.     Co. 

George    Norman 

Fetry 

ST.  JOSEPH,  MO. 

RENO,   NEV. 

SPRINGFIELD,    ILL. 

KFEQ-TV 

KZTV 
WICS 

2 

8 
20 

27  Sep. 

27  Sep. 

5  Oct. 

52 

3 

18 

26 

1.5 
10 

CBS,  Du  M 
All   4 

ABC,  NBC, 

Du   M 

1 

1 

1 

79   VHF 

NFA 

19    UHF 

KFEQ.    Inc. 
Barton    Pitts 

Nevada    Rad  o-TV    Corp. Harry    Huey 

Plains  TV   Co. 
Milton    D.    Friedland 

Htadley- 

Reed 

Pearson 

Adam    J 

Yount 

SPRINGFIELD,    MO. KYTV 3 
27  Sep. 

61 

30.5 
NBC,  ABC 2 

35   VHF Springfield    TV.    Inc. 
J.    Gordon    Warden Holllngb 

TUCSON,  ARIZ. KVOA-TV 4 
27  Sep. 10.6 5.3 NBC 

2 11    VHF Arizona    Bdcstg.    Co. 

R.    B.    Williams 

Raymer WEST  PALM  BEACH,  FLA. 

WINSTON  SALEM,  N.  C. 

WIRK-TV 

WSJS-TV 
21 12 

13   Sep. 

27  Sep. 

18.6 
40 

10 

20 
ABC 

NBC 
1 

2 

16    UHF 

141    VHF 

WIRK-TV.    Inc. 

Joseph    S.    Field.    Jr. 

Triangle    Bdcstg.    Corp. 

Weed 

Hcadley- Reed 

WINSTON  SALEM,  N.  C. WTOB-TV 

26 26  Sep. 
20 10 

ABC,  Du  M 2 20   UHF 
Winston-Salem    Bdcstg. 

John    G.    Johnson 

H-R    Rei 

BOX SCORE 
Total     1  ,S.     stations 
in,  I.     Honolulu      (9    0 

So.   of   markets   covet 

on     air, 

■  i.    '53) 

ed 2.-,f 

in: 

No.  of  post-freeze  CP's  grant- 
•          ed    (excluding  18  educational 

is;   9  0<  /.  '53) 
So.  of  grantees  on  air 

III ir>2 

Wo. 

Sept 

f'erc 

with 

of  TV  homes  in   U.S.    (1 

2.7.2.>.'J 

.000$ 

,6%g 

ent     of    all     U.S.    homes 

Tl    sets  1 1  Sept.  '53  i                     .1 

"ll'itli    Da*    I    P        ind    stations    going   on    the    air    listed   here    are   those   which    occurred    between 

''is   are 

coruldered  to  be  on  Uie  air  .  rclal  uperattun  starts.     ••Power  of  Cl'.'s   Is  thai  recorder 
In  FCC  applications  and  amendments  of  Individual  grantees,     tlnformatlon  on  the  number  of  sets 
in   markets   where   not   designated    as   being    from  matei    from    the 
stations   or    reps    and    must    be    deemed    approximate.      §Data    from    NBC    Research    and    Plannlnr 

U  with  sets  and  homes  in  TV  coverage  areas  are  considered  approximate.    ' 
most  cases,  the  representative  of  a  radio  station  which  Is  granted  a  C.P.  also  represents  the  » 
TV  operation.     Sinrc  at  presstlme   it  Is  generally  too  early  to  confirm  TV  representations  of  m 
grantees,    SPONSOR  lists  the  reps  of  the  radio  stations  In  this  column  (when  a  radio  station  I 

n  \r\       \  available     at     presstime     on     sets     In     mark 
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CHANNEL    10 
AT  THE  SIGN  OF  THE  ROOSTER 

WJAR-TV 
The  super  power  of  PROVIDENCE  (Csiannel  10' 

blankets  the  southern  New  England  market 

where  TV  saturation  is  an  overwhelming  85rr  • 

with  prestige  and  personalities  that  SELL  your  products. 

WEED      TELEVISION,       NATIONAL       SALES       REPRESENTATIVES 



f  I  •  •  i 

SflWI IBMTOfllff  n 
.1  ill  WlliA  11  ID  lLi 

&  A 

m  raiip  01  Wf ; 
Chart  covers  halt-hour  syndicated  film 

Part* 
rank 

Rank 
now 

Top   10  shows  in    10  or  more  markets*  * 
Period:  1,  2,  3,  11,  12,  13  and  14  Sept.  1953 

TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

Average rating 7-STATI0N 
MARKETS 4-STATI0N    MARKETS 3-STATION    MARKETS 

N.Y. L.A. 
Chi. Mpls.         Wash. 

Atlanta 

Bait.        Cine. 

Cleve.        Col.          Det.      < 

i ' Favorite  Story,  Ziv  (D) 
23.4 8.0 

\vnbt 

10 :30pm 

8.9 
kttv 

73.6 

,\  III  MM      1  V 

H   ;i'ipm 

22.8      72.2 

wcoo  tv     wtop-tv 
9:00pm      10:30pm 

72.3    73.0 
vi  ha!  t\     wepo-tv 10:30pm   8:30pm 

79.5 
we vi  s 10:30pm 

2 6 Foreign  Intrigue,  JWT,  Shel.  Reynolds  (A) 22.6 
76.4 
U7I0I 

10:30pm 

72.2 

knbh 10:30pm 

70.4 

wnbq 

9 :30pm 

25.3      73.8 

kstp-tv          wnbu 
8:30pm      10:30pm 

79.5 

wkrc  tv 8:30pm 

24.5                 79.3  B 
wjbk-tf  ■■ 

10:00pm                    10:00pm  ■ 

3 2 

3 

Boston  Blackie,  Ziv  (M) 21.9 6.5 wabd 9  :30pm 
70.9 
knbh 

i;  iiiipm 
76.0 

wgn  tv 

:i   KiKii 

23.8      74.4 
wnii-tv       wti'p    t\ 

9  30pm     8:30pm 

75.3    72.5 
wbal-tv    wkre-tv 

10:30pm    7:30pm 

24.8     74.3    ) 
wbns-tv    uiyz-tr  >J 

8:30pm     9:00pm    ■1 

4 Cisco  Kid,  Ziv  (W) 20.8 7.4 U  lll.t (i  :00pm 

70.7 
kr.  11    [1 
7 :00pm 

8.2 
whkh  tv 2:00pm 

70.4 
wnbw 6:30pm 

72.3    22.5 

wbal-tv    wepo-tf 7:00pm     5:00pm 

78.8      78.8     73.0   U\ 

wnbk      wbns-tv    wv 
6:00pm     7:00pm     3:30pm    1 

5 4 Uberaee,     Snader,  Guild   Films  Co.   (Mu) 20.4 6.4 wnbt 7:1   m 

9.2 

klac-tv 

7  30pm 

9.4 
M'En-tv 

9:30pm 
6.6 

wttg 

10:00pm 

72.8 

wbal-tv 

10:30pm 

70.0      9.3 
wbns-tv    wiyz-tt 

"   i. in     i;  :30pm 

6 5 Hopalong  Cassidy,  NBC  Film  (W) 
18.5 

74.0 

wnbt 
6 :30pm 

8.7 

kttv 
7:00pm 

20.3      70.4 

WCCO-tV       win;il    t\ 
7:00pm      6:00pm 

70.3 

wsb  t\ 

5:00pm 
72.3     76.3 

wbal-tv       wlw-t 

5:30pm     5:30pm 

72.8      78.3     72.5 
wnbk       wbns-tv 

6:00pm      12:00n      5 

7 7 Kit  Carson,  MCA,  Revue  Prod.  (W) 
16.9 70.4 

keca-tv 

7:30pm 

7.0 

wbkb-tv 

2:30pm 
74.0 

wlw  -  a 

6:30pm 

7.3 

umar-tv 

0  :00pm 
8.8     27.0      8.5    .1 

wnbk       wbns-tv     « 

8 8 Wild  Bill  Hickok,  W.  Broidy  (W) 16.1 6.9 

wabd 

7  :00pm 

8.0 
ktla 6:00pm 

7.4 

wbkb-tv 

1:30pm 
78.8      7  7.2 
weco-tv     wtop-tv 
7:30pm      1:00pm 

73.3 

wsb-tv 

5:30pm 72.3     70.8 

wbal-tv    wkre-tv 7:00pm     5:30pm 

70.0     20.8    70.3 

wnbk       wbns-tv     wxyz-tv 6:00pm     6:00pm     5:30pm 

9 9 Superman,  MPTV,  R.  Maxwell  (K) 
14.6 7.7 

wnbt 
70.2 

keca-tv 

S  :30pm 

9.8 

wbkb-tv 

7  :30pm 

7.8        7.0 

weeo-tv    wmal-tv 
5:00pm      6:00pm 8.5 

wsb-tv 

5:30pm 

70.0      9.5 

wbal-tv      wklr   [V 7:00pm     5:30pm 

7  7.8      73.5      9.5     Jl 

wnbk       wbns-tv    uxvz-tv   aJ 
6:00pm     6:00pm     5:30pm    7 

Rank 
now 

Past- 
rank Top    70    shows    in    4    to    9    markets 

i I City  Detective,  MCA,  Revue  Prod.  (D) 26.4 

7.0 

knbh 10:30pm 

73.5 

wsb-tv 

10:30pm 

74.0 wnbk 

10:30pm 

2 2 Orient  Express,    PSI-TV,  Inc.  (A) 

23.7 
3.9 

keca-tv 

8:30pm 

70.3     79.3      4 v\  Iw-C          WW  1 

8:30pm    9:30pm    I'M 

3 8 Dangerous  Assignmt'nt.    NBC  Film  (A) 

20.9 
5.2 

wor-tv :   in 

9.9 

knbh 
in  ::ii,,,n 

7.4 

wbkb-tv 
9  00pm 

20.5 

weeo-tv 

7  :30pm 

70.3 

wnbk 
10:30pm 

4 3 
Range  Riders,  CBS  Film,  Flying  "A"  (W) 

20.5 6.9 knit 7   unpin 
25.8       70.2 
weeo-tv       wtop-tt 
8:00pm      1:30pm 

8.3 

wsb-tv 

78.5 
wens 

7  :00pm 

5 

."» 

Doug.  Fairbanks  Presents.  NBC  Film  (D) 
• 

20.2 
8.2 
wnbt 10:30pm 

70.2 

wgn-tv 

9:30pm 
77.8       70.4 

kstp-tv       wtop-tv 8:30pm      10:30pm 

75.8 

wbal-tv 

10:30pm 

6 6 Heart  of  the  City,  United  TV  Programs  (D) 
19.5 

4.2 

ktti 10:30pm 

73.3 

UXV7.-IV 

10:30pm 

7 Jeffrey  Jones,    L.  Parsons  (D) 19.3 
5.4 
kttv 

8 7 Abbott  &  Costello.  MCA,  TCA  (C) 
18.1 

7.9 

kttv 

7:30pm 
7  7.0 

wbkb-tv 

5 :00pm 

72.4 w  nbn 

9 4 Hank  MeCune,  Video  Pictures   (C) 
16.6 2.2 

klac-tv 

7.0 

WXVZ-tV 

9:30pm 

10 " March  of  Titne,  March  of  Time  (Doc.) 15.5 3.5 wnbt 

8.0 

wsb-tv 

9:30pm 9.8      7  7.5 

wewi      wbm-tv 9:00pm    10:30pm 

I  ;  .umentary;   (K)   kid  show; 
lilms  listed  arc  syndicated,  half-hour  lencth.  broad- 

cast In  ■  irkets.  The  averace  ratine  Is  an  unweighted  average  of  Indi- 
vidual market  ratines  lilted  above.    Blank  space  Indicate!  film  not  broadcast   In  this  market  as  of 

1-3.   11-11  of  September  1953.     While  network  shows  are  fairly  stable  from  one  month    UN 
In  the  markets  In  which  they  run.  this  Is  true  to  much  lesser  eitent  with  syndicated  sb'- J 
should  be  borne  in  mind  nhcn  analyzing  rating  trends  from  one  month  to  another  In  t  •< 

to   last    month's    chait. 
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- TATION 

Buffalo 

MARKETS 

Dayton   Mi*  W> . St     L 

1    STATION     MARK! IS 

1 Chart  «tt 
Nt*  Or 

ll  ..tti. 
1) 

47.0 52.5 5  7.5 
40.0 

S    .III,, „i 

57.0 24.0 55.5 

22.3 34.5 

Wilt  l 

54.5 57.0 

1 1  00pm 

**JJ 

) 36.5 32.5 30.5 28.0 29.5 40.0 

7  nil,, hi 
Willi)     t\ 

48.5 

Willi]     !* 
1   pill 

k-  !    11 

45.0 

k.  I    •> 

wlitv 

IS  i'"n 

King  li 

I) 27.5 22.5 30.5 34.S 36.3 

Hbti klnit  tv 

1  i 75.0 29.5 28.5 35.0 27.5 

K wlw   .1 
5:00pm 

wl>l\ 
".    :   i 

klnn  tv 

3 27.0 8.3 22.0 25.0 28.0 40.0 20.8 

' 
i  OOpu 

wt*  'I '.  00pm nlraj    iv 

IS  mill 

kid  li IS  Mo 

wl>l\ w.Imi    11 
j  30pm 

klng-tv 

18 36.5 7.3 30.0 24.5 24.5 20.5 

■bag  li wlw    ll ".  00pm 
k~,I  n 
'.  30pm 

trtti 
-,  niipm 

w.Imi    l\ 
S  00pm klnl-tt 

47.0 21.5 44.0 45.0 

Whtfl    l\ uiiiij  ̂  
11:00pm 

irbti 
trdra  i> 10:00pm 

53.0 40.5 

Wil>ll     tv 

kine-tv 

57.0 
47.0 

king-tv 9:00pm 

25 
4  4  0 37.3 

■ 2 
"i  :0Opm 

kins-tv 

35.5 47.5 

Willi    i\ k-l    iv 

185 45.0 

j 

trdiu  iv 10:00pm 

5 2.0 38.0 35.5 k-i  a 

i   pm wdsa-U 

47.0 

klng-lv 

47.8 

klng-tv 

* 50.0 

whcnn 

l|ng  only   fe« 
!lrat«i 
i  ::     l 

i  e  nol 

thorn    «  ■•      being    shown 
It    Septcmbai 

fully    rrtl 

In     1" 

ected    in 
n    more 

ratings, 
narkets 

19  OCTOBER 1953 

\frrrx 

iG) 

what  a  row  of 

I)  beans  can 

amount  to . . . 

with  wfmy-tv 
Rows  of  canned  beans,  to  be  exact  .  .  . 

pinto  beans.  One  year  ago  the 

Mountain  View  Canning  Company  took  the 

wise  step  of  advertising  its  Luck's 
Pinto  Beans  on  WFMY-TV. 

4> 

§1 

G> 

$ 

& 

.<$> 

^ 

Well  sir,  a  hillbilly  band  was  featured  on  a 

weekly  1  5-minute  show  —  and  the  fame 

of  Luck's   Pinto  Beans  raced  across 

WFMY-TV's  29  counties  with  the  speed 

of   Jack's    Beanstalk! 

Last  year  Mountain  View  produced  about 

750  cases  of  Luck's  Pinto  Beans 

a  week.  This  year  it's  over  5,000  cases 
a  week  !  Factory  space  and  staff  have 

tripled,  and   still  grocers  can't  keep  a  row 
of  these  beans  on  the  shelf! 

Sales  magic  like  this  is  nothing  new  with 

WFMY-TV.  When  the  people  in  29 

surrounding  counties  have  $1,500,000,000 

to  spend  .  .  .  the  only  TV  station  tapping 

all  that  buying  power  is  bound  to  be 

popular  with  advertisers  and  viewers  ! 

wfmy-tv 
Basic  CBS  Affiliate -Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons,  Inc. 

New  York  — Chicago  — San  Francisco 
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5 ... . — *  •■-  •"  *
£L 

Av  Bo6  Foreman 

M  he  new  film-like  process  known 

as  video  tape  is  sure  to  be  some- 
thing of  a  hydrogen  bomb  to  the 

television  business.  Rather  than  a 

spectre  on  the  horizon,  this  phe- 
nomenon is  here  and,  according  to 

some  authorities,  will  mushroom 

into  use  in  less  than  three  years. 
What  video  tape  will  mean  to 

the  television  industry,  as  well  as 
to  organized  labor,  from  economic 

and  aesthetic  points  of  view  is  lit- 
tle short  of  devastating.  (The  very 

same  may  be  said  of  its  effects  on 

the  big  screen  motion  picture  in- 
dustry.) 

Unlike  most  big  improvements 
in  television  such  as  the  cable  fa- 

cilities and  color-to-come,  which 

increase  the  cost  of  doing  televi- 

sion, video  tape  offers  all  its  ad- 
vantages at  marked  down  rates,  a 

fact  that  should  evince  deep  sighs- 
of-relief. 

What  are  these  advantages? 

Well,  visualize,  if  you  will,  a  pic- 
ture process  as  simple,  as  faithful, 

^Illlllllll 

and  as  economical  as  sound  tape 
is  for  audio  alone.  In  essence, 

lhat's  it.  In  place  of  the  present 

costly  equipment,  time — and  cash- 
consuming  lab  processes  and  the 
inflexibilities  of  so-called  cellu- 

loid, this  tape,  on  far  simpler 
'"cameras"  which  aren't  cameras 

at  all,  will  record  what  is  exposed 
to  it  and  enable  the  director  to 

play  back  instantaneously  what  he 

has  just  shot. 
If  the  results  are  not  to  his  lik- 

ing, a  simple  erasure,  as  in  sound 

tape,  makes  the  stuff  ready,  will- 
ing and  completely  able  to  repro- 

duce the  next  "take." 
Skilled  writer-director-produc- 

ers like  Frank  Wisbar  {Fireside 

Theatre)  expect  to  be  able  to  edit 
their  scripts  as  they  go  along  and, 

in  some  cases,  come  up  with 

scenes  minus  any  script — just 
shooting  on  an  ad-lib  basis,  if  you 
will.  Such  is  the  flexibility  and 

economy  of  this  means  of  record- 
ing sight  plus  sound. 

H  /m/  Foreman  calls  video  tape  the  II -Bomb  of  TV: 

1.  //'s  a  television  development  which,  unlike  most  improvements, 
u  ill  decrease  rather  than  increase  the  cost  oj  TV  for  sponsors. 

2.  It  u  ill  make  editing  easier — in  fact  the  tape  can  be  edited  while  a 

show  is  being  recorded — and  color  can  be  added  without  very  much 
trouble;  the  fact  video  tape  is  so  simple  may  make  some  jobs  non- 
essential,  however,  and  that  might  draw  union  fire. 

.'{.  //  will  male  the  present  cameras  and  projectors  obsolete;  tape 
probably  will  be  between  W>  mm.  and  35  mm.  wide  and  won't  have 
sprocket  holes. 

I.  //  may  make  live  7/  an  unknown  commodity — except  for  spot 
news  and  sports  events  since  producers  will  be  able  to  get  perfect 
performance  <n  no,  or  little,  extra  cost. 

Color  will  come  as  a  simple  sec- 

ond step  with  few  added  difficul- 
ties if  any — no  greatly  increased 

cost  of  raw  stock,  no  expensive  lab 

work  and  no  long  delays  in  deliv- 

ery. 

Prints  are  simultaneously  made 

in  large  numbers  and  being  elec- 
tionic  mates  will  suffer  no  loss  of 

quality.  Costs,  here  too,  should 
be  gratifyingly  low. 

Among  the  many  and  most  ob- 
vious dislocations  that  video  tape 

will  present  us  with  are — first, 
unions.  As  I  understand  it,  the 

very  simplicity  of  this  process 

makes  scores  of  people  and  a  cou- 

ple of  now  very  powerfully  or- 

ganized groups  non-essential. 
Secondly,  all  of  our  present 

cameras  and  projectors  will  be  ob- 
solete. The  tape  will  be,  in  size, 

probably  somewhere  between  16 

mm.  and  35  mm.,  have  no  sprock- 
et holes,  and  since  its  sound  and 

sight  are  in  perfect  synchroniza- 
tion (rather  than  advanced  sound 

track  as  on  present  day  films),  ed- 
iting can  be  done  on  location,  on 

the  set,  in  an  office  or  up  a  tree. 
A  scissors  is  all  it  takes  just  as  is 

now  possible  with  sound  tape. 

Third,  I  imagine  this  process 

spells  the  end  of  live  television,  at 
least  for  dramatic  shows.  Since 

there  will  be  little  difference  be- 
tween the  cost  of  shows  done  live 

or  on  this  tape  in  contrast  to  the 

big  differential  we  now  face;  since 
there  will  need  to  be  much  less  of 

a  lag  than  there  now  is  between  a 

film's  shooting  and  the  time  it  is 
ready  for  broadcasting;  and  since 
video  tape  provides  a  producer 
with  all  the  assurance  that  film 

does  of  a  perfect  performance — 
the  ability  to  re-do  a  scene,  the 

opportunity  to  eliminate  errors 
and  fluffs  providing  at  the  same 
time  the  scope  of  film  in  contrast 
to  the  confinement  of  the  live  stu- 

dio— well,  I'd  say,  for  these  rea- 
sons  live  television  except  for  ball 

games,  horse  races,  fisticuffs  and 
a  few  other  events  where  immedi- 

acy is  the  great  appeal,  will  be 
found  setting  up  in  the  attic  along- 
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BUILD  A  BETTER  MOUSETRAP 
WTRY's  superior  brand  of  local  radio 

keeps  a  well  beaten  path  thru  WTRY's  traffic  department  .  .  . 

?? 

REPRESENTED      BY      HEADLEY-REED      CO 
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IN  RADIO! 

NOW 

^rTexas! 
CBS   AND    DuMONT 

TELEVISION    NETWORKS 

side  of  the  Magic  Lantern. 

These  are  but  a  few  of  the  many 

wonders  and  problems  that  are 
ju-t  ahead  of  us  thanks  to  video 
tape.  Therefore,  I  do  not  think  mv 
original  statement  that  video  tape 
will  be  something  of  a  hydrogen 

bomb  to  television  is  an  overstate- 
ment. 

commercial  reviews 

TELEVISION 

Braun    Baking    Company 

Ketchum,  MacLeod  &  Grove, Pittsburgh 

Announcements 

Sarra 

SPONSOR: m.kncy: 

PROGRAM  : 

PRODI  i  IK: 

This  series  of  chainbreaks  (plus  a  one- 

minute  announcement)  might  very  well 

be  designated  as  a  model  of  superior  TV 

copy  from  a  creative  as  well  as  produc- 

tion standpoint.  They  are  busy  without 

being  cluttered.  They  are  hard  hitting 

without  being  offensive.  They  are  skill- 

fully done  without  permitting  technique 

or  tricks  to  interfere  with  the  simplicity 

and  basic  salesmanship  of  the  message. 

Some  of  the  many  excellent  production 

values  in  the  copy  are  achieved,  for  exam- 

ple, by  (a)  adroit  combination  of  the 
live  and  the  animated — a  realistic  loaf  and 

a  slice  of  bread  in  such  extreme  close-up 

that  you  can  see  and  savor  the  bread's 
texture;  (b)  by  use  of  an  excellent  and  very 

relevant  optical,  in  this  case  an  iris,  which 

takes  on  the  same  shape  as  the  end  wrap- 

per on  the  loaf  and  thus  provides  a  tran- 
sition from  scene  to  scene  which  also  helps 

to  do  a  job  of  product  identification;  (c) 

live  photography  that  is  well  lighted,  well 

cast  and  sensibly  spotted  within  the  an- 

nouncements; (d)  in  addition  to  all  these 

virtues,  a  catchy  ditty  that  is  well  pro- 

duced, easy  to  understand  and  cleverly 
animated. 

It  is  this  ditty  plus  the  little  animated 

baker  that  maintains  continuity  through- 

out the  series  and  still  brings  variety  to 

it.  Characteristically  done  by  Sarra,  it  is 

my  humble  opinion  that  all  who  had  any- 

thing to  do  with  this  series  should  feel 

pleased  with  themselves.  I  daresay  the 

desired  results  will  come  from  televising 

them.  *  *   * 

Wichita  QJal/s  cJeh e  vis  i  on, 
SPONSOR 



Industry,  of  course... which  creates  payrolls 

. . .  which  distributes  money  that  people  can  spend 

for  things  they  decide  they'd  like  to  buy. 

But  what  makes  them  decide  to  buy?  Well, 

here  in  the  big  industrial  center  of  the 

United  States,  one  of  the  most  potent  factors 
is  an  influential  television  station  called  WSAZ-TV 

It's  the  only  TV  station  covering  this  whole 
high-income  area  of  114  busy  counties  in  five  states 

There's  more  than  four  billion  dollars 
of  buying  power,  waiting  here  to  be  tapped. 

And  WSAZ-TV  is  at  your  service,  ready  to  help 
you  do  the  job  swiftly  and  profitably. 

TELEVISION 

Huntington-CharlestBTTTWest  Virginia 
Channel  3-84,000  watts  ERP-NBC-CBS-DuMont-ABC 

Laurence  H.  Rogers,  Vice  President  &  General  Manager,  WSAZ.  Inc. 

Represented  nationally  by  The  Katz  Agency 

it  Russell,  Ky.,  in  the  heart  of  1   SAZ- 
broad  coverage  area,  The  Chesapeake  and  Ohio  Rail- 

way maintains  one  of  the  nation's  largest  freight 
yards.  Goods  valued  at  many  billions  travel  annually 
rom  this  center  of  industrial  America  to  consumers 

tl  over  the  world.  __     ̂ *"*^- 
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Tfic*  picture  Wiiii  hi  erf.  but  W  \ISl\s  public  relations  soared 

H.T.H.P.  That  stands  for  "higher 

tower,  higher  power."  Those  four  let- 
ters made  main  friends  for  WNBW, 

when   the   VHF   Channel Washington 

Tower    is    higher    than    Washington    Monument 

4  station  had  to  operate  with  reduced 
efficiency  for  three  weeks  last  summer. 

Here's  how: 
When  \\\l!\\  got  read)  to  increase 

its  antenna  height  by  adding  184  feet 
to  its  existing  tower,  and  to  increase 

power  to  KM)  kw,  there  were  more  than 
technical  problems  involved.  During 
the  tower  construction,  the  station 

would  have  to  use  a  temporary  antenna 

hooked  on  one  side  of  \\  \P>\\  's  tower. 
Obviousl)  -nine  viewers  would  get  a 

poor-qualit)  picture  and  want  to 
know  why. 

Carlton  I).  Smith,  general  manager  of 

WNKW.  «  reated  the  slogan  "H.T.H.P." 
and  before  and  during  the  construc- 

tion, it  was  used  to  inform  viewers 

that  the  poor  picture  was  onl)  tempo- 
rary    -<«>n  a  better  picture  than  ever 

would  return  to  their  screens.  In  ad- 

dition, Smith  wrote  to  all  the  area's 
set  dealers  and  servicemen,  and  pub- 

licity releases  were  sent  to  all  the  radio- 
TV  columnists  explaining  the  weaker 

picture.  (The  columnists  used  the  sto- 
ries, too;  one  writer  said  it  was  the 

first  time  a  TV  station  ever  bothered 

to  explain  to  viewers  why  its  picture 

wasn't  quite  as  good  as  usual.  I 
Letters  received  after  the  station 

went  to  "H.T.H.P."  came  from  view- 
ers as  far  as  110  miles  from  Washing- 

ton, said  picture  was  "very  good."  *** 

WKLO-TV  is  starred  in 

WHAS'TV  motion  picture 

Slated  to  go  on  the  air  this  month 

is  \\  KLO-TV,  Louisville.  To  promote 

the  event,  it's  been  doing  all  the  usual 
advertising  and  exploitation  that  new- 
TV  stations  usually  do.  But  it  got  an 

unexpected  bit  of  promotion  from 

\\  HAS-TV,  Louisville,  an  existing 

I  pre-freeze  I    station. 

A  recent  WHAS-TV  Late  Show  pre- 

sented the  movie  "Here  Comes  Elmer," 
starring  Al  Pierce.  Pierce,  at  the  time 

the  picture  was  made  in  1943,  was  a 

nationwide  radio  favorite,  and  the  pic- 
ture was  the  story  of  his  rise  to  fame. 

The  opening  shot  showed  was  of  a  stu- 

dio door,  and  in  gilt-edged  letters  was 
WKLO.  The  next  action  took  place  in 

W  KLO's  studios,  which  were  well  sup- 
plied with  microphones,  each  with  a 

WKLO  call  letter  plate.  One  WKLO- 

TV  official  commented,  "This,  indeed, 
was  a  most  unforeseen  hour-and-one- 

half  promotion  for  WKLO   "  *  •  * 

Educational  series  finds  ideal  sponsor  in  Philadelphia 

For  the  past  decade  Philadelphia 
children  have  spent  part  of  each  day 

in  school  listening  to  the  radio.  Called 
Radio  School  Room,  the  series  is  one 

of  the  oldest  in  the  L.  S.  and  probably 

has  one  of  the  largest  audiences  for 

such  a  production:  about  half  a  mil- 

lion students  w:eekly.  L  nique  tw  ist  this 
year,  however,  is  that  the  broadcasts 

are  sponsored. 
Mindful  of  complaints  which  would 

arise  if  these  educational  programs  be- 
come identified  with  hard  sell.  W  IP 

shrewdly  sold  the  show  to  the  Phila- 
delphia Savings  Fund  Society.  That 

this  is  a  happ)  choice  for  a  sponsor  is 
best  illustrated  by  the  fact  that  for 

years  Philadelphia  teachers  have  been 

admonishing  their  charges  to  put  aside 
dimes  for  a  rainy  day.  PSFS  by  telling 

the  youngsters  the  same  thing  will  add 
credence  to  what  teacher  has  to  say. 

For  the  teachers,  manuals  and  hand- 
books were  prepared  which  outline 

forthcoming  programs,  give  sugges- 
tions on  preparing  for  the  programs. 

Supervisor  of  the  broadcasts  is  Sam 

Serota.  W  IP's  director  of  educational 
programing.  Material  is  prepared  by 
the  Radio-Television  Division  of  Phila- 

delphia's Board  of  Public  Education 
and  members  of  the  Radio  Television 

Council  of  the  Arch  Diocesan  School. 

".  .  .  These  programs  become  an  in- 
tegral part  of  the  on-going  pattern  of 

our  classroom  activities  and  have  rep- 

W  L <*-« 
il~-  r\< 

School's  not  too   bad   when   His   Honor  the   Mayor  is  on   hand   to  answer  questions  on   the   radio 
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has  hit  the  BIG  Oregon  Market 

* 
/[wmlne 

tw 

WAIT  NO  MORE.  Nov  sou  can  hit  the  rich, 

able-to-buy  Northwest  market  with  the  increased 
coverage  and  assured  picture  quality  you  should 
expect.  KOIN-TVS  56,000  watts  ERP  (100,000 
soon)  and  I  1  14-foot  antenna  height  abuse  average 
terrain  (1536  feet  soon),  is  reaching  thousands  of 
homes  in  Oregon  and  Southern  Washington  which 

cannot  receive  good  service  from  any  other  station. 

REACHING  A   BIGGER  MARKET 

A  market  ripe  and  reads  lor  television's  impact. 
Per  capita  retail  sales  are  more  than  double*  the 
national  per  capita  retail  sales  average.  Over  a 
million  and  a  quarter  people  are  in   the  effective 

signal  area. 

150,000  SETS-INCREASING  RAPIDLY 
All  TV  sets  in  the  area  are  VHP  recei\ers  with 

UHF  devices  added  or  built-in.  KOIN-TV's  top 
CBS  Television  Network  shows  plus  selected  ABC 

Network  and  local  programs  are  capturing  audi- 

ences everywhere.  Set  sales  are  sky-rocketing.  It's  a 
bustling,  ready-to-tap  market! 

♦20N'  ,      Based  on  1952-53  Consumer  Markets. i 

^  CENTRALIA 

%  CHEHALIS LONGVIEW •  KELSO  WASH. 

VANCOUVER 

OREGON  CITY 

CORVAUIS 

EUGENE 

CBS 

TELEVISION 

?o*\°n
 Ore9°'

 

HOOD  RIVER         THE  D7LLES 

OREGON 

FOLKS  KNOW  KOIN 

For  28  years  radio  station  KOIN  has  offered  the 
people  of  this  region  the  tops  in  local,  national,  and 
public  service  programs.  KOIN  is  known  and  re- 

spected as  a  fellow  citi/en.  This  reputation  is 
reflecting  itself  in  a  tremendous  popularin  and 
public  acceptance. 

Write,  phone,  or  wire  for  complete  information 
and  availabilities. 

Avery  Knodel,  Inc.,  National  Representatives 
New  York,  Chicago,  Los  Angeles,  San  Francisco,  Atlanta,  Dallas 
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Adam  J.  Young  Jr.,  Inc. 
National  Representative 

Guardian  Building Detroit  26,  Mich. 

J.  E.  Campeau,  Pres. 

resented  one  of  the  finest  supplemental 
instructional  services  we  have  ever 

had,"  Dr.  Louis  P.  Hoyer,  superinten- 
dent of  Philadelphia  public  schools, 

wrote  to  Benedict  Gimbel  Jr.,  WIP 

president  and  general  manager.  "In 
addition,"  he  wrote,  "parental  interest 

in  them  has  been  widespread." 
Learning  about  <  it\  government  be- 

( Dines  an  exciting  assignment  for 
Philadelphia  students  when  the  mayor, 

Joseph  S.  Clark  Jr..  is  on  hand  to  an- 

swer their  questions.  *  *  * 

KMOX  makes  first  St.  Louis 

sale  to  department  store 

KMOX.  St.  Louis,  has  signed  up  one 

of  St.  Louis'  largest  department  stores 
far  52  hours  of  air  time.  This  is  the 

onh    instance  of  a   St.   Louis   depart- 

St.   Louis  fashions  take  to  the  air  for  Scruggs 

ment  store  buying  a  radio  program  in 

history,  St.  Louis  radio  men  told 
SPONSOR. 

The  store,  Scruggs-Vandervoort-Bar- 

ne\ .  bought  Teen  O'Clock  Time,  a 
high  school  talent  program  aired  Sat- 

urdays. 10:00-11:00  a.m.  Featured  on 
the  show  are  the  most  talented  eight 

students  from  a  particular  high  school 
la  different  school  each  week);  the 
KMOX  orchestra;  Tommye  Birch, 

who  handles  a  teen-age  fashion  round- 

up, and  Curt  Ray.  KMOX  personality, 
who  is  m.c. 

The  S-\  -B  contract  is  13  weeks  firm 

with  four-week  cancellation  privileges. 

Cost  is  said  to  be  about  S50.000  an- 

nually. Hirsch.  Tamm  &  Ullman  is the  agency. 

In  the  picture  are  Miss  Birch.  Ray 
and  Francine  Coffev.  high  school 

senior  modeling  a  coat.  *  *  * 

Biriefly  .  .  . 

Edith  Green  each  noon  hour  in  San 

Francisco  tells  the  Ba\  Area's  house- 
wives how  to  cook  on  her  KROX-TY 

program.    She  also  delivers  a  commer- 
i  {'lease  turn  to  page  132  I 
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Why  UHF  stations 

prefer  the  RCA  "1-KW" 
•  UHF  stations  can  get  an  RCA"  l-KW" 
when   they   want   it    (shipments   are 

made  within  30  days  after  ordei 

•  RCA  UHF  engineering  experience 

pays  off  for  YOU.  WBRE-TV  writes: 

"Not  only  are  we  getting  the  coverage 
where  we  wanted  it— WE  ARE  GETTING 

COVERAGE  FAR  BEYOND  OUR  ORIG- 

INAL EXPECTATIONS!" 

•  RCA  UHF  spells  Reliability  and  Sim- 

plified  operation.  WTPA-TV  says:  "Our 

TTU  IB  operate  reliably  aa  any  AM 
uittcr.  It's  easy  to  maintain  too — 
■  routine  weekly  maintenance  and 

ig  is  .-ill  that's  needed." 
•  RCA  can  supply  every  UHF  acces- 

sory you  need.  WSBT-TV  reports:  "We 
like  t  thing  from  one  place,  work 

with  ONE  responsible  supplier— RCA  " 
Your  RCA  Broadcast  Saks   Represent 

ative  is  at  your  service  for  technical  help. 

Let   him   get   going  on   your   UHF   plans. 



TAKE  "THREE 
If 

WITH  FIBBER  McGEE 



Take  "Three"  with  Mc(  lee— hear  your  product  sold  round  the 

nation,  found  the  clock  at  the  lowest  cost  in  radio  history. 

XHC's  dynamic  new  Three  Plan  can  be  flexed  to  fit  any 

budget,  large  or  small.  For  as  little  as  $2,02.")  per  minute,  this  is 
what  you  get: 

THREE  CHOICE  NBC  STRIPS!  Fibber  McGee  and  Molly,  It 

Pays  to  Be  Married,  and  Second  Chance.  Now,  for  the  first  time 

on  this  network,  these  'big  three'  are  open  to  participating  adver- 

tisers for  full  198-station  coverage.  Buy  your  selling  time  in  any 

combination  you  like... on  any  day  of  the  week  you  like...  for  as 

long  as  you  like. 

MORNING-NOON-NIGHT  IMPACT... a  veritable  sales  mara- 

thon right  through  the  day  on  three  great  programs,  one  in  the 

morning,  one  in  the  afternoon,  one  at  night...  with  cumulative 

audience  impact  growing  through  the  broadcast  day. 

LOWEST  COST  EVER!  Fibber  McGee  and  Molly  (10-10:15 

p.m.)— $2,917  per  participation ...  It  Pays  to  Be  Married  (5:45- 

6  p.m. )— only  $2,025  per  minute!  Second  Chance  { 11 :45-12  noon) 

—$2,250  for  a  time-tested  housewives'  delight. 

We  repeat :  these  are  the  lowest  costs  in  our  network's  history 

—made  possible  only  by  the  "Three  Plan"  for  better  selling.  And 

you  can  earn  up  to  8'/o  discounts  in  a  52-week  period! 

Better  take  "Three"  with  Fibber  McGee  on  .  .  . 

NBC    RADIO headquarters  for  new  ideas 



ALL  OF  TEXAS  WATCHES 

WHEN 

&:  SYWL'-'     yr. 

.  .  .  and  that's  only  a  part  of 

WHEN's  coverage.  There  are  no 
cowboys,  but  Texas,  N.  Y.,  is 

mighty  important  country  to  ad- 
vertisers. 

A 

© 

Only  15  counties  in  the  whole 

state  of  Texas  outspent  little 

Texas,  N.  Y.,  and  her  county  in 

1952  —  and  Oswego  is  only  one 
county  in  26  covered  by  WHEN. 

Here's  a  market  of  2'i  million 
people  spending  more  than  the 

national  average  every  year  — 
people  whose  buying  habits  are 
influenced  by  watching  Channel 

8.  We  know  they  watch,  for  we 

measure  coverage  in  response  as 
well  as  in  millivolts.  With  the 

heaviest  viewing  season  in  history 

coming  up,  sell  in  the  market 

that's  tailored  to  your  product. 
Ride  with  WHEN  over  the  range 
of  central  New  York. 

SEE    YOUR    NEAREST    KATZ   AGENCY 

A 
MEREDITH 
STATION 

agency  profile 
Joseph  Scheideler 

President 

Scheideler,    Beck   &   Werner,    New   York 

Joe  Scheideler  broke  into  advertising  as  an  errand  boy  for  Calkins 
\  Holden  during  the  earlv  Twenties.  Though  he  had  studied  to  be  a 

court  stenographer,  he  found  he  preferred  advertising  to  law  courts. 

"I've  done  just  about  every  t\pe  of  work  available  in  an  agenc\ ." 
Joe  remarks,  adding:  "Everything  from  being  a  third-rate  copy- 

writer to  a  fourth-rate  art  director." 
But.  when  he  did  find  his  forte — contact  work  and  planning  adver- 

tising strategy — he  noticed  that  this  varied  experience  was  a  great 

asset.  It  was  in  capacity  of  contact  man  that  he  left  the  Tracy-Locke- 
Dawson  agency  to  join  Duane  Jones  in  1943.  rising  to  v.p.  and 

director  as  the  new-  agency  grew. 
During  summer  1951.  he  left  Duane  Jones  and  shortly  after 

opened  his  own  agencv  with  kev  men  coming  from  Duane  Jones. 

I  Final  court  decision  concerning  his  agency's  inception  was  pend- 

ing at  sponsor's  presstime.  I 
His  initial  billings — primarily  in  the  package  jioods  line — were  at 

the  rate  of  $5.1  million,  about  60'  '<  in  air  media.  40'^  in  print. 
Total  billings  have  gone  up  over  20'  <    since  then,  he  told  sponsor. 

In  suggesting  use  of  air  media  to  package  goods  manufacturers 
with  a  single  rather  than  multiple  line.  Joe  stresses  the  importance 

"I  economical,  responsive  mass  circulation  as  afforded  b\  radio.  The 
kc\  note  of  his  air  campaigns  is  regular  testing,  many  times  by 

means  of  self-liquidating  premium  offers. 

"When  we  u>e  gift  offers  for  test  purposes,  we  choose  a  tested 
premium  that  will  show  audience  pull  rather  than  the  strength  of  the 

premium,"  he  explains. 
W  hat  is  Joe  doing  to  keep  his  kc\    people? 

"Everyone  in  the  agency  should  be  made  as  close  to  partners  in 
the  over-all  picture  as  is  possible  in  order  to  keep  a  current  in- 

centive.  We've  done  this  through  stock  ownership,  a  profit-sharing 
system  based  on  annual  earnings  and  b\  making  bonds  in  our  cor- 

poration available  to  all  employees  at  a  favorable  rate  of  interest." 
I  his  s\>tem.  he  Eeels,  also  benefits  his  accounts  in  that  every  man 

working  on  a  campaign  has  a  \r-ted  interest  in  it. 
Born  and  reared  in  Eastchester.  New  York,  Joe  is  now  bringing 

up  three  children — ages  18  months  to  si\  years — in  his  Westchester 
home.  *   *   * 
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But  we're  standing  behind  him 
just  the  same! 

For  it's  the  kind  of  double  talk  we  like.  \\  hen  (harks  John 

Stevenson,  our  "Chanticleer,"  opens  his  early  morning  show 

he's  talking  ro  a  combination  audience  made  up,  in  almost 
even  balance,  of  rural  and  urban  listeners.  His  is  the  first 

voice  heard  in  homes  in  22  cities  of  more  than  10. 000  popula- 

tion. At  the  same  time  his  voice  i^  coming  over  the  radios  in 
the  thousands   ot   barns   and   kitchens  of  \\  (  1 1    land    farms. 

For  the  Advertiser  Buying  An  Urban  Market  WGY 

Gives  A  Dividend  of  1,269,756  Rural  Listeners 

For  the   Advertiser   Buying   A  Rural  Market  WGY 

Gives  A  Dividend  of  1,489,044  Urban  Listeners 

WGY,    pioneer    farm    station,    serves    22    cities    of 

more  than   10,000  population. 

> 

WGY 
A    GENERAL    ELECTRIC 

STATION 

SCHENECTADY,  NEW  YORK 

Represented  Nationally  by  Henry  I.  Christal  Co.      New  York  *  Boston  *  Chicago  *  Detroit  *  San  Francisco 
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a  forum  on  questions  of  current   interest 

to   air   advertisers   and   their   agencies 

To  what  extent  do  you  mahe  use  of  air  and  print 

rating  services  to  measure  media  effectiveness? 

Mr.    Gross 

THE  PICKED  PANEL  ANSWERS 

The  effectiveness 

of  an  advertising 

medium  can  mean 

only  one  thing — 
its  ability  to  pro- 

duce sales.  There 
are  at  least  four 

factors  which  de- 
termine a  medi- 

um's power  to 
produce  results. 
They  are: 

1.  Efficiency  and  coverage:  the  ca- 
pacity to  bring  a  selling  message  to 

large  masses  at  a  low  cost. 

2.  Quality:  the  ability  to  reach  those 
consumers  who  are  the  best  prospects 

for  the  purchase  of  our  product. 

3.  Impact:  the  power  of  implanting 
a  sales  story. 

4.  "Merchandiseability:"  the  pres- 
tige of  the  medium  that  helps  to  in- 

fluence the  purchase  decisions  and  in- 
duces the  sales  force  and  distributors 

to  place  extra  effort  behind  the  prod- 
uct. 

Primarily,  ratings  serve  as  a  measur- 
ing rod  to  help  determine  the  efficiency 

of  alternative  availabilities  within  the 

same  medium,  which  are  generallv 

equal  in  all  other  respects.  Ratings  are 

often  used  to  judge  the  effectiveness  of 

media.  When  used  this  way,  they  pro- 
vide information  on  only  one  of  the 

lour  factors  mentioned  above  as  being 

responsible  for  sales  results — namely 
coverage  and  efficiency. 

Minute  radio  spots  can  generallv  be 

purchased  at  a  cost-per-1,000  homes 
reached  of  Sl.50  to  S2.00.  Using  an 

average  milline  rate  of  $2.50  and  as- 

suming  a2<i',  readership,  the  cost-per- 
\!  readers  of  a  1,000-line  newspaper 

a<l  i-  $12.50.  If  efficiency  were  the  sole 
>  riterion  in  the  selection  of  media, 

national  uewspapei  advertising  would 
have  dir,|  20  years  ago.    The  current 

prominence  of  newspapers  as  an  ad- 
vertising medium  can  only  mean  that 

ratings  and  cost-per-M  constitute  only 
one  of  the  methods  used  to  judge  the 
effectiveness  of  media. 

Our  company  uses  sales  results  to 
measure  media  effectiveness.  Since 

this  information  is  difficult  to  come 

by,  we  use  ratings  to  provide  infor- 

mation about  one  of  the  variable's 
which  influences  our  judgement  of  the 

ability  of  a  medium  to  produce  sales. 
Murray  W.  Gross 

Ass't.   Advertising  Mgr. 
Consumer  Products  Div. 

Hudson  Pulp  &  Paper  Corp. 
New  York 

Particularly  in  ra- 
dio  and  televi- 

sion, we  are 
forced  to  use  the 

rating  serivces 
fairly  generously, 

for  their  obvious 

purposes:  to  try 
to  evaluate  spots 

and  stations,  and 

as  an  indication 

of  the  audience 
trends  of  various  programs. 

We  like  salesmen  to  have  rating  data 

on  what  they  are  trying  to  sell  us.  We 

like  that  particularly  when  we  want  to 

say  "no";  it's  often  so  easy  to  refute 
their  arguments  by  providing  an  op- 

posite set  of  figures  from  a  different 

rating  service.  For  the  salesmen — 
like  the  buyer  —  finds  it  difficult  to 

compare  Hooper  apples.  Nielsen  or- 
anges. Pulse  plums  and  ARBananas. 

The  temptation  to  include  a  lemon 
in  that  fruit  salad  was  very  strong. 

Which  brings  up  the  question  inevita- 
ble whenever  ratings  are  discussed: 

Which  method  is  better?  Which  data 

more  nearly  accurate?  How  far  to  go 
in  beliel  ine  them? 

Mr.   Gumbinner 

It's  easy  to  be  crazy  about  a  service 
when  it  gives  your  program  a  20.  But 

vou "re  suspicious  of  the  one  that  gives 
the  same  program,  same  night,  a  6! 

Discrepancies  like  this  (and  every 

agency  can  quote  dozens  of  them  I 
have  conditioned  us  to  view  all  the 

ratings  with  a  cocked  eyebrow.  And 
so  we  look  at  them,  not  as  gospel,  but 
as  thin  straws  in  a  light  breeze. 

Our  decisions  are  governed  by  many 

factors,  only  one  of  which  is  the  far- 
from-factual  size  of  audience.  Those 

factors  most  universally  recognized  in- 
clude the  type  of  audience  a  program 

attracts  .  .  .  and  the  compatabilitv  of 

entertainment  and  product,  or  enter- 
tainment and  commercial  handling. 

We   do   have   one   final   gauge — one 

method   of   rating   that's   beyond    dis- 
puting.    If   a    2-point    rated    program 

moves    the    goods,    and    a    30-pointer 
doesn't,  our  choice  is  clear! 

Pall  G.  Gumbinner 
Radio-TV  Director 

Laurence  C.  Gumbinner  Adv. 
Neiv  York 

Nabisco,  of 

course,  believes 

that  advertising's 
purpose  is  to makes  sales.  But 
because  so  many 

factors  enter  in, 

it  is  usually  al- 
most impossible 

to  gauge  specific 
sales  results  from 
advertising  i  n 

any  particular  medium.  Lacking  that, 
we  use  rating  services  of  various  kinds 
to  obtain  some  indication  of  the  suc- 

cess of  our  advertising  campaigns. 

Perhaps  the  most  extensive  of  these 
is  the  Nielsen  Radio-Television  Index. 
This   jrives   us   information   about   our 

Mr.     Schroeter 
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tithitr  Godfrey  simulcast  and  out 

schedule  of  T\  spots.  We  can  deter- 
mine how  man)  homes  we  are  reach' 

ing,  whether  thej  are  the  beat  pros 
pects  for  Nabisco  products,  with  what 

frequenc)  and  .it  m  ha)  cost  I  his  n<>i 
..nl\  defines  v\ Ikii  we  are  getting  l"i 

multi-million  dollai  expenditures  bul 
pro\  ides  information  on  w  hich  to 

build  product  schedules.  Of  course, 
we  also  use  local  ratings  in  bu)  ing 
radio  and  television  ~| >< >t-.  Without 
them,  we  would  be  unable  to  assure  a 

1 1 > w  enough  cost-per- 1,000  to  warrant 

the  relativel)  high  expenditures  l"i 
l\   time. 

In  print  we  use  Starch  Rating  Ser- 
vice i"  determine  readership.  Kit/,  for 

example,  has  long  ranked  high  among 
food  ads  and  we  check  in  be  sure  thi~ 

leadership  is  maintained.  I  In-  Impact 
service  <>f  Gallup  and  Robinson  also 

gauges  tin'  success  our  ads  have  had 
in  impressing  Nabisco  products  on  the 
minds  <>l  it-  readers. 

It  must  be  remembered  that  these 

services  can  <>nl\  measure  certain  spe- 
cific attributes  of  specific  advertising 

programs.  The)  arc  not  gauges  ol  a 

medium's  general  effectiveness  in  com- 
parison to  other  media.  In  so  far  as 

the)  throw  light  on  the  accomplish- 
ments <>f  a  specific  campaign  in  a 

specific  medium,  we  believe  the)  are 
most  worthwhile! 

II  \KKV  F.  SCHROETER 

Director  of  Media 
\alional    Biscuit    Co. 

Veto  York 

In  our  particular 
end  of  the  adver- 

tising business,  I 

pa)    no  attention 
to  ratings  or  sur- 

veys when  l>u\- 
ing  time  on  radio 
stations. 

\lnm-t  all  our 

business  is  mail 
order.  There  are 

a  few  outstand- 

ing stations  that  do  a  real  selling  p>l> 

for  as.  I  don't  know  what  ratings 

these  stations  have,  but  as  far  as  I'm 
concerned,  these  stations  are  tops. 

\\  hen  one  station  can  produce  about 

5,000  orders  weekly,  week  in  and  week 
out,  for  1  1  weeks  on  one  product,  that 
station  must  have  the  listeners.  1  don  t 

know  what  rating  this  particular  sta- 
tion has.  1  do  know,  however,  thi> 

l  Please  turn  to  page  \'2  1  I 

Mr.    Friedenberg 

How  do  you  like  this  — 

FOR  COVERAGE? 
Umbrella  radio  coverage  pays  off  in  some  states,  but  not  in 

Kentucky.    Here,  the  compact  Louisville  Trading  Area  alone  accounts 

for  59. K'  J  of  the  State's  drug  sales,  57.5' <  of  its  automotive 
sales,  51.3%  of  its  food  sales! 

5 000- watt  WAVE  delivers  this  booming  market  (including 

a  quarter-billion-dollar  chunk  of  Southern  Indiana)  at  budget- 

pampering  cost      covers  it  thoroughly  and  exclusively. 

without  waste!   To  cover  the  rest  of  Kentucky,  you  need  man) 

of  the  State's  other  50  stations. 

Ask  Free  &  Peters  for  the  facts  on  WAVE      the  Blue  Chip  Buy 

in  the  Bluegrass  State! 

WAVE 5000  WATTS 

NBC  AFFILIATE        •         LOUISVILLE 

Free  &  Peters,  Inc.,  Exclusive  National  Representatites 

19  OCTOBER  1953 
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SPOT  SALES 
SSi/tR 
STATIONS! 
UP  TO  75  SPOTS 

PER  WEZK$0£D\N 
"HOUR  OF  STARS 

II 

SELL-OUTS!   COMPLETE    SELL-OUTS    IN    NO    TIME    AT    ALL* 

LOOK  AT  THESE  STATION  SELL-OUTS! 

W$M  CINCINNATI,  OHIO       KLMR 

HOUR  OF  ST
ARS"  .  • 

LAMAR,  COLORADO 

"Hwub  -  .-~ w«.  vr  jiHw     ...  UR  °F  STARS" 

SOLD  OUT!  SOLD  OUT!  sOLD  OU **    ̂ ^  ..  ~*.  cio«iT  AUDITIONS        75  SPOTS  WEEKLY  TO  THIS  75  SPOT?  u,,    ^«* 

HOUR  OF  STARS' 

^SWEEKE
YONE.RS

TAUDrnO
NS 

.  MBERS  SU
PER  MARKET

 

.  JUMBO  PE
ANUT  BUT1E

R 

:HOTPO°NTA
APPUAHCES(

^.eO 

.BAVARIAN 
 BREW.NG  C

O. 

.MR.  MUSTA
RD 

.  WORTHMOR
E  SOUP 

.  DORSEl  S  
FLOUR 

AU  8  Sponsor
s  New  >o 

75  SPOTS  WEEKLY  TO  THIS 

GREAT  GROUP  OF  SPONSORS  .  .  . 
•  FLORA  REXALL  STORE 

•  MILNE  INSURANCE  CO. 

•  LAMAR  LIGHT  &  POWER  CO. 
•  PEERY  ELECTRIC 

•  POWERS  FIRESTONE  STORE 

•  CUT  RATE  GROCERY  &  MARKET 
•  DON  WESTFALL  CREDIT  BUREAU 
•  MAIN  CAFE 

•  MORANS  HARDWARE  STORE 
Hour  of  Stars  Creates  New  Business! 

75  SPOTS  WEEKl  v  t~ 

G«fAT  GROUP  oL/j°DTH,S 

•^ANUELs^,h        TSP°NSORS 

•  PH/LCO  DEALER 

•^OGUE  SHOE  SHOP 

•  SANDfRS  JEWEu:rn"0re, 

•  "UBER  BREAD    RC  Df AURS 

Hour 

°'  S'«n  Bri„9s  New 

profifsf 



The  LOWEST  Price..',  in  History! 

^P 

M 

> 

UflW"
8^ 

PEGGY 

>==-> 

HOUR  OF  STARS 
RIGE  5  &  10 

E  RAL  MILLS  FLOUR 

O.ATES  VEL 

l/WELL  HOUSE  COFFEE 

E  USSIN 

L  CHER'S  CASTORIA 
ETH  TV 

-'  BOTTLING  CO. 
0)  DEALER 

CTIAC  DEALER 

(GE  DEALER 

-HEADACHE  POWDER 

( VER  APPLIANCE 

I  RIBUTORS 

'BITT  CLEANER 

I'lONAL  PREMIUM  BEER 

IERAL  ELECTRIC  DEALERS 

NATIONAL 

ADVERTISERS 

LIKE  THESE: 

ARE  BUYING 

PARTICIPATION 

IN  "THE  HOUR 

OF  STARS"  ON 
FINE  STATIONS 

LIKE  THESE: 

WING,  Dayton,  Ohio 

WSAZ,  Huntington,  W.  Va.. 

KSD,  St.  Louis,  Mo. 

WFAA,  Dallas-Ft.  Worth 

WKOY,  Bluefield,  W.  Va. 

WSPD,  Toledo,  Ohio 

WHOO,  Orlando,  Fla. 

WMC,  Memphis,  Tenn. 

WSDC,  Marine  City,  Mich. 

KXYZ,  Houston,  Texas 

PULLING  SPONSORS  AND 

PROFITS  FOR  STATIONS 

IN  OVER  300  MARKETS! 
BE  SURE  YOUR  MARKET,  YOUR  STATION  IS  IN  THE  MONEY 

WRITE,  WIRE  OR  PHONE 



Yf  MIKE* .  m 
THEFARMER 

Big  Mike  .  .  .  the  50,000  watt  KFAB  ...  is  the  "extra  hand" 
for  a  million  farmers.  Big  Mike  doesn't  till  the  soil  or  haul  the 
grain  ...  he  helps  out  by  doing  a  bigger,  more  important  job. 
He  keeps  his  farm  friends  informed  with  the  latest  weather  in- 

formation, crop  and  soil  conditions,  long-range  forecasts  and 
numerous  other  farm  service  features  .  .  .  plus  entertainment 
...  24  hours  a  day. 

Big  mike  is  proud  and  justly  so,  of  the  job  he  does  in  help 
ing  farmers  bring  in  the  crops  through  better  and  faster  radio 

farm  service.  He's  proud  that  the  average  per  farm  income  in 
Nebraska  is  way  over  $10,000  a  year  .  .  .  with  the  state  total 
reaching  a  staggering  billion-and-a-half  dollars  annually.  This 

prosperity  in  the  nation's  food  basket  is  reflected  in  buying 
power  for  the  products  and  service  Big  Mike  advertises  and 
sells.  Find  out  why  more  farm  advertisers  use  Big  Mike  to  sell 
this  BIG  FARM  MARKET.  Free  and  Peters  will  be  glad  to 
tell  you  more  ...  or  call  on  General  Manager  Harry  Burke. 

v     \\\\    \    1     I      I     /    //    /,       . 

Big  Mike  is  the  physical  trademark  of  KFAB — 

Nebraska's  most-listened-to-station 

(Hooper  Area  Survey,  Jan.-Feb.,  1953) 
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FARMER    STANDS    AMIDST    HIS    CHOICE    TOBACCO    CROP;    HE    LISTENS     REGULARLY    TO    FARM     RADIO    ON     NASHVILLE'S    WSM 

Farm  radio  and  TV:  195:3 
lluralitcvs  timo  to  farm-beamed 

shows  lor  news  and  relaxation 

— and  liny  what's  being'  sold 

Despite  this  year's  droughts,  crop  troubles  and  lessened 

I a r 1 1 1  income,  tin-  nation's  farmers  are  a  well-to-do,  qual- 
ity-conscious  market  with  a  multi-billion  disposable  in- 

come. But  securit]  has  meant  proud  independence  for 
the  farmer:  you  must  win  his  confidence  before  \ou  can 

sell  to  him.  Throughout  the  country,  radio  and  TV  out- 

lets, from  New  }  ork's  \Y  \BC  to  Los  Angeles'  KNXT,  have 

done  a  top  job  of  earning  the  farmer's  lovalt\  through 
skillful  farm  programing.  This  loyalty  is  daily  being 
translated  into  sales  for  both  the  farm-product  and  con- 

sumer advertisers  who  use  farm  air  media.  In  this  special 
section,  sponsor  again  highlights  Farm  Radio  and  TV, 
again  gives  a  round-up  of  new  fads,  figures  and  methods. 

Project  editor:  Charles  Sinclair 

19  OCTOBER  1953 

|  IIoh  agencies  and  ad\crti»cr-  feel  about  Farm  Itadio- 
TY :  A  SPONSOR  slud>  take-  you  behind  the  scenes  with  lop 

admen,  presents  like*,  dislikes  and  secrets   l*tttH'    70 

2  Farm  Radio:  It  reaches  virtually  all  of  the  farmers  in 

the    I  .S.    and    presents    a    ripe   advertising   opportunity    to 

consumer  and   farm-product    air   sponsors   I*(l('i'     72 

^J  Farm  TV :  It"-  an  advertising  realitj  although  it  wa« 
only  a  dream  a  eouple  of  rears  ago.  Today.  man>  client- 

arc  on  Farm  TV  bandwagon,  getting  results...  f  *(((;<*    76 

_|  Farm     Market:     Fact-    and     figures    for    air-minded    ad- 

nicn.  Here'-  a  round-up  of  the  latest  data  on  the  size,  buy- 

ing  power  and  outlook   of  the   rural    m.irki  t      J» tliH'     ft** 

"Z  Farm  Air  Results:  A  dozen  rap-uled  -uece--  -torie- 

-how  that  farm-beamed  programing  can  sell  everything  from 

women's   fashions  to  farm  feed-,  fertilizer-....  f*(l(l(>     H-t 
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What  advertisers  and  agencies  i 
Leading  agencies  and  clients  herein  offer  opinions  which  range  fromri 

'Ml 

M  lie  attitude  of  I  .  S.  ad  agencies 
and  clients  toward  Farm  Radio  and 
Farm  TV  is  like  the  attitude  of  U.  S. 

women  toward  Christian  Dior's  new 
higher  hemline.  Some  like  it:  some 
are  -till  dubious. 

This  situation  became  clear  during 

a  SPONSOR  checkup  among  a  number 

of  agencies  and  advertisers.  Two  doz- 
en admen  were  asked  to  voice  their 

opinions  of  faun  broadcasting  and  to 
state  their  likes  and  dislikes.  The) 

were  also  asked  how  the)  felt  broad- 

easting  aimed  specificall)  at  farm  audi- 
ences compared  with  other  farm  media 

(magazines,  newspapers,  direct  mail) 
from  the  standpoint  of  costs,  coverage 
and  results. 

When  the  answers  were  compiled,  a 

particular  dividing  line  between  the 
admen  who  rhapsodize  over  farm 
broadcasting  and  those  it  leaves  cold 
was  obvious. 

Those  who  swear  by  Farm  Radio, 
and  its  electronic  cousin,  Farm  TV, 

are  nearly  always  clients  or  agencies 
whose  main  sales  target  is  the  farmer 

and  where  the  product  is  one  the 
farmer  uses  in  his  business. 

Those  who  are  lukewarm  on  the  sub- 

ject of  farm  broadcasting:  agencies 
and  advertisers  chiefly  concerned  with 

maintaining  a  competitive  position  for 

low-cost,  fast-turnover  consumer  prod- 
in  t-  in  urban  areas. 

Farm    air   sponsors   include 
many    national,    local   clients 

Chuck    Muller     (WJPS,     Evansville)     in- 
terviews    Tim    Hoelle,    Ralston    sales    rep; 

Tractor  dealer    R.    D.    Hunt   chats   with 

Glenwood    Howell    of    Roanoke's    WSLS; 
Ralston     president     William     H.     Danforth, 

Sr.    gives    checked    tie    "Oscar"    to    Bob 
Carbert    of   CKNX,    Wingham,    Ontario 

for    outstanding     job    in     Canada; 

H.    J.    "Smitty"    Schmiti    of    KFEQ,     St. 
Joseph,    Mo.   smiles   as   farm   air   client 

J.    M.    Silvey,    president    of    MFA    Mutual 
Insurance     Co.     guests     on     special 

Missouri     State     Fair     show;     KFAB, 

Omaha's    "Big     Mike"    Thomson     Holti 
(left)     interviews     branch     manager 

Clyde     Hart    of    Oliver    farm     machines 

Here's  how  a  ̂  oung  &  Rubicam  ex- 
ecutive summed  it  up: 

"Whether  or  not  faun  broadcasting 

is  on  a  client's  air  media  schedule  de- 
pends, it  seems  to  me,  on  two  things: 

(1)  Is  the  farmer  an  above-average 
consumption  factor,  on  a  per-capita 
basis,  for  the  product?  I  2  I  If  not.  bow 

well  does  the  product's  general  air  ad- 

Can    farm   air   media   do   a   good 

job    of    selling    consumer    items? 

While  admt  n  arc  generally  agreed 
that  farm   broadcasting  rates  an 

important    place   in    media    lists 
for    farm-use    products,    opinion 
is   divided   on  Farm   Radio-TV's 
value  to  leading  consumer  prod 
nets.     Many    feel    regular    radio 
and  TV  do  the  job  in  farm  areas. 
Stations,  however,  point  to  extra 
big  returns  from  farm  broadcast 
1111/  as  reason   why  consumer  cam- 

paigns are  good.  See  story,  p.  72. 

vertising  succeed  in  reaching  the 
farmer? 

"Farmers  figure  important!)  on  a 
per-capita  basis  in  the  consumption  of 
agricultural  items  like  tractors  and 

farm  feeds.  Farm  broadcasting  is  often 
an  excellent  media  choice  for  such 
accounts. 

"But  if  farmers  don't  use  am    more 

of  a  consumer  product— like  cigarettes 

or  toothpaste — on  a  per-capita  basis 
than  their  urban  cousins,  the  value  of 

Farm  Radio  then  depends  on  the  abili- 

ty of  the  product's  general  advertising 
to  reach  farmers.  If  the  farm  impact 

of  regular  air  advertising  is  notice- 
ably weak,  a  farm  air  advertising  cam- 

paign may  be  a  good  idea. 
"However,  if  per-capita  consump- 

tion is  similar  between  farmers  and 

urban  dwellers,  and  the  product's  regu- 
lar consumer  air  advertising  reaches 

fanners  effectively,  a  special  campaign 
in  Farm  Radio  or  TV  mav  be  more 

trouble  than  it's  worth." 
This  private  opinion  of  the  Y&R  ex- 

ecutive quoted  above  is  widely  held 

among  a  number  of  big  agencies  and 

clients,  most  of  whom  told  sponsor 
substantial!)  the  same  thing.  All  of 
these  firms,  however,  had  one  thing  in 

common.  None  was  what  might  be 

termed  a  "farm  advertising  specialist  ' 
and  all  were  primarily  concerned  with 

major  "consumer"  advertising  cam- 

paigns. 

To  a  large  extent,  it  furnishes  an 
interesting  answer  to  a  question  which 

has  long  plagued  many  a  farm  broad- 
caster or  farm-specializing  agenc)  : 

Win  don't  more  of  the  big  consumer 
products  use  farm  radio: 

I  For  views  of  the  farm  stations  on 

this  subject,  see  stor\ .  page  72. 
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nit  farm  air 
to  cautious  acceptance 

( in  the  I. ii  in  prodm  i  side  <>i  the  di- 
viding line  of  product  usage,  however, 

the  rea<  lions  "I  admen  i"  fai  m  bi  dad- 
i  asting  are  much  more  lyrical. 

lake    the   case    of    Ralston    Purina 

which     annuall)     spends     ovei 
11,500,000    in    farm    broadcasting    to 

promote  it-  lii   I  Purina  feeds.  Farm 
broadcasting  is  the  biggest  single  item 

in  the  Purina  media  list,  amounting  t<> 

some  65'  -  more  in  dollar  expenditures 
than  the  next  medium,  farm  magazines. 

Todaj  Purina  spends  aboul  1<> 
tiroes  as  much  for  farm  broadcasting 

a-  ii  Bpenl  back  in  1942  and  lias  spe- 

cial client  ami  agenc)  staffers  who  t\<-- 
vote  .ill  their  working  time  t"  looking 

after  Purina's  extensive  farm  air  sched- 
ules  in  the  I  .  S.  and  Canada,  i  l'u- 

rina's  agency:  Gardner  Advertising 
I  !o.,  St.  Louis,  i 

With  it>  air-sold  product  line  almost 

entirely  purchased  1>\  farmers  (dairy- 
men, ranchers,  poultrj  raisers  and 

others),  Purina  lias  bad  great  success 
with  farm  broadcasting  both  radio 

and  video  and  is  understandably  a 
booster  for  these  air  media. 

Recently,  tor  instance,  Maurj  \Ialin. 

manager  of  Purina's  Chow  Advertis- 
ing Division,  wrote  t"  Bill  Martin. 

manager  of  KMMJ,  Grand  Island. 
Nebraska : 

"The  success  of  Farm  and  Ranch 

[Please  turn  to  /»«,«<'  80 1 

Careful  planning  is  secret  of  farm  broadcasting  success  when  selling  products  used  regularly 

by  farmers  in  agricultural  practice.  (Top)  BBDO  group  discusses  possible  Farm  Radio  cam- 
paign for  Du  Pont  agricultural  chemicals.  Group  includes,  left  to  right:  Ted  Kangas,  copy 

specialist  on  farm  air,  print  media;  John  Coulter,  asst.  account  exec,  handling  Du  Pont 

farm  chemicals;  Mary  Ellis,  BBDO  radio  timebuyer.  (Bottom)  Promotional  follow-through  for 

Allis-Chalmers'  "National  Farm  and  Home  Hour"  (NBC  Radio)  is  planned  by  admen.  Left  to 
right:  Everett  Mitchell,  veteran  master  of  ceremonies  on  NBC  show;  C.  N.  Karr,  sales  promo- 

tion  manager  of  Allis-Chalmers;    Reuben    Smith.    A-C's   radio   director.     Agency:    Bert    S.   Giftins 
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One  of  top  farm  stations  in   U.  S.  is  Chicago's  WLS,  whose  "National 

Barn    Dance"   show   opened    Illinois   State   Fair,   drew    12,922   admissions 

Jack  Timmons,  farm  director  of  Shreveport's  KWKH   (left)   pays  a  visit 
to    Louisiana    farm    to    observe    newest    methods    of    livestock    raising 

Farm  Radio:  ripe  air  opportunity 
Up-to-date  data  shows  that  practically  every  farmer  has  a  radio  and  spends 

a  steadily  increasing  amount  of  time  listening  to  farm  shows 

g^  armers    have    more    radios    than 

an) body. 
According  to  the  Nielsen  Coverage 

Service's  nationwide  estimate  of  radio 
receivers  in  the  spring  of  1952: 

•  A  primarily  agricultural  state. 
Iowa,  had  the  highest  radio  saturation 

in  the  48  states — 99.5%.  It  wasn't  a 

i  ase  of  Iowa's  metropolitan  centers 
pulling  up  the  level  of  rural  areas 
either.  Buena  Vista,  an  Iowa  farm 

count]  with  a  population  of  some 

6,800  homes,  was  found  to  have  a  ra- 

dio saturation  of  no  less  than  99.9' 

— tops  among  the  country's  counties. 
Other  Iowa  rural  counties  were  onlv 

Blightl)    less   saturated. 
•  Buena  \  ista  is  no  freak.  In  Kan- 

sas, which  had  a  radio  saturation  of 

99.1%,  Ford  Count)  i  population 
1,700)  ruralites  were  99.595  radio- 

equipped.  In  Georgia,  where  the  state- 
wide   radio    figure    was    96.7%,    the 
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rural-area  county  of  Whitfield  showed 

up  with  a  98.2 cl  saturation  figure. 
And  so  on  and  on. 

•  Farm  areas  are  more  than  a  match 

for  the  most  densely  populated,  radio- 

heavy  cities  in  terms  of  saturation  per- 
centage. In  Manhattan  County.  New 

^  ork  City — which  consists  of  the  jam- 
packed  island  of  Manhattan — 97.39? 
of  the  homes  are  radio-equipped.  Of 

course.  Manhattan's  millions  of  homes 

top  Buena  Vista's  thousands  I  and  those 
of  any  other  farm  county,  for  that 

matter  i  on  a  population  density  basis. 
But  not  even  Manhattan  tops  something 
like  two-thirds  of  the  farm  counties 

in  the  country  when  it  comes  to  a  per- 
centage of  home-   with   radio. 

\nd  fanners,  as  BAB's  Gale  Blocki 

recentl)  pointed  out,  "don't  use  these 
radios  as  doorstops." 

Today's  fanner,  with  more  leisure 
time  on  his  hands  and  more  complex 

problems  of  big-time  agriculture  be- 
fore him.  listens  to  his  radios  I  note  the 

plural;  the  U.  S.  average  for  farm 
homes  is  two  receivers!  increasingly 
for  entertainment  and  advice. 

This  is  illustrated  typically  by  a  re- 
cent series  of  diary  studies  conducted 

b\  Y\  CCO.  Minneapolis.  Between  1950 
and  1952.  WCCO  learned,  listening  in 
urban  homes  in  its  large  coverage  area 
at  6:30  a.m.  in  farm  homes  advanced 

from  a  level  of  9.6r;  to  14.8r( — an increase   of  54.2%. 

At  6:30  a.m..  incidentally.  WCCO 

has  for  years  aired  a  service  program 

of  news,  market  reports,  time  signals, 
weather  and  other  information  of  value 

to   both    farmers  and   urban   dwellers. 

Obviously  radio  is  popular  with 

farmers  and  gathers  a  farm  air  audi- 
ence. But  just  what  does  Farm  Badio 

represent  exactly  in  the  way  of  an  ad- 
\ertising  opportunit\  : 
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WWJ,  Detroit's  John  Merrifield  takes  notes  as  poultry  raiser  Mrs.  Gor- 

don   Rogerson    scatters   feed    to   hens.     Later,    he'll    report   to    listeners 

Farm  Editor  Bob  Child  gathers  reactions  to    Weather  Round-up"  shows 
of   Rural   Radio   Network,  a  chain   of  outlets  serving   upper   N.   Y.  State 

In  answer  ihi>  question,  you  musl 

divide  Farm  Radio's  sales  ability  into 
two  categories: 

1.  The  ability  to  sell  products  which 

the  fanner  uses  regularly  in  his  lui-i- 
oess  of  fanning.  Such  products  would 
include  machinery,  feeds,  chemicals 
and  s()  on. 

2.  The  abilit]  to  sell  straighl  con- 
sumer products,  from  toothpaste  to 

breakfasl  food,  which  the  farmer  or 

the  farm  housewife  purchases  for  per- 
sonal consumption. 

sponsor  queried  a  sizable  number  of 

farm-area  broadcasters  on  these  points, 
and  received  replies  from  nearly  100 
Stations  in  all  parts  of  the  I  .  S.  farm- 

land-.   I  For  a  surve\  of  advertiser  and 

agenc)    thinking   on   this   subject,   see 

stor)  page  70. > 
The  station  replies  added  up  to  thi>: 
I.  Few  ad  media  rival  Farm  Radio 

when  it  comes  to  selling  a  farm-use 

product.  Moult-  for  a  long  list  of  agri- 
cultural advertisers  I  see  section  on 

Farm  Radio  Results,  page  84)  have 
been  excellent.  Listener  attentiveness 

to  the  kind  of  service  shows  on  which 

such  product-  are  usually  -old  i-  enor- 
mous and  can  he  compared  onl)  with 

the  kind  of  rapt  attention  an  eagei 
medical  student  would  gi\e  a  famous 

surgeon  lecturing  on  anatomy. 

Among  other  farm  media  used  to 

-ell  farm-use  products,  including  farm 
publications    and    direct    mail,    radio 

win-     hand-    down     on     a    question     01 

straighl  cost-per-1,000  circulation.     \- 
Leo  H.  Olson,  advertising  manager  of 

DeKalb  Agricultural  Association, 

points  out  elsewhere  in  this  issue,  Farm 
Radio  has  reached  audiences  twice  as 

big  as  that  of  farm  magazines  and  five 

times  a-  big  a-  that  reached  l>\  dire  I 
mail  for  an  equal  amount  of  money. 

2.  Farm  Radio's  abilit]  to  sell  con- 
sumer products  is  also  proven.  Rut 

consumer  advertisers  are  noticeably 

-  arce  in  Farm  Radio.  In  fact,  accord- 

ing to  the  findings  of  sponsor's  survey, 
there  are  about  10  farm-use  prodix  ts 

being  sold  via  Farm  Radio  for  ever) 
one  consumer  product 

Consumer  advertisers,  most  station- 

Farm   Radio  entertains  as  well  as   informs.    Below,    (I. to  r.):   KYW's   Bill 

Givens    interviews     Phillies    on    his    early-morning    farm    show;     "KOA 
Western    Stampede"    is   beamed    at   farmers,   ranchers   in    Denver   area; 
Grain   Belt   Beer  sponsors  folksy   musicale   over  WNAX,   Yankton,   S.   D. 
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felt,  were  overlooking  a  good  bet  in 

not  joining  the  small-but-growing  num- 

ber who  arc  aiming  special  radio  cam- 

paigns at  the  farm  trade,  i  \-  lar  as 

this  growth  is  concerned,  K\  OO's  Sam 
Schneider,  farm  director,  said:  "Gen- 

eral advertisers  seem  to  be  realizing 

more  and  more  the  value  of  fretting 

llicir  product  to  the  farm  audience 

through  the  medium  of  farm  service 

radio.") 
There  is  some  lack  of  agreement 

among  stations  as  to  what  sort  of 

program  vehicle  is  the  "best  buy"  for 
a  farm-use  product.  Most  stations  feel 

that  the  services  of  a  farm  air  special- 

ist, preferably  a  member  of  the  Na- 
tional Association  of  Radio  Farm  l)i- 

rectors,  are  necessary  for  real  success. 

Stated  Jack  Jackson,  agriculture  di- 

rector of  Kansas  City's  KCMO: 

"To  provide  Farm  Radio  (which 
will  help  farm-use  advertisers  to  do  a 
thorough  selling  job)  one  needs  a 

properly  trained  radio  farm  director 
who  knows  farmers,  their  problems  and 

their  thinking  about  the  products  they 
buy.  The  farmer  must  also  know  and 

respect  this  farm  director. 

"So  to  me  a  radio  station  with  no 
such  farm  director  is  not  offering  Farm 

Radio.  The  agency  or  sponsor  not  in- 
sisting that  his  copy  be  checked  by  the 

farm  director  is  not  taking  advantage 
of  the  Farm  Radio  offered  on  the  sta- 

tion he  is  buying.  Therein  lies  the 

greatest  misunderstanding  affecting  the 

sale  of  Farm  Radio." 
To  deviate  from  this  formula,  some 

stations  believe,  is  unwise,  particularly 
u  here  the  matter  of  time  slots  is  con- 
cerned. 

"WMC,  Memphis,  programs  to  the 
farm  audience  from  5:30  a.m.  until 

7:00  a.m..  and  again  from  noon  to 

1 :()()  p.m.,"  reported  Farl  Moreland, 
WMC's  commercial  manager. 

"We  have  learned  that  the  farmer  in 

the  wide  agricultural  section  which 
surrounds  Memphis  prefers  these  times 

for  programs  directed  to  him,"  More- 
land  continued.  "He  rises  early  and 
tunes  in  his  radio  before  he  leaves  the 

house.  He  comes  back  for  his  heavy 

meal  of  the  day  at  noon  and  relaxes 

during  that  time.  Often  he  retires 

early  in  the  evening. 

"Experiments  with  other  times  for 
broadcasting  to  the  farmer  have 

brought  a  flood  of  protests,  so  that  we 
are  convinced  our  advertisers  reach 

the  greatest  proportion  of  farm  listen- 
ers during  the  periods  we  program  to 

them.  Occasionally  agencies  unfamil- 
iar with  the  local  customs  indicate  they 

prefer  other  times  for  farm  programs, 

but  generally  we  have  been  able  to 
convince  them  that  they  get  the  best 

results  at  the  times  we  have  indicated." 
Listener  loyalty  to  local  farm  service 

programs,   other   stations   feel,   should 

never  be  overlooked  in  favor  of  a  too- 

generalized  approach. 
"Few  national  advertisers  will  risk 

sponsorship  of  a  long-established,  high- 
ly-rated local  farm  program  which  has 

done  a  consistent  selling  job  for  a  local 

advertiser,"  said  Vin  Dittmar  of  Wing- 
ham,  Ontario's  CK\X.  a  big  Canadian 
farm-area  outlet.  "Most  agencies  pre- 

fer to  'can'  a  show  in  some  far-off  pro- 
duction  center  using  strange  voices  and 
techniques  instead  of  capitalizing  on 

the  local  appeal  of  the  well-known  per- 

sonality   within    the   market." Some  farm  radio  stations,  however, 

feel  that  the  philosophy  of  "Buy  Farm 
Directors  Only"  is  too  limiting.  One 
manager  who  voiced  such  a  feeling  was 

Joe  Bradshaw  of  Worthington.  Ohio's all-farm  station.  WRFD.    He  said: 

"One  misunderstanding  potential  ad- 
vertisers have  about  Farm  Radio  is 

that  the  only  effective  way  to  reach 

and  sell  farm  people  is  to  use  the  farm 

director's  program.  The  farm  direc- 
tors themselves,  through  their  national 

association,  have  done  an  excellent  job 

of  selling  this  idea  to  farm  advertisers. 

"We  have  found  that  strong  farm 

porgrams  that  interest  the  farmer  and 
his  family  will  keep  them  tuned  to  the 

station  all  day  long,  provided  the  pro- 
grams in  between  the  farm  features 

are  to  their  liking.  Programs  in  the 

final  analysis  are  only  vehicles  to  car- 

ry  the  advertiser's  message.    We  have 

J.   D.  Squire    (center),   90-year-old  Texas  farmer,   is  visited    by   "Doc" 

Ruhmann   (right),  farm  director  for  Fort  Worth's  WBAP,  on  field  trip 

With  men  who  know  tobacco  best,  WSAZ's  farm  director  W.  D.  Click 
is  well-liked.    Here,  he  examines  leaves  at  Huntington,  W.  Va.  auction 
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found  thai  news,  music,  market  re- 

ports, weathei  and  other  types  "!  pro* 
ims  w ill  Bell  just  about  as  mi*  h 

feed  as  .1  farm  director's  program." 
Which  school  of  thought  1-  coi  rect  ? 

Since  a  growing  numbei  "I  farm-area 

stations  are  beginning  t<>  program  oth- 
er  farm-interest  shows  besides  farm 

service  shows,  nobodj  knows  l"i  sure. 

The  answei  foi  agencies  and  adver- 
tisers seems  to  be  this: 

1.  Fai  m  set  \  it  e  shows  featui  u 

dio  farm  directors  are  Mill  the  back- 

bone of  farm  broadcasting.  And  with 

their  impressive  sales  records  t li<-\  will 
1  ontinue  in  all  probability  to  be  the 
backbone. 

2.  The  base  oi  farm  programing 

however  is  broadening.  Other  farm- 

slanted  -how-  from  women'-  service 
programs  to  musical  entertainment 

are  making  their  appearance.  Even 

some  nighttime  -lots  are  converting. 
3.  Advertisers  therefore  should  l>\ 

no  mean-  overlook  the  opportunity  to 

hu\  into  a  farm  director's  -how  if  they 
want  to  sell  a  farm-use  product  to  a 
loyal  audience.  But  advertisers  should 

not  limit  themselves  onlj  to  RFD 

shows,  since  man)  are  -old  out  con- 
sistently. Availabilities  should  he 

checked  in  other  lime  slots. 

I.    In  an)   case,  advertisers  should 
listen  to  the  advice  of  farm-area  sta- 

tions and  their  Station  rep-.  The)  know 
the  local   farm   Radio  picture  and  can 

"IC«ii/m»  roiif iiiiK's  tu  '»<•  ffoiitiiifliif  Miediiim':  Italslon 
•        •        • 

Si    /.""'-'  Ralston  Purina  (  asily  tht   I  nited  States'  top 
n  mi  ml  11  rt  ■  tiding  ova  $1  500,000  "/  rural  >i  1  nu 

Here's   what    Waury    Walin,  manage)    of  tht    Chow  advertt 
division  of  Ralston,  told  ■jponkor 

"  Ralston  Purina  feels  ilmt  radio  continues  to  bt  tht  dominant 

nu  ilium  for  reaching  America's  farm  families  This  was  dem 
unst rated  most  dramatically  tht  past  year  in  launching  a  neu 

product,  Purina  Vursing  Chow  1  ing  radio  as  tht  primary  pro 
motional  force,  tht  immediati  tales  results  renewed  our  faith  in 

radio's  telling  power.  In  1954,  Purina's  radio  i>n<l<i<>  is  mart 
ilniii  nil  other  media  combined 

give  useful  tip-  on  evei \ thing  from  a 

good  program  pun  hase  to  the  1  i u 1 1 1 
wording  of  a  commercial.  As  Amos 

Kirl>\.  farm  director  of  Philadelphia's 

\\C\I  .  candidl)  told  sponsor:  "\\  e 
do  most  of  our  own  direct  selling. 

Agencies  are  brought  in  later.  \\  e 
think  tlii-  i-  better  since  we  are  able 

to  select  our  clients.  Agencies  do  not 
have  either  the  facts  or  the  interests 

in   farm  radio." Do  the  above  four  point-  appl) 

equall)  to  the  advertiser  who  has  a 
consumer  product  to  Bell? 

To  some  extent,  the  answer  is  "yes." 
\  irtuall)  all  the  man)  farm-area  ra- 

dio stations  surveyed  b)   sponsor  felt 
the)  could  do  a  g   1  job  of  selling  a 

consumer  product  to  farm  audit 
Several  stations  pointed  out  that 

their  areas  <  ontained  bo  man)  farmers 
and  so  few  urban  dwellers  that  almost 

ans  (  onsumei  advertising  on  tin-  sta- 
tion was  bound  to  hit  farm  homes. 

"It  is  difficult  to  differentiate  be- 
tween consumer  products  and  farm 

products  as  far  as  WII'.W  i-  con- 
cerned,"  said  Wes  Se\ler.  farm  serv- 

ice directoi  of  that  Topeka  outlet.  "In 
our  area — since  most  listeners  are 

farmers — the\  bu)  not  onl)  farm  prod- 

ucts  hut  consumer  products.  General- 
ly, -peaking,  there  i»  an  increase  in 

consumer-product  advertising  a-  well 
as  farm-product  advertising  in  the 

1  Please  turn  ii>  page  9 1-' 

Some  farm-area  stations  even  have  their  own  experimental  farms,   such  Farm    Radio   is   a    familiar   sight   at   big   festivals.     Worthington,   Ohio's 

as   one   maintained    by  WLW,    Cincinnati.     Below:   WLW's   "Beef   Day''  WRFD   set   up   special    broadcast    booth    at   the    1953    Ohio    State    Fair 

WELCOME    TO    T»E    
'«'*"""""

" 
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Farm  video  shows  offer  ideal  method 

of  showing  farmers  latest  techniqu 

as  in  WSAZ-TV,  Huntington,  W.  V* 

sheep-shearing    demonstration 

Farm  Tl: 
Video  service  for  ar 

M  wo  years  ago  Farm  TV  was  just  a 
dream.  One  year  ago  it  was  an  ex- 

periment. Today  it's  a  practical  ad- 
vertising realit\. 

Nearly  one  out  of  ever)  five  TV 
stations  (  U1..V,  |  in  the  U.  S.  is  now 
airing  one  or  more  Farm  TV  shows, 

to  judge  from  a  cross-section  study  of 
U.  S.  video  conducted  by  sponsor 
during  August.  These  stations  are  in 
all  types  of  markets  in  every  major 
I  \  arc i  in  the  country,  from  Los  An- 

geled KNXT  to  Nashville's  WSM-'I  \  . 
Other  highlights  of  sponsor's  re- 

cent TV  survey: 

•  Farm  TV  sponsors  haven't  caught 
up  with  the  number  of  shows.  About 
four  out  of  10  farm-appeal  video  shows 
(38.8^j  i  are  commercially  sponsored; 
the  rest  are  sustaining,  some  on  a 
public  sen  i<e  basis. 

•  Advertisers  in  Farm  TV  are.  al- 
mosl  without  exception,  being  recruit- 

ed from  the  ranks  ol  clients  who  also 
sponsor   Farm   Radio  shows.     \    few : 
Vllis-Chalmers,  Pioneer  Seed  Corn, 
Ralston  Purina,  Stale)  Milling  and 
Ford   Tractoi    dealers    (local). 

•  Farm  I  \  shows  bear  a  family  re- 
Bcmblaro  e  to  the  programs  of   farm 
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Radio  and  consist  basically  of  farm 

news,  market  and  weather  reports  and 

farming  advice.  However,  a  few  sta- 
tions are  now  beginning  to  develop 

Farm  TV  entertainment  shows  and 

original  TV  formats. 
•  Few  farm  video  shows  are  aired 

in  early-morning  slots,  a  time  period 
long  a  peak  listening  segment  for 
Farm  Radio.  About  two-thirds  of  the 

Farm  TV  shows  covered  by  sponsor's 
survey  are  currently  slotted  into  the 
noon  hour,  running  anywhere  from 
five  minutes  to  a  half  hour  in  a  Mon- 

day-through-Friday series. 
•  Of  the  remainder,  most  Farm 

TV  shows— such  as  WHAM-TV's  Sat- 
urday-afternoon Farm  Hour  or  the  Fri- 

day-night  Wiley  and  Gene  on  Okla- 

homa City's  WKY-TV — are  scheduled 
in  evening  or  weekend  slots.  Bv  com- 

parison few  Farm  Radio  shows  are 
scheduled   at  such  times. 

•  The  relationship  between  Farm 
TV  and  density  of  farm  population  is 

understandabl)  close.  Most  farm  video 
-hews  are  aired  in  sections  of  the 

countrj  where  agriculture  is  a  major 
industry,  such  as  the  Midwest,  South 
and   Southwest    and   the   Great   Plains. 

However,  an  increasing  number  of 
Farm  TV  shows  are  being  televised  by 

stations  in  large  metropolitan  mar- 
kets aimed  at  farmers  who  live  in 

beyond-metropolitan  counties  still 

within  TV  range.  These  stations  in- 
clude outlets  in  Los  Angeles.  Detroit 

and  Rochester,  N.  Y. 

•  When  asked  for  their  opinion  on 

Farm  TVs  future,  better  than  nine 
out  of  10  TV  stations  currently  airing 

KSL-TV,   SALT   LAKE   AIRS   WEEKLY   FARM    NEW! 

SPONSOR 



Farm 

Pastu 
Director    John     McDonald     (right)     assists    in     presentation     of 

re   Committee    awards.     He    is   seen    on    WSM-TV,    Nashville    show 
Milking    stunt   staged    by   WFMY,    Greensboro,    N.    C,    attracts    smiles 

and      stares     from      passers-by     in      business     section      of     farm      town 

mint!  as  newest  rural  air  medium 
i  vita  now   roach  nearly  every  fifth  I .  S.  farm  homo  for  sponsors 

farm  video  shows  said  the)  thought  it 

was  "excellent"  or  "extremel)  favor- 

able." However,  most  station  opera- 
tors observed  that  while  Farm  T\ 

was  gaining  a  strong  foothold  among 

farmers  within  video  range  it  would 
never  really  approach  Farm  Radio 

from  a  coverage  it  straight  cost-per- 
1.000  ba>i~. 

I  hilt  is  the  shape  of  Farm  TV    today. 
Kut.    you    ina\    ask.    what    about    its 

size?     W  hat    i-   il~  audience? 
Here  are  some  of  the  basic  facts: 

1.  Nationally  Over-all  figures  on 
I  \  set  saturation  in  farm  homes  are 

not  to  he  had.  The  nearest  guide  in 

this  respect  i-  a  recent  (as  of  1  July) 
set  of  statistics  from  the  Nielsen  Cov- 

erage Sen  ice. 

ISCS  broke  the  country's  T\  distri- 

bution down  by  county  sizes:  "A" 
(500,000  or  more  home  population,  or 

counties  within  metro  areas  i  ;  "B" 

(down  to  100,000)  ;  "C"  (down  to 
30,000)  :  "D"  (below  30,000).  These were  the  findings: 

The  total  national  picture  was  a   l\ 

set   saturation  of  5 1.7' ,    in  the  I 

\-  might  be  expected,  thU  "average" saturation  scaled  down  from  a    l\    top 

of  79.39?  iii  the  "A"  group  counties 
to  59.495    in  the  "B"  group,  28.595    in 
the  "C"  -roup:   20.295    in  "D"  group. 

r  MBERS   MEET    MUSKRAT   ON    WRGB,    SCHENECTADY    'FARM    SPOTLIGHT';    WAVE-TV,    LOUISVILLE    HOLDS    DISCUSSION    ON    JAP    BEETLE 
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TRI-CITIES      TELEVISIO 

JOHNSON    CITY,    TENN 

Brings  the  top  rated  shows  of 

CBS  <**>  ABC— DuMont— NBC 
.  .  .  not  just  in  Johnson  City,  but  in  sections  f 

the  four  state  area  of  Tennessee,  Virginia,  K  - 

tucky  and  North  Carolina. 

Included  in  the  Class  A  and  B  signal  area  f 

WJHL-TV  are  822,000  people  and  VHF  i 

potential  of  200,000  homes.  This  is  based  i 

interim  power  of  58,780  watts  which,  by  sumnr 

of  1954  will  reach  full  power  of  316,000  watts. 

You'll  get  perfect  coverage  now  of  Johns  i 
City,  Bristol,  Kingsport,  Elizabethton,  Greenvii. 
Erwin,  Morristown  and  scores  of  other  thrivi; 

communities.  Here  is  VHF  television  sensil' 

priced  .  .  .  priced  to  sell  .  .  .  and  priced  to  sell  )' 
you.    Just  call   John   E.  Pearson  Television,  L. 

WJHL-TV 

Represented  by  /  /  L1    T)  W  •      •  /^ Jonnn.  learson  Jelevimn  Inc. 
NEW  YORK         CHICAGO         MINNEAPOLIS 

DALLAS      LOS  ANGELES     SAN   FRANCISCO 

\\  J  MI      VHF    Television    .    .    .    coverage    of    822,000 

people-      ...      TV      affiliate      of      WJHL      radio 

NATIONAL 

SAIES 

CHANNEL    II 
JOHNSON  CITY  TENN 
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Most   of   the   new   crop   of    U.S.    TV 

outlets    are    springing    up    in    the 
smaller    towns    and    cities,    often    in 

farm    areas.      Such    stations,    which 

serve    a    city-far.n    audience,    lose 

no    time    in    telecasting    programs 
tailored    to    the    tastes    of   farmers. 

Recent  outlets,  like  WTVP,   Decatur, 

III.  and  WBAY-TV,   Green   BaY,   Wis. 

had   farm   programs   scheduled   and 

on  the  air  a  few  days  after  telecast- 

ing  operations   officially   began. 

Most  ol  the  "D  group  ol  counties 
.id'  primaril)  farm  counties,  so  there 

i-  some  validit)  f < > t  saying  thai  some* 

thing  like  one  out  ol  five  laim  homes 

in  the  1  .  S.  is  TV  -equipped. 

This  rule  ol  thumb,  however,  can't 
he  applied  to  all  individual  farm  coun- 

ties within  T\  range  since  mam  of 

the  30,000-and-under  counties  (or 

groups  i  are  far  beyond  the  limits  of 

T\  coverage.  The  2i>.L",  TV  satura- 

tion in  the  ""I)"  group  is.  again,  an 
average.  I  he  local  picture  ran  var) 

considerabl) . 

2.  Locally  Vnyone  who  has  driven 

through  the  rolling  farmlands  of  the 

Midwest  and  South  knows  that  big  TV 

antennas  often  looking  like  small  \ir 
Fonc  radar  stations  are  a  common 

sight  on  farmhouses,  even  when  the 
nearest  TV  renter  is  50  to  60  miles 

awaj . 

(One  enterprising  Texas  rancher,  ac- 

cording to  Roll  Sinclair,  Westinghouse 

physicist  and  brother  of  one  of  spon- 

sors editors,  has  even  constructed  a 
monster  TV  antenna  out  of  oil  derrick 

girders  and  series-wired  boosters  to 

bring  him  reception  from  a  station 

nearK    lot)  miles  awa)  .  i 
In  main  cases  TV  set  saturation  in 

farm  area-  within  TV  range  compares 
most  favorabl)  with  and  sometimes 

f\rn  surpasses  TV  saturation  in 
most    I  .   S.  cities.     For   instance: 

Bill  Zipf.  director  of  the  noon-hour 

Farmtimc  show  on  WBNS-TV,  Colum- 

bus, Ohio,  reported  to  SPONSOR  that  a 

check  in  the  station's  central  Ohio  TV 

area  showed  "more  than  ill)',  of  those 
living  on  farms  in  the  area  own  tele- 

vision sets.'" 

Even  higher  saturation  was  report- 

ed by  the  Farm  Department  of  WKl  - 

TV.  Oklahoma  City.  According  to 

wKY-T\  Farm  Director  Sand)  Saun- 
ders and  Harold  Dedrick.  his  assistant. 

the  I  \  -.itui ation  la-t  \ eai  in  the  sta- 

tion's area  w.i-  around  l<>'  <  .  I'm  this 

\  eai  it  has  i  limbed  to  ovei  90' .  .  Said 

WKY-TV:  "Several  agricultural  coun- 
ties now  boas)  "i  greatei  pei  <  apita 

ownership  ol  television  sets  than  the 

metropolitan  centers  in  the  state  ol 

( Iklahoma ' B)  w a\  ol  i  omp.ir  ison,  remember 

that  the  NCS  TV  saturation  figure  foi 

it-  "  V'.-i/.-d  i  ountiea  (500,000  and 

up  i  i-  79.3' .  .  I  he  com  lusion  is  oIm  i- 
ous:  W  hen  I  \  i-  ,i\  ailable  to  fai  mei  -. 

thej  bu)  Bets  and  spend  a  lot  ol  time 

watching  them. 
The  influence  on  the  lpu\  ing  habits 

of  f.ii  mers  mat<  hes  theii  interest  in 

TV  .  \\  bile  most  stations  told  sponsoh 

that  la  rut  TV  was  such  a  recent  de- 

\  elopmenl  that  bu©  ess  Btoi  ies  had  \  el 

to  be  compiled,  a  few  result  Btories  did 

emerge  which  certainl)  attest  to  video's 
ability  to  sell  to  fai  mers. 

Earlier  this  year,  For  example  a 

veterinary  chemical  compan)  spon- 
sored a  one-time  show   on  \\  K.V  -  I  \  . 

Reported  the  station:  "During  the 
first     week    of    the    sales    campaign, 

volume    of    the    sponsor's    products    in- 
creased  at  the  distributor  level  l>\  20'  I  . 

During  the  same  campaign,  some  deal- 
ers over  the  state  ran  completely  oul 

of  one  of  his  products  during  the  week." 
In  West  Virginia,  where  Hunting- 

ton's WSAZ-TV  commands  a  loyal 
audience  of  farmers  in  the  tobacco- 

growing  Shenandoah  Valley,  a  local 
tractor  dealer   bought   a   participation 

in  the  noontime  farm  new-  -how.  I  hen, 

-tales  the  station,  "he  had  a  50^5  in- 
(  rease  in  his  -ales  and  he  attributed 

practical!)  all  of  this  increase  to  his 

telc\  ision  advertising."  \t  another 
time,  the  local  tobacco  market  in  Hunt- 

ington  bought  it-  first  participations 
in  the  TV  -how.  which  feature-  the 

Station's  farm  director.  \\  .  I),  (dick. 
and  teamed  it  with  a  radio  campaign 

n„  VVSAZ-AM.  Result:  the  biggest 

-ale-  season  ol  it-  history. 

Visual  element  lends  new  dimension  to  farm 
shows  of  farm  broadcast  directors  like  those 

seen  at  right.  Top  to  bottom:  Dick  Crosswhite 

of  "Farm  and  Ranch  Reporter,"  KBTV,  Denver; 

Joseph  T.  Brown  of  WBZ-TV,  Boston's  "Down 
to  Earth";  Everett  Mitchell  of  "Town  and 

Farm,"  WNBQ,  Chicago  watches  Livestock  and 
Meat  Board  expert  give  tips  on  meat  cooking; 

Roger  Conner  of  WHIZ-TV's  farm  series  in 
Zanesville,  Ohio;  Bill  Zipf  gives  farmers  latest 

market  facts  and  figures  on  "Farmtime,"  seen 
on  WBNS-TV,  Columbus,  Ohio.  A  growing 

number  of  TV  farm  shows  are  attracting  big- 
time  advertisers,  from  Ralston  Purina  and 

Staley  Milling  to  Ford  Tractor  and  Dearborn 

Implement  dealers,   and    are   producing    results 



Here  is  a  capsule  roundup  of  other 
Farm  TV  acti\it\  : 

KNXT,  Los  Angeles:  A  Hollywood 
l\  station  might  not  seem  to  he  a 

place  where  \ou"ll  find  a  top  farm 
video  show.  But  CBS'  KNXT  covers 
an  area  in  which  lies  some  of  the  rich- 

est farm  territory  in  America,  account- 

ing for  some  S800  million  in  farm  in- 
Come  alone.  To  these  Pacific  farmers, 

KNXT  beams  a  Monday-through-Fri- 
day morning  show.  Farm  Reporter, 

from  9:20  to  9:30  a.m. 

The  show  is  handled  by  George 
Wolfe,  a  versatile  gentleman  who  is 

everything  from  an  expert  farmer  to 
an  educational  TV  consultant.  During 
the  week,  George  talks  to  both  the 
farmer  and  the  consumer,  explaining 
agricultural  techniques  to  farmers  and 
reporting  food  shopping  news  to  urban 
housewives.  Various  guests  —  usually 
executives  of  farm  organizations  or 
big  companies  which  do  business  with 
farmers  —  appear  on  the  program, 
which  has  often  been  lauded  as  an 
outstanding  public  service. 

At   the   moment,    the   KNXT   Farm 

Reporter  is  not  sponsored. 

WNBQ,  Chicago:  One  of  XBC's  big- 
gest owned-and-operated  TV  outlets, 

WNBQ  now  televises  a  Mondav- 

through-Friday  show  called  Town  and 
Farm  in  the  6:45  to  7:00  a.m.  slot, 

just  before  Today.  On  it.  veteran  farm 
commentator  Everett  Mitchell  offers  a 

quarter-hour  of  farm  market  reports, 
weather  forecasts  and  news  pertaining 

to  farming  and  gardening.  Toun  and 
Farm,  as  its  name  implies,  serves  a 

double  purpose.  By  planning  the  show 
in  close  cooperation  with  the  U.  S. 

Department  of  Agriculture.  Mitchell 

manages  to  inject  a  good  deal  of  prac- 
tical tips  on  farm  safetv.  grass  silage, 

new  fertilizers,  soil  conditioning  and 

the  like.  But  by  slanting  and  simplifv- 

ing  many  of  the  tips.  Mitchell  has  also 

built  a  loyal  following  among  Chi- 

eago's    amateur    gardeners,    many    of 

The  scene  changes  but  the  object  is  the  same; 

Farm  TV  shows  are  designed  to  bring  to  farm- 

ers the  latest  information  on  everything  from 
marketing  to  stock  raising  with  words  and 

pictures.  At  left,  top  to  bottom:  WFBM-TV, 
Indianapolis  covers  farm  cattle  prices;  Los 

Angeles'  "KNXT  Farm  Reporter"  (George 
Wolfe)  feeds  a  new  calf;  Saturday-afternoon 

"Country  Club"  show  on  Baltimore's  WBAL- 

TV;  "Deacon  Doubleday"  chats  in  WSYR-TV, 
Syracuse  farm  video  show  on  pig  raising; 
Modern  veterinary  methods  are  explained  by 
WKY-TVs  Harold  Dedrick  (holding  mike) 
in  a  Lederle-sponsored  remote  Farm  TV 

show   from    pen    in    Oklahoma    City    Stockyards 

Ralston:  "TV  will  be  a 

tremendous  farm   foree' 

At    presstime,     Ralston's    Maury 
Malin,    manager    of    chow    adver- 

tising    division,     wired     these 

thoughts    on     Farm    TV:     "Initial 
TV    efforts    have    demonstrated 

that    this    new    medium    stimulates 

sales   enthusiasm    among    dealers 

and    salesmen.     We    know    TV    wil 

be    a    tremendous    influence    on 

the    farm.      But    when    and    where 

are    the    questions    we    have    to 

solve    for     Ralston     Purina." 

whom  write  frequently  to  the  program 
for  booklets  and  advice. 

Jules  Herbuveaux.  assistant  manager 

of  WMAQ-WNBQ,  said  this  about  the 
future  of  Farm  TV:  "Visual  education- 
wise,  it  can't  be  topped.  Farm  TV 
can  teach  a  man  more  in  three  minutes 

about  a  new  method  of  planting  corn 

than  many  a  county  agent  can  in  three 

days  —  and  teach  a  million  of  his 

neighbors  at  the  same  time." 
WAVE-TV,  Louisville:  To  farm  fam- 

ilies in  the  Blue  Grass  State  and  neigh- 
boring Indiana,  WAVE-TV  beams  a 

daily  25-minute  series  during  the  noon 
hour.  However  two  shows — Farms  and 

Folks  and  Your  Market  Basket — alter- 

nate in  the  slot.  The  first  of  this  pair 

of  programs  is  scanned  on  Mondav, 
Tuesday  and  Friday  and  features  the 
latest  crop  information,  data  on  dis- 

ease and  pest  control,  seeding  and  irri- 
gation techniques.  The  other,  seen  on 

W  ednesday  and  Thursday,  features  the 

University  of  Kentucky's  Mirian  Kelly, 
who  brings  to  farm  housewives  the 
latest  information  on  best  buys  for 

farm  family  menus.  Both  shows  are 
sustainers  but  have  built  sizable  TV 
audiences. 

W  LW-T.  Cincinnati:  For  many  vears, 
the  WLW  radio  frequency  has  been  a 
familiar  spot  on  farm  home  radio 
dials.  It  still  is.  But  the  three  Crosley- 

owned  video  outlets  in  Ohio  are  now- 
airing   farm   shows   too. 

Two  shows — a  daily  quarter-hour 
feature  called  Forecast  For  Today  and 

a  weekl\  series  called  City-Farm  Extra 

— are  being  aired  on  the  three  TV  sta- 
tions. 

Production  of  the  two  farm  shows — 

both  of  which  arc  as-yet  sustaining — 
is  handled  1>\  the  WLW  and  W  LW-T 
I  arm  Department  in  cooperation  with 
the  Lxtension  Service  of  Ohio  State 

*  Please  turn  to  page  90) 
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FARM  MARKET: Future  looks  good,  although  strong  ad  pressure  is  needed  today 

The  U.S.  farmer  loda  is  watching  his  dollars  more 
closeh    than   lie  lias  in   -i     i    al  se:  sons. 

Main  reason:  Farm  income  is  off.  Gross  receipts  to 

fanners  from  the  sale  of  farm  products  are  down  about 

(•' «  for  the  first  eight  months  of  1953  compared  with  1952. 
And — due  to  the  increased  costs  of  farm  production  these 

days — average  net  farm  income  is  now  about  14%  below 

last  year's  level. 
The  farmer  also  has  less  money  in  his  pocket  or  in  his 

bank  account — nearly  7%  less  on  the  average — than  last 
year.  And  the  average  value  of  his  total  assets  has  declined 
a  little  more  than  2%. 

Does  this  mean  that  the  nation's  23,000,000-plus  farmers 
are  no  longer  a  choice  advertising  target? 

Nol  at  all.  What  is  happening  to  the  farm  market  today 
is  more  of  a  slight  recession  than  any  kind  of  major 

calamity,  farm  experts  point  out. 
Farmers  are  cutting  down  on  luxuries  and  holding  back 

on  many  big-ticket  items,  like  tractors  and  combines. 
Main  are  repairing  their  farm  machinery,  rather  than 

spending  money  for  outright  replacement.  But,  since 
farmers  are  continuing  to  bank  their  money  in  the  face 
of  recent  income  declines,  even  the  experts  admit  that  the 

purchasing  picture  could  change  overnight  if  farm  income 
starts  upward  again. 

Meanwhile,  the  farmer  is  spending  the  same  or  more  for 

a  long  list  of  items.  A  survey  made  earlier  this  month  by 
the  astute  Wall  Street  Journal  showed  that  mail-order  sales 

to  farms  of  soft  goods  are  likely  to  be  up  some  6%  this 
fall  and  that  grocery  sales  to  ruralites  are  currently  some 

18 c/<  ahead  of  last  year.  The  sale  of  items  the  farmer  uses 
in  his  every  day  business — feeds,  fertilizers,  seeds,  chemi- 

cals— are  holding  up  well. 

1  here's  every  indication  too  that  many  farmers  may  bet- 
ter their  income  next  year  simply  by  becoming  more  effi- 

cient. The  government  has  confined  price  supports  on 

wheat  to  crops  raised  on  a  specified  amount  of  acreage, 
and  may  soon  apply  the  same  economics  to  cotton  and 

corn.  But  there's  nothing  to  stop  a  farmer  from  raising 
more  wheat-per-acre  through  more  efficient  methods  and 
tools,  meanwhile  improving  his  income  further  by  raising 
other  crops  on  his  non-wheat  land. 

To  advertisers — both  farm-product  and  consumer  manu- 

Four  key  farm  facts  for  admen  to  remember 

1.  According    to   the    U.S.   Census,    then    are  some 
lIH.ihhi, nun  /i,  i,jii,  in  mil  an  U.S.  farms.  Farm  homes 

number   around   .".:'.80,000   Ml   all   parts   of  the    U.S. 

2.  The  former  is  feeling  n  dollar  pinch,  but  he's 
<i  long,  long  way  from  being  broke.  Farm  assets  are 
ikiii  around  $165.4  billion;  farm  money:  $14.2  billion. 

3.  Gross  receipts  from  farming  in  first  eight  months 

of  1&53  were  off  6% — but  this  still  amounts  to  a 
huge  industry  with  estimated  valut    of  $17.7  billion. 

-f.  I.ir'iiitj  standards  are  up  on  farms.  As  of  30  Sep- 
tember of  this  year,  90.8%  of  U.S.  farms  uere  electri- 

fied.   Over  !'ii';   havt   radio  receivers;  some  20%,  TV. 

facturers — the  1953-54  farm  market  shapes  up  like  this: 

1.  The  era  of  free-wheeling  spending  by  farmers  is  over, 
at  least  for  the  moment.  But  farmers  still  buy  as  much 
and  often  more  of  the  basic  necessities  of  life. 

2.  Farm  income  is  off.  But  many  farmers  plan  to  im- 

prove this  picture  by  stepping  up  the  efficiency  of  their 
farm  operations,  creating  a  market  for  products  which 

help  him  do  so. 
3.  Farm  prospects  for  the  future  are  good.  U.S.  con- 

sumers are  eating  more  food,  buying  more  farm  products. 

When  the  tide  turns  and  farmers  buy  big-price  items,  they 
are  likely  to  turn  to  advertisers  who  have  kept  their  brand 
names  alive  through  skillful  use  of  basic  farm  ad  media. 

4.  Farm  advertisers,  puzzled  by  which  farm  ad  media 
to  use,  would  do  well  to  remember  these  facts:  (A)  Over 

90%  of  all  U.S.  farm  homes  (according  to  U.S.  Census. 
1950)  have  radios  and  in  some  farm  counties  radio  satu- 

ration (according  to  Nielsen  Coverage  Service  I  runs  at 
levels  of  over  99%.  (B)  TV  is  now  in  something  like  one 

out  of  every  five  U.S.  farm  homes.  (C)  Farm-beamed  air 
shows  are  consistently  good  buys  on  the  basis  of  coverage 

— greater  than  other  farm  media — and  cost-per-1.000. 
I  D  I  Farm  broadcasting  brings  real  sales  results. 

WHAM's  George   Haefner  is  in  charge  of  farm   programs  for  Roches- 
ter, N.  Y.  station;  WGN,  Chicago,  aired  special  pickup  of  Illinois  Corn 

Picking  Contest  at  Bloomington;  Walter  Durham,  farm  editor  of  WMC, 

Memphis,     conducts     two     farm     shows     daily     on     across-board     basis 

\>V, 
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Because  KOA's  is  the  single  signal  capable 
of  reaching  all  the  vast,  rich  Western  Market 

...the  peaks,  the  plains. ..the  range! 
KOA  specializes  in  service  to  this  area  where 

specialized  farming  is  the  rule. 
Its  programs  serve  the  irrigation  farmer, 

the  high  altitude  farmer,  the  plains  and 
plateau  farmer,  and  the  cattleman  with  his  huge 

land  empire  for  livestock  production! 
This  is  the  market  where  high  incomes  constitute 

a  huge  buying  potential  of  both  gene  ml 
consumer  goods  and  specialized  farm  and 

ranch  equipment.  According  to  the  1952  report 
of  the  U.S.  Department  of  Agriculture, 

the  average  cash  farm  income  in  KOA-land 
was  $10,716!  Compare  that  with  the  national 

average  of  $6,146!  KOA  can  sell 
your  product  to  this  market! 

18  HOURS  A  WEEK. ..AT  TIMES  WHEN 

THE  WESTERN  MARKET  CAN  LISTEN! 

WSSTEHW  Breakfast  BELL         WBlHtf  Dinner  KLL 
5  30  to  7:00  a.m. 

Cow  Pasture  Product
ions .(Western  musi

c) 

Weatherman  Bow
man 

KOA  News 

Mile-Hi  Farmer  (O
pening  markets M  and  farm  features) 

Breakfast  Bell  Musi
c 

Weatherman  Bowma
n 

Your  Hvmn  for  Toda
y 

11 -30  a.m.  to  1.00  p.lT1. Dinner  Bell  Music 
Restock Market  Reports Grain  Markets 

EgSS  and  Sultry  Markets 
KOA  News 

R«"al  Roundup  (Interviews) 
W  Hymn  for  Todav 

THE  KOA  WESTERN  MARKET 

302  counties  in  12  states 

1,033,100  families— 53.2r;  rural 
Buying  income — $5  billion 

Retail  sales — $4  billion 
Farms  and  ranches — 185,768 

KOA  IS  THE  BASIC  MEANS  OF  COMMUNICATION 

IN  THE  WESTERN  MARKET. 

Call 

Your 
Petry 

Man 
DENVER 

Covers  The  West .  .  .&<&?/ 

■)(•   FOR  FOOD   ADVERTISERS:!  LEAGUE  1  AMERICA'S   MOST   FOOD-CONDITIONED   AUDIENCE 
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FARM  RESULTS: It  a  diit   sells  everything   front    feeds   to   fashions   in   farm   areas 

Product:  Angus  cattle.  When  thi  Reith  Angus  Farm  held  its 

annual  sale  last  spring,  the  owi  purchased  $14  worth  of  radio 
announcements  on  K\l\IO.  M  all,  Mo.  The  two  prize  heifers 

in  the  sale  were  sold  to  a  net  from  Concordia,  ivho  said  he 

hail  heard  about  the  sal'  K  1/ I/O,  and  had  driven   over  to  buy 

the  two  heifers.  One  brought  $37"):  the  other  $360.  Total  re- 
ceived  from  the  radio-sold  tanner:  $735.  Total  advertising  ex- 

penditure  t<<  make   •   ■    sate:  $14.    Radio  heads   Keith   media  list. 

Product:  Farm  machinery.  Moore  Manufacturing  Co.,  makers  of 

heavy  farm  machinery,  derided  to  test  farm  radio's  pulling  power 
in  the  spring  of  1952.  and  /mug/it  a  dozen  one-minute  announce- 

ments   on    Hill    Civens    k)il.    Philadelphia    farm    show.     Result: 

i   ling   to   Moore's   agency,    II  alter  S.   Chittick,   HO   inquiries 
were  received  at  a  cost   which   compared  "very    favorably"   with 

ads    in    leading   farm    publications    and    "far    better"    than 

client's   campaigns   in   a   number  of  regional    farm    publications. 

Product:  Ralston  Purina.  I  ia  the  James  Fisher  agency  of 

Toronto.  Canada,  Ralston  Purina  has  for  some  time  been  a  regular 

sponsor  of  "Early  Morning  Farm  Review"  on  CKNX,  Wingham, 
Ontario.  District  dealers  for  Purina  report  that  their  sales  have 

doubled  in  two  years  of  sponsorship.  Rctentl\.  the  station's  iarm 
editor.  Hob  Curbert,  was  awarded  an  expense-free  trip  by  Ralston 

to  St.  Louis  because  of  his  "outstanding  cooperation  with  a  client." 
The  award  was  won  in  competition  with  other   <  anadian  out/els. 

Product:  Dresses,  brooms.  In  Danville,  Va.,  Johnson's  Depart- 
ment Store  found  itself  incidentally  promoting  a  special  sale  of 

women's  dresses  and  cleaning  brooms  by  radio  only;  the  store's 
ud  department  had  forgotten  to  get  the  sale  ad  to  the  local  news- 

paper. One  purlin  potion  during  WBTM's  "Farm  &  Home  Time," 

aired  prior  to  6:l">  a.m.,  caused  a  complete  sellout  of  the  bargain 
merchandise  at  a  cost  of  only  $4.50.  Three  weeks  later,  as  a 
result  of  tins  one  spot,  iarm  housewives  still  asked  for  the  brooms. 

Product:  Fresh  peaches.  Reynolds  Peach  Orchard,  30  miles  from 
If  RFD,  If  orthington,  Ohio,  found  that  1953's  warm  summer  was 

ripening  the  peaches  'way  ahead  of  time.  Thousands  of  bushels 
were  about  to  rot  on  the  trees.  Reynolds  scheduled  eight  an- 

nouncements per  day  for  tin  re  dins  on  IT  RFD  in  September.  By 
the  thud  day,  some  5,000  people  had  come  to  pick  and  buy  the 
peach  nop.  some  from  as  tar  „s  100  miles  away.  Almost  all  said 
they   hud  heard  the  announcements  on   II  RID. 

Product:  Farm  feeds.  Some  of  farm  radio's  biggest  successes 
have  bee,  in  selling  feeds,  t  typical  case  occurred  recently  at 
KFEQ,  St.  Joseph,  Wo.  1/  Pfander,  sales  manager  foi  the  Stand- 

ard Seed  >o..  told  KFEQ's  Iarm  Service  Director  Harold  J. 
Schmitz  that  .Standard's  business  had  jumped  at  hast  1(1',  during the  time  they  had  used  farm  shows  on  the  St.  Joseph  station. 

■  d  Pfandei :  "  /  good  percentage  of  the  increase  can  be 
definitely   tied  to  our  radio  advertising:'    standard  is  continuing. 

Roy    Gumtow,    radio    farm    director    of    WKOW,     Madison      Wis      in- 
terviews farmer   in   feed   store;    WIBW,   Topelca  s   Wes    Seyler    (center) 

Product:  Rat  poison.  Although  lf(,\.  Chicago,  is  a  key  outlet 

for  MBS  und  gets  plenty  of  metropolitan  listening,  the  big  Windy 
Cit\  station  schedules  an  extensile  Iarm  radio  roster  and  has 

a  loyal  farm  undieru  e.  This  loyalty  means  sales,  too.  D-Con  was 

sold  by  mail  on  WON  prior  to  having  retail  distribution.  In  the 

first  10  weeks.  D-Con  received  4.108  orders  for  the  product.  Each 

order  was  accompanied  b\  a  remit/ante  lor  $2.98,  a  total  of  some 

§12.000   north    ol    business    for   the  D-Con   product    via    Iarm    radio. 

Product:  Hybrid  chicks.  Re,  ently  Paul  ('..  Jamieson,  Jr.  of 
Jamieson  &  Sons  Hatchery.  Englewood,  Col.  told  KOA,  Denver; 

"We  are  happy  to  confirm  the  fact  that  our  jiast  season  of  sales 
on  By-Line  Ihlrid  Chicks  has  been  most  successful.  A  good 
portion  oi  that  success  can  be  attributed  to  our  schedule  of  an- 

nouncements on  KOA's  farm  service  programs.  This  was  our  first 
use  of  a  radio  campaign  on  a  sustained,  season-long  basis.  The 

i  ampaign  has  also  had  a  beneficial  effect  on  our  field  sales  staff." 

Product:  Macaroni  products.  Rum  h  &  Furni  Radio's  two  out- 
lets KMMJ,  Grand  Island.  Neb.,  and  KXXX,  Colby.  Kansas 

haie  long  had  excellent  sales  records  for  both  farm  and  con- 

sumer products.  One  consumer  account.  American  Beauty  Maca- 

roni, reported  that  "in  tour  weeks  on  KXXX  we  have  noticed  a 
definite  increase  in  sales  through  two  of  our  jobbers  in  that  area. 

We  can  measure  it  Irorn  the  fact  that  they  are  selling  items  they 

once   didn't   stock.    Distributors  have   ordered  increased   variety." 

Product:  Building  lumber.  I  rider  the  direction  of  Sam  Srhnei- 

der.  Kl  00,  Tulsa's  Farm  Service  Department  has  long  made 
a  /joint  of  serving  as  well  as  reaching  the  farmer.  Result: 

The  loyal  farm  audiences  buy  recommended  products.  Sample: 

Tulsa  s  Allied  Lumber  Company  wanted  to  boost  sales,  tried  a 

farm  radio  schedule  on  Kl  00.  Soon  Allied  Lumber  was  selling 

the  equivalent  of  one  complete  farm  house  per  week  using  the 

slogan  "Don't  go  home  from  the  stockyards  with  an  empty  truck!" 

Product:  Ward's  tractors.  Although  the  big  mail-order  houses 
have  not  used  large  amounts  of  farm  radio  in  national  campaigns, 

many  of  the  local  stores  of  Ward's  and  Sears  haie  used  farm  radio 
with  good  results.  One  outstanding  case  was  a  local  campaign 

by  a  Ward's  store  on  WCCO,  Minneapolis-St.  Paul.  Some  S9.000 
worth  of  Fluid  Drive  tractors  were  sold  in  a  few  days  with  an 

in  vestment  of  $200  for  two  announcements.  Farmers  came  from 
30  miles  around  to  see  the  Ward  demonstration. 

Product:  Freezer  lockers.  After  three  years  of  announcements 

on  the  farm  slums  of  WCAl  .  Philadelphia,  the  Paulsboro  Locker 

Plant  Co. — which  uses  no  other  form  of  advertising — figured  out 

its  advertising  score.    The  result:  For  every  $32.50  announcement 
on  If  (II  .  the  treezer  locker  firm  was  rewarded  with  a  minimum 

of  $1,000  worth  nl  sales.  Paulsboro  is  now  a  year  'round  advertiser, 
taking  no  hiatus,  and  reports  "important  sales  results  for  summer 
and  winter  alike"   It  am   its    iarm   radio   usage. 

records  latest  standing  of  Purina  laying  contesi-;   Les  Harding  of  KELO, 
Sioux   Fa  Is    S.    D..   does   a    ■emote    radio   show   from    Sioux    Empire    Fair 



Station  Break 
Our  local  ami  regional  billingi  ere  up  ovet  last  year,  \%  li n  1 1 

uas    UlC    biggest     in    our    history,    and     the     rate    of     national 

spot  renewals  is  the  highest  ever.   Audience  mail  is  up  4595 

over  last  year  (commercial  mail,  plus   1  J.J'  [  ,  sustaining,  plus 

675. 9%).  Total  audience  mail  averages  ~(>l  I  per  week.   Dis- 

tribution of  mail:   446  counties   in  eleven    states.    A   break- 

down of  our  SAMS  survey  shows  that  every  time   we  open 

our  mike  there  are  202,801   families  listening  to  Big  Aggie  at 

home  (not  counted:  car,  truck,  portable,  and  business  listen- 

ing; or  248  counties  outside  the  SAMS  area  from  which  we 

receive  mail). 

UNBLUSHING  BRAG:  WNAX-570  is  still  the  outstanding 

buy  of  the  nation. 

WNAX-570 

Yankton-Sioux   City 
A    Cowlcs   Station 

Represented  Nationally  by    The  Katz   Agency 
CBS  Radio 
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OHN    BIAIR    t    CO 

Sales 

Swing  in 
Line 

on 
Channel 
Nine! 

CBS 

IN  THE  LAND 

MILK  and  «0NEY 

WBAY 
GREEN  BAY 

5,000  WATTS 

FARM  ADVERTISERS 

(Continued  from  page  71) 

Radio  in  helping  us  sell  more  Purina 
Chows  and  other  Purina  products  adds 

to  my  own  conviction  that  radio  is  our 
hest  sales  tool  outside  of  the  Purina 

salesman  in  the  field.  No  other  me- 

dium has  the  impact  on  the  farm  fam- 

ily— our  advertising  target — that  radio has. 

"Here  are  some  of  the  reasons  why 
Purina  believes  in  radio: 

"1.  Radio  means  so  much  to  the 

farm  family  —  they  listen  for  service 
and  they  listen  for  entertainment. 

"2.  We  can  reach  more  farm  homes 

— reach  them  more  frequently  and 
reach  them  in  a  receptive  mood  for 

buj  ing  with  radio. 
"3.    We  can  reach  farm  families  at 

a  low  cost  per  listener  with  radio. 

"4.    Radio  sells  Purina  Chows. 

"5.    Radio  stimulates  our  salesmen 
and  dealers  to  do  a  better  job. 

"Yes,  Purina  believes  in  radio. 
We're  America's  Number  One  farm 
radio  advertiser.  We  believe  in  it 

enough  to  invest  more  money  in  it 

than  all  other  media  combined." 
Arthur  Meyerhoff,  head  of  the  Chi- 

cago ad  agency  bearing  his  name  and 
the  account  executive  handling  Myzon, 

a  hog  and  poultry  feed  supplement 
containing  terramycin,  paid  a  similar 

tribute  to  Farm  Radio's  ability  to  sell 
feed  products. 

Declared  adman  Meyerhoff: 
'"Because  I  had  faith  in  farm  service 

radio,  I  began  advertising  Myzon  on 

Norman  Kraeft's  WGN  Farm  Hour 
when  the  product  was  brand  new  in 

1950.  We  weren't  even  doing  $5,000 
worth  of  business  a  month.  Today 

Myzon  is  a  million-dollar  business,  and 
I  owe  much  of  its  success  to  the  WGN 

Farm  Hour  which  carried  our  only 
advertising  for  the  first  six  months  of 

our  advertising  campaign." 
Although  much  of  the  programing  in 

farm  broadcasting  has  a  specialized 
appeal,  main  agencies  and  advertisers 

give  credit  to  farm  air  media  as  being 
an  «(  onomical  buy.  Reason:  For  those 

primarily  interested  in  reaching  farm- 

ers, farm  broadcasting's  ability  to 
gather  an  advertising  audience  usually 

tops  other  farm  media  on  a  cost-per- 
1,000  basis. 

Not  long  ago  Leo  B.  Olson,  adver- 

tising manager  of  the  DeKalb  Agricul- 
tural Association  i  In  brid  seed  corn), 

revealed  to  a  group  of  Radio  Directors 
how   \scll    farm   broadcasting  has  suc- 

ceeded in  this  respect.  DeKalb,  Olson 
stated,  has  been  a  farm  radio  user  for 

over  16  years  and  spends  more  in  this 
medium  than  on  its  other  media  (farm 

magazines,  direct  mail)   combined. 
Back  when  advertising  expeditures 

for  the  firm  in  each  medium  were 

equal,  DeKalb  found  that  farm  radio 
reached  25.000.000  listeners;  farm 

magazines,  12,500,000  readers,  and  di- 
rect mail,  4,1G0,000  ruralites.  Said 

Olson:  "Farm  radio  helps  sell  the 

prospect.  It  has  a  strong  morale-build- 
ing effect  on  the  dealers  and  has  con- 

siderable effect  on  competition." 
A  logical  question  to  ask  at  this 

point  might  be,  "If  farm  radio  tops 
other  farm  media  in  farmers-reached- 

per-dollar,  why  use  anything  else?" 
sponsor  put  this  poser  to  Charles 

Calkins.  radio-TV  director  of  the 
Conklin  Mann  &  Son  Agency,  New 

York,  an  ad  firm  that  has  had  much 

experience  with  farm  broadcasting. 
Said  Calkins: 

"We  have  found  that  farm  radio  and 

farm  publications  make  a  good  work- 
ing team.  This  has  been  proved  to  our 

satisfaction  in  our  ad  campaigns  on 

behalf  of  the  veterinary  medicines  of 
Lederle  Laboratories  Division  of  Amer- 

ican Cyanamid  Company. 

"Radio  gives  plenty  of  farm  cover- 
age and  a  steady  push  to  products. 

But  by  using  farm  print  media  as  well 
we  can  substantiate  our  radio  copy 

claims,  giving  full  technical  explana- 
tions and  pictorial  treatment.  We  have 

found  that  farmers  do  not  merely  read 

the  ads  in  farm  publications  —  they 
study  them,  thus  adding  greatly  to 
radio's  impact. 

"The  balance  we  maintain  between 

farm  broadcasting  and  farm  print  me- 

dia is  roughly  50-50.  But  local  or  re- 
gional conditions  vary  and  this  balance 

must  actually  be  determined  on  a  mar- 

ket-by-market basis,  weighing  the  rela- 

tive strengths  of  the  two  media.  Some- 
times the  balance  may  swing  sharply 

in  favor  of  radio:  at  other  times  in 

other  markets  print  media  receives 

larger  expenditures.  It's  a  question  of 
which  can  do  the  better  job. 

"Incidentally,  when  we  buy  farm 
broadcasting,  we  try  to  spot  our  client 

in  strong,  locally  produced  shows 
which  feature  Radio  Farm  Directors. 

Then,  we  brief  these  RFD's  personally 
on  the  uses  for  the  products  and  let 
them  work  out  their  own  commercials 

for  us  in  their  own  words." 
Another  useful  advertising  feature 

of    farm    broadcasting — its    advantage 
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Rural   Radio   Network 
covers 

NEW  YORK 

MILK  SHED 

16  leading  AM  stations 
connected  bj 

13  strategic  FM  stations  SERVE  THE  FARMER 
Farm  market  reports,  farm  weather  roundups,  daily  farm 

interviews,  farm  panel  discussions,  and  farm  news  for 

201,690  farm  families 

with  an  annual  farm  income  of 

$1,239,156,000 

RURAL  RADIO  NETWORK 
ITHACA,    NEW   YORK 

Total  population  ....  7,168,500 

Annual  retail  sales  ....  $7,937,885,000 

Total  unduplicated  weekly  audience   1,152,733  families  (1952  SAMS) 

WKBW WRUN 
WELM WCNY 
WHAM 

WJTN 
WCY 

WQAN 
WHCU 

WNBF 

WKIP WMSA 

WACE WHLD 
WWNY WDLA 

serve  the  N< 

plus    7    Mel 

2w  York  Milk  Shed 

"ropoliran     Markets 

Represented  nationally  by AVERY-KN0DEL,  INC. 



ul  -peed — was  cited  to  SPONSOR  by  an 

account  executive  of  the  New  x 
office  of  BBDO.  who  has  supervised 

several  Farm  Radio  campaigns  tor  du 

Pont's  Grasselli  line  of  farm  and  agri- 
cultural products.  Said  t he  BBDO 

adman : 

"Farm  Radio  lends  itself  well  to  the 
promotion  of  all  kinds  of  agricultural 

chemicals,  particularly  insecticides 

used  to  combat  sudden  plagues  of  in- 
sects.    ̂    .111  move  faster  in  setting 

up  an  emergency  schedule  of  an- 
nouncements in  an  infested  area  than 

Mm  ran   in  print  media. 

"Let  me  cite  you  a  typical  case. 
La>t  season,  there  was  a  sudden  in- 

flux of  potato  bugs  on  farms  on  Long 

Island,  New  York.  Du  Pont's  Marlate 
insecticide  was  just  the  thing  to  fight 
these  insects  with,  but  we  had  to  tell 

our  storv  in  a  hurry  to  the  Long  Is- 
land farmers. 

"We  learned  on  a  Friday  that  the 
potato  crop  was  threatened.  That  same 

day  we  met  with  our  client  and  dis- 
cussed a  schedule  of  announcements 

for  the  New  York  City  area,  as  well 
as  a  print  ad  in  the  Suffolk  County 

monthly  farm  publication.  By  Mon- 
da\    morning   we  were  on  the  air  and 

growers  were  asking  for  du  Pont's 
Marlate  brand  of  methoxychlor. 

"Without  the  rapid  communication 
to  growers  afforded  1>\  radio,  thou- 

sands of  potato  plants  would  have  been 
destroyed. 

'This  pattern  can  easilv  be  repeated 

in  other  areas,"  the  BBDO  executive 
concluded.  "We  find  it  a  useful  one 
for  our  client  since  an  insect  season 

can  strike  suddenly  and  be  over  in 

two  or  three  weeks.  By  moving  quick- 
Is.  we  can  promote  the  right  chemical 

product  to  farmers  via  Farm  Radio  at 
a  time  when  they  are  certainly  in  a 

mood  to  buy  something  which  will 

save  their  valuable  crops." 
Such  seasonal  buying  is  not  without 

its  headaches  however.  Robert  Kunkel. 

account  executive  of  the  G.  M.  Basford 

Co.,  a  New  York  agency  handling  farm 

advertising  of  U.  S.  Industrial  Chemi- 
cal Co.,  pointed  out  a  major  agenc) 

problem  thusly  to  sponsok: 

"We  are  currently  using  some  43 
farm  stations  in  the  South  and  South- 

east to  promote  USI's  Pyrenone,  a 
non-toxic  grain  protectorant.  Our  cam- 

paigns usually  run  on  a  seasonal  basis, 
lasting  some  six  or  seven  weeks.    We 

PUSH-BUTTON 
CONTROL 

gives  WBNS 
advertisers  bonus 

listeners! 

Listening  habits  don't  change  when 
the  audience  slides  behind  the  wheel.  Un- 

counted listeners  swell  the  volume  of  WBNS 

regulars  .  .  .  add  thousands  of  prospects  for  this  area's 
most-listened-to  radio  station.  Pulse  Ratings  prove  WBNS 
has  more  listeners  than  all  local  stations  combined   carries 
the  top  20  rated  programs,  both  day  and  night.  Push-button 
selling  on  WBNS  can  push  up  sales  for  your  product. 

CBS  for  CENTRAt  OHIO 

JOHN   BLAIR 

radio 
COLUMBUS,     OHIO 

have  to  scratch  hard  for  good  time 

>lots  in  which  to  put  our  minute  an- 
nouncements and  station  breaks,  and 

we  must  be  readv  to  jump  immediately 

into  a  good  slot  if  it  is  vacated. 

"The  trouble  i>  this:  There  aren't 
enough  good  farm  shows  developed  by 

stations  apart  from  a  couple  of  hours 
in  the  morning  and  the  noon  hour. 

True,  the  farmer  s  radio  listening  time 

is  limited.  But  we've  found  that  sta- 
tions are  often  afraid  to  experiment 

with  new  farm  shows  for  fear  they 

won't  sell  them  right  awav.  Thus  the 
best  farm  shows  —  particularly  those 

with  farm  directors — are  usually  sold 

out  on  long-term  contracts,  and  it's 
very  tough  for  a  seasonal  user  to  buy 

into  them." Probably  the  besl  overall  view  of 

farm  broadcasting  came  to  sponsor 
from  Vern  Lausten,  a  radio-TV  super- 

visor of  Bert  S.  Gittins  Advertising, 
Milwaukee.  In  an  extensive  report, 

agencyman  Lausten  outlined  how  Allis- 
Chalmers  used  Farm  Radio  as  far  back 

as  1929  to  overcome  earlv  sales  resis- 

tance of  farmers  to  A-C's  then-new 

"baby  combine."  and  how  Allis-Chal- 
mers  has  progressed  in  farm  broad- 
casting  to  the  point  where  it  now  spon- 

sors the  National  Farm  and  Home 
Hour  on  NBC. 

"In  the  past  four  or  five  vears  we 
have  placed  as  many  as  200  farm  radio 

spots  at  a  single  time,  mostly  for  feed 

accounts."  reported  Lausten.  "Many 
of  these  were  on  a  continuing  sched- 

ule, but  some  were  for  saturation  cam- 

paigns for  periods  as  short  as  six  to  13 
weeks. 

"In  one  particular  campaign,  sales 
of  a  calf  food  increased  3009?  i"  an 
entire  state  with  a  concentrated  sales 

campaign  spearheaded  by  local  radio 

spots  and  small-town  newspaper  space." 

On  the  question  of  how  spot  or  net- 
work farm  broadcasting  fitted  into 

farm  media  plans,  agencyman  Lausten said : 

"As  an  agency,  we  have  no  particu- 
lar preference  for  either  spot  or  net- 

work farm  shows.  We  believe  they 

both  have  their  place.  For  a  'big  bud- 
get'  institutional  and  service  type  ap- 

proach such  as  used  by  Allis-Chalmers. 
we  believe  the  network  presentation  of 

the  National  Farm  and  Home  Hour 
-<  \w-  best.  However,  on  hard-selling, 

dealer-participation  type  of  sales — and 
especially  with  the  smaller,  carry-out 
items     spot  radio  is  our  choice. 

Lausten,  a  veteran  broadcast  adman. 
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"Another   IN   station  wenl  on  1 1 1 « - 

air  la>l  week." 

"That's   news?9* 

"In  Eastern  Iowa,  it">  news." 
In  Eastern  [owa  it's  WMT-TV,  the 

firsl  station  to  go  on  the  air  with  max- 

imum 100  k\\  power  {"In  ttu  whoh 
United  States?"  "In  the  whole 

United  stairs"  ;  the  firsl  T\'  station 
w  it  h  a  tower  703  feel  high  I  "In  H>< 

whoh  United  Stat,  -.'"  ("Between 

Milwaukee  and  Kansas  I  'hy  "  i  ;  the 
first  station  on  <  ihannel  2  {"In  tin 
whoh  In....'"  "In  Eastern 

[owa.") WMT-TV    was    the    first    station    to 

go  on  the  air  w  ith  three  left-handed 
eopj  \\  titers,  the  firsl  station  to  adver- 

tise "M  page  v''  of  the  19  <  >ctober  issue 
of  Sponsor,  the  firsl  station  to  go  on 
the  air  with  a  staff  member  whose 

last  name  begins  with  <L>  whose  mid- 
dle mil  lal   is  B. 

WMT-TV  maj  verj  well  be  the  first 

station  to  advertise  that  we  don'1  have 
greal  i  on  sentrations  of  population. 
Bui  .  .  .  of  the  total  land  area  of 

thirty-five  million  acres,  [owa  has 
9795  iii  farms;  and  there  are  families 
living  on  and  working  uearly  everj 

square  mile  of  it.  so  there  are  no  blind 

spots  as  there  are  in,  shall  we  say,  less 

fortunate  areas.  And  there's  the 
rapt  audience  abuilding  thai  ever  sat 
ami  watched  an  advertiser  worm  his 

way  into  its  collecth e  heart. 

WMT-TV 
CBS     &     DuMont     in     Eastern      Iowa 

Channel    2      100,000    Watts 

Mail  Address:  Cedar  Rapids 

National     reps:  The     Kati     Agency 

^cV 



offered  some  good  advice  and  back- 

ground data  on  Gittins'  farm  air  per- 
sonnel to  agencies  and  advertisers  not 

familiar  with  the  problems  of  selling 
to  ruralites  via  farm  broadcasting. 
Stated  Lausten: 

"Naturally,  we'd  say — hire  an  agen- 
cy that  knows  farm  selling.  You  need 

a  background  of  farming  to  really 
know  the  advertising  approach  that 

dicks  with  your  farm  customers.  A 

farmer  can  easily  spot  commercial 
wordage  that  is  not  authentic,  and  that 
lack  of  authenticity  reflects  directly  on 

the  product  being  sold.  A  good  farm 

agency  spends  a  lot  of  time  on  com- 
mercial coj)\.  They  know  sales  appeals 

for  the  product.  They  know  the  ap- 
proach used  by  the  Radio  Farm  Direc- 

tor who  delivers  the  message.  And 

lastly,  they  know  at  what  time  of  day 
to  bin    farm  listenership. 

"We  believe  the  use  of  farm  radio 
will  be  increasing  among  our  clients, 

particularly  those  introducing  new 

products  and  giving  special  emphasis 
to  those  already  in  their  line.  For  that 

reason  we  continue  to  stay  very  close 
to  farm  radio  activities. 

"As  for  personnel  engaged  in  Farm 
Radio  work,  actually  all  our  agricul- 

tural men — eight  at  present — have  at 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

t\ic/itiio/icl 

WMBG" 
WCOD 
WTVR 

-FM 

-TV 

First  Stations  ot  Virginia 

WTVR       Bl.i,   TV    Inc. 

WMBG       The    Boiling    Co. 

one  time  or  another  supervised  some 

phase  of  farm  radio. 

"Jerry  Seaman,  our  radio  and  tele- 
vision director,  is  a  master  of  farm 

ladio  and  a  long-time  member  of  the 
National  Association  of  Radio  Farm 

Directors.  He  is  continually  working 

with  farm  radio  people  all  over  the 

nation.  1  work  closely  with  Jerry  and 

have  in  the  past  spent  much  of  my  time 

supervising  spot  schedules  for  feed  ac- 
counts. I  am  also  an  active  member 

of  NARFD.  A  third  member  of  our 

team  who  contributes  greatly  to  our 
farm  radio  activities  is  our  Southern 

farm  specialist.  Paul  Seabrook.  Paul 

was  formerly  an  Extension  radio  man 

at  Clemson  College  and  was  raised  on 
a  South  Carolina  farm.  He  is  also  an 
NARFD  member. 

"Naturally,  being  so  close  to  farm 
radio,  we're  real  enthusiastic  on  the 
subject.  Having  worked  closeh  with 
hundreds  of  Radio  Farm  Directors  we 

know  what  a  powerful  influence  they 

are  in  selling  farm  families.  We  see 
them  as  an  important  factor,  more  and 

more,  in  the  farm  selling  picture." 
•  •  • 

FARM  TV 

(Continued  from  page  80) 

University  and  cooperating  area  farm 
organizations.  Heading  this  operation 

is  a  full-time  farm  director,  Robert 
Miller,  and  an  assistant,  William  John- 

son. There  is  also  a  home  management 
consultant,   Miss   Virginia   Helt. 

As  the  show  titles  suggest,  the  first 
one  is  a  farm  news  show,  which  also 

features  guest  experts  and  films  made 

on  WLW's  own  137-acre  farm  at  Ma- 
son, Ohio.  The  other  show  is  largely 

educational,  and  attempts  to  promote 
a  better  understanding  between  farm- 

ers and  consumers.  Forecast  began  in 
the  spring  of  this  year;  Extra  has  been 
running  since  last  fall. 

Says  Ward  L.  Quaal,  v. p.  and  as- 
sistant general  manager  of  Crosley 

Broadcasting: 

"  1  he  reaction  to  our  farm  program- 
ing has  been  good.  There  has  been 

much  interest,  not  only  on  the  part  of 
formal  farm  organizations  in  this  state 

and  area  but  on  the  part  of  average 
farmers,  large  and  small.  They  are 

grateful  Eor  what  we  are  doing  and 
want  to  help  us  produce  the  type  of 

shows  that  are  most  suitable  for  agri- 
culture here  in  the  southern  part  of 

the  Midwest  and  the  top  of  the  South. 

There  is  definitely  a  big  future  for 
farm  television,  not  only  for  programs 

of  this  type  but  for  general  entertain- 
ment. No  person  today  is  more  appre- 

ciative of  television  programing  than 

the  average  farmer  and  his  family." 
WSM-TV,  Nashville:  Although  WSM- 

TV  is  still  the  only  TV  station  in  the 
well-to-do  Nashville  market,  the  Chan- 

nel 4  outlet  nevertheless  has  cleared  a 

weekly  time  slot  (Wednesdays,  6:15 

p.m.)  for  a  show  called  Farm  Furrows 

which  features  the  station's  farm  di- 
rector, John  McDonald. 

The  show  has  no  sponsor  (although 

several  have  indicated  that  they'd  like 
to  bankroll  the  show)  since  WSM-TV 

has  preferred  to  keep  the  show  on  a 

public  service  basis.  However,  in  the 
near  future  the  show  may  be  open 

to  advertisers,  the  station  reports. 

"By  way  of  success  stories,"  reports 

William  McDaniel,  WSM's  director  of 

public  relations,  "our  farm  editor  used 
a  short  film  showing  how  to  use  a 

rubber  band  around  a  cow's  horn  for 
de-horning.  The  agricultural  agencies 

in  this  area  say  that  this  demonstra- 
tion caused  more  talk  among  the  farm 

people  than  any  demonstration  they 

have  previously  seen." W BAY -TV,  Green  Bay,  Wis.:  Re- 

ported the  Dairy  State  station  to  SPON- SOR: 

"Our  indications  that  there  is  a  need 

for  farm  programing  in  TV  have  thus 
far  come  primarily  from  interested 

sponsors  rather  than  from  the  audi- 
ence itself.  This  is  true  primarily  of 

our  radio  operation,  and  to  a  lesser 

degree  in  TV.  Because  of  this  interest 

and  because  approximately  50rr  of 
our  audience  is  in  small  towns  or  on 

farms,  we  have  decided  to  set  up  a 

farm  department  to  serve  the  pro- 
gram tastes  of  this  particular  group 

of  our  audience." Currently  W BAY-TV  is  presenting 
a  weekly  half-hour  farm  show  based 

on  information  and  guest  experts 

drawn  from  the  University  of  Wiscon- 

sin, county  agents  and  4-H  clubs.  A 
leading  Midwest  feed  company  has 

placed  a  participating  spot  schedule  in 
the  program. 

WHEN,  Syracuse:  sponsor's  ques- tionnaire arrived  at  WHEN  during 

August  almost  coincidentallv  with  that 

video  station's  scheduling  of  its  first 
farm-slanted  TV  program.  Party  Line. 
The  program  is  slotted  at  what  might 

seem  to  be  a  time  when  farmers  can't 
be  reached  by  television — 9:30  to  9:45 

a.m.  each  weekday — but  WHEN's  Rob- 
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Old  McDonald  has  a  farm 
which  covers  the  Central  South 

[  ■    -     •  ■ 

WSM 
19  OCTOBER  1953 

YOU'VE  heard  of  the  farmer 
whose  ambition  was  to  buy  all 
the  land  adjoining  him? 

WSM's  Farm  Director,  John 
McDonald,  has  gone  him  one 
better.  So  listen  to  a  story  that 
can  sell  an  amazing  amount  of 
merchandise  for  you. 

For  eight  years,  John  has  been 
plugging    away,    selling    better 
farming   methods,   soil   conserva- 

tion,  better  livestock,  crop  rota- 
tion,    forest    conservation, 

everything  a  farmer  needs 
to  do  to  improve  his  land 
and    his    lot.      And    for    as 

many      years,      Southern farmers     have     listened, 
heeded     and     profited     by 

John     McDonald's     advice. 
They  plant  when  John  says 
so,    buy    when    John    says 
so,  sell  when  he  tells  them 
the  time  is  ripe.  First  thing 
everybody  at  WSM  knew, 
John      McDonald      was      a 

dominant      figure      in      Southern 
farm  life. 

During  his  first  six  years  at 
WSM,  John  was  used  exclusively 
on  Public  Service  Programs.  But 
a  couple  of  years  ago,  the  station 
acceded  to  repeated  sponsor  re- 

quests and  let  him  go  commercial 
for  a  carefully  selected  group  of 

sponsors. 
And  at  this  writing,  the  follow- 

ing sponsors  are  harvesting  rich 
rewards  from  WSM  selling  John 
McDonald  style: 

Columbiana  Seed  Company 

Purina  Mills 

Reynolds  Metals  Company 

U.  S.  Industrial  Chemicals 

Lederle  Laboratories 

If  you  have  a  product  appeal- 
ing to  farmers,  better  find  out 

what  John  McDonald  can  do  for 

it,  and  you.  Tom  Harrison  or 
any  Petry  Man  can  fill  in  the 
details. 

Nashville  •  Clear  Channel  •  50,000  Waits 
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ert     Peel,     promotion     manager,     told 
Sl'O.NSOK: 

"'  Uthough  the  telecast  is  scarcely 
incut'  than  a  week  old,  it  has  already 
attracted  considerable  mail  i>nse — 
more  than  50  letters  in  the  initial 
week. 

WS)  R-'I'l  .  Syracuse:  The  veteran 

station"-  TV  outlet  is  currently  airing 
a  15-minute  show  called  Deacon 

Doubleday's  Unci/  Woodshed,  spon- 
sored h\  the  local  Ford  Tractor  and 

Dearborn  Implement  dealers.  The  show- 
is  handled  as  "informational  inter- 

views,"  Featuring  live  farm  animals 
and  actual  farm  machinery  in  the 

studio.  W  SYR-TV,  at  last  report,  was 
planning  to  expand  the  show  into  one 
which  featured  everything  from  farm 

panel  discussions  to  a  live  hill-billy 
band. 

WDAF-TV,  Kansas  City:  Like  many 

stations  in  farm  areas,  WDAF-TV 
draws  upon  the  resources  of  its  local 

state  universitj  for  help  in  planning 

a  Farm  TV  program.  The  station  tele- 
vises— apart  from  routine  farm  weather 

and  market  news — a  weekly  15-minute 
show  featuring  one  of  the  professors 
of  the  I  ni\er-it\  of  Missouri  College 

of  Agriculture.    The  sponsor  is  Staley 

Latest  Authentic 

1953  Ratings  Prove 

IN 

PHILADELPHIA  STILL  LEADS 

ALL  OTHER  STATIONS  IN  PHILA. 

BROADCASTING  TO  THE  450.- 

000  NEGRO  PEOPLE  IN  THE 

METROPOLITAN  PHILA,  AREA, 

As  Proven  by  the  Martin  Survey, 

Dated  July  28,   1953 

ft    ft    ft 
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Milling   Company,   one   of  the   largest 

feed  companies  in  the  Midwest. 

WTVP,  Decatur,  111.:  This  Illinois 
station,  whose  firm  name  is  Prairie 

Television  Company,  began  program- 

ing for  farmers  almost  as  soon  as  it 

went  on  the  air.  By  mid-September, 

although  the  station  had  only  been 

operating  for  a  month,  WTVP  had  a 
6:00  p.m.  farm  show  featuring  Al 

Pigg,  farm  director.  Said  he:  "A  pack- 
ing house  is  now  a  sponsor,  and  a  food 

processor  is  considering  the  program. 
I  would  say  that  any  TV  station  in  a 
farming  communis  should  definite!) 

provide  a  farm  program  for  viewers. 

This  program  should  be  of  an  educa- 
tional nature,  and  sponsors  will  find 

these  programs  of  high  commercial 

value." 

KVTV,  Sioux  City,  Iowa:  Another 

new  TV  station,  KVTV  televises  a  five- 
minute  market  report  at  5:40  p.m. 

every  day  directly  from  the  Sioux  City 

Stockyards.  The  show  gives  market 
trends,  a  streamlined  report  of  the 

markets  for  the  da)  and  estimated  re- 

ceipts for  the  next — vital  information 
for  business-minded  farmers.  Sponsor: 
Kent  Feeds.  On  Thursday  nights,  the 
station  airs  a  30-minute  Western  music 
show  combined  with  farm  interviews. 

"Reaction  to  both  programs  has  been 

very  good,"  savs  Arthur  J.  Smith,  the 
outlet's   resident  manager. 

WFBM-TV,  Indianapolis:  Keystone 

of  WFBM-TV's  farm  video  program- 
ing is  a  Monday-through-Friday  strip 

(noon  to  12:20  p.m.  I  containing  mar- 
ket and  weather  reports,  as  well  as  a 

roundup  of  farm  news,  interviews, 
demonstrations  of  farm  techniques  and 

guest  speakers.  Ralston  Purina  spon- 
sors the  first  five  minutes  of  the  show7. 

Vecording  to  the  station,  Ralston  "se- 
lected this  particular  program  as  its 

first  venture  into  television  advertising 

for  farm  product-  and  used  Indian- 

apolis as  a  guinea  pig.  Ralston  spon- 
sorship began  in  \pril  of  1952  .  .  . 

and  still  continues."  Says  Farm  Editor 
llarr\  Martin:  "We  feel  definitely 

there's  a  big  future  for  Farm  TV." 
KFOR-T)  .  Lined,,.  Neb.:  "Since 

last  year,"  leported  the  Corn  Belt  out- 
let, "television  has  come  to  KFOR." 

TV  adds  greatl)  to  the  farm  service 
show-  of  KFOR  Radio  in  helping  south- 

east Nebraska.  With  the  aid  of  the  Uni- 

versit)  of  Nebraska  and  the  State 

Cam,-  Commission,  the  station  now 
airs  two  -how-:  Backyard  Farmer  and 
Outdooi    Nebraska.    The  first  of  these 

is  a  panel  session  devoted  to  all  man- 
ner of  farm  problems,  from  rose  hushes 

to  hybrid  seed  corn.  The  latter  is  a 
hunting-and-fishing  type  of  program, 

which  contains  much  practical  infor- 
mation for  the  fanner  and  sportsman. 

KELO-T1  .  Siou*  Falls,  S.  I).:  As 
the  first  of  a  projected  series  of  farm 

telecasts,  KELO-TV  now  airs  a  Satur- 
da\  evening  show  featuring  the  out- 

lets farm  director.  Les  Harding.  Dur- 

ing the  program  Harding  discusses 
general  farming  practices,  using  films 
made  on  farms  in  the  area.  Following 

this  program,  the  station  televises  a 
newscast  aimed  at  the  farm  audience, 

featuring  Bill  \\  iggington.  Present 

sponsors  include  a  motor  cleaner  com- 
pany and  a  farm   implement  dealer. 

WW] -TV,  Detroit:  Farm  TV  is  b) 

no  means  the  exclusive  province  of 
stations  located  in  the  middle  of  farm 

communities.  From  the  nation's  Motor 

City,  \\  \\  )-T\  televises  RFD  #4  each 
Saturday  at  noon  on  a  sustaining  basis 

at  the  moment.  Said  John  F.  Merri- 

field.  the  outlet's  Farm  Fditor:  "The 
future  for  Farm  I  \  is  indicated  by 

our  vast  backlog  oi  subjects  for  which 

we  are  seeking  time  to  present.  Fur- 
ther indication  is  seen  in  a  recent  state- 

ment by  officials  of  Michigan  State 

College  who  declare  Farm  TV  can  re- 

place demonstrations  which  have  here- 
tofore been  presented  only  to  small 

groups  by  county  agricultural  agents." WCPO-'II  .  Cincinnati:  Another  sta- 

tion that  believes  in  morning  TV  pro- 

grams for  farmers,  WCPO-TV  airs  a 
five-minute  program  just  before  7:00 
a.m.  each  day.  The  show  consists  of 
farm  news  and  weather  reports  slanted 

to  ruralites  and  is  aired  on  a  public 
service  basis. 

Following  this  program,  there  is  a 

dailv  one-hour  kid's  show  —  again 
aimed  at  farm  families — which  is  pro- 

duced in  cooperation  with  the  I  ni- 

versit)  of  Cincinnati  and  which  fea- 
tures children's  songs,  films  and  games. 

Reported  Ed  Weston,  manager  of 
WCPO-TV: 

"The  pitch  to  the  farming  popula- 
tion is  made  through  the  children  on 

this  show  in  the  form  of  what  goes  on 

in  the  smooth  operation  of  an  efficient 

farm." 

k(,(  l.-TI  .  Galveston,  Texas:  "There 
is  a  big  future  in  Farm  TV  here  be- 

cause the  Texas  Gulf  Coast  area  boasts 

one  of  the  most  productive  cattle,  poul- 

try, rice  and  cotton-raising  markets  in 

the  country,"  Promotion  Director  Bill Evans  told  sponsor. 
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WJR    MARKET    DATA 

Population   12,601,300 
Radio  Homes       3,785,540 
Farm  Radio  Homes     328,990 
Drug  Sales      $     464,447,000 
Food  Sales      $  3,266,766,000 
Retail  Sales    $13,613,431,000 
Filling  Station  Sales    $     739,614,000 
Passenger  Car  Registrations  4,116,934 

%  of  total U.  S.  market 
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8.6 5.9 
10.3 

9.4 9.3 10.1 

10.2 

cove&ge.  area.  J 
I 

il.  The  Goodwill   Stollon 

CBS  Radio  Network 

50.000  wotts 

W  .IK  is  the  one  -air-man  thai  ran  effectivel)  and  economicall) 
increase  your  volume  in  nil  of  this  rich  market  .ma.  Ever)  single 
da\  of  the  year  W  I  K.  the  most  influential  voice  in  the  Greal  Lakes 
region,  will  carr\    \<>ur  advertising  message  to  million-  ol  buyers C  .  DO 

in  Michigan,  Ohio,  Indiana,  Pennsylvania  and  Ontario.  Lei  WJR's 
Buccess  and  popularit)  do  a  real  selling  j<>l>  for  you! 
Contacl  W.IK  or  your  Christal  representative  tod  a)  to  get  the  mosl 
lor  sour  advertising  dollar  in  one  ol   tin-  nation-  richest  markets. AN   IMPORTANT  AREA  FOR  YOU 

—  A    FAMILIAR    AREA   TO    US 

WJR,  Fisher  Building,  Detroit  2,  Michigan 

WJR,  Eastern  Off.ce    665  Fifth  Avenue,  New  York  22 

Represented  Nationally  by  the  Henry  I    Christal  Company 

Canadian  Representatives:  Radio  Time  Sates,  (Ontario)  Ltd 

FREE 
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To  this  market,  KGUL-TV  beams  a 

sustaining  daily  program,  Jack  Thom- 
as Farm  Show,  from  noon  to  12:20. 

WBZ-TV,  Boston:  Since  December, 

1951  WBZ-TV  has  aired  a  Thursday- 

morning  agricultural  show  <  ailed  Down 
To  Earth  as  a  sustainei  in  cooperation 

with  the  Massachusetts  Extension  Ser- 
vice. WBZ-TV  has  no  immediate  plans 

to  sell  the  show,  which  it  airs  as  a 

public  service  to  bring  up-to-date  in- 
formation to  farmers  as  well  as  food 

production  knowledge  to  urban  con- 

sumers. The  program's  slot  (9:30- 
10:00  a.m.)  is  part  of  the  across-the- 
board  series  conducted  by  the  station 

in  cooperation  with  the  Massachusetts 

Department  of  Education. 
WBAL-TV,  Baltimore:  Another  big- 

city  station  which  is  now  programing 

special  farm-appeal  shows,  WBAL-TV 
reported  to  SPONSOR: 

"We  carry  a  half-hour  Saturday- 
afternoon  program  called  Country 
Club  On  TV  which  carries  local  rural 

newsreels,  farm  interviews  and  general 
human  interest  discussions. 

"As  we  convert  to  full  power,  our 
television  agricultural  programing  will 
increase.  Currently  in  the  planning 

stages  is  a  15-minute  TV  show  entitled 

Scene  in  Maryland.  *  *  * 

WHBF 
+CBS 

Adds    up    to — 

BETTER  QUAD-CITY 
COVERAGE  AT  NO 
INCREASE  IN  COST! 

Les   Johnson,   V.P.   and    Gen.    Mgr. 

I 
I 
I 
I 
I 
I 

WHBF  „ 
TEIC0  BUILDING,  ROCK  ISLAND,  ILLINOIS 

lipreicntid  by  Avery-Knodti,  lac. 

FARM  RADIO 
(Continued  from  page  75) 

WIBW  market." Other  stations  carried  this  one  step 

further,  pointing  out  that  TV  advertis- 
ing— a  favorite  medium  today  with  a 

long  list  of  fast-turnover,  low-price 
consumer  items — fails  to  cover  many 

farm  areas  at  all.  As  Dick  Harris,  pro- 

motion manager  of  Denver's  KOA, 
stated : 

"The  large-area  coverage  of  KOA 
makes  the  station  a  natural  as  far  as 

farm  programing  is  concerned.  Agri- 
culture in  the  West  is  probably  more 

dependent  on  radio  than  in  other  parts 
of  the  country  because  of  the  great 

distances  involved.  Many  KOA  listen- 
ers are  48  hours  or  more  from  a  daily 

newspaper.  The  outstanding  majority 
of  them  are  outside  of  TV  range.  As 

a  matter  of  fact,  KOA  has  more  listen- 
ers out  of  the  range  of  present  TV 

than   any   other   station   in   America." 
Farm  radio,  stations  feel,  presents  a 

worthwhile  opportunity  for  the  con- 
sumer-product advertiser  who  is  con- 

fining his  air  activity  to  TV  or  to  radio 

campaigns  spotted  to  cover  only  the 
largest   metropolitan   markets. 

However,  most  stations  offered  little 
more  than  this  when  it  came  to  discuss- 

ing what  type  of  consumer  products 
were  best  suited  to  Farm  Radio  and 

how  the  relationship  between  farm 

broadcasting  and  regular  (i.e.,  net- 
work or  national  spot)  air  advertising. 

Agencies  and  advertisers  handling 
consumer  products  have  often  steered 
relatively  clear  of  Farm  Radio  (see 

story,  page  701  for  just  this  reason. 
Usually  their  objections  take  the  fol- 

lowing form: 

1.  Admen  freely  admit  today  that 

the  farmer  buys  all  manner  of  consum- 

er goods  and  that  he  is  a  good  cus- 
tomer for  consumer  products.  How- 

ever, the  fact  that  some  farmers  buy 

more  of  a  particular  air-sold  consumer 

product  (example:  flour  or  baking 
powder)  and  the  same  or  less  of  an- 

other I  such  as  imported  wines  or  filter- 

tip  cigarettes)  on  a  per-capita  basis  is 
a  restraining  factor.  Is  Farm  Radio 
worth  the  trouble,  they  argue,  if  the 

farmer  is  using  less  of  the  product  on 

a  per-capita  basis  than  city  folk?  Win- 

no!  take  care  of  the  product's  competi- 
tive standing  in  urban  areas  and  let 

the   farm    market   shift    for   itself? 

2.  Admen  are  also  becoming  con- 
vinced  that  Farm  Radio  can  sell  both 

farm-use  and  consumer  products.  But 

in  the  consumer  field  Farm  Radio  must 

stand  on  its  own  two  feet  as  just  an- 
other air  medium,  they  feel.  In  many 

cases,  research  figures  show  that  excel- 
lent impact  is  achieved  in  the  farm 

market  for  consumer  products  through 

the  use  of  regular  network  shows. 

(Until  the  middle  of  1951,  A.  C. 

Nielsen  broke  down  radio  ratings  in 

the  "NRI  Complete  Report"  into  "Met- 
ro," "Medium"  and  "Rural"  commu- 

nities. Nielsen  reports  now  on  a  coun- 
ty basis,  to  match  marketing  patterns 

and  to  correlate  with  the  Nielsen  Cov- 

erage Service.  However,  here  are  a 
few  April  1951  Nielsen  radio  ratings, 
which  would  seem  to  show  that  a  net- 

work radio  show  can  gather  a  farm 

audience  at  times  even  greater  than  its 

city   listening   level: 

CITY     VS.     FARM     LISTENING 
Show  Metro        Medium  Sural 

Lone    Ranger  6.4  5.6  5.8 
IVppi-r    Young  4.9  8.0  9.8 
Su>pt>nse  6.7  8.8  9.8 
My   Friend    Irma  11.9  13.5  9.4 
Lux    Radio  Theatre        13.5  15.6  13.5 

I  To  the  way  of  thinking  of  many  an 

adman,  there's  no  point  in  diverting 
money  to  a  Farm  Radio  compaign  for, 

say,  Lux — unless  farm  women  start  us- 
ing a  higher-than-average  amount  of 

the  product  or  a  Lux  competitor  starts 

up  a  special  Farm  Radio  drive.  Rea- 
son: Lux,  as  the  Nielsen  figures  show, 

got  the  same  kind  of  ratings  (13.5)  in 
farm  homes  with  Lux  Theatre  as  it  got 
in  urban  homes.  Other  network  radio 

programs,  as  Nielsen  data  make  clear, 
get  better  ratings  in  farm  homes  than 

they  do  in  the  cities.  This  is  particu- 
larly true  of  daytime  serials,  spear- 

head of  daytime  radio  selling  of  con- 
sumer products.) 

A  few  stations,  however,  have  man- 
aged to  grab  this  advertising  tiger  by 

the  tail.  They  make  the  following  two- 

point  rebuttal: 
1.  More  consumer  advertisers  are 

getting  into  the  Farm  Radio  act.  This 

tends  to  upset  the  competitive  adver- 
tising balance  maintained  by  regular 

network  radio  shows  and  to  force  other 
consumer  advertisers  into  Farm  Radio 

to  reestablish  their  farm  advertising 
balance. 

This  increase  in  the  consumer  ad 

expenditures  in  Farm  Radio  was  cited 

in  several  replies  to  sponsor's  survey. For  example: 

WLS,  Chicago:  "Many  consumer  ad- 
\ei  Users  are  using  our  farm  programs 

for  the  first  time.  Some  are  new  spon- 
sors and  others  have  advertised  on  the 

station  before,  on  different  programs." 
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When  planning  an  ADVER1 ISING  schedule  for  OKI  Alio  Ml.  remember 

-third  oldest 

radio  station 

in  the  nation 

serves  more 

Oklahoma  homes 

from  its  state 

capitol . . . 

-covers  more 

Oklahoma  buying 

power  from 
its  largest 

city... 

than  any  other 

station! 

Sources.  Nielsen  and  Sales  Management 

RADIO 
930  KC  •  NBC 

Owned  and  operated  by  The  Oklahoma   Publishing  Co. 

The  Daily  Oklahoman  •  Oklahoma  City  Times 
The  Farmer-Stockman  •  WKY-TV 

Represented  by  KATZ  AGENCY 
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San  Antonio's  Outstanding  Radio  Voice 

CLASP  HANDS  as  KABC  JOINS  the 
Already  a  powerful  advertising  influence,  the  name  of  KABC- 

radio  takes  on  added  lustre  under  the  "radio-wise"  leadership  of 
the  Storer  Broadcasting  Company.  Now,  even  more,  you  can 

look  to  KABC  for  the  dynamic  programming  and  intensive 

merchandising  characteristic  of  a  Storer  station  .  .  .  and  this,  in 

turn,  always  means  more  sales  impact  per  dollar  for  vou  through- 
out Central  and  South  Texas. 

ABC  •  TSN   •  TBS 

680  kc. 

50,000  Watts  Day  *  10,000  Watts  Night 

Tom  Harker,  National  Sales  Director  •  118  East  57th,  New  York 
National  Representatives   John  Blair  and  Company 



San  Antonio's  Dominant  TV  Station 

STORER  BROADCASTING  CO. 
KEYL-television,  the  unchallenged  lender  in  San  Antonio,  is 

proud  ro  join  with  its  radio  partner,  KABC,  to  become  the  most 

powerful  advertising- merchandising  combination  vour  dollar 

can  deliver.  Under  aggressive  Storer  management,  KEYL  has  be- 

come, bv  far,  the  TV  station  most  viewed  in  San  Antonio*  and 

now,  with  its  sister  radio  station,  becomes  the  dominant  s.iles 

force  in  Central  and  South  Texas. 

*August  Pulse 

CBS   •  ABC  •   DUMONT 

KEYL 
Now   100,000  Watts 

channel  5 

Tom  Harker .  National  Sales  Director  •  1 18  East  57th,  New  York 
National  Representatives   Katz  Agency 



KVOO,  Tulsa:  "The  number  of  man- 
ufacturers of  consumer  products  ad- 

vertising on  our  farm  service  programs 
has  doubled  over  last  fall.  One  farm 

show  has  been  taken  complete]  \  off  the 

market  two  days  a  week  because  of 
the  demand  for  spot  announcements 
advertising  everything  from  sporting 

goods  to  dress  shops." 
KFAB,  Omaha:  "A  definite  increase 

in  the  use  of  farm  radio  by  the  gen- 

eral-product advertisers  is  evidenced 

by  old-timers  increasing  their  radio  ad- 
vertising in  farm  radio  periods  and 

many  newcomers  being  added  to  the 

ever-increasing  list." 
Rural  Radio  Network:  "The  lack  of 

any  real  measurement  of  actual  farm 

listenership — separated  from  general 
listenership — is  a  real  problem.  But 
consumer  products  using  our  facilities 
show  a  slight  increase  both  in  number 

of  items  and  in  time  sales." 
2.  Apart  from  the  competitive  angle, 

farm  stations  feel  consumer  advertisers 

should  spend  more  in  Farm  Radio  sim- 
ply because  the  results  are  often  well 

above  the  average — even  when  prod- 
uct consumption  is  not  necessarily 

higher,  on  a  per-capita  basis,  among 
farmers  than  among  urban  dwellers. 

A  facts-and-figures  example  of  this 
was  cited  to  SPONSOR  by  KMMJ,  Grand 

Island,  Neb.,  in  connection  with  a  spot 

campaign  for  Butter-Nut  Coffee.  Re- 
ported Rex  Lathen,  v. p.  of  the  Ranch 

and  Farm  Radio  station: 

"This  account  is  one  of  the  old-tim- 
ers on  KMMJ.  For  many  years,  it 

has  featured  the  'Butter-Nut  Christmas 

Club.'  Starting  about  the  15th  of  No- 
vember the  commercials  are  used  to 

promote  this  Christmas  Club.  Listen- 

ers are  urged  to  send  labels  and  key 
strips  to  stations  on  the  Butter-Nut  list. 

"Each  year  Ranch  and  Farm  Radio 
(KMMJ-KXXX)   is  among  the  leaders 

in  number  of  returns.  Last  year  KMMJ 

alone  received  over  a  quarter  of  a  mil- 
lion labels,  representing  of  course  that 

many  pounds  of  coffee.  This  was  an 
all-time   record. 

"A  metropolitan  station,  with  excel- 
lent frequency,  good  power  and  high 

ratings,  produced  approximately  155,- 

000  returns  on  a  similar  schedule." 

Added  Lathen's  report,  with  a  dash 
of  pride: 

"This  shows  the  ability  of  a  good 
farm  station  to  out-produce  an  equally 

good  metropolitan  station." 
Summed  up,  the  1953-54  Farm  Ra- 

dio picture  looks  something  like  this: 
•  There  is  plenty  of  activity  by 

farm-use  products  in  Farm  Radio,  and 
the  situation  is  not  likely  to  change. 

A  wider  variety  of  farm  shows  is  being 

used  by  these  advertisers. 
•  More  consumer  advertisers  are 

edging  into  Farm  Radio  although  they 
still  run  far  behind  the  number  of 

farm-only  advertisers.  Leading  con- 

sumer accounts  are  being  forced  to  re- 

view the  impact  of  their  entire  air  ad- 
vertising on  farm  markets  by  the  pres- 

sures of  competition.  *  *  * 

STATION  MANAGERS 
{Continued  from  page  35) 

New  York  or  Chicago  or  wherever  he 

comes.  I'd  send  a  letter  first  to  the 

timebuyer  listing  specific  ideas  for  spe- 
cific accounts.  If  the  station  is  small, 

sometimes  a  special  gimmick  could 
turn  the  trick.  Then,  when  the  station 

manager  comes  in  town,  the  timebuyer 

will  not  only  be  glad  to  see  him  but 
will  set  aside  enough  time  to  let  the 

station  man  tell  his  complete  story." 
Is  there  any  special  reason  for  the 

griping  about  station  managers?  There 
is.  While  timebuyers  told  SPONSOR 
that  mobs  of  station  managers  coming 

1 SUBLEASE 

ly100  Sq.  Ft.  Desirable  Office  Space 
MADISON  AVENUE  AT  53RD  STREET 

Nicely   partitioned 

Attractive    new    lobby 

Elevator    Building 

Ind.    Subway    Stop 

Short  or  Long  Term  at  Moderate  Rental 

CUSHMANJ* WAKEFIELDlNC 
281     MADISON    AVENUE 

MU.    6-4200 

in  at  one  time  has  always  been  some- 
what of  a  problem,  it  has  gotten  worse 

since  the  end  of  the  television  freeze 

and  the  consequent  rush  of  new  sta- 
tions to  get  on  the  air. 

The  time  buying  executive  quoted 
above   speaks   again : 

"We  have  'em  all  over  the  place. 

They  practically  trip  over  each  other. 
Sure,  I  understand  they  are  anxious 

to  get  set  with  a  solid  base  of  spot  and 

network  business.  But  there's  a  lot  of 
waste  motion.  Many  of  the  new  TV 
markets  are  small  and  the  station  man 

will  come  along  with  so  little  informa- 
tion about  the  market  that  my  time- 

buyers  will  have  to  look  it  up.  The 

station  man  should  bring  all  the  neces- 

sary data  with  him." Some  of  the  timebuyers  pointed  their 

fingers  at  the  reps.  It  was  pointed 

out  that  since  appointments  between 
timebuyers  and  station  managers  are 

usuallv  made  through  the  reps,  the  lat- 
ter should  improve  their  scheduling  of 

station  manager  visits.  It  is  up  to  the 

rep,  one  timebuyer  said,  to  educate  the 
station  man  on  when  to  come  in. 

The  reps  answer,  for  the  most  part, 
that  that  is  just  what  they  are  trying  to 
do.  Said  an  executive  of  one  of  the 

medium-sized  rep  firms: 

"Station  managers  are  a  problem  to 

us,  too.  We've  been  trying  to  get  them 
to  come  during  the  slack  season  and 

we've  had  a  little  success.  But  you 

can't  keep  a  client  out  of  New  York 

City   if  he  wants  to  come  in." This  rep  told  sponsor  there  were 

days  during  the  past  summer  when  his 
sales  staff  was  rendered  non-existent 

because  of  the  need  for  escorting  sta- 

tion managers  in  their  rounds  of  agen- cies. 

"It's  true  that  salesmen  may  have 

to  see  the  timebuyers  anyway.  But  the 

salesman's  route  may  not  always  coin- 
cide with  the  agencies  our  clients  want 

to  see.  And  don't  think  it  doesn't  often 
happen  that  a  salesman  who  has  just 

seen  a  timebuyer  about  a  certain  sta- 
tion and  given  the  timebuyer  the  lat- 

est dope  about  it  will  hear  the  whole 

story  repeated  bv  the  visiting  station 

man." 

Another  rep  said : 

"Look,  vou  want  to  know  what  it's 
all  about?  The  real  story,  I  mean. 

Our  clients  don't  always  trust  us. 
They're  afraid  we  may  overlook  their 
stations  and  concentrate  on  the  big 
boys. 

'"They're  dead  wrong,  of  course. 

Why  should  we  ignore  them?  Their 

money    is    as   green    as   the   next    fel- 

98 
SPONSOR 



WGN  Blankets  the  Nation's 
Richest  Farm  Market 

. . .  Because  WGN  reaches  more  farm  homes  per  week  than 

any  other  Chicago  station,  WGN  offers  the  most  compre- 

hensive farm  market  reporting  service  in  the  Middle  West: 

*  Farm  markets  reported  eight  times  daily. 

*  WGN  sponsors  the  Illinois  and  National  Cornpicking 

Contests,  encouraging  greater  safety  and  efficiency 

in  mechanical  corn  picking. 

*  Farm  Service  Director  Norman  Kraeft  travels  more  than 

25,000  miles  every  year  to  record  on-the-spot  farm  news. 

More  and  more  advertisers  are  taking  advantage  of  WGN's 
great  farm  coverage ..  .The  Oliver  Corporation,  Pure  Milk  Association, 

Myzon,  Inc.,  Country  Life  Insurance  Company  and  Mu-phy  Products 
Company,  to  mention  a  few  . . .  WGN,  your  basic  buy  in  the  Middle  West. 

A  Clear  Channel  Station  .  .  . 

Serving  the  Middle  If  est 
MBS 

V&| Chicago  11 
Illinois 

50.00(1  \\.,iis 

720 On  Your  Dia 

_L 

Chicago  office  for  Minneapolis-St.  Paul,  Detroit,  Cincinnati  ar.d  IVii*  .->-jkr  e 
Eastern  Sales  Office:  220  E.  42nd  Street.  New  York  17,  N.Y.  for  New  York  City.  Philacetphia  and  Boston 

Geo.  P.  Hollingberj  I  o. 
Advertising  Solicitors  for  All  Other  <  I  ties 

Loa  \nfti-li-s  —  41 1  W.  5th  Street     •     Nt«  >..rk-   500  5th   Vvenue     •      Vrlanta      223  Peachtree  Street 
Chicago  —  307  N.  Michigan  Avenue     •     .s.m  Francisco      t>25  Market  Street 
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low's.  As  a  matter  of  fact,  if  they 
came  to  u>  with  their  story  more  often, 

we  could  do  a  better  job  for  th    a. 

The  reji  sighed.  "You  know,  many 

of  these  station  hoys  just  aren't 
equipped  to  sell  nationally.  They  do 
O.K.  in  selling  local  stores  in  their 
markets  but  when  the\  come  to  New 

York  the)  have  i<>  out-argue  the  slide- 
rule  boys.  And  some  of  them  just 

don't   know    how    to  do  it." 
A  numbei  ol  limebuyers  echoed  this 

point  of  view.  The)  pointed  out  that 

the  reps  have  research,  promotion  and 

marketing   people    who   can    whip   sta- 

tion information  into  the  best  shape 

for  selling.  Even  if  a  station  man  has 

some  important  data  to  show  the  time- 
buyer  he  may  not  present  it  in  its  best 
light.  Or,  he  may  not  play  up  those 
factors  which  would  clinch  the  sale. 

The  rep,  who  keeps  on  top  of  current 
trends,  can  spotlight  the  data  which 

will  appeal  to  the  time  buying  preju- 
dices of  the  sponsor  or  agency. 

Regarding  this,  one  timebuyer  said: 

"Whether  we  like  to  admit  it  or  not, 
there  are  fads  and  fashions  in  time 

buying.  Some  represent  sound  adver- 

tising  practice   and   some   don't.     But 

whal's  this  about  petligree? 

KLZ-TV  .  .  .  going  on  the  air  November  first .  .  .  has 

a  dog-gone  fine  pedigree!  It  possesses  antecedents 

who  have  given  it  a  heritage  of  showmanship  and 

salesmanship  — a  quality  in  its  bloodstream  transfused 

from  the  veins  of  remarkable  ancestral  lineage  . .  .  KLZ 

Radio,  with  32  years  of  outstanding  performance  in 

building  personalities,  in  programming  and  public 

service. 

All  this  barking  up  our  family  tree  is  a  matter  of 

pride,  of  course,  but  the  background  with  which  KLZ-TV 

goes  on  the  air  is  important  to  you,  the  advertiser.  The 

highly  qualifying  experience. .  .the  complete  facilities... 

CBS  Television... mean  an  immediate  and  continuing 

audience  acceptance  — man's  best  friend  for  doing  a  TV 

selling  job  in  Denver. 

@  L  Z  -TV  n,<"»ir/  7  denver ^^  SEE    YOUR    KATZ   MAN 

ALADDIN       RADIO       AND       TELEVISION,      INC. 

whether  these  fashions  are  good,  bad 

or  indifferent,  the  average  station  man- 

ager isn't  always  aware  of  them.  The 

rep  is." 

The  question  of  luncheons  and  cock- 
tail parties  for  timebuyers  came  up 

often  in  sponsor's  roundup  of  time- 
buyer  opinion.  Should  the  station  wine 
and  dine  timebuyers  at  one  fell  swoop 
and  save  the  station  manager  a  lot 
of  footwork?  Or  is  it  better  for  the 

station  manager  to  take  out  one  time- 
buyer  at  a  time  and  angle  his  sales 
talk   accordingly: 

The  answers  varied.  It  was  general- 

ly agreed  that  the  wholesale  method 
could  work — if  it  were  handled  right. 
One  name  cropped  up  insistently  in  the 

discussion  of  parties — WITH.  Balti- 
more. The  station  gave  four  luncheons 

during  this  past  summer  alone.  There 
was  one  in  Chicago  and  one  in  New 
York  in  June.  Last  month  there  was 
one  in  Detroit  and  a  second  one  in 
New  York.  The  latter  took  care  of 

those  timebuyers  who  couldn't  he  ac- commodated  at  the  June  luncheon. 

A  timebuyer  who  attended  one  of 

these  luncheons  told  sponsor:  "I  think 
it  ought  to  be  pointed  out  that  not 

every  station  can  afford  to  throw  such 
luncheons.  A  station  can  figure  on 
about  810  a  head.  The  first  New  York 

luncheon  was  attended  by  81  time- 
huyers,  the  second  by  55.  So  figure  it 

out.  Even  if  I'm  a  little  high  on  the 
cost,  it  still  isn't  a  cheap  way  to  keep timebuyers    happy. 

"These  W ITH  luncheons  start  off 
with  cocktails.  But  no  business.  Then 

everybody  sits  down  to  eat.  Still  no 
business.  Then  when  the  audience  has 

reached  coffee  and  dessert,  the  station 

gets  in  its  licks.  It's  a  good  time  to 
do  it.  You're  not  concentrating  on 

tearing  a  chicken  bone  and  yet  you're 
still   not   ready  to  get   up.    Smart. 

"The  station  uses  an  easel  presenta- 
tion. The  selling  points  are  put  across 

with  cartoons  by  a  guy  from  the  Balti- 

more Sunpapers.  After  it's  all  over,  a 
<  op)  of  the  presentation  is  given  each 

timebuyer.    It  couldn't  be  smoother. 
"Incidentally,  if  a  station  is  interest- 

ed in  giving  one  of  these  affairs,  here's 
some  free  advice:  Use  a  private  room 
in  a  hotel.  If  a  station  hires  one  of 

those  high-class  saloons,  the  timehuy- 
ci  may  see  somebody  he  knows.  ma\ 

get  invited  to  a  couple  of  drinks  and 

forget  what  he  came  for." While  the  WITH  luncheons  were 

general!)  jziven  a  pat  on  the  back. 
some  timebuyers  felt  that  large  lunch- 
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Big  Mo"  Has  Changed 
the  St.  Louis  Pict«"» 

Yes,  the  "sold-out,"  "no  availabilities,"  "one  station  programming"  flags  are 
being  hauled  down  from  St.  Louis'  television  fort.  These  days,  television  means 
"a  variety  of  the  best"  and  "choice  availabilities"  in  a  multiple-station-market. 

Very  soon  now,  "Big  Mo,"  St.  Louis'  ABC  affiliate,  will  bombard  area  television  screens  with  a  spark- 
ling array  of  network  and  local  shows.  Individual  televiewers  will  be  in  a  position  to  make  their  personal 

choice  of  programs,  and  advertisers  will  have  a  wider  selection  of  program  and  spot  availabilities. 

Yes,  the  St.  Louis  television  picture  has  changed  .  .  .  thanks  to  KSTM-TV.  Get  on  the  "main  deck!" 
Join  the  steadily  growing  list  of  important  forward-looking  national  and  regional  advertisers  aboard  "Big 
Mo."  .  .  .  St.  Louis'  most-welcome,  new  television  battlewagon. 

H-R  TELEVISION  INC. NEW     YORK   »  CHICAGO   •   SAN     FRANCISCO  •   LOS     ANGELES 

ST.  LOUIS 
AFFILIATED    WITH     AMERICAN     BROADCASTING    COMPANY    AND    RADIO     STATION     KSTL 
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cons  tend  to  be  unwield]  and  ineffec- 
tive.  One  point  was  universally  agreed 
(Hi:  \  station  should  ̂ i i\ e  a  luncheon 

when  it  has  something  new  to  sa\. 

Regarding  the  individu  luncheon 
or  after-work  cocktail,  most  timebuy- 

ers  regard  them  as  a  refreshing  break 

in  the  day's  routine.  V  number  of 
them  said  that  such  entertaining  ac- 

complished a  so  ill  purpose  but  noth- 
ing else. 

One  timebuyer  explained:  "If  a  sta- 
tion manager  is  really  interested  in 

pinning  down  business,  he  can  do  bet- 
ter   in    m\    office.     I    like   to   have   my 

reference  books  and  data  at  hand  when 
I  discuss  business. 

"If  any  station  managers  are  listen- 

ing. I'm  still  not  against  luncheons 

and  cocktails." 
When  they're  not  busy,  timebuyers 

don't  mind  a  station  manager  corning 

up  for  a  social  hello.  They  don't  mind statioji  managers  coming  up  to  thank 
them  for  some  new  business.  But 

nothing  is  calculated  to  rile  a  time- 

buyer  more  than  a  "thank  you"  visit 
during  the  buying  season. 

The  staunch  defenders  of  the  visit- 

ing  station   man   include   reps  as   well 

it's hen...  NOW! 

TV  in  CHARLESTOH,  W.  VA. 

m  WKNA-TV 

selling 

the  rich 

multi-million 

dollar 

Charleston 

market! 

The  television  gateway  is  now 

open  to  tap  this  rich,  well-populated  industrial  market  that 
spends  over  $620,000,000  annually.  And  your  product  or  service 

gets  tremendous  consumer  acceptance  because  of  double 

network  programming,  and  the  fact  that  WKNA-TV  is 

Charleston's  own  television  station! 

affiliated  with  ABC  and  DUM0NT  Television  Networks 

fhe  personality  station 

Joe  L.  Smith,  Jr.,  Incorporated 'Represented  nationally  by  WEED  TELEVISION 

as  timebuyers.  A  promotion  and  ad- 
vertising executive  at  one  of  the  well- 

known  rep  firms  said: 

"We  want  station  men  to  come  in 

town.  We  think  it's  good  for  the  sta- 
tion, the  timebuyer  and  ourselves,  too. 

It  gives  our  salesmen  a  chance  to  get 

the  latest  dope  about  the  station  and 
the  market.  The  only  thing  better  is 

a  visit  by  the  salesmen  to  the  market 
itself. 

"We  don't  high-pressure  timebuyers 
into  seeing  the  station  manager  if  the 

timebuyer  is  busy  even  if  the  station 
man  has  a  new  story  to  tell.  If  the 

station  man  won't  get  around  to  tell- 
ing it,  one  of  our  salesmen  will. 

"I'm  sure  there  are  cases  where  a 

station  manager  will  take  up  a  buyer's 
time  unnecessarily,  but  they  are  ex- 

ceptions. As  a  rule,  station  men  don't 

visit  long  with  timebuyers."' Most  timebuyers  agreed  that  indi- 
vidual visits  by  station  men  were  not 

long.  The  average  was  about  15  min- 
utes, the  range  was  10  to  20  minutes 

for  the  most  part. 

A  timebuyer  from  one  of  the  top 

five  ad  agencies  had  this  to  say  on 

the  question  of  reps  vs.  station  man- 

agers: "There  are  times  when  it  is 
better  for  me  to  deal  with  the  station 

manager  rather  than  the  rep.  With  all 
due  respect  to  the  rep  and  his  selling 

and  research  strength,  he  can't  be  as 
close  to  the  market  as  the  station  man- 

ager. No  one  can  know  all  the  ins 
and  outs,  all  the  detailed  facts  about 

a  market,  as  well  as  the  guy  who  lives 

there."' 

And  another  timebuyer  added :  "A 
station  manager  should  come  in  to 

town  once  or  twice  a  year.  It's  natural 
that  the  station  whose  manager  comes 

in  will  be  more  likely  to  stick  in  m\ 
mind.  If  I  were  a  station  manager. 
Id  certainlv  make  sure  I  came  to  town 

regularly.  I  agree  that  the  slack  buy- 
ing season  is  very  often  the  best  time 

for  a  station  manager  to  come  in  but 

\<>u  cant  generalize  about  it.  It  de- 
pends on  what  kind  of  business  is  at 

stake." 

A  lady  timebuyer  from  a  fairly  new 

but  upcoming  agency  declared:  "I 
can't  see  why  station  managers  should 
be  a  problem.  True,  they  sometimes 

bunch  in  at  one  time.  But  that's  the 

wa\  the  business  works.  That's  the 
nature  of  the  beast.  I  always  manage 

to  see  a  visiting  station  manager  if  he 

calls.  I'd  prefer  that  he  make  an  ap- 
pointment before  he  comes  up  but  if 
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BRENT  GUNTS 

JAY  GRAYSON 

NBC    AFFILIATE 

WBAL-TV 
TELEVISION    BALTIMORE 

•  Biggest  mail  puller 
on  the  station 

•  1000  in  studio 

audience  weekly 

Brent  Gunts  and  Jay   Grayson   are   two   fellows 

with  a   record   .   .   .  Yes,  a  record  of   popularity 

and  a  record  for  selling. 

Put   these    super    salesmen    to   work    for    you    on 

"The    Quiz    Club",    a    Monday    through    Friday 
feature  from   1:00  to   1:30  p.m. 

Advertisers  can  sample  200  daily  audience  .  .  . 

and    leave    literature,    too.     Use    this    audience 

to  conduct  surveys. 

IT'S  A  SHOW  YOU  CAN  MERCHANDISE. 

There's  lots  more  to  tell  .  .  .  ask  your  Petry  man. 

Nationally  represented  by  Edward  Petry  &  Co. 
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he  doesn't,  it"s  no  calamity." 
A  very  determined  lad)  time!  Iyer 

dismissed  the  question  of  station  man- 

agers as  follows:  "Poof!  It's  \ery  sim- 

ple. If  I'm  busy  and  can't  see  them, 
I  tell  them  so.  In  a  nice  way.  of 

course.  That's  all  there  is  to  it.  No 

problem." A  time  buying  executive  from  an 

agencj  which  places  about  $30  million 
of  business  a  \ear  on  radio  and  TV 

told  SPONSOR:  "\I\  timebuyers  have  no 
trouble  with  too  many  station  man- 

agers  al  one  time.    And  I  tell  my  buy- 

ers to  see  station  managers  whenevei 

they  have  time.  It's  a  good  idea  for 
bu\ers  to  see  station  managers.  Time- 

buyers  should  cultivate  station  man- 

agers. They'll  learn  a  lot  about  the 
business  and  maybe  the  time  will  come 

when  the  timebuyer  will  need  some  ex- 

tra help  in  clearing  time  for  a  cam- 

paign. In  such  a  situation,  it  certain- 

ly doesn't  hurt  to  be  on  first-name 
terms  with  the  station  manager. 

"And.  you  know,  some  timebuyers 
have  ambitions  of  getting  jobs  on  sta- 

tions." •  •  • 

* 

KOB-TV  has  doubled  its  coverage  with  a  new  transmitter  and  specially 

designed  antenna  system  .  .  .  LOCATED  ON  THE  HIGHEST  TV  SITE  IN 

THE  NATION,  10,832  FEET  ABOVE  SEA  LEVEL! 

channel  fl  nbc  •  dumont 

Climaxing  five  years  of  pioneering  TV  operation,  KOB-TV  has  moved  its 
transmitter  and  antenna  to  the  highest  point  in  Central  New  Mexico  .  .  . 

the  crest  of  the  Sandia  Mountains,  4200  feet  above  average  terrain. 

We've  rounded  up  another  61,734  new  families  in  our  enlarged  coverage 

area  .  .  .  boosted  KOB-TV's  total  coverage  to  107,934  families!  As  New 

Mexico's  first  TV  station,  we're  proud  to  say  that  our  new  transmitter 
and  antenna  site,  plus  continued  emphasis  on  program  selection  and  local 

promotion,  combine  to  keep  KOB-TV  first  ...  by  an  ever-widening  margin! 

National  Representatives 

THE   BRANHAM   COMPANY 

/ 

/ t 
KOBJ 

Owners:  Wayne  Coy  &  Time,  Inc. 

ALBUQUERQUE 

ABOVE    Calculated  28  dbu  coverage  of 
KOB-tv  from  new  Sand.*  Creit  vte. 

The   ATOMIC   Station 
in    the    ENERGY   Market 

MEN,  MONEY 
l  Continued  from  page  10) 

broadcasting,  part  jive  and  part  horse 

park.  More  interesting  by  far,  in  terms 

of  men,  money  and  motives,  is  how 
Variety  came  to  be  founded  in  1905  by 

a  gin  who.  when  he  got  sore,  got  awful 
sore.  We  mean  Sime  Silverman  who 

was  then  a  vaudeville  critic  on  the  old, 

hut  old,  Morning  Telegraph.  He  had 
been  warned  that  his  criticisms  were 

too  tough.  Finally  he  panned  two  acro- 
bats up  at  the  Alhambra  Opera  House 

in  the  Bronx.  "Look,"  he  was  told, 

"what  you  say  in  your  review  and 
what  the  acrobats  say  in  their  paid  ad 

are  contradictory.  Change  your  re- 

view to  conform  to  the  advertising." 

They  didn't  know  Sime.  He  accepted 
the  "or  else."  got  himself  fired. 

Stewing  in  the  juices  of  his  convic- 
tion that  this  was  no  wav  to  run  a 

theatrical  journal,  swapping  praise  for 

dollars,  Sime  Silverman  began  saving 
to  himself  that  it  would  be  nice  to 

have  a  sheet  of  his  own  where  he  could 

sound  off.  One  thing  only  intervened. 

He  had  no  dough.  Fortunately,  his  fa- 
ther-in-law loaned  him  S2.500.  And 

that,  chums,  was  the  initial  capital  of 

Variety,  now  48  years  old,  now  owned 

by  Sime's  grandson,  now  a  big  seller 
on  the  newsstands  of  London  and 

Paris  and  wherever  entertainment  is 

the  occupational  obsession  of  the 
brethren. 

Trade  papers  have  changed  a  lot 
since  1905.  There  are  still  venal  sheets. 

Some  still  swap  praise  for  dollars. 

Some  still  frankly  cater  to  personal 

and  corporate  vanity.  Some  will  fire 

a  reporter  rather  than  defend  a  story. 

But  the  respectable  trade  papers  stand 

out  in  marked  contrast.  Always,  your 

columnist  thinks  this  is  true:  With 

every  good  will  in  the  world  and  ac- 
knowledging the  obligation  to  be  just. 

there  musl  come  occasions  when  a 

trade  paper  man.  for  the  good  of  his 
own  soul,  must  look  some  bullying  big 

shot  square  in  the  eye  and  remark. 

"Go   scram   yourself!" 
\ml  so.  now   to  bed   with  our  bro- 

ken English.  *  *  * 
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Einstein's  theory  says 
Jack  McElroy  has 

4%  Trillion  Tons 
of  TV  impact !  7 

ft.  &"
* 
0fefl

W This  300  pound  one  man 

sales  force  covers  Southern 

California  with  the  speed  of  light. 

Stars  helping  him  are  song  styli-t 

Ginny  Jackson,  western  warbler  Carrot-top 

Anderson,  and  music  ma>ter  Eddie  Baxter. 

Jack  McElroy  sells  to  53,000  TV    homes  each 

day...  and  how  he  sells!  Says  TAPPAN  STO\  E 

COMPANY  :  "Direct  sales  results  were  so  definitely 
felt  that  we  extended  our  campaign  from 

13  weeks  to  39."  SUNKIST  extended  a 

2  week  introductory  campaign  for  their  bottled 

lemon  juice  to  13  weeks.  Both  of  these  extensions 

were  across  the  board!  Other  sponsors 

have  shown  similar  enthusiasm  over  sales! 

Jack  McElroy  has  the  formula 

to  convert  theory  into  solid 

sales  results  for  you,  too! 

NBC  HOLLYWOOD 

KNBH 
Channel^ 
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MEDIA  TESTING 
i  Continued  from  page  37  i 

aboul   one-third  of  their  expenditures 

had  gone  to  air  media  in  some  25 
radio  markets  and  15  TV  markets,  as 

reported  by  SPONSOR  in  Novemher 
L951. 

In  New  York  Rayco  had  tried  the 

expensive  Eva  (iabor  Show  on  WJZ- 
T\  which  flopped  as  a  sales  vehicle  for 

seat  covers.  It  snitched  to  a  family- 

slanted  TV  show,  Trapped,  on  WOR- 
TV.  It  looked  encouraging  for  a  short 
time,  hut  sales  had  leveled  off  and,  if 

anything,  the  curve  appeared  to  be 
downward  when  the  Mogul  agency  was 

invited  to  prove  what  it  could  accom- 
plish in  a  three-month  test  in  one  of 

Rayco's  poorest  and  toughest  markets 
New  England. 

Despite  the  New  England  operators' 
howls  that  newspapers  were  the  onlv 

productive  medium  and  their  reluc- 
tance to  "waste  any  more  money  on 

radio."  the  agency  went  to  work  with 
experimental  newspaper  and  radio 

<op\  themes  based  on  consumer  re- 
search in  the  area.  In  less  than  a 

month    I  and  Ion"  before  the  test   was 

WDAY 
(FARGO,  N.  D.) 

IS  ONE  OF  THE  NATION'S 
MOST  POPULAR  STATIONS! 

Despite  local  competition  from  three  other 

major  networks,  WDAY  consistently  gets 

a  greater  share  of  Audience  —  Morning, 

Afternoon  and  Evening  —  than  all  other 

stations    combined,    in    Fargo-Moorhead! 

NBC   •  5000  WATTS 

/      970  KILOCYCLES 

FREE  &  PETERS,  INC 

Exclusive  National 

Representatives 

concluded)  Ka\co  switched  its  entire 

account  to  Mogul.  Rayco's  executives 
— President  Joseph  Weiss,  Treasurer 

Harr)  Wachsman,  V. P.  Jules  Stern  i  in 

charge  of  production)  and  V.P.  Jules 

Rudominer  (in  charge  of  merchandis- 

ing)— apparently  were  not  onl\  im- 

pressed by  the  agency's  approach  to 
media  selection  but  by  the  small  but 
almost  immediate  gain  in  sales. 

In  the  next  few  months  the  general 

sales  curve  for  the  chain  began  to  slant 

upward.  The  agency  adopted  a  tri- 
media  system  and  began  a  continuing 

process  of  increasing  allocations  to 

productive  media  and  reducing  expen- 
ditures in  less  efficient  media  on  a 

week-by-week  basis. 

After  constant  refining  during  the 

past  year  and  a  half,  today's  over-all picture  has  evolved:  75%  air  (45$ 

TV,  30$  radio  l  and  25' r  newspapers. 
Most  of  the  air  media  is  spot,  consist- 

ing almost  entirely  of  one-minute  an- 

nouncements. On  radio  Rayco's  20- 
second  jingle,  "Ride  with  Pride  with 
Ravco."  leads  into  live,  hard-selling 

copy  delivered  by  local  announcers. 
TV  announcements  are  devoted  almost 

exclusively  to  a  series  of  one-minute 

"retail  selling"  films.  In  some  markets 
where  Rayco  uses  15-minute  film  pro- 

grams, commercials  are  a  combination 

of  the  agency's  films  plus  copy  de- 
livered live  1>\   local  announcers. 

From  what  the  agency  has  learned 
to  date  the  likelihood  is  that  TV  will 

figure  still  more  prominently  in  Rav- 
co's  schedules  next  year.  Although  the 

agency  discourages  the  use  of  over-all 
averages  as  meaningless,  television 
where  it  has  clicked  has  accounted  for 

an  average  of  close  to  $15  in  directlj 

traceable  sales  per  dollar  of  expendi- 
ture as  compared  with  89  from  radio 

and  S8  from  newspapers.  Account  Ex- 
ecutive Nort  Wyner  emphasizes  that 

these  figures  reflect  only  directly  trace- 
able sales.  Projected  to  the  sales  vol- 
ume that  is  not  specifically  accounted 

for  by  media  the  dollar  returns  are 
actuallj   considerably   higher. 

These  figures  which  vary  from  week 

to  week  are  obtained  through  a  cus- 

li inier  questionnaire  check  system  de- 

vised  bv  Mogul's  Media  and  Research 
Director  Joel  Martin  to  obtain  con- 

tinuing  objective  data  from  all  stores 
on  the  same  basis.  The  system  takes 

advantage  of  the  fact  that  Rayco  cus- 
tomers must  wait  approximately  30 

minute-  while  their  seat  covers  lor 

new  convertible  tops!  are  being  in- 
stalled.   Specificall)  it  works  this  way: 
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o  Television  and  Radio  Station  Owners  and  Managers: 

[lions*1  |»;ir<lon  iis 

if  we  havon*!  oalloil  oii  you! 

IHH! 
REPRESENTATIVES 

ecently  a  big  TV  executive  walked  into  our  New  York  office  and 

rowled,  "Every  outfit  in  the  business  has  called  on  me, 

nd  romanced  me,  except  H-R.  What's  the  matter,  don't  you  think 

iy  station  is  good  enough  for  you?" 

fter  we  eased  him  into  the  leather  upholstered  chair  and 

;d  him  a  cigar,  we  explained  our  situation  thusly: 

lot  only  does  H-R  not  have  any  desk-bound  brass  but  also  we 

on't  have  any  traveling  ambassadors.  Every  one  of  the 

lature,  successful  owner-partners  has  a  regular  list  of  agencies 

nd  clients  on  which  to  call  .  .  .  every  day  .  .  .  every  week. 

^e  are  committed  to  the  member  stations  of  our  family  to  give  them 

lis  selling  service  and  we're  never  going  to  let  them  down. 

hen  when  we  told  the  big  TV  exec  about  a  fundamental  policy  on 

'hich  H-R  was  founded  —  "We  Always  Send  a  Man  to  do  a 

Ion's  Work,"  whether  it  be  one  of  the  owner-partners  or  one  of  our 

>gh  calibre  SALESmen,  the  TV  mogul  was  mollified  .  .  .  and  pleased. 

•  S.    He  signed  with  us  for  representation. 

FRANK    HEADLEY,     President 

DWIGHT  REED,     Vice  President 

FRANK  PEUEGRIN,    Vice  President 

CARLIN  FRENCH,    Vice  President 

PAUL  WEEKS,    Vice  President 

RAD 

*rt&ft     TELE
VISION 

405  Lexington  Avenue,  New  York  17,  N.  Y. 

Murray  Hill  9-2606 

35   E.  Wocker   Drive,  Chicogo    I,   Illinois 

RA  ndolph  6-6431 

And  On  the  West  Coast. 

Harold  Lindley,  Vice  President 

6253  Hollywood  Blvd.,  Holywood  28,  Colif. 
Granite   1480 

James  Alspaugh,  Manager 

155  Montgomery  St.    San  Francisco  4,  Calif. 

Exbrook  2-3407 



As  a  sale  is  consummated,  the  cus- 
tomer is  given  a  questionnaire  card 

which  asks  four  questions  i  see  page 

37  for  text).  Originallj  the  <  ard  in- 
cluded  additional  questions  which  have 

since  proved  unnecessary.  1  he  agency 

is  primaril)  concerned  with  what 
brings  the  customer  into  the  store  (an 

open  end  question)  and  where  he  has 
seen  or  heard  Rayco  advertising  in  the 

three  major  media — radio,  newspaper 
or  TV.  Uso  whether  he  has  seen  or 

heard  Rayco  advertised  elsewhere 

("elsewhere"  includes  direct  mail,  bill 
boards  and  telephone  directories).  The 

fourth  question  concerns  the  area  of 
town  in  which  the  customer  lives  and 

is  used  by  the  agency  to  determine  the 
effective  coverage  of  Kayo  advertising 

and  1)\  Rayco's  statistical  and  real  es- 
tate departments  in  determining  mar- 
ket potentials  and  new    location  sites. 

At  the  end  of  each  week  the  dealer 

mails  all  the  cards  to  the  agenc\  in  a 

self-addressed  postage-free  envelope. 

B\  monday  morning  four  tabulators 
and  two  researchers  (who  interpret 

the  figures)   go  to  work. 

Using  "Rayco  Work  Sheets.'  which are  the  key  to  the  entire  system,  this 
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crew  tabulates  each  dealer's  batch  of 
cards.  I  These  generally  reflect  an  aver- 

age of  about  859?  0I  n's  total  volume 
for  the  week.)  From  this  large  sample 

the  agency  is  able  to  extract  in  terms 

of  percentage  the  specific  number  of 
sales  attributable  to  each  medium.  For 

example,  if  400 cards  are  received  from 
a  given  store  in  a  given  week,  they 

represent  400  sales.  One  hundred  fifty 

or  37.5';.  may  be  from  TV,  100  or 
25%  from  radio,  100  or  25%  from 

newspapers  and  50  or  12.5%  from 
other  sources.  These  percentages, 

which  reflect  a  specific  percent  of  the 

store's  total  sales  for  the  particular 
week,  are  then  applied  to  its  known 

total  dollar  volume.  If  the  store's  vol- 
ume were  $10,000,  the  work  sheet 

would  attribute  37.5%  or  $3,750  to 

TV  for  that  week.  I  This  is  possible 
because  the  average  unit  sale  does  not 

varj  appreciably  from  week  to  week). 

That  figure  divided  by  the  store's  TV 
expenditure  for  the  week  indicates  the 
dollar  return  of  the  medium.  The  same 

calculation  is  made  each  week  for  each 

store  and  each  medium. 

The  most  valuable  figure  in  all  these 
calculations,  of  course,  is  the  last  one 

— sales  per  dollar  of  advertising.  The 
agency  does  not  consider  this  figure 
an  absolute  measure  of  results  but  uses 

it  as  a  comparative  index.  As  the  fig- 
ure fluctuates  from  week  to  week,  the 

agency  is  able  to  determine  how  each 
medium  is  gaining  or  losing  in  effec- 

tiveness compared  with  the  others.  By 

watching  this  comparison  vigilantly 
week  after  week,  the  agency  can  make 

periodic  adjustments  in  schedules.  The 
net  effect  of  this  constant  refining 

process  is  to  keep  the  stores'  ad  bud- 
gets at  maximum  efficiencv  and  their 

percentage  cost   of  advertising   down. 
All  the  data  from  the  work  sheet  is 

transferred  to  a  memo  form,  which  is 

mailed  to  each  dealer  weekly.  By  this 

method  the  dealer  is  kept  constantly 

informed  as  to  what  his  advertising 

dollar  is  doing  for  him  and  advised  of 
possible  changes  in  media  strategy 

which  the  agency  is  considering  a*  a 
result  of  its  evaluation. 

In  addition  to  providing  this  up-to- 

Ifoir   Mogul  gets  paid 

Emit  Mogul  &  Co.  gets  a  percent- 
age of  sales  rather  than  a  straight 

15%  commission  from  Rayco.  This 
controversial  issue  is  of  such  in- 

terest that  SPONSOR  will  run  a 
debate     on     it    in     the     near    future. 
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the-minute  index  of  comparative  effec- 
tiveness  the  system  also  enables  the 

agenc\  to  determine  the  value  i  com- 
binations of  media.  The  pull  of  one 

medium  has  often  shown  i  increase 

-tiorlU  alter  the  inl  reduction  or 

strengthening  of  a  schedule  in  another. 
This  vast  sampling  ol  customers 

week  alter  week  |>io\ides  a  reservoir 

of  information  from  which  the  agenc) 

and  Ravco  have  been  able  to  draw  ex- 

tremel)  important  conclusions.  Not 

only  do  the\  represent  a  blow-by-blow 
picture  of  advertising  effectiveness  per 
store,  but  by  studying  them  in  groups 

the  agenc \  is  able  to  recognize  or 

anticipate  marketing  and  media  trends 

by  geographic  territories. 
The  system  is  not  absolutely  fool- 

proof, of  course,  but  the  agency  main- 
tains that  it  is  far  more  valid  and  up 

to  date  than  any  other  system  devised 

by  research  thus  far.  SPONSOR  ques- 
tioned Account  Supervisors  Seth  To- 

bias and  Nort  Wyner  about  these  four 

points: 
1.  If  15'  ,-20',  of  all  customers 

dont  fill  out  the  questionnaire  cards, 

how  can  you  be  sure  their  response,  if 

obtainable,  wouldn't  change  all  your media  figures? 

2.  Don't  people  favor  TV  and  there- 
fore feel  psychologically  predisposed 

to  sa)  that  TV  brought  them  in  when 
this  ma)  not  he  the  case  at  all? 

M.  What  about  seeing  and  hearing 

the  ad  in  several  media  but  mention- 

ing only  one? 
4.  How  do  you  know  the  customers 

are  telling  the  truth? 

To  all  this  the  agency  says,  "We 
don't  contend  that  the  system  is  an 
absolute  measure  of  media  pull  but  it 

is  a  highly  accurate  comparative  in- 
dex of  one  medium  versus  another  and 

a  good  measure  of  the  elements  with- 

in  media.  The  fact  that  we  don't  get 
100' ,  response  from  the  customers 

doesn't  please  us.  but  we  believe  that 

a  sampling  of  85' ,'  of  any  client's  total number  of  customers  establishes  some 

kind  of  research  record.  It  is  certain- 

ly large  enough  to  be  statistically  re- 
liable. The  consistency  of  responses 

from  week  to  week  is  good  evidence 
of  their  accuracy. 

"However,  we  don't  let  it  go  at  that. 
We  have  also  developed  a  system  of 

checking  periodically  on  the  accuracy 
of  the  data  we  get  from  these  cards. 

Periodically,  we  employ  trained  re- 
searchers who  conduct  semi-depth  in- 

1000  WATTS 

Charleston's  most  far  reaching  station 

"We'll  be  a  FALL  guy  for  anybody! 

"Some  of  the  folks  who  have  chosen  us  as  their 
FALL  guy  are:  Duz,  Manischewiti  Wine,  Robin 
Hood  Flour,  Calotabs,  Lady  Lennox  Hair 

Preparation,  &  Stanback — and  these  are  all 
FALL  renewals! 

"And — we'd  like  to  welcome  newcomers  to  the 

kennel:  Jake's  Potato  Chips  &  Glovers  Mange 
Medicine  and  Hair  Tonic. 

"FALL  is  the  time  to  sell,  and  sell-hard! 

"When  you're  picking  your  FALL  guys — 

pic*  WPAL! 

"You'll  FALL  for  the  quick  results,  believe  me!" 

of    CHARLESTON 
SOUTH      CAROLINA 

Forjoe  and  Company 

S.  E.  Dora-Clayton  Agency 
All   this  and   Hoopers  too! 

terviews  with  each  customer  in  the 

store  for  a  period  of  a  week  or  two, 
and  we  find  little  and  often  no  varia- 

tion between  their  findings  and  the  in- 
formation  the  customers  give  us  via 
the  cards.  Far  too  many  customers 

volunteer  specific  information  about 
the  media,  such  as  disk  jockeys  by 

name  and  TV  shows  bv  name,  to  Iea\e 

an\  doubt  as  to  the  general  accuracy 
of  their  responses. 

""If  they  are  psychological!)  disposed 
to  favor  TV,  which  we  doubt,  the 

probability  is  that  TV  would  also  be 

the  medium  to  which  they  would  re- 

spond most  favorably."  As  to  custom- 
ers learning  about  Rayco  through  more 

than  one  medium  but  mentioning  only 

one,  the  agency  explains  that  their  first 

open-end  question  is  the  only  one  to 
which  customers  could  answer  in  the 

singular.  The  other  questions  require 

specific  answers  medium  by  medium, 
the  customers  usually  credit  more  than 

one  medium,  '"and  by  projecting  these 
over  the  entire  sampling  we  are  able 
to  arrive  at  the  desired  answer  plus  a 

yer\  satisfactory  picture  of  the  total 

penetration  of  Rayco's  advertising. 
"Before  we  take  to  the  air  with  a 

given  station  we  are  aware  of  what- 
ever confusion  may  exist  in  the  cus- 

tomers' minds.  Once  we  are  using  a 
new  station,  the  general  question  and 

the  specific  ones  serve  as  cross  checks 

against  each  other — not  only  as  a  mea- 
sure of  directly  traceable  sales  but  of 

penetration  of  the  advertising  in  toto. ' 
"Most  substantial  confirmation  of 

the  validity  of  our  information,"  says 
Account  Supervisor  Seth  D.  Tobias, 
"is  the  sales  increase  that  we  see  al- 

most invariably  after  we  have  adjusted 

a  store's  advertising  schedule  accord- 
ing to  the  card  analysis.  These  sales 

increases  are  often  accompanied  bj 

reductions  in  the  store's  percentage 
cost  of  advertising,  and  they  are  all 
the  assurance  we  need  that  we  are 

getting  accurate  information. 

To  sponsor's  query  as  to  whether 
other  advertisers  and  agencies  can  use 

this  technique,  it  is  Martin's  opinion 
that  this  particular  system  in  all  its 
details  would  apply  only  to  Rayco  or 

a  similar  account,  hut  modified  ac- 

cording to  the  nature  of  another  ac- 
count and  the  purchasing  habits  of  its 

<  ustomers,  the  same  general  principle 

would  work  just  as  efficiently.  As  long 
a~  some  system  can  be  devised  (and  a 

little  ingenuity  can  do  it)  for  getting 
information  from  large  numbers  of 
customers   either   at   the  point   of  sale 
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The  United  States  Steel  Corporation  announces  with  pride 
the  first  performance  of  THE  UNITED  STATES  STEEL 

HOUR — a  new  TV  show  designed  to  bring  fine  dramatic  en- 
tertainment into  homes  across  the  nation.  The  stories:  new 

plays  written  especially  for  TV  and  adaptations  of  famous 
novels,  all  with  a  broad  popular  appeal.  The  stars:  both 
established  personalities  of  movies  and  TV  and  promising 

youngsters  on  their  way  to  the  top.  Produced  by  the  famous 
Theatre  Guild.  THE  UNITED  STATES  STEEL  HOUR 

aims  to  compel  the  interest  of  America's  discriminating 
viewers.  The  first  show  is  "P.O.  W."  and  it  stars  Gary  Merrill 

and  Sally  Forrest.  Don't  miss  it. 

jf  »ww   p.m.  Alternate  Tuesdays 

WABC-TV- CHANNEL  7 
In  other  cities,  check  your  local  newspapers  for  station,  channel,  day  and  tune 



or  in  connection  with  a  specific  pur- 

chase, the  agenc)  believes  the  system 

would  work  just  as  effectively,  but  its 

executives  emphasize  that  e  ch  account 

poses  its  own  peculiar  problems  and 

that  it  serves  no  purpose  l<>  try  to  ap- 

|)K  a  blanket  s\stem  in  all  alike. 

For  its  client  Esquire  Boot  Polish, 
\lo»ul  conduct-  some  40,000  consumer 

interviews  annually.  Carefully  keyed 

and  highly  controlled  premium  offers 

test  the  pulling  power  of  media  and 

cop)  for  Ronzoni  Macaroni.  A  dis- 
count certificate  offer  obtained  l>\  mail 

provides  similar  information  on  media 
effectiveness  for  National  Shoes,  and 

the  agenc)  employs  still  other  methods 
for  other  account-. 

Rayco  V.P.  Jules  Rudominer  is  en- 
thusiastic about  the  Mogul-Rayco  sys- 

tem. "As  a  result  of  this  kind  of  re- 

search we  are  doinji  a  much  more  sci- 

entific advertising  job,"  he  says.  "You 
can  spend  a  lot  of  money  foolishly  if 

you  don't  know  what  you're  doing.  We 
still  don't  think  we  know  all  the  an- 

swers, but  this  system  has  cut  down 

our  margin  of  error  tremendously." 
The  system  depends  on  the  coopera- 

tion of  the  dealers,  of  course,  and  one 

of  the  agency's  problems  (and  Ray- 
co's)   was  to  educate  the  dealers  as  to 

the  value  of  the  procedure. 
Ben  Greenberg,  a  Rayco  franchise 

holder  in  White  Plains,  N.  Y.,  a  sub- 
urb of  New  York  City,  told  sponsor: 

"It's  a  good  system.  I  like  it.  We 

miss  very  few  customers,  only  occa- 
sionally when  we  are  awfully  busy.  It 

gives  us  a  chance  to  see  what  is  bring- 
ing them  in — in  our  case  radio  or  TV, 

which  is  all  we  use  in  this  area." 
What  has  the  Emil  Mogul  agency 

learned  from  its  media  testing?  Re- 
search and  Media  Director  Martin 

summed  it  up  for  SPONSOR  as  follows: 
"1.  Most  important,  it  pays  to 

tailor-make  a  research  technique  to  the 

particular  problem  of  the  client  in- 
stead of  trying  to  use  a  standard  sys- 

tem for  all  clients  alike. 

"2.  As  for  Rayco  advertising  spe- 
cifically, we  have  concluded  generally 

that  a  well-rounded  media  program 

embracing  three  major  media  usually 

is  most  productive  even  though  all 

media  do  not  pay  off  at  the  same  rate. 

"3.  All  media,  particularly  air  me- 
dia, must  be  watched  for  a  minimum 

trial  period  before  any  intelligent  eval- 
uation can  be  made.  Results  are  rare- 

ly instantaneous.  Continuity  and  fre- 
quency often  make  an  apparently 

slow-starting  campaign  successful. 
■W 

WJAS 
V  AM  &  FM 

MONEY 
-THE.SUNNY  SIDE 

OF  THE   DIAL 

Wjx.:  'fi'A' NOW  OFFERS 

THREE  for  the  MONEY 

(The  biggest  talent  "steal"  in  Pittsburgh's  radio  history) 

Put  your  product  before  three  separate  audiences  every 

day  on  the  ONE  Pittsburgh  station  with  personality  appeal ! ! 
Saturate  the  fabulous  Pittsburgh  market  across  the  board 

at  tremendous  savings  with  this  "once  in  a  lifetime"  triple 

bonus  package.  Take  advantage  of  Radio  Pittsburgh's  three 
top  radio  personalities — Bill  Brant  in  the  morning,  Barry 
Kaye  in  the  afternoon,  and  Hilary  Bogden  in  the  evening. 

As  little  as  $9.72  per  announcement.*  THE  TIME  OF 
YOUR  LIFE!! 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan   Area 

5000  Watts      1320  KC. 

Wrife  .  .  .  phone  ...  or  wire 

George  P.  Hollingbery  Co. 

'26  week  package  as  published  in  S.R.D.s. 

"4.  In  newspapers  position,  repro- 

duction and  the  day  of  the  week  on 

which  the  ad  is  scheduled  all  influence 

sales,  just  as  adjacencies  and  time  peri- 
ods are  important   in   radio   and  TV. 

"5.  There  is  no  set  pattern  of  me- 

dia values.  Market  by  market  all  pos- 

sible combinations  have  worked  well 

but  it  takes  constant  analysis  to  know 

which  is  the  best.  For  example,  in  one 

city  newspapers  and  radio  have  been 

a  better  combination  than  TV.  In  an- 

other television  has  proved  more  effec-  j 

tive  than  either  newspapers  or  radio. 

In  still  another  radio  is  the  strongest. 

In  still  another,  where  two  newspapers 

were  used  with  poor  results,  when  one 

was  dropped,  the  other  shot  up. 
"6.  The  traditionally  accepted  guides   f 

for  time  and  space  buying  are  not  nee-    ; 

essarily    conclusive    for    our    product. 

('This  station  must  be  good.    Look  at 

all  the  retail  advertisers  who   use  it.' 'Look  at  these  ratings,  these  adjacen-    , 

cies.'   Or,  'Look  at  all  the  retail  linage 

this  newspaper  carries.')  Media  evalu- 
ation and  analysis  must  be  in  terms  of 

what  is  good  for  your  product. 

"7.  Letting  the  stations  and  news- 

papers in  on  specific  problems  usually 

results  in  much  greater  cooperation 

and  interest  than  you  would  get 

through  the  normal  impersonal  busi-
 

ness relations.  Some  of  our  most  sig- 

nificant schedule  changes  have  come 

as  a  result  of  suggestions  by  the  media 

people  themselves." 
Mogul's  weekly  media  check  for 

Rayco  is  designed  primarily  as  a  guide 

to  getting  the  most  efficient  buys  for 

84  separate  budgets.  But  actually  get- 

ting them,  of  course,  is  another  thing. 

Since  the  agency  takes  the  patien
t's 

pulse  once  a  week,  poor  buys  are  not 

permitted  to  continue  beyond  a  mini- 

mum period  because  they  are  discov- 
ered early.  And  because  the  agency 

works  so  closely  with  the  stations,  ad- 

vising them  constantly  of  what  the 

media  checks  disclose,  they  are  able 

to  count  on  station  cooperation,  and 

there  is  a  minimum  of  "station  mor- tality.'' The  agency  puts  great  weight 

on  what  Mogul  calls  "creative  time 
Inning"  and  invests  heavily  in  long 

distance  calls  and  personal  trips  to  the 

stations.  These  are  investments  that 

have  paid  big  dividends  for  all  con- cerned—for Rayco.  for  Mogul  and  for 
media   alike. 

"i  ou  can't  mix  apples  and  oranges 
in  media  evaluation? 

Emil  Mogul  has  proved  that  it  can 

be  done.  * 
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X  ou'll  find  yourself 
out  in  the  cold  if 

you  try  to  rest  on  vour 

laurels  in  the  rich,  competitive  Mountain  West 

market.   However,  you  can  rest  comfortably  if 

you  have  KSL  Radio's  blanket  coverage 
warming  up  your  customers.   You  see,  KSL  Radio 

has  a  whopper  of  a  Hooper  commanding  an 

audience  which  averages  113.20  larger  than  the 

next  ranking  Salt  Lake  Citv  station. D  J 

Cover  all  of  the  billion-dollar  Mountain-West 

market  with  KSL  Radio. 

SALT   LAKE   CITY,    UTAH 

CBS  Radio  Network  •  50,000  Watts 

Represented  by  CBS  Radio  Spot  Sales 

Source:    Hooperotlngs,  Feb  ,  1953 

19  OCTOBER  1953 
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bOCMlt  HOtC z    The  above  formal  announcement  makes  "SUPER- 

MARKET" legitimate!   (Since  "SUPER-MARKET"  came 
along  so  soon  after  Fancy  Pants  and  Ironsides  were 

married. ..there  has  been  considerable  lifting  of  eyebrows 

among  television  research  men  and  time  buyers.) 

ItiarkCt        is  quite  a  husky  lad  . . .  stands  on  his  own  two 
feet  and  is  quite  capable  of  keeping  the 

neighborhood  kids  out  of  his  own  back  yard. 

-  Super-Market's   back   yard    is   just  about   the   purtiest 

package  in  the  West.  Starts  "two-whoops-and-a-holler" )enver,  covers  Eastern  Colorado  like  the  dew,  and  runs  a 

on  South  of  Pueblo.  Sort  of  a  Paul  Bunyon  set-up  that 

3er-Market's  back  yard  up  to  1 08th  position  in  the  nation. 

TV J      W    c  h  a  n  n  e 
TV    COLORADO,  INC. 

COLORADO     SPRINGS,     COLORADO 

Represented     by     Geo.     P.     Hollingbery 

rving  Colorado  springs,  pueblo,  southern  Colorado 

114 

SPONSOR 

- 



(ber     1953 TV  COMPARAGRAPH  OF  NETWORK  PI 

MONDAY 

r  Godfrey* 
:e.  Burnett 
ark.  Mogul 
:15  alt  das 

Cellucotton 
t;  BrjOW  Crp 

alt  das V  'n 

l-Klst    Tuna 
v    111:30-45 

Hides  &   Davis 
Lir:    pepsodent 
U\    10 :  15-11 
Mann-Erickson 

Aiur     Godfrey* 
*r<bury    Mills 

11-11:15 
LiBurnett 

.■it  ,\  Myers: 
esterfields 
1    11: 15-30 
m   & Walsh 
te  It  Rich 
ite:  tthpst; 
super  suds, 
olive,  fab, 
ajax 

in  w,t' $8000 

e  &   Groom 
Mis:  blsqkt 

ra.w.f      L 
I  shr  $10.000 
e  of  Life 

It    1 1  >  urn  •   Pr 
m  f       L 

$8500 

■  h  for  Tom'w 
*G:  joyt 

m-f       L 
$8500 

ling    Light 
Ivory,  duzt 

m-f       L 
t       $10,000 

network 
igramlng 
m-f 

No    network 
programing 

all    wk 

No    network 
programing 

m-f 

Ding  Dong 
School 

Ch  m-f 
(sponsored th.  f) 

lu. 

Glamour  Girl 
Hy         m-f         L 

Hawkins    Falls 
Ch         m-f         L 

The  Bennetts 
Ch  m-f         L 

Three  Steps  to 
Heaven 

NT         m-f         L 

Follow   Your 

Heart 
NY         m-f         L 

No    network  n0   network 
programing  programing 

all  wk  m.f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

U  ESDAY 

Arthur  Godfrey* Kellogg.  Burnett 
Knomark,  Mogul 
10-1":15  alt-das 
Int'l  Cellucotton 
FC&B:   Snow  Crp 

Maxon    alt  das 
General  Mtrs: 
Frigiilaire  Div 
tu.th    10:30-45 

FC&B   

Toni   Co 

tu.th    10:45-11 
Weiss   &    Geller 

No    network 
programing 

m-f 

Arthur     Godfrey" National     Bisc 
•u.th  li  n  L5 

McCann-Erickson 

Pillsbury  Mills 
tu.th  11:15-30 Leo    Burnett 

Strike    It    Rich m-f 

sus  tu.th 
NY  L 

n-.,i.,     6      i    ,   Bride   &   Groom 
Toni  Co 

"7NY      tu.th      L 
LB     shr     $10,000 

Love   of   Life 
Amer   Home  Pr 
m-f    (see   mon) 

Biow 

Search  for  Tom'w 
P&G:  joyt 

m-f    (see  mon) 

Biow 
Guiding  Light 

P&G:  ivory,  duzt 
m-f  (see  mon) 

Comiton 

No    network 
programing 

all    wk 

Ding    Dong 

School 
Minnesota 

Mining    &    Mfg: scotch  tape 

Ch       tu  onl       L 
BBDO    'ihr  $985 

Glamour    Girl 

Hy         m-f         L 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

all   wk 

Hawkins  Falls 

Ch         m-f         L 

The    Bennetts 

Ch  m-f  L 

Three  Steps  to 
Heaven 

NY         m-f         L 
Follow  Your 

Heart 

NY        m-f        L 

No    network programing 

m-f 

WEDN  ESDAY 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Arthur  Godfrey* Kellogg,  Burnett Knomaik.  Mogul 
10-10:15  alt  das 
Int'l  Cellucotton FC&B:  Snow  Crd 

Maxon   ait-das Star-Klst   Tuna 

m.w    10:30-45 Rhoades  &  Davis 
Lever:    pepsodent 

m.w    10:45-11 McCann-Erickson 

Arthur  Godfrey* l'lllshury  Mills 
m.w       11-11:15 

Leo    Burnett 

No    network 
programing 

m-f 

Liggett  &  Myers : chesterfields 

m.w    1 1 
CnQhm    &    Walsh 

Strike   It    Rich 
Colgate 
m.w.f 

(see   mon) 
Esty 

Bride 

& 
Groom 

Gene 

ral 
Mills 

m.w.f 

(sei 

mo!  ; DFS. 

K-l 

Love 

of 

Life 

Amer 
Home     Pr 

m-f 

see 

mon) 

Biow 

Search 

for 

Tom'w 

P&G: 
joyt 

m-f 

see 
mon) 

Biow 

Guiding  Light 
P&G:  Ivory,  duzt m-f  (see  mon) 

Compton 

No   network 
programing 

m-f 

No    network programing 

all   wk 

No    network piograming 

in  I 

No    network 
programing 

all   wk 

Ding     Dong 
School 

Ch  in  f (sponsored   tu, 

th.f) 

Glamour    Girl 

Hy         m-f         1 

Hawkins   Falls 

Ch         m-f  L, 
The 

Ch 

Bennetts 
m-f  L 

I    Three   Steps 
 to 

Heaven NY         m-f   I, 
Follow    Your 

Heart 
NY         m-f         L 

No    network 
programing 

m-f 

No    f"i 

.No 

progrsl 

No 

progra] 

ry   Moore 
[and:    rugs 

L 
a       (see  bel) 
x>ver  Co 

L 
I  tt 

>4hr  $2038 

nibip   or 
lothinq 

>  bell    Soup 

Vh  ock      $8000 

*~r  Llnkletter 
i^'er:  surf H  m.w.f  L 
*•>»  (see  bel) 

*■  ury  Mills: 
■fr,  mixes 
91  m-th  L 
-B  ihr     $4000 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 

1  p    Payoff 
rate1    fab. 
[•■nhyll    tth- 

Paul    Dixon 
Irashmr  bqt Show 

*»     m.w.f     L m-f  3-4 
U    tu.th) (Participating 

segs    available: 
$8500 see  cost  below) 

Vitamin  Corp: 
I     Crosby rybutol,   juvenal 
Show lOCinc                  L 

m-f         L m    3:45-55    seg 

lihr $3,100 lOmin: 
KFCC             $400 

tion    In 

Kate    Smith 
m-f  3-4 

James   Lees: 
carpets 

D'Arcy      3:30-45 

No    network 
programing 

m-f 
Garry  Moore 

Cats  Paw  Rubber 
56NY  L 
Levyne  (see  bel) 

Pillsbury  Stills: 
ballard  biscuits 
48NY  L 
C-M     Ythr    $2038 

I'll    Buy   That 
Seeman      Bros: 

airwick 
37NY  L 

tu.  th 
1st  15  min 

No    network 
programing 

m-f 

No    network        Weintraub    $4000        No    network 
programing 

m-f 

Art  Linkletter 
Kellogg:  all  pr 
38Hy  L 

LB         tu  2:30-45 
Pillsbury    Mills 
m-th   2:45-3 

LB     %hr     $4000 

Big 

Payoff 

m-f sus  tu.th 

Corn    Prods 

3:45-4 C    L    Miller 
50NT 

Kef 
No    network 
programing 

m-f 

Hhr     $3500 

Bob    Crosby 

Show Amer   Dairy 

Ass'n 

33Hy  L 

tu.th    3:45-4 

seg 

Campbell-       *4hr 
Mithun  $3100 

Paul    Dixon 

Show m-f  3-4 
lOCinc  L 
(Participating 

segments    avail- able) 

No    network 
programing 

m-f 

th  Afternoon 
v?«?rn  drama 

'li*      m-f       L 

nln:    $1350 
ihr:   $3200 

*■  network 
Igramlng 
m-f 

TrSlX*  AC,i0n    '" 
P&G:     pre'll.  ■■»    Aff.rr:«,n ivory    snowt        Turn  to  a  Friend  pniUa                    1 GlCh                     L  NY         m-f         L 

No    network 
programing 

m-f 

DFS    Vihr    $1200 

On  Your  Account 
NY         m-f         L 
P&G    tu.    w.    f 

sus    m,  th 

Ern    Westmore 

Show 
NY         m-f         L 

(see   mon) 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

r  network 
igramlng 

No    network 
programing 

m-f 

A 

Atom   Squad 
Phil*       m-f       L 

Gabby  Hayes 
Quaker  Oats 

32NY     m.f     30L 

Per  prog: S&M  $1750 

Howdy    Doody 
Standard  Brands: 
royal    puddings, 

gelatin 53NY  48L 

m.tb    5:45-8 
Bates  <4hr  $1600 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

For  lOmin: 

$400 

Welcome   Trav'lrs P&G:     prell. 
ivory    snowt 
(see   mon) 

DFS 

On  Your  Account 
P&G:  tide 

62NY  L tu.  w.  f 

Benton  &  Bowles 

$6500 
Atom   Sfluad 

Phlla       m-f       L 

Gabby   Hayes 
NY         m-f         L 

sus  tu 

Howdy  Doody 

Kellogg  Co: 
rice    krispiest 
48NY  44L 
LB  (see  bel) 

tu.th  5:80-45 Colgate:  tthpst 
51NY  5:45-6  48L 
Bates  tthr  $1550 

programing 

m-f 

No    network 
programing 

m-f 

Kate   Smith 

m-f     3-4 
Consolidated 
Cosmetics 

alt     tu     3:15-30 SONY  L 

BBDO 

%hr    $3500 

No    network 
programing 

m-f 

Garry   Moore Purex    Corp: 

FC&B   (jee  bel) 
Best    Fds:    rit. 

shinola 
54NY  L 

%hr 

Ludgin  $2038 

Double  or  Noth'g Campbell    Soup 
m.w.f    (see   mon) 

Ward     Wheelock 

Art    Linkletter 
Lever:    surf 

m.w.th     2:30-45 

Ayer   

Pillsbury    Mills 
m-th   2:45-3 
(see  mon) Leo  Burnett 

Big   Payoff 
Colgate 

m.w.f 
(see  mon) 

Esty 

Ern 

NY 

Westmore 

Show m-f         L, 

No    network programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network programing 

m-f 

Paul    Dixon 
m-f  3-4 (Participating 

segments  avail- 

able) 

lOCinc  I. 

Kate   Smith 

m-f    3-4 
Landers.  Frary  & 
Clark:     universal 
elec    appliances 

Goold    &   Tlerney »3:30-45   stlO/14 

Bob    Crosby 

Show 

Hy         m-f         Li 

%hr 

$3100 

■r  ,-  .      .  Action    in 

Turn  to  a  Friend       the  Afternoon 
-N\  m-f         L  phiia       m-f       L 

(see   mon) 

Gerber   Prods: 
baby    foods 

w    3:45-4 

D'Arcy 

SONY  L 10-min  seg: 

$400 

No    ne prograj 

No    ne 

progra 

No    ne 

progra 

No    network programing 

m-f 

•ihr    $3500 

Welcome  Trav'lrs 

P&G:   prell         Tur„  t0 
Ivory    snowt        n"Y         n 

(sec  mon) 

DFS    

On   Your   Account     Ern     W> 
P&G:  tide  She 

lu.  w.  f  ny         m 

Benton  &   Bowles 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

Atom   Squad 

Phlla       m-f       L, 

Gabby  Hayes 

NY      co-op  w      L 
Howdy    Doody 

Continental   Ekg: 
wonder  bread, 

hostess  cakes 
35NY  29L 

No   ne 

progra 

%nr: 

$1550 



OGRAMS Daytime    19    October 

twork 
.mlng 

f 

TH  URSDAY 

Arthur  Godfrey* 
Kellogg.  Burnett 
Knomark,     Mogul 

In  in  ]-|    alt    das 

Intl     Cellucotton 
FCA.  B  :  Snow  CTp 
Maxon         all  das 

General    Mtn: 
Krlgidairo  Div 

tu.tb    10:30-45 FC&B   

Tonl   Co 
in. Hi    10:45-11 

Weiss    &    Geller 

No    network 
programing 

all  wk 

Olng  Dong  School 

Beotl    Paper    Co: scott   towels, 
cutrlte    wax    ppr. 

scollles 

«Ch  381, th  only 

JWT      >,l,r     $985 

Glamour    Girl 

Hy         m-f         L 

FRI  DAY SATU  RDAY 

'•"PI 

No    network 
programing 

m-f 

Wheel    of 
Fortune 

No    network 
programing 

all   wk 

Ding     Dong 

School 
General  Mills: 
cereals,    mixes 

S6Ch  L 
f  only 

Tatham-  >4hr Lain)  $985 

Iwurk 
mlng 

f 

twork 
mlng 

f 

Arthur     Godfrey* 
Natl   Biscuit 

i u.  ih    11-11:15 
McCann-Erickson 

Plllsbury    Mills 
tu.ih     II    15-30 

Leo    Burnett 

Strike    It    Rich 

NV         m-f         L 
sus  tu.th 

Bride  &    Groom 
Tonl   Co 

lu.th    (see  tu) 
Leo    Burnett 

Love  of  Life 
Amer  Borne  Pr 

m-f    (see  mon) Blow       

Search  for  Tom'w P&G:  joyt 

m-f   (see  mon) Blow   

Guiding  Light 
P&G:  ivory,  duzt 
m-f  (see  mon) 

Compton 

Glamour    Girl 

Hy         m-f         L 

Toots  ie 
Hippodrome 

Sweets     Co     of 

Amer:  tootsle  rls 
NY  L 

Moselle   & 
Eisen  $4500 

Smllln'    Ed 
McConnell 

Brown   Shoe  Co 

51NY  F 

No   neiwora 
programing No    network programing 

all   wk 

No   ne 

Progra 

No  network 
programing 

m-f 

Hawkins   Falls 

Ch         m-f         L 

The    Bennett! 

Ch         m-f         L 

Three  Steps  to 
Heaven 

NY   m-f   L 
Follow   Your 

Heart 

NY        m-f        L 

No   network 
programing 

m-f 

*j   linn. 

$2675 

I'll    Buy    That 
NY  L 

Strike    It    Rich 
Colgate 
ra.w.f 

(see   mon) 

No    network 
programing 

m-f 

Hawkins   Falls 

Ch  m-f         L 

The    Bennetts 

Ch         m-f         L 

Burnett         $4500 

Space   Patrol Kalston-Purina: 
wheat    chex,    rice chex 

3L'Hy  L 

Gardner        $6500 

Winky    Dink and  You 

(Jack    Harry) 
NV  L 

No    nelwork programing 

No    network 
programing 

all   wk 

No    network 
programing 

m-f No    network 
programing 

m-f 

twork 
ming 

f 

No   network 
programing 

m-f 

Garry    Moore 
Swift   &   Co 

59NY     th-onl     L JWT   

Norge  Dlv, 
Borg- Warner 

C3NY     th-onl     L 
JWT    hihi    $2038 

Esty 

Bride  &   Groom 

General  Mills m.w.f    (see   mon) 

DFS.   K-R 
Love  of  Life 

Amer  Home  Pr 
(m-f  (see  mon) 
Biow 

Search  for  Tom'w 

P&G:  joyt 

ra-f    (see  mon) 

Biow   

Guiding     Light 
P&O:  Ivory,  duzt 
m-f    (see  mon) 

Compton 

Three    Steps   to 
Heaven 

NY   m-f        L Follow  Your Heart 

NY        m-f        L 

No    network programing 

No    network 
programing 

all  wk 

Rod    Brown   of 

the     Rocket 
Rangers 

Gen   Fds,   Post 
Cere»ls    Div 

UNY  L 

Y&R 

Tom   Corbett 

Space   Cadet Intl   Shoe  Co: 

red   goose   shoes 27NV  L alt  wks 

No   net 

program 

$7500  D'Arcy  $8000 

No    network programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 
No    network 
programing 

m-f 

twork 
ming 

f 

I'll     Buy    That 
Seeman    Bros : 

alrwlck 
tu,  th  1st  15  mln 

Wcintraub 

Art    Linkletter 
Green   Giant   Co: 
ranned  peas,  corn 

41IIy      th-onl     L 
LB  (see  bel) 

Plllsbury    .Mills 
m-th   2:45-3 

LB    hi  hr    $4,000 

Big    Payoff 
NY         m-f         L 

sus  tu.th 

No    network 
programing 

m-f 

Garry    Moore 
Converted   Rice 
54NY  L 

LB      (see  bel) 
Kellogg   Co: 

gro-pup 

57NY  L 

LB      Ythr     $2038 

No    network programing 

The  Big  Top 

National    JJairy J'rods:  sealtest 

ice  cream,  seal- 
U.'st-    dairy    prods 

f3Phlla  L 

No    network 
programing 

all   wk 

No   netl 

progranl 

Ayer 
$14,000 

Lone  Ranger 
General  Mills: 
wheaties,    klx 

6NY  F 

No    network 
programing 

m-f 

No    network 

programing 

m-f No    network 

programing 

DFS 

$15,000 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

Double  or  Noth'g Campbell   Soup 
m.w.f 

(see   mon) 

Ward  Wheelock 

Art    Linkletter 
Lever:    surf 

m.w.f     2:30-45 

Ayer   

Kellogg:  all  pr 
28By  tu.th  L 

LB     Hhr     $4000 

No    network 
programing 

No    network 
programing 

No    nelil 

Program! 

No    network 
programing 

m-f 

No    nelwork programing 

m-f 

No    network programing 

No    network 
programing 

No    network programing 
No   neiw 

program 

twork 
mlng 

f 

Bob    Crosby 
Show 

Tappan    stove 
KMc&G 

Dairy 

Paul  Dixon 
Show 

m-f  3-4 
lOCinc  L 
(Participating 

segments    avail- able) 

Kate    Smith 
m-f  3-4 

Doeskin  Prods 

Grey  3:30-45 
Simoniz   Co: 
auto    finishes 

th    3:15-4 SSCB 
SONY 

•i 

No    network 
programing 

m-f 

Big     Payoff Colgate 
m.w.f 

(see  mon) 

Esty 

hihr    $3500 

Friend 

Action    In 
the    Afternoon 

Phlla       m  f       L 
(see   mon) 

For  lOmin: 

___    $400 

No    network 
programing 

m-f 

Welcome   Trav'lrs 
P40:   nrell. snowt 

(see  mon) 

DFS 

4 
Bob    Crosby 

Show 

Hy         m-f 

Paul    Dixon 
Show 

m-f  3.4 

lOCinc  L 
(Participating 

segments    avail- 

able) 
>ihr 

$3100 

Kate    Smith 

m-f  3-4 

hi    hr:    $3500 

No    network 
programing 

10  mln: 

$400 

No    network 
programing 

No    network Programing 

No   netw 

programi 
Pre-gaa 

sports   si 

Oldsmbl  dnIJJ 
*'3Var  15  ■■ 

O    P    Broth    T 

Turn  to  a  Friend 
NY  in   i  J. 

Action    In 

the    Afternoon Phila       m-f       1, 
(see  mon) 

No    network 
programing 

m-f 

mini 

f 

\n    network 
Programing 

m-f 

No    network 
programing 

m  f 

On   Your   Account 

NY         m-f         L 
sus   m.    th 

Ern     Westmore Show 

NY         m-f         L, 

No    network 
programing 

m-f 

Atom    Squad 
Phila       m-f       L 

Gabby     H.ivrs Minute 
'"-'NY      th  onl      I, 

Bates  $3,500 

Ho»dy    Doody 
Kell.r 

in  th     (see 
Leo    Burnett 

No    network programing 

m-f 

tui 

1 Irandi 

No    network 

i      ..-ramlng 

m-f 

No    nelwork 
programing 

m-f 

No    network Programing 

m-f 

Standard    Brands 

in. in    5:45-6 tea  moo) 
Bafee 

Welcome   Trav'lrs P&G:     nrell. 
Ivory    snowt 

(see  mon) 

DFS 

On   Your  Account 

I'M):   tide 

tu.  w,  f 

Benton  &.   Bowles 

Atom    Squad 

Phila       m-f       L Gabby   Hayes 

Uuaker  Oats 
m.f 

S&M   

Howdy    Doody 

I.uden's 

Mathes      5:30-45 
Welch   Grp  Juice 
DCSS  alt  f 

Intl   Shoe 
HH4.M  alt  f 
4»NY  46L 

5:45-6 Khr    $1550 

No    network 
programing 

Horse    Racing 

NY  L 

No    network Programing 

No    network programing 

NCAA    Foe Game 

General    il *3Yar 

2-2!ihx  ̂  

Kudner 

Pontiae  See 
Pontiac  div, 

S3Yar 

15  min  site 

Mc.JAA 

No    network 
programing 

No    network programing 
No    network programing 

No   nemo 

program  ir 



if' d  on  wcbs-tv 

Look  at  cosmetics.  (Like  Helena  Rubinstein,  currently 

giving  6,469,056  beauty  demonstrations  a  week  with 

a  "12-Plan"  schedule  on  Channel  2.) 

Only  on  TV,  of  all  media,  can  you  actually  demonstrate 

your  product  at  home  (with  greater  frequency  than  in 

any  other  type  of  selling )  . . .  concentrate  your  calls  on 

women  prospects  . . .  show  them  how  easy  modern  cosmetics 

are  to  apply— how  magical  their  results. 

And  only  on  WCBS-TV  will  you  find  the  highest  average 

rating,  day  and  night  all  week  long,  in  the  nation's 
biggest  television  market  .  .  .  the  most  quarter-hour  wins 

.  .  .the  biggest  television  audience  in  New  York. 

Your  product  looks  good  — your  business  is  good  — 

when  you  are  on  the  station  most  New  Yorkers,  women 

and  men,  watch  most  of  the  time  . . . 

WCBS-TV     New  York.   CHS  Owned.  Represeiited  by  CBS  Television  Spot  Sales 

Somret:  ARB.  - 



DIARY  OF  A  TV  SHOW 
{Continued  jrorn  page  38) 

Friday  11:30  o.m.-l:30  p.m.:  Dur- 
ing these  rehearsals  the  director 

stresses  actual  performance.  Dean  Nel- 
son, the  lighting  director,  comes  to 

this  rehearsal  with  a  ground  plan 
from  which  he  has  made  his  overla\ 

indicating  Locations  of  light  cables. 
Willi  the  sets  and  probable  camera 

angles  in  mind,  the  lighting  director 

plots  the  lighting. 
Lela  and  Dean  confer  about  the 

lighting,  and  while  the  actual  rehears- 
ing of  scenes  is  going  on,  the  lighting 

director  follows  along,  taking  notes. 
He  discusses  furniture  location  and 

camera  angles  thoroughly,  since  he  has 
to  hang  the  lights  before  the  sets  are 

<  ninpleted  in  the  studio.  These  lights 
are  refocused  and  readjusted  during 
camera  rehearsals  on  Sunday. 

During  the  actors'  Junch,  Lela  fre- 
quently has  a  sandwich  sent  in  so  she 

can  discuss  lighting  and  sets  both  with 
Dean  Nelson.  lighting  director,  and 
Leo  Kerz,  the  set  designer. 

2:30-5:30:  Performance  gets  whole- 

hearted attention  during  these  run- 
throughs.  At  this  time,  lines  may  still 
be  chanjred. 

In  the  case  of  One  for  the  Road, 

for  example.  Paul  Newman,  the  lead, 
felt  that  one  of  his  lines  sounded  out 

of  character.  He  suggested  a  change. 

'I  he  director  asked  him  to  say  the  line 
his  way.  It  sounded  good.  The  change 
went  into  the  script. 

The  last  cuts  in  the  script,  for  tim- 
ing, are  made  on  Friday,  although 

occasionally  further  cuts  are  necessary 

on  set.  However,  last-minute  cuts  and 

changes  are  avoided  to  lessen  the  mar- 

gin for  error. 
Saturday  10:00  a.m.-l:00  p.m.: 

The  Saturdav  rehearsal  is  a  real  get- 
ting down  to  cases.  Virtually  everyone 

concerned  with  the  show  attends: 

Herb  Hirschman  comes  in  to  give 
Lela  his  comments.  Gene  Burr,  the 

script  editor,  stops  in  to  see  how  the 
st<>r\  he  picked  will  play.  Lou  White, 
the  musician,  who  has  seen  the  script 

but  not  the  show,  comes  in  to  watch 

rehearsal.  John  Desmond,  associate  di- 
rector, comes  to  rehearsal  for  the  first 

time,  following  Lela  with  script  in 
hand,  marking  down  camera  angles  as 

she  suggests  them.  It's  John's  job  to 
coordinate  traffic  among  the  three 
cameras  on  the  show.  Cal  Lowell,  the 

floor  manager,  attends  his  first  re- 
hearsal  at   this   time.     He  too   follows 

Qoming  to 
ALBANY -TROY -SCHENECTADY 

JVTRI 
TELEVISION 
HIGHER  POWER 
WIDER  COVERAGE 

Lela.  script  in  hand,  marking  cues 

He  cues  the  actors,  keeps  track  o: 

props  ( in  a  supervisory  capacity  I 
checks  on  stage  hands  so  that  they 

move  at  the  right  time,  supervises  cos- 
tume changes.  His  job  is  parallel  tc 

that  of  a  stage  manager  in  the  theatre. 
When  show  is  being  aired,  Cal  is  the 

only  one  through  whom  the  director 
can  get  word  to  actors  and  stagehands. 

Both  the  lighting  directors  and  set 

designer's  crews  work  on  Saturday 
night.  The  sets  from  the  Saturday  eve- 

ning program  that  emanates  from  CBS 

TV's  Studio  42  are  usually  struck  be- 
tween midnight  and  2  a.m.  The  crew 

(night  crew,  at  higher  union  wages) 
then  takes  its  luncheon  break. 

In  the  meantime,  the  light  director 

spends  a  couple  of  hours  with  his  men 

putting  up  the  lights.  He.  too,  works 

with  his  night  gang:  a  "rigging  gaffer" 
(chief  electrician)   and  six  men. 

Sunday:  Around  3  a.m.  the  carpen- 
ters start  putting  up  the  new  sets  for 

The  Web.  As  soon  as  they're  finished 

with  one  portion,  they're  followed  by 
Leo  Kerz,  set  designer  and  a  crew  of 
five  or  six  painters  who  work  right 
behind  them,  from  7  a.m.  on. 

By  10  a.m.  the  sets  have  to  be  pretn 
well  completed,  and  painted  so  that 
furniture  and  props  can  be  moved  in. 

Actors'  rehearsals  start  at  12:30. 
This  is  usuallv  the  first  rehearsal  for 

extras,  who're  briefed  by  the  director 
at  this  time.  The  12:30-1:30  p.m. 

period  is  a  no-fax  rehearsal,  that  is 

"with  props,  but  no  cameras  on  set." 
These  run-throughs  are  to  perfect  the 

actors'  familiarity  with  sets. 

The  1:30-5:30  p.m.  period  is  de- 
voted to  camera  rehearsals.  Then  the 

actors  take   a   dinner  break. 

Dick  Dana,  a  Young  &  Rubicam  TV 

j  producer,  comes  to  the  studio  at  5  p.m. 
'  to   watch   the  last   run-through   before 

dinner.    Then  he  supervises  rehearsals 

of  the  live  commercial,   which   is  en- 

tirelv  agency-produced. 

Between  7:00  and  9:25  p.m.  the 

Web  director  takes  over  again  with 

last  camera  rehearsals  for  The  Web. 
The  full  dress  rehearsal  is  timed  and 

run  through  between  8:45  and  9:25 

p.m..  exactlv  as  though  the  show  were 

on  the  air.  It's  followed  by  five  min- 
utes of  notes  from  the  director,  with 

last-minute  corrections  and  suggestions. 

The  next  half  hour  is  the  most  tense 

period  in  television — the  last  break  be- 
fore show  time.  At  10:00  p.m.  the 

show  goes  on  the  air.  * 
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To  SELL  the  vast  Los  Angeles 

Sports  Audience,  BUY 

KHJ-TV 
CHANNEL  9 

LA.'s  Sports  Station 
For  the  past  six  months  KHJ-TV  has 

averaged  over  20  sports  hours  per  week 

Cost  per  thousand  is  low  and 

SPORTS   FANS   BUY  in  the  year 

'round  sports  center  of  the  nation. 

•  Pacific  Coast  League  Baseball ...  exclusively 

•  National  Professional  Football ...  exclusively 

•  Junior  College  Conference  Football ...  exclusively 

•  1953  Pacific  Coast  Conference  Football. 

1st  film  showing  on  TV 

•  Plus  Professional  &  Amateur  boxing.  .  . 

wrestling  . . .  fishing  . . .  skiing 

Anoiher  exclusive  . . .  AND . .  . 

DON  LEE  BROADCASTING  SYSTEM,  a  division  of  GENERAL  TELERADIO,  INC. 

19  OCTOBER  1953 
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MR.  SPONSOR  ASKS 
[Continued  from  page  65  I 

station  produces  orders  from  18  differ- 
ent states.  The  same  goes  for  almost 

all  stations  that  we  do  business  -with. 

A  few  years  ago,  we  embarked  on 

a  big  mail  campaign  nationally.  Our 
client  insisted  we  buy  stations  with  big 

ratings.  Frankly,  it  was  a  terrible  bust. 
After  four  weeks,  we  discarded  that 

plan  and  fell  back  on  our  old  reliables, 
and  they  came  through  for  us  in  a  big 
way.  That  experience  along  with  a 

few  others  taught  us  to  forget  ratings 
and  stick  with  stations  we  know  can 

do  a  job  for  us. 

It  is  reasonable  to  assume  these  so- 

called  mail  stations  must  have  the  au- 

dience or  they  couldn't  produce  the 
way  they  do  consistently. 

I  can  use  30  stations  and  get  orders 

from  every  state  in  the  union  as  well 
as  Canada. 

Harry  A.  Friedenberg 

President 

Mar  free  Advertising 
New  York 

CHANNEL 
12 KVOSJV 

KVOS 
KPQ 

10  00    WATTS 

790   K  C 

5  000    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STATE'S CASH  FARM  INCOME 

ZJ~or\oe    Cf    L^o. 

Mr.    Ellis 

Probably  the 

most  succinct  re- 

ply to  your  ques- tion is  to  state 
that  we  here  at 

Grant  use  air  and 

print  rating  serv- ices much  as  a 

doctor  uses  a 
stethoscope.  They 

both  serve  as  in- 
dicators— and  as 

long  as  they  are  accepted  as  such  they 

perform  a  useful  function.  A  stetho- 
scope can  tell  the  doctor  whether  or 

not  his  subject  is  in  good  condition 

and  functioning  properly.  If  some- 
thing has  gone  wrong,  the  stethoscope 

merely  indicates  that  fact,  but  the  doc- 
tor must  detect  by  other  means  what 

has  gone  wrong  and  how  best  to  rem- 
edy it.    So  with  the  rating  services. 

It  is  our  contention  that  the  slide 

rule  will  never  replace  creative  think- 

ing. However,  the  growing  complexi- 
ties of  advertising  have  created  the  de- 

mand for  scientific  thinking  and  plan- 

ning as  well.  Such  valuable  and  au- 
thoritative aids  as  audit  reports,  mar- 

ket statistics,  P.I.B.,  Media  Records, 

etc.,  have  been  the  result.  We  feel 
certain  that  the  rating  services  will, 

in  time,  also  develop  to  a  point  of 
comparable  authority. 

In  the  meantime,  pending  further 

development,  we  find  the  air  rating 

service  a  useful  though  far  from  per- 
fect means  of  computing  comparative 

costs-per-1,000  and  determining  audi- 
ence composition  in  radio  and  TV 

buying.  We  find  print  ratings  helpful 
in  analyzing  media  as  well  as  in  the 
development  of  effective  copy  appeals 
and  visual  treatments.  In  addition, 

both  types  of  ratings  provide  a  cer- 
tain amount  of  comparative  informa- 
tion   on   competitive   advertising. 

Thomas  J.  Ellis 

Media  Director 
Grant  Advertising 

New  York 

Any  questions? 

SPONSOR  welcomes  questions  for 

discussion  from  its  readers.  Ques- 
tions are  evaluated  for  their  in- 

terest to  other  readers  and.  if 

found  suitable,  will  lie  submitted 

to  the  most  appropriate  authori- 
ties  !"i  answering. 

FORD  SATURATION 
I  Continued  from  page  31) 

per  on  retail  sales. 

Then  there  was  the  fact  that  "54 
models  would  be  coming  out  soon,  and 
the  showrooms  had  to  be  cleared  of 

'53  models.  Dealers  of  Chrysler  Corp. 
cars  also  held  a  number  of  sales  for 

this  reason.  (The  '54  Dodge  came  out 
early  this  month.) 

Some  Ford  dealers,  conscious  that 

the  factory  was  battling  mightily  to 

catch  up  to  Chevrolet's  production, 
wanted  to  slice  themselves  a  larger 

quota  of  cars  than  they  might  other- wise get. 

It  may  seem  strange  to  those  not  in 
the  auto  business,  but  the  old  pros 

who  held  the  blitz  sales  expected  to 

make  just  as  much  profit  per  car  (if 

not  more )  than  they  would  under  nor- 
mal selling  conditions.  In  some  cases, 

they  did  just  that.  The  reason  why 
will  be  explained  later  in  the  story. 

In  examining  the  role  played  by  ra- 
dio in  these  sales,  sponsor  talked  to 

auto  dealers,  local  agency  men,  radio 

station  people  and  district  and  regional 

officials  of  the  Ford  and  Lincoln-Mer- 

cury divisions.  It  came  up  with  a  tale 
of  five  cities.  Here  they  are  along  with 
the  dates  which  the  blitz  sales  were 

held:  Toledo,  30-31  July:  Philadelphia, 
20  August;  Baltimore.  27  August; 

Washington.  10  September,  and  Xew 

York  City,  24-25  September. 
The  sales  held  in  these  cities  I  they 

were  not  the  only  ones  in  which  such 
sales  were  held)  resemble  each  other 

in  many  ways,  indicating  the  exchange 
of  information  among  dealers  and  the 

passing  along  of  experiences  by  Ford 
and  Lincoln-Mercury  officials. 

The  rough  pattern  of  these  sales  was 
as  follows:  The  dealers  advertised  that 

they  had  to  get  rid  of  a  certain  num- 
ber of  cars.  The  campaign  was  usually 

three  days  long,  two  days  before  the 

sale,  plus  the  day  of  the  sale  itself. 
About  20  radio  announcements  were 

used  per  day  with  TV  supplementing 

in  some  cases.  Usually  all  the  news- 
papers in  town  were  used.  Total  costs 

ran  from  $1,500  to  S3.000. 

Starting  with  Baltimore,  where 

smart  planning  and  execution  led  to 
a  smashing  sales  record,  here  are  the details: 

1  here  was  definite  leveling  off  in  car 
sales  in  Baltimore.  However,  it  was 

felt  the  sluggishness  was  not  due  to 

lack  of  money  but  rather  to  cautious- 
nc-s  and  indecision.    The  object,  there- 
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2 out  of 3 
DETROIT   WORKERS 

DRIVE f 
TO    WORK  • 

Detroit  is  the  world's  Motor  City  in 
usage,  as  well  as  in  production. 
Autos  and  auto  radios  get  plenty 
of  mileage! 

Two-thirds  of  Detroit  area  workers  DRIVE  to  their  daily  employment. 
12%  of  them  drive  30  miles  or  more  each  day.  Another  13%  drive  from 

20  to  29  miles.  Less  than  one-half  of  one  percent  ride  on  Detroit's  one 
commuter  railroad! 

What  a  BONUS  audience  that  represents  for  Detroit's  radio  advertisers! 

In  this  market  of  980,000  cars,  WWJ  is  the  favorite  radio  station.  It  has 
been  for  33  years.  And,  because  it  delivers  the  most  listeners  per  dollar, 

it's  the  most  economical  buy. 

To  put  your  product  in  the  driver's  seat  in  the  Detroit  market,  put  your 
story  on  WWJ. 

I 
Associate 

Television  Station  WWJ-TV 
Basic 

NBC  Affiliate 

AM-950  KILOCYCLES-SO00  WATTS 
FM-CHANNEL  24«— 37.1  MEGACYCLES 

THE  WORLD'S  FIRST  RADIO  STATION    .    Owned  and  Operated  by  THE   DETROIT  NEWS 

National  Representatives:  THE  GEO.  P.  HOLLINGBERY  COMPANY 

19  OCTOBER  1953 
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fore,  as  explained  by  Shecter  &  Levin 
in  its  program  for  action  addressed  to 
auto  dealers,  was  to  jar  the  prospect 

"out  of  tlii>  complacency,  to  create  a 
condition  of  urgency  and  pressure,  to 

undue  him  out  of  the  driver's  seat  and 
take  the  wheel  yourself.  He  must  be 
convinced  that  he  has  nothing  to  gain 

b\    further  dcla\ ." 
It  was  decided  that  limiting  the  en- 

tire sales  effort  to  24  hours  was  the 

best  way  to  create  a  feeling  of  urgen- 
cy. To  make  sure  the  event  was  not 

regarded  as  just  another  sale,  it  was 
decided  to  give  it  a  strong  name.  The 

name  chosen  was  "Deal  Day." 
One  of  the  most  important  factors 

in  pushing  "Deal  Day"  was  the  success 
of  the  advertising  in  putting  across  the 

idea  that  the  dealer  was  under  pres- 
sure to  sell.  This  was  accomplished  by 

making  the  point  that  Defoe  Motors 

could  have  gotten  a  tremendous  ship- 
ment of  new  cars  only  by  pledging  to 

sell  what  was  obviously  an  extravagant 

quota. 
The  pressure  for  the  sales  blitz  was 

built  up  not  only  in  the  advertising, 

but  in  the  planning.  It  was  felt  that 
more  would  get  done  if  there  was  also 

pressure   on   the   dealer's   salesmen   as 

KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KWJJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 
spot  announcements  during  a  4 
week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 
from  the  dealers  own  place  of 
business. 

ALL  FOR  $700.00 

Support    your     local     distributors 
with   this   hard   hitting 
economical  spot  pack- 
age. 

Njf  I    Reps  :    BURN-SMITH    CO 

well  as  on  the  media.  One  way  to  cre- 
ate this  pressure  was  to  start  planning 

only  10  days  before  the  sale.  Another 
way  was  to  make  decisions  on  media 
with  all  the  media  salesmen  present, 

including  the  decision  on  how  the  total 

ad  appropriation  should  be  broken  up. 

By  doing  this,  explains  Shecter  & 

Levin,  "the  selected  media  of  advertis- 
ing realize  they  are  being  put  on  trial. 

They  have  to  produce  results." 
Defoe's  media  appropriation  totaled 

SI, 937.  It  was  broken  down  as  fol- 
lows: $425  for  WITH,  S2C9  for  WBAL, 

$220  for  WBAL-TV,  $408  for  the 
morning  and  evening  Sunpapers,  and 

$624  on  the  evening  News-Post.  The 
agency  told  sponsor  it  would  have 

spent  more  on  radio  but  that  the  Balti- 
more newspapers  charged  the  national 

rate,  which  is  about  twice  the  local 
retail  rate. 

Three  types  of  announcements  were 
used.  Two  days  before  the  sale  WITH 

blasted  off  with  short  "build-up"  copv. 
There  were  20  of  the  following  35- 
word  announcements: 

(Opening  sound  effect:  Auto  horns) 

"Don't  buy  a  new  car  until  THURS- 
DAY—Deal  Day  at  Defoe  Motors!  125 

new  Fords  practically  GIVEN  AWAY! 

One-day  sale!  24  hours  only!  Abso- 

lutely crazy  trade-ins  and  deals!  TRE- 
MENDOUS SAVINGS;  Defoe  Mo- 

tors, 4600  block  Belair  Road." 
The  day  before  the  sale  there  were 

"big  push"  announcements,  one  min- 
ute long.  Defoe  used  20  on  WITH  and 

12  on  WBAL.  Here  are  some  choice 
excerpts : 

"Tomorrow's  the  day!  .  .  .  125 
BRAND  NEW  FORDS  MUST  BE 

SOLD  IN  24  HOURS!  .  .  .  Defoe's 

practically  giving  'em  away!  .  .  .  Tre- 
mendous savings!  The  craziest  trade- 

ins  and  deals  you've  ever  heard  of! 
.  .  .  Bring  your  title!  .  .  .  Bring  your 

money!  .  .  .  Friday  is  too  late!  .  .  . 

\lmost  any  deal  is  possible!  .  .  ." 
On  the  day  of  the  sale,  there  were 

35-word  "clincher"  announcements. 
The  schedule  was  the  same  as  the  day 

previous.  The  announcements  were 

featured  by  listing  each  hour  the  in- 
creasing number  of  cars  sold. 

Hesidcs  the  radio  announcements, 
Defoe  also  used  TV.  The  medium  was 

not  new  to  him.  He  had  used  TV  an- 

Douncements  successfullv  in  the  past. 
The  TV  schedule  on  WBAL-TV  con- 

sisted  of  two  one-minute  announce- 

ment- during  Picture  Playhouse,  which 

i-  on  dail)  from  11:15  p.m.  to  mid- 
night over  the  station. 

As  for  newspapers,  Defoe  used  four 

three-column  ads,  two  the  day  before 
the  sale,  and  two  the  day  of  the  sale. 
Defoe  also  spent  $75  on  circulars, 
which  were  distributed  by  models  at 

baseball  games,  places  ol  assembly  and 
downtown. 

There  was  plenty  of  other  razzle- 
dazzle  including  ilia  Ford  auto  car- 

rier with  signs,  1 2  i  special  telegrams 

to  prospects,  I  3  i  the  ringing  of  a  bell 
each  time  a  sale  was  completed,  (4) 

an  early-morning  "kick-off"  breakfast 
for  salesmen  and  media  men  the  day 

of  the  event,  (5)  cash  prize  drawings 
and  (6 1  a  blowup  of  a  telegram  from 

the  Ford  Motor  Co.  ( arranged  by  De- 

foe) saying  than  an  entire  day's  pro- duction from  a  Ford  plant  was  being 

shipped   for   the   one-day   sale. 
Of  the  five  dealers  covered  in  this 

story,  only  Defoe  paid  for  research  to 
find  out  which  media  pulled  best  for 
the  sale.  The  study  was  made  by  the 

firm  of  Sidney  Hollander  Jr.,  which 

interviewed  nearly  half  of  those  who 
bought  cars. 

While  all  the  answers  were  not  in 

at  the  time  sponsor  went  to  press,  the 
research  firm  feels  that  the  following 

figures  will  change  very  little:  32 %  of 
the  respondents  said  that  radio  brought 
them  to  the  showroom,  while  25% 

said  that  newspapers  brought  them.  A 

small  percentage  said  both  radio  and 

newspapers  were  responsible.  The  rest 

gave  miscellaneous  reasons. 
A  minor  tempest  was  stirred  in  auto 

circles  by  the  sale's  success,  though  it 
was  not  the  first  such  sale  among  Ford 

dealers.  The  Automotive  Trade  Asso- 

ciation of  Maryland  accused  the  Ford 

company  of  being  behind  the  sale  and 

said  such  sales  cheapened  the  indus- 
try. As  the  blitz  snowballed  other 

groups  chimed  in  with  the  Maryland 
dealers.  Thev  included  the  Chicago 
Automotive  Trade  Association,  the 

Birmingham  Motor  Trades  Associa- 
tion and  the  Washington  (D.  C.)  Mo- 

tor Trades  Association. 

Ford  officials  said  that  while  they 
encouraged  Defoe  they  did  not  suggest 

or  sponsor  the  sale.  Emerson  Planck, 
Ford  district  sales  manager,  pointedly 

mentioned  that  despite  the  wording  of 

the  advertising  Defoe's  gross  profit 
per  car  was  about  the  same  as  his 
gross  profit  during  the  rest  of  the  year. 
How  did  Defoe  do  so  well?  Jack 

Levin  of  Shecter  &  Levin  explained  it 
to  sponsor  as  follows: 

"You"ll  note,"  he  said,  "that  while 
the  advertising  promised  big  savings. 
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^Listener  interest,  of  course 

WITH  a  tough  local  competitive  news  situation  (5  stations,  2  dailies) 

WLEU  at  Erie,  Pa.,  exercised  a  little  ingenuity  and  evolved  a  program 

high  in  listener  appeal  .  .  .  equally  high  in  sponsor  satisfaction. 

The  station  offered  — and  sold  — this  attractive  format  to  the  Bank  of 

Erie,  for  a  daily  noontime  newscast: 

Regular  opening  .  .  .  commercial .  .  .  AP  national  and  regional  news  to 

12:09  .  .  .  commercial .  .  .  then  by  remote  to  the  Bank  of  Erie  where  Pres- 
ident W.  J.  Flynn  delivers  a  brief  commentary  .  .  .  then  back  to  the  studio 

for  the  weather  and  close. 

For  his  commentary  background,  the  bank  president  uses  the  daily 

AP  feature,  "Between  the  Lines".  Mr.  Flynn  has  the  deep  conviction  the 
program  is  not  only  good  business,  but  good  citizenship  as  well. 

In  his  commentator  role,  the  bank  officer  daily  visits  the  homes  of 

people  he  serves.  Here,  the  traditionally  stilted  bank  advertising  has  been 

replaced  by  advertising  that  is  dignified  yet  carries  a  warm  and  human 
overtone. 

The  moral?  Say?  WLEU'a  General  Manager  Philip  B.  Hirsch: 

"The  secret  or  any  sale  is  fo  find  the  right  combination  of  sponsor  and 
vehicle.  News  is  a  natural  for  bank  sponsorship  .  .  .  and  since  banks 

make  their  mark  on  dependability  and  prestige,  what's  more  natural 

for  them  than  a  program  of  Associated  Press  news?" 

If  your  station  is  not  yet  using  Associated  Press 

service,  your  AP  Field  Representative  can 

give  you  complete  information.  Or  unite    

Those  who  know  famous  brands . . . 

know  the  most  famous  brand  in  news  is  JP 
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no  specific  discounts  were  mentioned. 

Giving  specific  discount  figures  is  a 
mistake  that  the  inexperienced  dealer 
w  ill  make. 

"The  important  thing  is  to  nive  the 
consumer  the  general  idea  that  there 

is  pressure  on  the  dealer  to  get  rid  of 

his  cars.  He  will  go  dew  n  to  the  show- 
room expecting  to  get  the  deal  of  a 

lifetime.  Those  radio  commercials  are 

ringing  in  his  ears. 

"Once  he  gets  down  to  the  show- 
room, the  situation  is  reversed,  assum- 

ing that  a  liiji  crowd  is  attracted.  The 

hectic  acti\  it)  makes  the  consumer  feel 
that  there  are  terrific  huys  being  made 

ever)  minute  and  that  he  had  better 

get  his  car  before  it's  too  late.  In 

other  words,  he  becomes  'buy-minded.' 
The  psychological  pressure  is  no  long- 

er on  the  salesman. 

"With  the  consumer  buying  in  this 
auction  atmosphere,  he  will  accept  as 
terrific  a  trade-in  deal  that  he  would 

consider  normal  under  ordinary  con- 
ditions. 

"This  isn't  theory,"  Levin  conclud- 
ed.   "We  saw  it  work  at  Defoe's." 

While  Shecter  &  Levin  worked  out 

A      Nothing  Succeeds  Like  Success  A 

and  there's  success  in  the 

1 sales  records  of 1 
a     Song-Ads!     ^ 

•    "Paper     Mate      Pens      are     * 

(\  Leak  Proof"  fl 

•  "Try     Listerine,     Buy     Lis-    . 
terine"  <  I 

•  "It's  Carnation   Time 

When  It's  Coffee  Time"       A 

•  "Look  tor  the  Red  Head — 

BB   Role   Rite   Pen" 

1 
1 
I 
1 
1 

Call  or  Write  Today 

About  our    d  I  J      audition 

package    of    three     original 

Song-Ads. 1 
1 

sm  s^Mt  «ivj. 
Hollywood  28.  Colli. 
Gloditono  6181 
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most  of  the  details  for  the  Defoe  sale 

il  ell.  the  agenc)  cleared  many  of  the 
idea*  with  the  Ford  district  and  re- 

gional offices.  The  Ford  people,  for 

example,  were  against  using  a  specific 
discount  figure.  The  previous  sales  in 
I  oledo  and  Philadelphia  also  gave  the 

agency  a  few  ideas. 
So  far  as  SPONSOR  could  learn,  it 

was  the  Toledo  event  that  led  off  the 

I  rain  of  blitz  sales.  It  was  run  for 

Lee  Motors  by  Beeson-Reichert,  Inc. 
and  resulted  in  103  new  Fords  sold  in 

two  days.  According  to  Automotive 
\  firs,  the  idea  came  out  of  a  meeting 

between  Raymond  F.  Tank,  president 
of  Lee  Motors  and  Frik  Hansen.  Ford 

district  representative. 
Lee  Motors  allotted  $2,500  to  the 

campaign,  used  36  one-minute  an- 
nouncements on  WTOL  and  30  one- 

minute  announcements  on  WTOD  and 

ran  ads  in  both  the  Toledo  Blade  and 

the  Toledo  Times.  The  advertising  ran 

during  the  two  days  of  the  sale. 

Here's  one  of  the  commercials,  in 

part : 

"ATTENTION !  Lee  Motors  has  100 
BRAND  NEW  FORDS  THAT  MUST 

BE  SOLD  IN  48  HOURS!  ...  In  or- 

der to  get  this  shipment.  Lee  Motors 

pledged  to  sell  EVERY  ONE  of  these 

100  new  Fords  by  MIDNIGHT  FRI- 
DAY, JULY  31!  ...  You  can  virtually 

write  your  own  ticket.  .  .  .  Just  tell  us 

the  deal  you  want.  .  ." 
The  dealer  also  used  airplane  "trail- 

er" the  second  day  of  the  sale  and,  at 
night,  scoured  the  sky  with  a  premiere- 

type  searchlight. 
Customers  bought  fast.  As  in  Balti- 

more later  on,  parts  men  and  mechan- 
ics were  pressed  into  service.  One 

salesman  earned  $1,250  in  commis- 

sions. Representatives  from  three  fi- 
nance companies  were  kept  busy. 

Regarding  the  pull  of  the  media 

used,  Lyle  Olmstead  of  Beeson-Reich- 
ert told  sponsor: 

"It  is  impossible  to  tell  which  me- 
dium actually  pulled  the  most  custom- 

ers to  Lee  Motors.  However,  judging 

from  the  remarks  of  people  at  the  sale, 

the  radio  promotion  was  extremelv  ef- 
fective. Lee  Motors  uses  radio  an- 

nouncement schedules  extensivelv  dur- 

ing special  promotions  and  uses  tele- 
vision  regularly.  The  special  promo- 

tions emplo)  a  saturation-type  sched- 
ule during  the  early  morning  hours 

and  the  later  afternoon  hours." 
As  an  aftermath  of  the  two-dav  sale, 

Lee  Motors  ran  ads  the  following  week 

saying  it  was  overstocked  with  used 
cars  because  of  the  sale  and  offering 

good  deals  on  them.  The  firm  sold  50 
used  cars  in  48  hours  and  91  during 
the  ret  of  the  week. 

The  Philadelphia  sale  was  run  by 
\.  (/.  Files,  who  owns  Ogontz  Motors, 

a  Ford  agency.  Files  is  an  old-timer 
in  the  business,  sold  his  first  car  in 

1918.  His  one-day  sale  sold  110  new 
Fords,  not  counting  trucks.  The  sale 
cost  him  81.500,  which  was  divided 

about  50-50  between  radio  and  TV. 

No  agency  was  used.  Liles  told  spon- 
sor he  feels  that  radio  pulled  more 

traffic  for  him  than  newspapers.  (He 
has  been  using  radio  for  15  vears.) 

He  used  WIBG  and  WFIL  plus  all 
three  Philadelphia  papers,  the  Inquirer, 

Bulletin  and  Daily  News.  His  cam- 

paign ran  three  days.  In  addition  to 

the  two  media,  Liles  put  great  empha- 

sis on  telegrams  to  prospective  cus- 
tomers. He  sent  out  about  1,000  the 

day  of  the  sale,  which  ran  from  7:00 
a.m.  to  midnight. 

Unlike  some  of  the  other  dealers. 
Liles  let  the  announcers  ad  lib  his 

message.  Ad  lib  radio  copy  is  popular 
with  Liles  since  one  of  his  favorite 

shows.  Doug  Arthurs  Danceland  pro- 

gram on  WIBG,  employs  this  tech- 
nique. Danceland  is  on  twice  a  day 

for  a  total  of  three  hours  and  Liles  has 

been  buying  time  on  it  for  13  years. 

Liles,  who  has  always  been  a  vol- 
ume dealer,  found  the  Ford  district 

people  interested  in  the  sale  but  some- 
what reluctant  to  push  it.  However, 

he  said  that  auto  stocks  had  been  ris- 

ing among  all  dealers  I  nationally,  new- 
car  stocks  were  at  a  postwar  high  in 

August,  according  to  Automotive 
News)  and  he  decided  to  jump  into  a 

promotion  before  someone  else  got  the idea. 

By  the  time  the  Philadelphia  sale 
was  over,  things  were  really  humming. 
The  Baltimore  sale  followed  in  a  week 

and  in  September  Mayflower  Motors 

in  the  nation's  capital  proved  the  same 
job  could  be  done  with  the  Mercury 

by  selling  87  in  one  day — which  is 
considered  a  world's  record  for  this 
make. 

The  sale  cost  Russell  Klopfer,  owner 

of  Mavflower.  about  $2,500.  More 

than  $900  went  for  radio,  81.100  for 

newspapers  and  the  rest  for  miscellane- 
ous expenses.  The  agency,  Kal,  Ehr- 

lich  &  Merrick,  bought  110  one-minute 
announcements  on  three  stations  dur- 

ing the  three  days  of  the  drive.  \\~WDC ran  60  and  the  remaining  50  were  di- 
vided between  WRC  and  WMAL.  A 

display  ad  was  used  in  each  of  the 
\\  ashington    papers,    the    Post,    Star, 
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LUERD  delivers  a  vast,  scarcely  tapped 

market -Atlanta's  great  Negro  audience! 

UIERD  stimulates  sales.  Its  listeners  go  out  and 

BUY!  They  have  confidence  in  their  station -the  only 

Negro  owned  and  operated  radio  outlet  in  the  U.S. 

UIERD  wants  the  opportunity  to  sell  for  you.  Write  for 

.  our  "Proof  of  Performance."  We're  loaded  with  success 

\  stories!  Surprising-WERD  is  your  most  economical 
radio  buy  in  Atlanta.  Call  or  write  for  details. 
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RADIO   DIVISION        \ 

Interstate  United  Newspapers,  Inc.       \ 
\ 

Represented  nationally  by        \         1000  WATTS  .  86Q  QN  EVERy  ATUNTA  D|A|_ 

jog  uioouon 

UJERD ATLANTA 

J.  B.  Blayton,  Jr.,  Gen  Mgr 
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News  and  Times-Herald. 

Here  is  part  of  one  commercial. 
Note  how  it  resembles  the  others: 

".  .  .  125  BRAND  NEW  MERCURY 
CARS  MUST  BE  SOLD  IN  24 

HOURS!  .  .  .  Though  new  Mercurys 

have  been  hard  to  get,  Mayflower  Mo- 
tors is  getting  125  by  pledging  to  sell 

EVERY  SINGLE  CAR  in  24  hours. 

.  .  .  Mayflower  Motors  is  practically 

giving  'em  awaj  .  .  .  The  craziest  trade- 

ins  and  deals  you've  ever  heard  of! 

.  .  .  Almost  any  deal  is  possible!  .  .  ." 
In  the  New  York  sale,  Palma  Motors 

of  Staten  Island  used  radio  for  the 

first  time.  Dave  Palma,  who  owns  the 

Ford  agency,  has  nothing  against  ra- 
dio, but,  like  all  Staten  Island  retailers, 

faces  a  situation  that  is  peculiar  to 

Staten  Island  alone  among  the  city's 
five  boroughs.  It  is  isolated  from  the 

rest  of  the  city  and  depends  on  local 

shoppers  whereas  the  other  four 
boroughs  have  varying  amounts  of 
inter-borough  shopping. 

"That  means,"  explained  Palma, 

"that  a  metropolitan  radio  station 
means  a  lot  of  waste  circulation  for 

me.  However,  I  thought  I'd  try  it  to 
put  some  additional  pep  in  the  cam- 

paign.   And  radio  has  been  used  suc- 

Same  old  story 
in  Rochester  .  .  . 

WHEC  WAY 
OUT  AHEAD! 
Consistent  audience  rating 
leader  since  1943. 

WHEC 
ROCHESTER,    N.Y./.. 

5,000  WATTS      % 

ttp'titnlotivl  .  .  ,  * 

iVtaCTT-McKINNIY,    Inc..  N*w  Vwfc,  Chi. 

III  f    O'CONNf  11  CO.. let  Ar.„«l«».  tan  Frcnc 

cessfully  in  the  other  sales  I  heard 

about." 

For  his  two-day  sale,  Palma  bought 

a  floating  schedule  of  38  announce- 
ments on  WMCA.  He  also  bought  a 

heavy  schedule  in  the  Staten  Island 
Advance,  a  community  newspaper.  No 

metropolitan  newspapers  were  used. 
With  all  his  waste  circulation,  Dave 

Palma  didn't  do  badly.  He  sold  96 
new  Fords  in  48  hours,  including  a 

number  to  "foreigners"  across  the  bay. 
Palma  said  he  could  have  sold  more  to 

the  outsiders  but  decided  to  discour- 

age them.  He  took  in  73  used  cars  and 
sold  71  of  them  within  a  week  of  the 
new-car  sale. 

Palma's  38  announcements  on 
WMCA  cost  him  $684,  which  averages 

out  to  $18  per  annonucement,  the  26- 
time  local  rate  on  the  station.  He  asked 

for  no  specific  shows,  but  bought  a 

run-of-the-station  schedule  covering 

morning,  afternoon  and  evening.  *  *  * 

NETWORK  RADIO   FERMENT 
(Continued  from  page  29) 

The  new  CBS  Radio  approach  is 

called  The  Repeat  Plan.  It's  designed 
to  give  the  advertiser  whose  show  earns 

a  10  rating  the  chance  to  make  his  rat- 
ing in  effect  reach  20  while  at  the  same 

time  lowering  his  cost-per-1,000. 
Crux  of  the  matter  is  that  talent 

costs  for  the  taped  "repeat"  broadcast 
would  be  a  fraction  of  the  original  tal- 

ent nut  and  cost  for  time  would  be 

lower  as  well  due  to  discounts.  An 

evening  advertiser  with  a  cost-per- 
1,000  homes  of  $5.32  (see  table  I 

could  hit  a  cost-per-1,000  of  $3.91  by 

replaying  his  show  in  good  evening 

time  the  same  week.  (That's  based  on 
the  specific  case  of  a  show  now  on  the 
CBS  Radio  network.  Before  the  show 

was  bought  this  fall,  CBS  pitched  it  to 
several  advertisers  on  a  Repeat  Plan 
basis.  Several  other  major  programs 
were  similarly  presented  and  in  one 
case  CBS  came  close  to  selling  a  major 

mass-product  manufacturer.) 

The  Repeat  Plan  is  just  about  un- 
pin edented  for  nighttime  radio  in  gen- 
eral though  there  have  long  been  I  1  I 

shows  in  the  afternoon  which  are  re- 

peated at  different  times  the  same  day 

l  usually  on  different  networks):  and 
'2  i  some  net  radio  slmus  which  are 
aired  twice  on  the  West  Coast  the  same 
da) . 

CBS  points  out  that  Jack  Benny  is 
heard   on   the  CBS    Pacific  Coast  Net- 

work at  4:00  p.m.  PST  (live  I  and  at 

9:30  p.m.  PST  I  tape) .  The  earlier  live 

show  got  an  11.1  Nielsen  (October  '52- 
April  '53)  on  the  Pacific  Coast.  The 
later  show  hit  13.2.  (National  rating was  12.9.) 

Research  data  prepared  by  CBS  Ra- 
dio indicates  that  the  same  show  aired 

twice  on  different  nights  of  the  week 

would  get  as  good  or  better  audience 
the  second  time.  If  the  show  got  a  10 

the  first  time,  that  leaves  the  remain- 

ing 90%  of  U.S.  radio  homes  which 
haven't  heard  it.  Somewhat  similar 

reasoning  has  been  applied  to  televi- 

sion as  in  WOR-TV,  New  York's 
Broadway  Theatre  which  carries  the 

same  play  five  nights  a  week. 

4.  EXCITEMENT:  A  major  prob- 
lem in  selling — and  staffing — the  radio 

networks  has  been  that  radio  isn't  fun 
any  more.  Not  for  clients  who  used  to 
flock  to  broadcasts;  not  for  ambitious 

\  oung  men  who  used  to  fight  for  the 

chance  to  start  as  a  page  boy  in  a  sta- 
tion. TV  has  robbed  the  glamor.  So 

another  objective  on  network  radio's horizon  is  to  find  ways  of  bringing 
back  some  of  the  excitement. 

Excitement,  or  the  lack  of  it,  netw  ork 

diagnosticians  say,  has  lost  many  a 

sale  for  radio.  Clients  allow  their  per- 
sonal apathy  toward  radio  to  influence 

them  rather  than  the  facts  about  radio 
results  and  listening. 

Over  this  next  season  you'll  see  ex- 
amples of  audience  promotion  which 

are  designed  to  create  interest  and  talk 

about  radio  among  listeners  and  adver- 

tisers. NBC  Radio's  use  of  audience 
promotion  announcements  on  NBC  TV 

O&O  stations  is  typical  of  what's  to come.  Ted  Cott,  NBC  Radio  operating 

v.p.,  came  up  with  the  idea  to  ballyhoo 

launching  of  the  network's  28  new  ra- 
dio shows  early  this  month. 

Another  Cott  idea  in  the  same  vein 

is  a  mass  mailing  to  1,000.000  radio 
families  asking  them  for  their  reactions 

to  programing  and  suggestions. 
No  one  thinks  radio  can  regain  the 

glamor  it  enjoyed  during  its  first  20 
bonanza  years.  But  all  the  new  ideas, 
the  new  sales  plans,  the  stunts  and  the 

fisticuffs  are  an  advertiser's  best  proof that  network  radio  is  full  of  vitamins 

and  vinegar.  A  Rip  Van  Winkle  who 
went  to  sleep  in  a  control  room  back 
in  1933  would  be  amazed  at  what  net- 
work  radio  turned  out  to  be  in  1953. 

But  chances  are  he'd  be  even  more 
amazed  if  he  went  back  to  sleep  and 

took  a  look  again  in  1973.  *  *  * 
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John  I.  Hyatt,  General  Soles  Manager,  Television  Station  WTVI 

from  St.  Louis 

another 

outstanding 

experience 

in  selling 

through  SRDS 

national  representative 

applauds  WTVI  service-ad 

Mr.   John    S.    Williams,    "in»£«r Midwest    SileS 

Standard    Rate    &    Data    Servlco,    Inc. 
313    I.'orth    Vtlchlgan   Avenue 
Chloago    1,    Illinois 

Dear   Mr.    Williams  i 

Just    a    line    to    tell    you    of    the    tremendous    reaction  we 
bare    had    to    our   *tell-all"    color   ad    In   Standard    Rate    & 
r,ata.      Our    national   re  pa ,    Heed    &   Company,    hare    Informed 
us    that    this    ad    was    a    real   stopper,    causing    tremendous 
Interest    In  WTVI    by   all   of    the    leading    time    buyers    around the    country. 

We,    at   WTVI,    certainly   appreciate    the    value    of   advertis- 
ing   In   Standard    Hate    &    Data,    since  we    hare    recelred    numerous 

Inquiries    dlreot    from   agencies    all    over    the    country   asking 
for   aTallablll ties,    as    a   result    of    our    "tell-all"    ad. 

We  definitely  feel  that  this  ad  Is  extremely  Taluable  to 
us  In  launching  our  national  advertising  campaign.  As  a 
new  station,  we  had  a  particular  Job  to  do  — and  th\t  was 
to  let  all  time  buyers  lenenr  that  St.  Louis  was  no  longer 

a  single-station  nar'.iet...  a  second  station,  IfTVT,  had 
entered  the  picture  as  a  *big  league'  operation,  and  our 
announcement  on  Uajor  League  Baseball  carried  the  story 
to    all    corners    of    the    United    States. 

In   my   recent    travels,    I    found    the    time    buyers   were    familiar 
with   WTVI    as    a   result    of    this    2-page    color   ad. Sincerely, 

LEVISIOK  STATION  W T.~ 

roan  I.    Hyatt        Q 
/General   Sales    Manager 

General   Sales   Manager   Hyatt's   letter  tells 
how  SERVICE-AD  helps  sell  time. 

8  Ways  a  SERVICE-AD  in  SRDS  Helps  Sell  Time 
1  It   helps    known    prospects    recoil    the    gist   of   the    so'es   story    your    representa- 

tives   and    your    promotion    are    telling. 

2  It  helps   unknown   prospects  to   decide   to  coll   in   your    representatives. 

3  It    goes    to    ogency-client    conferences. 

4  It    remains    instantly    accessible   to    the    SRDS    user    who    is    working    nights    or 

weekends. 

5  It    provides   Hftoble   material   for   Inclusion    in    media    proposals. 

6  It    makes    possible    a    good    "action "    closing    for    other    promotion,    directing 
prospects  to  your   SERVICE-AD   in    SRDS  for   more    information,   fosr. 

7  It  keeps  your  story   in  the  only   place  you   can   be  certoin  that   everyone  who 
uses    it    is    interested    in    stations    right    then. 

8  It    provides    o    "lost    chance      point    from    which    a    prospect    con    get    a    final 

"briefing"    on    your    story    before    he    makes    his    final    decision. 

Informative  SERVICE-ADS  in  SRDS  tell  time  for  you,  because  they  deliver 

wanted  information  to  your  prospect  at  the  time  he  it  uting  STANDARD  RATE 
to   make   ttation   telectiont. 

Standard  Rate  and  Data  Service,  Inc. 
The  National  Authority  Serving  the  Medio-Buying  function      •       Walter  E.  Botthof,  Publisher 

1740  Ridge  Ave.,  Evanston,   III.  Salet  &  Service  Offices      New  York   *    Chicago  *    Lot  Angelet 

19  OCTOBER   1953 131 



ROUNDUP 
{Continued  jrom  page  58) 

tnercial  for  S.O.S.  scouring  pads.  In 
the  announcements  she  asserts  that  af- 

I «  i  all  the  Bay  Area  ladies  have  fin- 
ished cooking,  it  would  be  nice  if 

the)  (leaned  up  their  dirty  pans  and 

things  with  S.O.S. 

The  persuasiveness  of  Mrs.  Green's S.O.S.  announcements  was  such  that 

a  goodly  number  of  her  listeners  de- 
cided to  follow  her  advice,  and  the  first 

thing  S.O.S.  knew,  the  sale  of  scouring 

pads  in  San  Francisco  had  taken  a  no- 
ticeable swing  upward. 

Now  Mrs.  Green  not  only  is  telling 
Californians  but  also  housewives  in 

most  of  the  other  states  about  S.O.S. 

So  impressed  were  the  scouring  pad 

manufacturer  and  its  agency,  McCann- 
Erickson,  that  they  produced  films  of 

Mrs.  Green's  commercials  which  now 
are  being  shown  on  about  50  NBC  TV 

stations.  This,  says  KRON-TV,  is  prob- 

ably the  first  time  a  local  TV  per- 
sonality has  done  such  a  good  job 

that  the  sponsor  decided  to  use  her  for 
nationally  distributed  commercials. 

Several  are  being  used  on  Hawkins 

Falls    (11:00-11:15    a.m.    weekdays). 

BMI 
TV  Film  Licensing 

With  the  establishment  of  a  new 

TV  Film  LICENSING  Depart- ment. BMI  enlarges  its  service 
to  Television. 

The  facilities  of  this  new  depart- ,,,,  M,  .,,,  available  to  TV  pro- 
ducers, advertising  agencies  and 

their  clients,  TV  film  distrib- 
music  conductors  and 

one  in  TV  concerned  with 
programming. 

This   new   BMI   service  will: 

t  in  the  selection  or  crea- 
tion of  music  for  films — theme, 

background,  bridge,  cue  or  inci- 
dental mood  music  •  Aid  in  mu- 

sic clearance  •  Help  proteel 

music  "■■'•in  sbip  rights  •  Ex- 
tend  indemnity  to  TV  stations ■ii  our  music  on  film 
.    An  lions   concerning 

niu^ic    rights    for    fu- 
residual     usage,    and    help 

solve     all     other     problems     con- 
cerning the  use  of  music  in  TV. 

Let    BMI    give    you    the    TV 
Music    Story    today 

(all  or  write 

BMI    l\    FILM   I  [CENSING 
DEPARTMENT 

BROADCAST  MUSIC,  INC. 
NEW  YORK     •    CHICAGO    •    HOLLYWOOD 

TORONTO MONTREAL 

WKY-TV,  Oklahoma  City,  Okla., 
which  is  often  received  in  such  distant 

places  as  Western  Pennsylvania,  Mex- 

ico City,  Cuba,  Ontario.  Canada.  Geor- 

gia, Louisiana,  New  York.  Idaho.  Mon- 
tana and  Pennsylvania,  has  added  a 

new  viewer:  Charles  W.  Batle)  of  20 

Grosvenor  Gardens,  London.  Batle) 

not  only  sent  WKY-TV  a  letter  telling 
about  the  reception,  but  enclosed  a 

photograph  of  the  station's  identifica- t'on  slide  as  received  on  his  set.  Al- 

though WKY-TV  has  operated  with 
maximum  power  of  100  kw  from  its 

six-bay  superturnstile  antenna  since  1 
October,  at  the  time  Batley  reported 

leception  the  station  was  operating 

with  16.8  kw  and  five-bay  antenna 

from  atop  its  968-foot  tower.  WKY- 
TV  is  on  VHF  Ch.  4. 

Advertising  managers  and  account 

executives  needn't  scratch  their  heads 
when  asked  how  much  a  radio  or  TV 

jingle  costs.  A  spot  production  cost 
estimator,  which  can  be  folded  to  fit 

into  your  pocket,  is  being  issued  by 

Gordon  M.  Day  Productions.  New 

York.  "A  hundred  pages  of  talent  con- 
tracts have  been  boiled  down  to  what 

an  advertiser  needs  to  know  in  one 

page,"  says  Dav.  Both  maximum  and 
minimum  production  charges  are  list- 

ed. The  cost  estimates  are  arranged 
in  tabular  form. 

Richard  C.  Robv,  alias  James  R. 

Nelson,  for  the  past  three  years  has 
been  working  for  an  Amarillo.  Tex., 

lumber  companv.  All  went  well  until  a 

few  days  ago  when  KGNC-TV,  Ama- 
rillo, flashed  a  picture  of  Robv  on  its 

Wanted  by  the  FBI  program.  A  few 
hours  after  the  program,  Robv  was 

arrested.  "His  arrest  resulted  solelv 

from  the  television  broadcast."'  said 
James  K.  Mumford,  FBI  special  agent 
in  charge  of  the  Amarillo  district. 

Rob)  was  wanted  on  federal  charges 
of  embezzlement  of  $445  from  a  Cali- 

fornia bank. 

\n  advertising  agency  secretan 

won  NBC's  "Trade-Ad  Contest"  and 
she's  received  M.000  worth  of  RCA 
products  to  help  her  start  housekeep- 

ing in  her  new  apartment.  Mrs.  Pa- 
tricia Minkner  is  a  secretarv  with  the 

Dan  B.  Miner  Co.,  Los  Angeles,  and 

won  the  contest  b\  listing  what  NBC 

contends  are  its  nine  basic  points  of 

leadership.  Runners  up  in  the  contest 

were:  George  E.  Morgan,  member  of 

the  advertising  department  of  Swift  & 

Co..  Chicago:  Mrs.  Florence  C.  Drag- 

on, secretary  to  J.  M.  Geary,  vice  pres- 
ident of  Roche,  Williams  &  Cleary  Inc., 

Chicago;  Steuart  Henderson  Britt,  vice 
president  of  Needham.  Louis  &  Brorby, 

Chicago;  and  John  L.  McQuigg,  exec- 
utive vice  president.  Lennen  &  Newell 

Inc..  Detroit. 

To  find  out  what  its  listeners  like 

best  about  radio,  WFAA,  Dallas,  is 

awarding  a  Philco  portable  radio  each 

day  I  from  28  September  to  25  Octo- 
ber I  for  the  most  sincere  and  original 

completion  in  50  words  or  less  of  the 

phrase,  "I  like  radio  because.  .  .  ." 
The  final  grand  prize  will  be  a  S500 

government  bond.  Alex  Keese.  WFAA 

manager,  said  the  contest  "stemmed from  a  sincere  desire  to  know  what 

listeners  like  best  in  the  way  of  radio 

entertainment,  so  that  we  can  conduct 

our  programing  accordingly.  .  .  ." 

Radio  stations,  which  for  years  have 

been  airing  musical  jingles  for  their 

sponsors,  have  decided  to  use  the  same 

technique  for  their  own  promotion. 

KNBC,  San  Francisco,  is  the  latest  sta- 
tion to  inaugurate  the  use  of  musical 

station  breaks.  The  jingles  are  pro- 
duced by  Song  Ads,  Hollywood  firm 

which  also  prepared  the  jingle  station 
breaks  used  on  KMPC,  Hollywood. 

WJNC,  Jacksonville,  N.  C,  is  telling 

admen  currentlv  there's  no  short  cut 
to  happiness  except  through  using 
WJNC.  The  station  attached  a  key  to 
a  card  (which  lists  WJNC  rates  on  one 

side),  with  the  notation,  "Your  key  to 

happiness."  A  Conlan  report  for  the Jacksonville  area  also  was  enclosed. 
•  •  • 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minutes  hunting,  fishing  and  outdoors  with 
Dave  Newell.  High  class  panel  type  entertain- 

ment. Write  for  audition  prints. 
SYNDICATED  FILMS 

1022  Forbes  Street  Phone;  EXpress  1-1355 Pittsburgh  19,  Po. 
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IS 

YOUR 

station 

a  needle 

► 
► 

in  a  ► 

haystack 1 ? 
t 

Du  account  executives,  timel  .  and  ad  managers 
in  New  York,  Chicago,  Detroit  anil  elsewhei 

know  your  specialized  programing! 

Among  Hh-  nearlj  3000  radio  stations  and  grow  ing 
hundreds  of  TV  stations  in  the  U.  S.,  do  they  know 

'  special  audience  appeals     whether  it  be  to  the 
1:11111  audience,  negro  audience,  concert  music 
enthusiasts,  sports  fans,  foreign  speaking  elemenl 
Spanish  (Mexican)  audience,  all-night  audience, 
music  ami  news  audience,  or  what  have  youl 

Because  buyers  of  broadcasl  advertising  repeatedh 
asked  sponsob  for  lists  of  stations  in  specialized 
program  categories,  the  L954  station  sele<  cob 
is  being  compiled. 

The  station  selegtob  does  nol  rate  stations.    It  does 
not  editorialize.    It  simply  Lists,  category  by  category, 
all  stations  employing  RFDs  and  featuring  farm 
service;  all  stations  featuring  classical  music; 
all  stations  featuring  sports ;  all  stations  in  many 
more  categories.    Whatever  your  special  categories 
may  be,  the  station  selectob  will  li>t  them,  together 
with  the  total  amount  of  time  devoted  t"  each. 

Preferred  positions  adjacenl  to  your  categories  an' 
being  accepted  now.   Minimum  space  is  one-half  page. 
Frequency  discounts  1"  schedule  advertisers  in 
sponsob  apply.   Advertising  deadline  December  L0. 

The  station  selectob  will  go  to  all  of  sponsob's  big 
advertiser,  agency,  and  other  industry  executive 
circulation.   Circulation  guarantee  is  L0,000  copies. 

1954  STATION  SELECTOR 
Qui  Jftiiiiffi't/  I.9.T4  •     Xtlvevtisitiif    deadline   December    10.    /?>.">.'» 

Clip  this  handy  coupon  today! 

1       SPONSOR  SERVICES,  INC,  40  east  49th 
STREET,     NEW YORK 

17 1 
1 
1 
1 
1 

Some  of  the  categories 

farm  service 

negro 

all-night 

music  and  news 

foreign    language 

d.j.  and   personalities 

concert  music 

sports 
Spanish     (Mexican)     language 

western  music 

hillbilly  music 

women's  service 

financial 133 

Please  reserve  following  space  in  the  19, 

□  double  truck                         $780 

□  full  page                               $390 

□  half  page                               $220 
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frequency 

discounts 
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MARKS 

THE 

SPOT! 

in  w  c  s  t  e  r  n  Massac  husetts, 

where  more  and  more  na- 

tional spot  ad .  i  isers  are  im- 

proving  local  coverage  at  low- 
est cost  per  thousand.  Only 

full-time  independent  station 

serving  Springfield,  WTXL 

has  the  largest  7:30  to  8:00 

A.M.  audience  ol  any  station 
in   the  area. 

For  avails  and  other  info)  /nation. 

call  Larry  Reilly,  Gen.  Mgr., 

WTXL,  Springfield,  Mass.,  9-47  68, 

01  any  office  of  the  Walker  Repre- 
sentation Co.,  Inc. 

£>utce  t6e  TiJfaft, 
7:00  A.M.- 

8:30  A.M. 

3.2 
PULSERATIN6* 

•Pulie     of     New     Orleans     (May-June     'S3) 

BLATZ  BEER  Now  In  4th  Year  .  . 

PET  MILK  Now  In  3rd  Year  .  .  . 

With  ERNIE  THE  WHIP 

Enjoy  rising  sales  and  keep  good 

company  with  Gold  Medal  Flour, 

Groves  Bromo  Quinine,  Coca  Cola, 

Lou  Ana  Oil,  Bayer  Aspirin,  Bond 

Bread,  Calumet  Baking  Powder, 

Carnation  Milk,  7  Up,  Dixie  Beer, 

Groves  4-Way,  Water  Maid  Rice, 

"666,"  Lysol  and  others.  The  only 

100r<  Negro  programmed  station, 
only  all-Colored  announcing  staff, 
WMRY  does  the  big  job  in  the 
important  Greater  New  Orleans 

Negro   market. 

Incurrence  L.  Shenfield,  who  a  fortnight  ago 

retired  from  Doherty,  Clifford,  Steers  &  Shenfield 

as  board  chairman,  gave  SPONSOR  this  over-all  look  at 
advertising  based  on  his  34  years  in  the  business. 

"The  greatest  change  in  adtertising  is  the  steady 
trend  toward  applying  scientific  measurements  a 
priori  to  the  art  of  selling  through   words  and 
pictures.    The  greatest  benefit  of  this  trend  is 
the  prompt  elimination  of  catchy  ideas  that  may  not 
catch  on.    And  the  greatest  danger  of  this  same 
trend  is  the  threatened  reduction  of  creative 

imagination    to    a    minor   role   in   advertising." 

Sigurd  Larmon,  president  of  Young  &  Rubi- 
cam,  advocates  the  need  for  an  annual  audit  of  all 
phases  of  advertising  activity,  its  accomplishments 

and  shortcomings.    "The  audit  group,"  said  Mr. 
Larmon,  "should  be  composed  of  outstanding  rep- 

resentatives of  the  ANA,  the  4A's,  and  all  media. 
The   advertising   business — advertisers,   agencies   and 

media,"  he  said,  "can   do  a   better  job   of  meeting 
their   responsibilities — and   without    the   necessity 

for    further    government    intervention — by    co- 
operating in   such    an   audit   to   insure   better 

control   within   the   industry   itself." 

•Variine  E.  Miller,   vice  president  of  C.  E. 

Hooper  Inc.,  is  proud  of  the  high  ratings  which  the 
Advertising   Women   of  New   York  have  been 
getting.    She  has  been  president  for  the  past  year 
and  a  half.    During  her  term  AW  NY  has  begun  its 

25fA    annual   "survey   of   advertising"    course   for 
young  women    {enrollment   this  year:    185);   and  it 

has  won  the  Advertising  Federation  of  America's 
first  national  award  for  sponsorship  of  "the  best 
advertising  class  in   the  I  nited  States."    The  course 
has  made  it  possible  for  hundreds  of  ambitious 
women  to  get  ahead  in  business.   Miss  Miller  said. 

Malcolm   Yfugrierirfge.  who  is  editor  of 

Punch,    Britain's    112-year-old   humor    magazine, 

doesn't   see   anything    very   funny   in    the   BBC's 
monopoly  of  broadcasting.     Muggeridge  scoffs  at 

publishers   and  politicians    who   "blanch"   at   the 
thought   of   hearing  radio   advertising   which    they 

read    'with    equanimity"   in    their   neicspapers. 

Speaking  at  the  annual  dinner  of  England's  Institute 
of   Incorporated   Practitioners   in    Advertising  last 
month,   Muggeridge   advocated   that   commercial 
Tl    stations   be   licensed  in   England   to   compete 
with  government-owned  BBC. 
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fotations 
K  XL 

PORTLAND 

K  XL  Y 

SPOKANE 
quit    . -  shoviu 

K  XL  F 

BUTTE 

K  XL  L 

MISSOULA 

K  XL  J 

HELENA 

K  XL  K 

GREAT  FALLS 

*   
 * 

K  XL  Q 

BOZEMAN 

K  XL  Y-TV4 
SPOKANE 

K  XL  F-TV6 
BUTTE 

YOU  CAN'T  COVER 
the  PACIFIC  NORTHWEST 
WITHOUT  cjne/; 

When  You're  Way  Up  High 

KXLY-TV4 
spokanev  Washington 

Highest  antenna  in  the 
Pacific  Northwest ! 

PACIFIC  NORTHWEST  BROADCASTERS 

EATTLE.    WASHINGTON 

Jones    Building 
Mutual   3377 

•  Everyone  Can  See  You 

THE  WALKER  COMPANY 

SAN  FRANCISCO  S.  CALIF. 

116  New  Montgomery  St. 

EXbrook   2-8033 

HOLLYWOOD  28.  CALIF. 

6381    Hollywood   Blvd. 

Hollywood  9-5408 

MINNEAPOLIS  2.  MINN. 

1687   N.W.    Nat.   Bank   Bldg. 
GEneva   9631 

NEW  YORK   17.   N. 

347  Madison  Aven 

Murrayhill   3-5830 

CHICAGO   I.   ILLINOIS 

360  North  Michigan 

Andover  3-S77I 
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SPEAKS_ 

Want  to  sell  the  farmer? 

It's  a  little  harder  this  year. 
Farm  income  is  off  about  6%. 

You've  got  to  si rotcli  that  advertis- 
ing dollar  to  bring  in  the  same  business. 

You  can  either  continue  using  the 

expensive  farm  papers  or  try  the  more 
economical  air  media. 

More  economical  because  they  reach 

more  people  more  often  at  lower  cost. 
For  example,  some  farm  areas  have 

over  99%  radio  saturation.  "And 
farmers,"  says  BAB's  Gale  Blocki, 
"don't  use  these  radios  as  doorsteps." 

As  for  TV,  nearly  one  out  of  every 
five  TV  stations  (18.5%)  airs  one  or 

more  farm  TV  shows,  sponsor's  cur- 
rent study  (see  page  76)  shows.  Two 

years  ago  farm  TV  was  a  dream. 
I  util  the  advent  of  radio,  the  ad- 

vertiser had  only  one  medium  with 
which  to  reach  the  farmer  exclusively: 

the  farm  paper.    With  radio  it  became 

easier  and  cheaper  to  sell  the  rural 
areas  because  of  the  greater  coverage 
and  the  intense  listener  loyalty. 

The  smart  advertisers,  like  Allis- 
Chalmers,  Pioneer  Seed  Corn.  Ralston 

Purina,  Staley  Milling,  International 
Milling  and  Ford  Tractor  dealers, 

realized  this  and  profited  with  radio. 

More  general  advertisers  are  jump- 

ing on  the  Farm  Radio  and  TV  band- 
wagon. This  upsets  the  competitive 

picture,  and  as  a  result  still  more  ad- 
vertisers will  have  to  take  to  the  air. 

The  Farm  Radio-TV  Section  in  this 

issue  brings  you  up  to  date  on  both 
media.  In  addition,  it  contains  a  sharp 

analysis  of  how  U.S.  ad  agencies  and 
clients  regard  and  use  them. 

Whose  fault  is  it? 

The  San  Francisco  branch  of  the 

American  Association  of  F  niversity 

Women  set  up  a  radio-TV  section  to 
study   the  air  media.    It  reported: 

"Television  commercials  so  abuse 
the  standards  of  briefness,  honesty 

and  good  taste  that  we  leave  the  disci- 
pline of  this  advertising  monstrosity  to 

the  Code  Review  Board"  of  NARTB. 
And  Sigurd  Larmon,  president  of 

Y&R,  told  the  ANA  convention  in  Chi- 

cago recently  that  not  only  TV  com- 
mercials but  TV  and  radio  programs 

as  well  need  an  audit  to  cut  down  on 

bad  practices,  primarily  excessive  com- 
mercials. But  of  greater  significance, 

he  suggested  that  an  audit  group  be  or- 
ganized from  the  ANA,  the  AAAA, 

print  media,  air  media  and  outdoor 
associations  to  examine  the  problem. 

Applause 

Join  the  fact-finders 

\\  flliam  Graham  Sumner  says,  "If 
\"ii  \r  not  to  live  under  a  government 

run  b)   a  committee,  be  on  it." 
We  say,  "If  you're  in  advertising, 

be  a  member  of  the  Advertising  Re- 

sear<  li  Foundation." 

["his  non-profit  organization  is  cele- 
brating  it-  second  birthda)  since  it  was 
i< •'  onstitUted  in  the  fall  of  1951.  It 

bad  onlj  two  spon;  "i  s  then :  the  1  \  - 

ami  the  W  \.  Tnda\  it  has  l<"n  mem- 
bers,  broken   down   as   follows: 

136 

Advertisers — 58,  agencies — 65,  me- 
dia— 57.    (sponsor  is  one  of  the  57.) 
Since  it  was  founded  in  1936,  the 

ARF  has  issued  some  200  validated 

media  research  reports,  representing 
nearK  $2  million  in  expenditures,  for 
the  benefit  of  all  advertising. 

\ir\  lew  <pf  these  have  been  on  ra- 

dio— or  TV.  But  this  is  a  fault  of  the 

membership  which  pays  for  the  stud- 
ies,  rather  than   the   ARF. 

The  ARF  is  now  close  to  complet- 

ing its  first  of  a  series  of  report-  on 
radio  and    l\    rating  services.    This  is 

Ibe  NARTB  Television  Code  Re. 

view  Board  will  soon  issue  its  "Report 

to  the  people  of  the  FJnited  States." 
But  despite  the  suggestion  of  the  Fris- 

co ladies,  the  NARTB  and  its  con- 

scientious, hard-working  Code  Review 

Board  can't  solve  the  problem  alone; 
sponsors,  agencies  and  broadcasters 
must  all  cooperate. 

Larmon's  suggestion  for  an  all-media 
audit  group  of  advertising  certainly 
deserves   consideration. 

Color  TV   draws    em 

The  industry  is  girding  for  color. 
But  amid  all  the  excitement  the  facts 
of  life  so  far  as  color  TV  is  concerned 

are  being  introduced  to  network  affili- 
ates, as  well  as  agencies,  with  startling 

impact. Close  to  150  TV  station  executives 

gathered  in  New  York  early  in  Octo- 

ber to  get  some  of  the  "facts"  from 
CBS.  They  heard  President  Frank 

Stanton  say,  "Color  TV  ...  is  here 

for  keeps,"  but  they  also  learned  that 
it  would  cost  a  four-camera  station 
more  than  $750,000  to  get  into  TV 

and  an  eight-camera  station  about  $1,- 

500,000.  They  also  learned  that  a  100- 
camera  network  would  cost  CBS  about 
si  0.000,000. 

We  agree — "Color  TV  is  here  for 

keeps."  But  we  are  also  convinced  that 
manv  stations  which  figured  on  rush- 

ing into  color  will  give  it  plenty  of 

thought.  However,  TV  economics  can 

change  quickly.  Here's  hoping  that  in 
the  case  of  color  it's  sharply  down- 
ward. 

but  a  first  step.  It  should  follow  with 
studies  on  audiences  of  commercials 

(in  comparison  with  programs  I,  the 
effectiveness  of  integrated  commercials 

against  non-integrated  commercials, 

the  percentage  of  loss  of  audience 

when  double,  triple  or  quadruple  spot- 
ting is  allowed  and  other  problems. 

The  officers  (and  the  100-plus  agen- 

cy and  advertising  executives  who  do- 
nate their  time  freely  to  the  ARF  with- 

out compensation)  deserve  the  highest 

praise  for  making  the  new  ARF  such 
a  lusty  two-year-old. 

SPONSOR 
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In  the  "Heart  of  America"  if  it's  LOOK 
or  LISTEN -RADIO  or  TELEVISION  - 
ADVERTISING  OR  SELLING.... 

The  SERVICE  is  COMPLETE  with 

. 

KMBCKFRM 
CBS    RADIO    FOR    THE    HEART    OF    AMERiCA 

and  Channel 

Represented   Nationally 

by  FREE  &  PETERS,  Inc. KMBCTV 
BASIC  AFFILIATE  CBS  TELEVISION  NETWORK ...  SHARING  TIME  WITH  WHB-TV 
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gazine  Radio  and   ■  advertisers  use 

What's 
outside 

WITHtown? 

WITHtown  is  what  we  call  the  area  cov- 

ed by  W-I-T-H.  It's  Baltimore  City  and 
e  heavily  populated  parts  of  the  sur- 
unding  counties. 

Outside  WITHtown  is  some  of  the  most 

autiful  farm  land  in  America.  But  mighty 

w  people.    Mighty   few   prospective   cus- 
ers. 

Inside    WITHtown    are    375,000    radio 
>mes.    No    other    station    in    Baltimore 

gardless  of  power  or  network  affiliation — 

can  offer  you  substantially  more  than  that, 
because  network  affiliates  overlap  each  other 
in  coverage. 

At  W-I-T-H's  low  rates,  you  get  more 
listeners-per-dollar  than  from  any  other 
station  in  town. 

We'd  like  you  to  hear  the  whole  story 
about  W-I-T-H  and  its  dominant  position 
in  the  rich  market  of  Baltimore.  Just  ask 

your  Forjoe  man. 

IN    BALTIMORE WIT .>w. 
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RONSON DOES    A    COMPLETE    JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS 
WMBG 

WCOD 

WTVR 

r 

WTKR~*\ ^-klCHMONB^ HAVENS  &  MARTIN  INC. 

FIRST      STATIONS     OF     VIRGINIA 

To  give  you  that  immediate,  convenient  light, 

RONSON  does  a  complete  job.    Behind  every  light 

is   RONSON's  thorough  attention   to  engineering, 
styling  and  distribution.    You  never  miss  with  a 
RONSON  ...  for  RONSON  puts  in  the  palm  of  your 

hand  the  sure-fire  results  you're  always  looking  for. 

Ever  have  the  Richmond  market  in  the  palm  of  your 

hand?    The  Havens  &  Martin,  Inc.,  Stations  can  do 

that  for  you.    Years  of  pioneering  and  know-how 
deliver  results  in  this  rich  market.    WMBG,  WCOD 

and  WTVR  offer  you  loyal  listeners.    Fine 

entertainment  and  public  service  round  out  a 

complete  job.    Join  the  other  advertisers  who  have 

made  the  First  Stations  of  Virginia  their  first  choice. 

WMBG  am  WCOD   m  WTVI 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 



Du  Mont  expects 

$13    million 

Air   programing 
follows    leaders 

Copy  claims 

questioned 

SPONSOR,  radio, 

TV  on  4A's  agenda 

300th    member 

joins  the  4A's 

Peter  Paul  ups 

100%   air  budget 

Baloney,  nut  firms 

sponsor  returns 

L 
SPONSOR,  Volume  7.  No  21. 
Ittlon  Offices  40  E.   49th   St.. 

Brisk  sales  pace  at  Du  Mont  TV  network  has  web  almost  into  black  ink. 

DTN  expects  to  hit  513  million  in  ad  revenue  *  53 ,  with  15,312  quar- 
ter hours  sold  during  1953  vs.  1952  figure  of  8,288.   Billings  are 

up  30";  17  new  clients  have  signed.   Flagship  outlet  WABD,  under 
SPONSOR'S  ex-ad  director  Norm  Knight,  expects  to  gross  record  |4  mil- 

lion alone.   Despite  increases,  Du  Mont  couldn't  hold  able  Chris 
Witting,  who  leaves  1  January  to  head  Westinghouse  stations.   General 
Manager  Ted  Bergmann  will  succeed  him  as  managing  director. 

-SR- 
Follow  the  leader:  "FACTuary"  reports  there  were  5  radio  situation- 
comedies,  6  TV  last  year,  new  totals  are  11  in  radio,  21  in  TV.   For 
how  SPONSOR  feels  about  TV  programing  mediocrity,  see  page  106. 

-SR- 
Much  was  said  at  recent  4A's  meeting  in  Chicago  re  lack  of  respect 
some  groups,  especially  young  people  of  college  age,  hold  for  adver- 

tising as  profession.   En  route  home  by  train  one  SPONSOR  editor 

checked  all  148  ads  in  current  "Life."   Result:  81  ads  or  54.7%  were 
considered  to  be  completely  true,  24  or  16.2-  were  considered  mis- 

leading in  part,  43  or  29.0"  were  considered  questionable.   Much  of 
same  copy  appears  in  other  publications  and  on  air. 

-SR- 
Resurgence  of  radio,  TV's  current  status  will  have  prominent  spot  on 
agenda  of  4A's  Southeast  Chapter  in  Atlanta  13  November.   Among  speak- 

ers: 4A's  President  Fred  Gamble,  FC&B's  Sherwood  Dodge,  agency  presi- 
dent Earle  Ludgin  of  Chicago,  C  &  W's  Jack  Cunningham,  Cox 

Stations'  Leonard  Reinsch,  SPONSOR'S  Ray  Lapica.   Lapica  addressed 
closed  management  session  of  4A's  Central  Council  in  Chicago  15 
October  on  "A  reporter's  report  on  media  evaluation." 

-SR- 

Don't  be  surprised  if  holdout  N.  W.  Ayer  &  Son,  Philadelphia,  finally 
joins  4A's.   Latter' s  299th,  300th  members  were  inducted  at  Chicago 
meeting  recently:  Greenhaw  &  Rush,  Memphis,  Vance  Pidgeon  &  Associ- 

ates, Minneapolis.   4A's  has  160  applicants;  19  being  voted  in. 
-SR- 

Peter  Paul  of  Naugatuck,  Conn.,  spending  $1.5  million  this  year — its 
entire  ad  budget — on  radio  (70%)  and  TV  (30%)  ,  will  up  budget  for 
next  year.   Candy  firm  using  local  news,  announcements  in  135  radio 

markets,  announcements  only  in  14  top  TV  markets.   Maxon's  Bob  Ferry 
is  account  executive  for  Peter  Paul. 

-SR- 
Success  story:  After  Godfrey  plugged  Hebrew  National  Kosher  Meat 
Products  on  air,  salami  and  baloney  firm  started  to  get  national  dis- 

tribution.  Tomorrow  night  (3  November)  firm's  sponsoring  New  York 
mayoralty,  N.J.  gubernatorial  election  returns  on  New  York's  WABC, 
WCBS,  WOR  (Mutual)  as  its  first  major  air  effort.   Sponsor  of  elec- 

tion returns  on  WNBC-WNBT  (NBC):  Chock  Full  O'Nuts. 

2  Nomnber  1953     Published  hlueeklv  hv  SPONSOR  Publication    I:.       it  3110  Elm  Ave..   Baltimore.   Ml      Bxeeutlt*,   Editorial,    Alvertiiir.j 

New  York    1 7      tit  •  jeir  In   L"    S      S9  elsewhere.    Enured  u  second  class  miner  29  January  1949  it  Baltimore.  Md.   poetofflce  under  Act  S  Marcb  1879 



REPOltT  TO  SIM»SOKN  for  2  November  1953 

Thor  says  TV 
boosted  sales 

Starch  discloses 

1st  TV  figures 

CBS  Radio  plans 

new  programing 

First  returns  for 

Station   Selector 

Socony  spending 

$750,000  on  show 

Is  15%  dated? 

Thor  Corp.  (washers,  ironers),  Chicago,  reported  excited  about  rise 

in  sales  following  entry  into  network  TV  with  "Quick  as  a  Flash"  (ABC) 
last  April.   Most  of  $1  million  budget  going  into  TV.   Agency:  Henri, 
Hurst  &  McDonald,  Chicago. 

-SR- 

Daniel  Starch's  preliminary  figures  on  new  Immediate  Recall  Survey 
on  TV  commercials  (telephone  is  used)  have  admen  shaking  their  heads. 
Examples:  only  41%  of  audience  can  recall  any  single  commercial  within 
hour  after  show;  average  for  those  who  saw  any  one  of  3  is  66%.   For 
announcements  between  programs,  figures  are  far  below  average  ratings 
of  preceding  and  succeeding  shows.   Results  point  up  2  things,  admen 
say:  (1)  tremendous  impact  TV  must  have  on  those  it  does  reach  to 
score  those  sensational  sales  records;  (2)  sponsors,  agencies  and 
stations  must  cooperate  to  end  vicious  system  of  multiple  spotting 

(5-6  commercials  in  row) — death  to  commercial  effectiveness. 

-SR- 

CBS  Radio  isn't  cowering  in  storm  cellar  under  pyrotechnic  program 
barrage  from  ABC  and  NBC  in  recent  weeks.   Look  for  hot  new  programing 

developments  on  Adrian  Murphy's  circuit  soon,  probably  for  Christmas. 

-SR- 
Come  January  you'll  be  able  to  plan  your  air  campaigns  with  aid  of 
Sponsor  Services'  "Station  Selector,"  listing  specialized  programing 
each  radio,  TV  station  throughout  country  offers.   Healthy  response  to 

questionnaire  to  date  permits  following  preliminary  analysis:  65%  ra- 
dio stations  have  farm  service,  62%  program  hillbilly-Western  music, 

26%  have  Negro  program  segment,  19%  cater  to  foreign-language  group, 
14%  program  post-midnight.   Of  TV  stations  responding,  23%  have  farm 
service  programs,  51%  subscribe  to  newsreel,  89%  get  wirefoto  service. 

-SR- 
Top  spender  in  big  fall  crop  of  radio  advertisers  for  single-program 
series  is  Socony-Vacuum  Oil,  sponsor  of  NBC  Symphony.   22-week  radio 
series  will  cost  client  $20,000  weekly  for  talent,  production,  $14,000 
for  time.   Gross:  $750,000  for  series.   NBC  Radio  absorbing  part  of 

price  of  hour-long  concerts  to  keep  cost  down. 

-SR- 

"The  advertiser  who  bet  $1  million  on  his  media  tests,"  scheduled  for 
this  issue  in  Media  Series,  was  unavoidably  delayed.   See  debate  on 

"Is  the  15%  agency  commission  system  outmoded?"  page  32  instead. 

JVeiv   notional  spot  radio  and  TV  business 
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,   start,   duration 

Colgatc-Palmolive- 

Pcet  Co,  Jersey  City  ' 
Dale    Dance    Studios, 

NY 

Ocmcrt   &    Dougherty, Chicago 

Drug  Supply  Corp,  NY 

Sinclair   Refining   Co. NY 

Cashmere    Bouquet 
hand    lotion 

Dancing   lessons 

Heet    anti-frcczc 

Christmas   gifts 

Power-X    gasoline, 
Extra-Duty  motor  oil 

Sherman  &  Marquette, 

NY 
Wm.    Warren.    Jackson 

&    Delaney.    NY 

Arthur   Meycrhoff  & 
Co.    Chicago 

Ruthrauff  &  Ryan,  NY 

Morey,    Humm   & 

Johnstone 

60-70    radio    stns 
50-60   TV   stns 

13-15    lor  morel    radio   stns  in 
9-11     (or    more)     mkts 

39   radio    mkts 

49    radio    mkts 
21    TV  mkts 
156   radio    stns   in    110    mkts 
2-1   TV    stns   in    20   mkts 

Radio:    Anncts;    st   3    Nov;    3    wks 
TV:  Anncts;  st  3   Nov;  3  wks 
Radio:     10-,     15-minute     popular     music 

pgms,    evening    and    weekend    time;   st 
with  cold   weather,   until   late   spring 

Radio:    30-second    anncts.    partic,    30    to 
80   a   wk;    st   2    Nov;    13   wks 

Radio:  Anncts;  2  Dec-23  Dec 
TV:   Anncts;   2   Dec-23   Dec 
Radio:    60-,    30-,    10-second    anncts;    st 

25    Nov;    5    wks 

TV:  60-second  anncts;  st  25  Nov;  5  wks 

J 

SPONSOR 

_ 



NOW  ON   THE  AIR... 

the  VHF 

station  that 

starts  with 

478,490  VHF 

sets! 

WTRF-TV 

COSHOC- 

I  ton) 

^Coshocton 

Newcomers/V  HARRISON. 

f  town 
N' 

bhiaf     Cumberlar*! 

I  JEffERSON 

~~]    Toron 

Canonsburg  f '"■WASHINGTON 

Cambridge 

GUERNSt 
Byesvilfe     f 

OHIO 

^Wheeling 

5C5EaEl- 

Shadysiiir^roi..  D»i.      |  Wayne»burg 

Moundsville 

Martins  Ferry 

Bridgeport 

"*  Beilaire 

BASIC  NBC 

INTERCONNECTED 

WHEELING,   WEST  VIRGINIA 
A  TEV  BENVILLE.  OHIO   •    WEIRTON.   W.    V  A. 

MARTINS   FERRY.   BELLAIRE.   OHIO 

IContour  Measurements  by 
IwiLLIAM   I.    FOSS,   Incr 

NOW  .  .  .        (0 

THIS  BUSY 

CORNER  OF 

^—  •    Ohiq- 

You  start  at  478,490  when  you  start  with  W  T  R  F-TV.  Many  of  these 

sets,  developed  by  a  VHF  station  52  air  miles  away,  ore  essentially 

fringe  sets  to  them. 

But  they're  A  and  B  coverage  sets  to  us. 

To  you  they're  sales— a  VHF  market  of  3  million  buyers  in  (22)  counties 

in  West  Virginia,  Ohio  and  Pennsylvania. 

THE  SKYLINE  STATION 

IN    THE    TRI-CITIES 

Ask  HOLLINGBERY  for  availabilities  today. 

WTRF-TV 
BASIC  NBC 

INTERCONNECTED 

WHEELING,   WEST  VIRGINIA 
STEVBENVILLE.  OHIO  •   WEIRTON,  W.   V A. 

MARTINS   FERRY.   BELLAIRE,   OHIO 

rs  of  the  UPPER  OHIO  VALLEY! 

Radio  Affiliates  -  WTRF  AM-FM  —  AII  represented  by  HOLLINGBERY 



the  magazine  Radio  and  TV advertisers  use Volume  7  Nub 

2  November  )5 

ARTICLES DEPARTMENTS 

II  hy  new  clients  are  buging  rotiio 
Network  radio  billings  have  jumped  12.1%  between  February  and  August  of 
this  year.  Spot  radio  is  at  record  levels.  A  special  SPONSOR  status  report 
examines   the    reasons   why    radio    is   attracting    so    many    new    clients  £  4 

Sugarless  pop  revolution 
A  year  ago,  Kirsch  Beverages  was  selling  5,000  cases  of  No-Cal  a  week.  Today 
it  moves  about  10,000  cases  per  day,  is  sugar-free  leader  in  New  York.  Radio 

gets   credit  for   helping    Kirsch   discover   a   vast   unsuspected    market   for   product  •*" 

Is  15%  ageneg  commission  system  outmoded? 
Emil  Mogul  started  controversy  when  he  showed  ad  world  how  percentage-of- 

sales  system  could  also  work.  Here's  Mogul's  view  with  opposite  side  taken  by 
member   of    SPONSOR'S   All-Media    Evaluation    Board  **£ 

He  I  in-  finds  radio  ami  TV  con  sell  camertts 
Only  major  camera   manufacturer  to  use  air  media  today  is   expanding   into   five 

markets  next  year  as  result  of  successful   radio,   TV  tests   in    New   York  «>-* 

Should  a  trade  paper  look  at  the  bright  side? 
A  recent  SPONSOR  article  covered  strong  points  about  nighttime  radio.  Did 
SPONSOR  serve  a  constructive  purpose?  A  Southern  California  adman  says 

"No!"   while   a    radio    promotion    manager   says   "Yes!"    in    a    spirited    debate  **6 

Do  you  make  this  mistake  in  ranking  TV  markets? 
Sponsors  rating   markets  according  to  metropolitan   area  size  often   overlook  fact 

that  station's  signal  reaches  beyond   bounds  of  U.  S.  Census-defi ned  zone  «*© 

What  sponsors  can  learn  front  HWI  ditties 

Highlights  of  advice  given  at  this  year's  BMI  station  sessions  give  admen  ideas 
they  can  apply  to  local-level  sponsorship.  Includes  seven  of  the  most  frequently 
asked   questions  along   with   answers   by  clinic   speakers  lO 

lift;/  Baltimore's  biggest  bakerg  uses  radio  and  TV 
Most  bakeries  using  the  air  tend  to  buy  kid  shows.  But  the  E.  H.  Koester 
Bakery  in  Baltimore  finds  that  radio  and  TV  saturation  announcements  do  a 

top   job  for   bread   sales.     It    puts   80 rr     of    budget   in    air    media  43 

COMING 

TMEBUYERS  AT  WORK 

AGENCY   AD   L  BS 

MR.   SPONSOR,  Joseph   Roberts 

49TH    &   MADISON 

NEW  AND  RENEW 
P.  S. 

NEW  TV  STATIONS 

NEW  TV  FILMS 

FILM    NOTES 

TV  RESULTS    

SPONSOR  ASKS 
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W 'hy  some  clients  don't  use  air  media 
Part    13   of  SPONSOR'S   All-Media   Evaluation   series   examines   reasons   why   some 
advertisers   don't   use   radio,   TV,    lists   some    examples  16   .\Ot* 

Automobiles  ott  the  air:  a  round-up 
The   current  doings  of   auto   firms   on   radio   and   TV,   what   they   spend,    how   they 
use  the  air,  what   results  they   get,   will   comprise  this   SPONSOR   industry   report        16   .Vol* 
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rhings  have  changed 

in  ARKANSAS,  too! 

dieve  us.  any  resemblance  between  the  colorful 

rkansas  of  legend,  and  today's  Arkansas,  is  en- 

rely  coincidental!    In  the  lasl  decade  alone, 

State  has  made  almosl  unbelievable  progress. 

fftctiri   Buying  Inconu   per  family  is  195.1% 

renter  than  tin  years  ago!* 

here's  a  big  new  Arkansas  radio  station,  too 
,000-watl  KTIls  in  Little  Rock,  CBS,  and  the 

te's  only  Class  1-B  Clear  Channel  station. 

THS  gives  interference- fret    daytime  coverage 

more  than  :>'  t  million  people,  including 

ctically  all  of  Arkansas.   Primary  daytime 

verage  exceeds  one  million   people,  more  than 

10,000  of  whom  do  not  receive  primary  daytime 

rvice  from  any  other  radio  station! 

>ur  Branham  man  will  be  glad  to  give  yon  all 
e  facts. 

►ales  Management  figures 

0,000  Watts  ...  CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 



LET'S  GET 
THE  FACTS 
STRAIGHT! 
What  station  out  pulled 

every  other  station  on  the 
Pacific  Coast  in  a  recent 

booklet  offer? 

KLX 
When  the  final  tally  was  in, 

what  station  had  a  17%  lead 
over  its  nearest  competitor  and 

a  41%  lead  over  the  third  place 

station?' 

KLX 
Oakland,  California 

Look  at  This   

A  10  cent  booklet  was  offered 

by  Anne  Truax  on  her  "Adven- 

tures in  Honiemaking"  pro- 
gram over  KLX.  The  same  of- 

fer was  made  on  7  other  sta- 
tions on  the  Pacific  Coast. 

Final  Results  .... 

KLX  ontpnlled  these  sta- 

tions by  the  following  per- 
centages. 

Station  A— 17% B— 41  % 
"  C— 47% 

D— 52% 
E— 72% 
F— 78% 

"       C— 90% 

Of  the  first  5  place  stations 

KLX  is  the  only  independent. 

Of  the  first  5  place  stations 
KLX  is  one  of  two  with  less 
than  50,000  watts. 

For  details  contact 

KLX 
5000  WATTS 

The    Tribune    Station    —   Oakland.    California 
or    the 

National    R:prcscntativc 

BURNS-SMITH    CO. 
New    York   —   Chicaqo 

Irving   Berk,  president  of  Irving  Berk  Co., 

Veto  York,  found  that  Dodger  baseball  game  adja- 
cencies  on    WOR-Tl    increased  Cyma   Watch   sales 
considerably  in  the  New  York  area  within  six  months. 

"Radio  further  expanded  distribution   throughout 

the  country,"  he  added,  "because  we  introduced 
a  trade  slant  in  the  30-second  announcements  by 
referring  to  Cyma  ads  in  national  magazines.    Both 
air    media    do    most   for    retailers    when    integrated 

into    a    comprehensive    advertising    program — a 

of  inter-media  cross-plugging  system." 

}laru   Kay   Cain,   media   director,  McCann- 
Erickson,  Los  Angeles,  placed  200  Class  A  and  B 
him    announcements   on    five    Los    Angeles    stations 
within  30  days  for   the  Lemon   Product   Advisory 

Board.    "We  concentrated  on  September,"  she  ex- 
plains, "because  it's  the  hottest  month  in  this  area, 

therefore  an  ideal  time  for  lemonade."   Sales  for  all 
(    itiornia   frozen   lemonade   concentrate,   which   sells 
under  various  brand  names,  rose  substantially  over 
1952  in   the  metropolitan  Los  Angeles  area.    The 
announcements    showed    how    easily    lemonade 
could  be  made  from  the  concentrate. 

George  Felsher.  Henry  Bach  Associates.  \ew 
}  ork,  sticks  to  sports  adjacencies  for  his  Buddy 

Lee  account.    "Since  both  Buddy  Lee  stores  carry 

a  reasonably-priced  line  of  men's  clothing,  with 
stress  on  style,"  George  explains,  "we've  found  that 
adjacencies    near    programing    aimed    at    young, 

sports-conscious   men    is    most    effective."     A 
seven-year  advertiser  on    WMGM,  New   York,  Buddy 

Lee's   ad   budget   has  gradually    converted   to   more 
and  more  radio — today  the  stores  spend  70%  of 
budget  on  radio,  30%  on  newspapers,  direct  mail. 

f.i/rfia   Hatton.   Foote,  Cone  &  Belding,  Los 
I    .rlcs.  says  a  timebuyer  could  use  an  engineering 

degree  to  evaluate  new  T\    stations.   "At  least,  that's how  I   telt  when   I  bought  35   Tl    stations  in  22 

markets  for  Trend  Detergent  recently."  Lydia  says. 
This  first  major  Tl     buy  tor  Purex  Carp's  cleanser 
covers  all  the  U,  S.  except  the  Eastern  Seaboard 
north    of    South    Carolina.     It    runs   four    iveeks, 
starting  this  month,  aierages  four  announcements 
I  er  station   each   week.    Lydia  is   now   buying 

45  radio  markets  for  Purex   Liquid  Bleach. 

SPONSOR 



SALES  PUSH     |||linm STARTS  WITH  1UHHIT1 

Radio  advertising  on  WHAM 

has  given  Bardahl  Oil  its  biggest  im- 

petus for  added  distribution  in  this 

Western  New  York  market.  More  and 

more  new  customers  and  outlets  have 

been  added  each  month  by  WHAM 

as  Bardahl's  only  mass  advertising 
medium. 

Bardahl  has  had  distribution  in  this 

area  for  two  years.  Since  they  began 

using  a  15  minute  segment  three  days 

a  week  on  "Clockwise"  a  year  ago,  sales 

have  shown  a  steady  increase.  August 

hit  a  new  peak  with  sales  in  excess  of 

any  previous  month. 
User  acceptance  has  been  built  up  so 

fast  in  a  year  the  distributor  is  now 

matching  each  advertising  dollar  of  the 

manufacturer  with  his  personal  dollar 

by  buying  extra  WHAM  spots  and 

sponsoring  sports  events  of  national 

interest. 

LET WHAM sell  for  you  ;hWr";rr Phone  WHAM  or 

Hollingbery  for 

Availabilities. 

The  STROMBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 

2  NOVEMBER   1953 
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IVIont/i  after  month,  year  after 

year,  here  are  the  plain  facts 

of  New  York  radio: 

WCBS  Radio  audiences  are  the 

largest  in  New  York,  morning, 

afternoon  and  night.  This  year 

WCBS  Radio  audiences  are 

40.3%  larger  than  any  other 

radio  station's. 

They  are  also  the  fastest- 

growing—  18.2%  bigger  than 

last  year  and  'way  ahead  of 

the  most  active  competition. 

The  more  people  you  sell  to, 

the  more  you  sell.  It  figures 

that  your  best  advertising  buy 

is  the  one  with  the  largest 

audiences.  In  New  York,  that's "lain'y  -WCBS  Radio 
New  York  •  CBS  Owned 

Source:  Puis*,  April-Sept.,  1953-52 



ONE 
ALWAYS 
STANDS 
OUT 

In  San  Diego's  billion  dollar 
market,  KSDO  is  best  in 

show  .  .  .  head  and  shoulders 

above  the  rest.  Judges: 

Hooper  and  Nielsen. 

Naturally,  KSDO  is  first  in 

San  Diego  . . .  first  in 

listeners,  first  in  value,  first 

in  mail-pull. 

May  we  show  you  how  to 

make  your  product 

stand  out  in  San  Diego? 

KSDO 
1130  KC      5000  WATTS 

Representatives 

Fred  Srubbins  —  los  Angeles 

Daren  McGavren  —Son  Francisco 

John  E.  Pearson,  Co.  —  New  York 
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by  Bob  Foreman 

One  of  the  biggest  handicaps  connected  with  television 

advertising,  especially  of  the  network  variety,  is  the  inflexi- 
bility of  the  medium  This  inflexibility  extends  into  more 

phases  than  price  alone — though  price  is,  of  course,  the  most 
highly  publicized  facet  of  the  handicap. 

With  magazines  an  advertiser  can  buy  in  and  out  almost 

at  will,  peaking  up  his  frequency  or  his  size  of  ad-unit  during 
more  important  seasons.  With  newspapers  the  same  is  possi- 

ble— and  on  very  little  notice.  In  addition,  both  of  these 
media  permit  logos,  addresses,  and  so  on. 

But  to  get  into  television  programing  it  is  often  necessary 
(more  often  than  not  if  you  are  thinking  about  a  high  caliber 
program  during  one  of  the  better  time  spots)  to  sign  firm 
for  39  or  even  52  weeks,  many  weeks  in  advance.  This  can 
so  strap  an  advertiser  in  many  ways  (one  of  which  is  budget) 

that  it  frightens  off  dozens  of  potential  TV-spenders. 

I  mention  these  problems  because  it's  quite  gratifying  to 
discover  a  new  trend — to  find  that  network  brass  is  concerned 
to  the  extent  of  actually  doing  something  about  them. 

For  example,  Pat  Weaver  of  NBC.  Pat  subscribes  to  the 

very  encouraging  opinion  that  it  is  up  to  the  television  indus- 
try to  provide  ways  and  means  for  low-budget  advertisers  to 

get  into  the  medium. 
But  Pat  has  done  far  more  than  merely  subscribe  to  a  point 

of  view.  He  has  already  provided  advertisers  with  big-time 

TV's  most  flexible  program  —  namely  the  7:00-9:00  a.m. 
Today  strip  which  features  Dave  Garroway,  a  chimp,  and  a 

number  of  other  people  and  mechanical  devices  in  an  interest- 
ing as  well  as  effective  pattern. 

Weaver's  Today  permits  the  small  advertiser  to  reach  48 
television  markets  for  about  $4,000 — at  Christmas,  let's  say, 
on  a  one-shot  basis.  Or  he  can  buy  a  summer  showing  if 

that's  his  busy  season.  Or  he  can  introduce  his  new  model 
for  one  week  only.  Or  he  can  buy  52-week  continuity  and 
peak  up  during  special  drives  with  as  many  more  segments 
as  often  or  as  spasmodically  as  his  sales  pattern  and  budget 
permit.  And  he  can  get  local  dealer  cut-ins  at  economical  cost! 

This  all  can  be  achieved,  mind  you,  not  on  a  dog  program 
untried  and  unproven  but  on  Today  (a  chimp  program)  — 
proven  in  its  success  from  an  audience,  cost-per-1,000,  sales 
or  any  other  standpoint  that  you  may  wish  to  put  against  it. 
A  program  that  is  heavily  invested  in  by  many  advertisers  of 

(Please  turn  to  page  60) 

SPONSOR 



Atlanta's  WSB-TV 
. . .  truly  a  great  AREA  station 

The  audience  impact  of  the  recent  world  series  afforded  an  unusual  opportunity 

to  measure  station  preferences  in  the  greal  ana  served  by  WSB-TV.  Selected 

for  the  measurement  was  a  city  which  provided  a  real  test — Macon,  Georgia, 
75  miles  airline   from   the    L062-ft.  WSB-TV  tower. 

There  are  two  television  stations  in  Macon,  one  of  which  was  carrying  the 
World  Series,  as  was  WSB-TV.  The  American  Research  Bureau  did  the  measure- 

ment. Here  is  what  thev  found  in  Macon: 

Sept.  30  -  1:00  to  3:00  P.  M. 

Sets  in  use  48.0% 

WSB-TV   26.9 

Station  B  (Macon)  .  .  .  14.5 

Station  C  (Macon)  .  .  .  5.4 

Station  D  (Atlanta)  .      .      .      1.2 

Oct.  3  -  1:00  to  3:00  P.  M. 

Sets  in  use  58.7% 

WSB-TV   37.9 

Station  B  (Macon)  .  .  .  13.4 

Station  C  (Macon)  .  .  .  6.3 

Station  D  (Atlanta)  .   .   .   1.1 

2  NOVEMBER  1953 11 



WHEN 
YOU 

CHOOSE    ,♦; 
CANADftS 
FIRST 
STATION... 

Rpfail  Sales  up  36.9* 
CFCFUdew 

yw«  I  crcr  ium '  jw, 
&*?*></ 'on  /a/erf  &Af  figures. 

CFCF   „ 
|m  Ca**d*  ,  A||-Caw*J«*. 

Joseph  Roberts 
Advertising    Manager 

Jacques   Kreisler  Co.,    North    Bergen,    N.  J. 

Joe  Roberts"  two  joung  sons  take  a  verj  personal  interest  in  tele- vision advertising. 

It  all  started  last  year,  when  Joe  brought  his  nine-year-old  son  to 
New  York  for  a  bit  part  on  TV.  His  mother  and  younger  brother 

watched  his  TV  debut  in  their  Ho-Ho-Kus,  N.  J.,  home. 

The  show:  Tales  of  Tomorrow,  ABC  TV,  Fridays  9:30-10:00  p.m. 

The  sponsor:  Jacques  Kreisler  Co.,  makers  of  watchbands  and  men's 
jewelry.    The  boy's  career  decision:  He  wants  to  be  an  ad  manager. 

One  Sunday  evening  last  summer,  Joe  joined  his  sons  at  home  to 
watch  Rocky  King,  Detective  on  Du  Mont.  The  boys  liked  the  show. 
Joe  liked  it.  Foote,  Cone  &  Belding,  Kreisler  s  agency,  liked  it. 

The  agency  worked  up  an  elaborate  presentation  and  Joe  got  ready 

to  sell  Toby  Stern,  president  of  the  firm,  on  sponsoring  this  pro- 

gram. Joe  never  got  to  finish  his  pitch.  Toby  Stern  had  been  regu- 
larly watching  Rocky  King  for  over  a  year. 

This  year  for  the  first  time  in  Kreisler's  40-year  history,  lOO'r  of 
Kreisler's  consumer  advertising  budget  is  going  into  radio  and  TV: 

Tales  of  Tomorrow,  through  20  June;  MBS'  Multi-Message  Plan 
through  the  summer;  Rocky  King,  Detective,  Du  Mont.  Sundays 

9:00-9:30  p.m.  since  this  past  September. 

"We've  found  that  TV  produces  an  almost  immediate  sales  boost 

for  the  item  shown  on  the  screen,"'  Joe  explains,  "whereas,  in  the 
jewelry  field,  radio  is  excellent  for  promoting  a  particular  product 

theme." 
Unlike  Speidel,  Kreisler's  major  competitor  I  see  "Why  Speidel 

spends  100$  of  its  budget  on  TV,"  sponsor,  5  October  1953,  page 
28  l.  the  Kreisler  Co.  feels  radio  is  effective  for  a  watch  band.  The 

firm's  big  summer  radio  effort  was  keyed  to  a  seasonal  copv  ap- 
proach and  institutional  advertising.  The  Kreisler  line  was  extolled 

as  being  "tropic-tested,"  that  is.  corrosion-proof. 
"We  sold  quality  rather  than  style  on  radio,"  Joe  told  SPONSOR. 

"Since  listeners  were  conscious  of  the  problem  of  sweating  through 

a  watchband,  our  'tropic-tested"  theme  struck  a  responsive  chord." 
Right  now,  Joe  is  planning  air  strategy  for  the  Christmas  season — 

the  big  business  season  for  the  watchband  and  jewelry  business. 

Incidentally,  this  Christmas  marks  Joe's  eighth  anniversary  with 
Jacques  Kreisler  Co.  *  *  * 
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An  Extra  City 
The  Sue  Of  Any  Of  These  TV  Markets 

A  Bows 
THAT'S  WHAT  YOU  NOW  GET  WITH 

OUR   TERRIFIC    NEW   POWER   ON 

WJBK-TV 5*2>**T 
270,000  additional  TV  sets  now  reached  by  WJBK-TV's 

greater  power,  higher  tower!  That's  the  terrific  coverage 
bonus  you  get  with  our  new  100,000  watts  ERP  .  .  .  our 

new  1,057  foot  tower.  And  this  270,000  set  additional 

coverage  (which  costs  you  not  one  penny  extra)  is  the 

equivalent  of  a  whole  extra  city,  with  more  sets  than 

in    the    average    TV    market    throughout    the   country  «^£» 

You  buy  at  our  present  card  rate,  based  on  1,000,000 

set  coverage.  You  get  1,270,000  set  coverage!  There's 
further  proof  that  Channel  2  is  the  spot  for  you  .  .  .  that 

WJBK-TV,  Michigan's  most  powerful  station,  is  your 

most   powerful   sales   tool    in   Michigan's    richest   market. 

u Y/Jii^J!/ 
Detroit 

Represented Nationally  by 

THE  KATZ  AGENCY 

TOP  CBS  and  DUMONT  TELEVISION   PROGRAMS 

STORER  BROADCASTING  COMPANY     •     National  Sales  Director,  TOM  MARKER,  1 18  E.  57th,  New  York  22,  ELDORADO  5-7690 
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Sell  1705 
Cities  and  Towns 

With  KMA! 
If  you  think  the  word  "Mid- 

west" means  Omaha  and  Des 
Moines,  then  you  have  1,703 
more  guesses  coming. 

For  the  millions  of  rich-from- 
thc-soil  midwesterners  in  KMA- 
Land  live  in  1,705  cities  and 
towns  and  on  tens  of  thousands 

of  farms.  And  they  prefer  the 

KMA  type  of  rural  program- ming. 

They're  America's  top-spend- 
ing farm  market!  In  1950  these 

KMA-Landers  spent  $2,819,-, 
660,000  for  goods  and  services 

- — a  figure  surpassed  only  by  a 
handful  of  metropolitan  markets! 

Here  is  THE  big  farm  mar- 
ket ..  .  served  by  the  5,000 

powerful  watts  of  KMA — The 
Midwest's  TOP  Farm  Station. 
IF  YOU  sell  products  or  services 
in  the  rural  and  small  town  mid- 

west, then  YOU  BELONG  ON 
KMA! 

KMA 
SHENANDOAH,    IOWA 

Represented     by 

EDWARD  PETRY  &  CO.,   INC. 

?&0* 

%00
00 

WASTE  OF  TIME? 

I  think  "Anonymous,"  authoress  of 

"Pity  the  gal  timebuyer"  [  7  Septem- 
ber 1953  sponsor,  page  37],  is  wast- 
ing her  time  as  a  timebuyer. 

I  suggest  you  tip  her  off  that  she  be- 
longs in  the  copy  department. 

Frank  Knight 

Radio-TV  Director 

Richard  A.   Foley  Adv. 
Philadelphia  2 

MR.  SPONSOR 

A  couple  of  years  ago  .  .  .  you  may 

recall  we  had  an  exchange  of  corre- 
spondence with  reference  to  a  special 

feature  in  your  publication  called  "Mr. 

Sponsor." 

I  should  like  to  know  if  you  are  still 
running  those  features.  .  .  .  We  have 

a  client  who  spends  over  a  million 
dollars  annually  on  radio  and  TV  and 

the  president  of  the  corporation  is  a 

very  colorful  figure  and  should  make 

good  copy.  If  you  still  have  the  space 
available  and  are  interested,  I  will  be 

glad  to  give  you  more  information  on 
the  subject. 

Bill  Mincher 

Rhoades  &  Davis 
Los  Angeles 

•       SPONSOR     welcomes     suggestions     on     candi- 
dates   for    its    "Mr.    Sponsor"    department. 

Unde-  Management  of 

MAY  BROADCASTING  CO 

Shenandoah.  Iowa' 

FOOTBALL  ROUND-UP 

.  .  .  The  article  dealing  with  the  cov- 
erage of  football  during  the  coming 

season  was  read  with  a  great  deal  of 

interest  by  our  Sportsvision  group 

["Football  on  the  air— 1953,"  7  Sep- 
tember 1953  sponsor,  page  40].  How- 

ever,  with  no  small  amount  of  dis- 

appointment, we  noted  that  only  a  tiny 
portion  of  it  was  devoted  to  the  foot- 

ball entertainment  millions  of  Ameri- 

cans will  be  getting  this  fall  from  de- 

layed telecasting  of  the  nation's  top 

games. 
Because  Sportsvision,  Inc.,  is  the  top 

producer  of  sports  films  for  television, 
and   because   Sportsvision   this   fourth 

consecutive  season  is  getting  the  great- 

est coverage  of  the  nation's  grid  clashes 
ever  attempted,  we  know  that  filmed 
shows  of  current  grid  games  in  many 

areas  have  a  greater  viewing  audience 
than  do  live  telecasts  or  broadcasts.  .  . 

This  fall,  Sportsvision  will  film  five 
or  more  PCC  football  games  every 

weekend,  five  or  more  Big  10  games 

every  weekend,  the  top  game  played  in 
the  Big  Seven  Conference,  plus  the  top 

game  being  played  in  the  nation.  With 
its  mobile  camera  crews  prowling  the 

country,  games  in  the  South  and  East 
will  also  be  filmed.  .  . 

Carl  Marcus 

Sportsvision,  Inc. 
Hollywood  38 

ADVERTISING  COUNCIL 

sponsor's  "Applause"  editorial  on 

the  council's  eleventh  annual  report  is 

a  wonderful  one  ["Tribute  to  free  en- 

terprise," 21  September  1953  SPONSOR, 

page  120]. For  your  information,  we  are  plan- 
ning to  bring  this  to  the  attention  of 

our  board  of  directors  when  it  meets 
later  this  month. 

Maxwell  Fox 

The  Advertising  Council,  Inc. 
New  York 

TV   DICTIONARY/HANDBOOK 

You  will  find  attached  my  check  for 

renewal  of  your  good  magazine,  which 

is  certainly  thoroughly  read  around 
this  outfit. 

May  I  ask  if  it  is  still  possible  to 
secure  two  copies  of  the  booklet  you 

were  distributing  defining  terms  used 
in  television? 

We  have  several  customers  who  are 
in  dire  need  of  such  a  glossary. 

Robert  F.  Blair 

Productions  on  Film,  Inc. 
Cleveland 

•        SPONSOR'S       "TV       dictionary   handbook"       it 'till    available.      Price    is    S2    a    copy. 

Pitt  is  offering  two  classes  in  tele- 
vision this  fall  for  the  first  time.  I  am 

handling  both  courses,  one  a  survey 

of  the  TV  field  in  general,  and  the 
other,  an  Educational  TV  Workshop. 

Recalling  the  good  use  to  which  I  put 

my  subscription  to  SPONSOR  while  a 

graduate  student  at  Syracuse  Univer- 
sity,  I  am  wondering  whether  another 
sponsor  publication  might  fit  into  our 
work  at  Pitt. 
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EVERY  GOOD  TIME-BUYER 
KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of  any 
Omaha  station,  8  A.M.  to  6 
P.M.  Monday  thru  Saturday! 
(Hooper,  Oct.,  1951,  thru 
August,  1953) 

•  Largest  share  of  audience,  of 
any  independent  station  in 
America!     (August,  1953.) 

AVERAGE 

HOOPER 

KOWH 
35.7% 

"America's  Most  Listened-to  Independent  Station 

General  Manager,  Todd  Storz;  Repreiented  Nationally  By  The    BOILING   CO. 



WHIrl 

what  did  you  say's 

Long  Island's amazing 

Nassau  County 

ranks 

24th 

nationally  in 

RETAIL  SALES... 

$838,171,000 
(Sales  Management) 

• 

W  H  L I    has  a  larger 

daytime  audience  in  the 

big  booming  major 

LONG  ISLAND 

MARKET 

than  any  network  or 

combination  of  inde- 

pendents .  .  .  (Contan) 

WHLI 
HEMPSTEAD 

HONG  ISLAND.  N.  Y. 

PAUL  GODOFSKY.  Pros. 

AM  1100 

FM   98  3 wow  tf 

Jjmq  lilom 

I  am  speaking  of  sponsor's  "TV 
Dictionary/Handbook."  I  have  no  text 
available  for  the  survey  course  and 
need  such  booklets  and  other  aids  to 

help  fill  that  void.  Since  both  courses 
are  but  one  semester  and  since  neither 

devotes  itself  to  TV  advertising  except 

for  brief  mention  in  the  survey  course 
...  I  do  not  feel  that  I  would  want  to 

request  the  students  to  subscribe  to 

SPONSOR  ...  it  would  not  be  appro- 
priate to  the  courses  of  study.  BUT. 

the  dictionary  definitely  would  be  .  .  . 
from  AAAA  to  Zoomar. 

Could  you  quote  me  quantity  rates 
for  this  booklet? 

I   am   sure  in   the  approximate  two 

\cars  of  its  existence  sponsor's  "TV 

Dictionary/Handbook"  has  been   well 
received  along  with  the  other  valuable 
research    data    in    every    issue    of   the 

magazine.     I   am   especially   interested 
in  this  work  and  vour  magazine  seems 
to  be  in  a  class  of  its  own  in  that  field 

(as  well  as  many  others,  I'm  sure!). Warren  Dana 

University    of   Pittsburgh 
Pittsburgh 

•  A  limited  supply  of  4*TV  Dictionary/Hand- 
books" is  available  with  a  subscription  to  SPON- 

SOR   only.      Student    rate    is    S4    a    year. 

CANADIAN  SECTION 

Many  thanks  for  this  year's  Canadi- 
an issue  of  sponsor  f  10  August  1953]. 

I  enjoyed  reading  it  very  much  and 
have  forwarded  it  to  interested  parties 
in  the  company. 

H.  E.  Whiting 

Manager  of  Media  &  Statistics 
Procter  &  Gamble  Co.  of  Canada. Ltd. 

Toronto.  Out. 

It  was  a  pleasure  to  make  a  contri- 
bution to  the  Canadian  section  of 

sponsor.  As  a  co-host  for  the  recent 
British  Columbia  Association  of 

Broadcasters'  summer  convention.  .  . 
I  would  say  this  issue  was  a  marked 
success.  .  .  . 

Kk\  Hutcheson 

Managing  Director 

CJAV,  Port  Alberni.  B.  C. 

"FREE"  TIME 

I  have  \\\-x  read  your  item  on  page 
2  of  the  October  5  issue  of  sponsor 

entitled  "Brown  Shoe  gets  'free'  \M 

time"     "Report   to  sponsors"). 

We  are  one  of  the  stations  airing 

the  program  under  the  new  policy.  The 
Brown  Shoe  dealer  in  our  town  is  pay- 

ing very  little  more  for  the  program 
now  than  before.  We  are  getting  our 

full  rate  for  a  good  program.  The  deal- 

er is  getting  the  program  over  the  sta- 
tion which  he  uses  regularly  and  which 

dominates  his  trade  area. 

It  is  my  understanding  the  program 

was  previously  heard  over  a  national 
network.  Our  dealer  realized  no  im- 

pact  then.     Now    he's   happy.     Who's 
crying i 

Wendell  Elliott Manager 

KGNO 

Dodge  City,  Kan. 

NEGRO  SECTION 

Congratulations  to  you  for  the  ex- 
cellent job  you  did  again  this  year  on 

\our  Negro  issue.  August  24th. 
To  avoid  a  misunderstanding  about 

WSOK.  which  may  have  resulted  from 

a  statement  in  the  Negro  section,  we'd 
like  to  state  that  WSOK  is  an  ALL- 

NEGRO  programed  station.  In  the 

Negro  section  sponsor  said  ..."  sta- 
tion with  a  sizable  Negro-appeal  pro- 

gram schedule.  .  .  ."  It's  sizable  al- 

right, just  100%,  that's  all! Norman  Stewart 
Commercial  Manager 

WSOK,  Nashville 

MEDIA  ARTICLE 

I  would  appreciate  it  very  much  if 

vou  would  send  me  a  copy  of  the  Oc- 
tober 5  issue  of  sponsor. 

Mr.  Bob  Button,  my  Columbia  Uni- 
versity instructor  in  NBC  Sales,  has 

assigned  students  to  report  on  the  Duf- 

fv  article  in  this  issue  ["How  BBDO 
evaluates  media."  5  October  1953 
sponsor,  page  25]. 

Ron  Hunt 
379   Cambridge  St. 

Bridgeport  6 

BASICS  SECTIONS 

Thanks  for  "Radio  Basics"  and  "TV 
Basics."  This  is  the  sort  of  thing  that 
keeps  radio  on  its  toes — the  type  of 
ammunition  that  we  can  use.  sponsor 

is  doing  an  outstanding  job  for  the industry. 

Robert  R.  Feacin 
General  Manager 

WPDQ.   Jacksonville 
16 
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py  If 
ON  THE  PACIFIC  COAST 

erves  more  people 

lore  often  than  any  other 

advertising  medium 

and  is  the  Nation's 
greatest  regional  network 

i 

4 ^ 

DON  LEE  broadcasting  system 
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70;-of -;  e\we  and  boy  regiona. 

***  'toV-w  .he  po—   .  NAL  NETWORK 

^  HAT.ONS  
GREATEST  

*■* 

no  other  advertising 

medium  sells  as  many 

Pacific  Coast  people 

in  so  many  places 

at  such  low  cost 

as  DON  LEE 

II 

DON  LE 
BROADCASTING  SYSTE 

1313   NORTH   VINE   STREET 

OOD   28,  CALIFORNIA 

Represented  Nationally  by 

JOHN    BLAIR   &    COMPANY 



New  and  renew 

L .Wir  on  Television  Networks 

2. 

5. 

SPONSOR 

American    Chicle,    NY 

Bcnrus    Watch.    NY 

Benson    &    Hedges,    NY 
Borden    Co.    NY 

Consolidated   Royal  Chem- 
ical   Corp.    Chi 

Dow    Chemical.    Midland. 
Mich 

Dow    Chemical.    Midland. 
Mich 

Dow    Chemical.    Midland. 
Mich 

Englandcr    Co,    Chi 

Fcddcrs-Quigan     Corp, 
Buffalo.     NY 

Ccncral    Mills.    Mpls 
|av  Broiler  Co.  NY 
|-B    Watch    8ands 

Kellogg  Co.    Battle   Creek, 
Mich 

Kiwi    Shoe    Polish.    Phila 
Kraft    Foods    Co,    Chi 

Longines-Wittnauer,  NY 
Longines-Wittnaucr.  NY 
Magic   Chef    Inc.    St    Louis 

Philip   Morris  0   Co.    Ltd. 
NY 

Purex   Corp,   South   Catc. 
Cal 

Remington-Rand.     NY 

R.    |.    Reynolds.    Winston- 
Salem.    NC 

Scaly,    Inc.    Chi 

Tctley  Tea   Co.    NY 
Whitehall    Pharmacal,    NY 

AGENCY 

D-FS.    NY 

Cecil    &    Prcsbrcy.    NY 

Benton    &    Bowles,    NY 
DCSS.    NY 
D-F-S.    NY 

MacManus.    |ohn    6 
Adams,    Dctr 

MacManus.    |ohn   & 
Adams.  Detr 

MacManus.    |ohn   & 
Adams.  Dctr 

Leo    Burnett.    Chi 

BBDO,    Buffalo 

Knox-Reeves.  Mpls 
Zachary  &  Liss,  NY 
Lewin,   Williams  &   Saylor. 

NY 

Leo    Burnett.   Chi 

Aycr.    Phila 
|     Walter  Thompson.    NY 

Victor  Bennett,  NY 
Victor  Bennett.  NY 
Krupnick  &   Assoc,   St 

Louis 
Biow  Co,    NY 

FC&B.    LA 

Y&R,    NY 

William    Esty,    NY 

Olian   &    Bronner,   Chi 

Ccycr,    Adv.    NY 
Biow,    NY 

STATIONS 

ABC    TV  65 

Du    Mont  2 

Du   Mont  13 NBC    TV  50 
NBC    TV 

NBC    TV  49 

NBC    TV  50 

NBC    TV  49 

CBS    TV  41 

NBC    TV  49 

CBS    TV  41 
Du   Mont  6 
ABC    TV  36 

CBS    TV  47 

NBC    TV  49 
ABC    TV  140 

CBS    TV  75 
CBS    TV  75 
NBC    TV  49 

CBS    TV  59 

NBC   TV  50 

CBS    TV  45 

Du   Mont  9 
NBC   TV  40 
ABC    TV  48 

NBC    TV  32 
ABC    TV  20 

PROGRAM,   time,   start,   duration 

The  Name's  the  Same;  alt  T  10  30-11    pm .   1    Dec; 

52   wks Meet   Your   Congress;   Sun    4  30-5   pm;    11    Oct      13 
wks 

Pantomime  Quiz;  T  8:30-9  pm;  20  Oct;  52  wks 
Kate   Smith    Hour;  T  3:30-45  pm;   13  Oct.   39   wks 
Arthur    Murray    Dance    Party;    M    7   30  45    pm ;    12 

Oct.    52    wks 
Your    Show    of    Shows    &    All-Star    Revue;    alt    Saf 

10-min    seg   bctw    10-10  30   pm;    19    Dec    thru    5 

|une    '54 

Kate   Smith   Hour;  T  3:45-4   pm   seg;   17   Nov.    thru 

15    |une    '54 
Today;    M-F   7-9   am;   3    partic    wkly;    16    Nov;    52 

Bob  Crosby  Show;   F   3:30-45  pm  seg;  25   Dec;  52 
wks 

Today;    M-F   7-9   am;    110  6-min   segs   1    Dec    thru 

Aug    '54 
Bob  Crosby;  F  3:45-4  pm  seg;  8  (an  '54;  52  wks 
Roto-Magician;   M.   Th  4-4:15  pm ;   12  Oct-23   Nov 
Back    That    Fact;    alt   Th    9-9:30    pm;    12    Nov;    52 

wks 

Arthur   Codfrey;    M-Th    10-10:15    am    alt   days;    26 
Oct;    52    wks 

Today;    M-F    7-9   am;    16    segs:    start    9    Nov 
Kraft    TV    Theatre;    Th    9:30-10:30    pm;    15    Oct; 

52    wks Thanksgiving   Festival;   Th   5-6   pm;    26    Nov   only 
Christmas   Festival;    F    5-6    pm ;    25    Dec    only 

Today;  M-F  7-9  am;  12  partic;  start  22  Mar  '54 

Philip   Morris  Playhouse;  Th   10-10:30  pm;   1    Oct; 

52   wks Kate    Smith    Hour;    half    of    Th    3:15-30    pm    seg; 

start    29    Oct    mew    "divided    segment    plan"! 
What's  My  Line;  alt  Sun   10:30-11    pm;   4  Oct;  26 

wks 

Man    Against    Crime;    Sun    10:30-11    pm ;    11     Oct; 

52   wks 
Comeback    Story;    alt    F    9  30-10    pm;    2    Oct;    13 telecasts 

Today;   M-F   7-9  am;   26   partic;   2   Oct;   26  wks 
John   Daly  &  the  News:  M-F  7:15-30  pm;   12  Oct; 

52  wks   (sponsors  half  of  program) 

Renewed  on  Television  Networks 

SPONSOR AGENCY STATIONS 

American     Maiie-Prods, 
NY 

Carnation    Co,    LA 
B.    F.    Goodrich,    Akron 
Coodyear   Tire    &    Rubber. 

Akron.  O 

Cult   Oil   Corp.    Pittsb 
Lever    Bros.    NY 
Lever    Bros.    NY 
Jules    Montcnicr,    Chi 

Philip   Morris  &  Co.    Ltd. 
NY 

Philco    Corp.    Phila 

Kenyon  &   Eckhardt,   NY 

Erwin.   Wasey,    LA 
BBDO.   NY 
Y&R,   NY 

Y&R.   NY 

|,    Walter   Thompson.    NY 
McCann-Erickson,     NY 
Earle   Ludgin,   Chi 

Biow.    NY 

Hutchins.    Phila 

NBC    TV  32 

CBS    TV  88 
CBS    TV  82 
NBC    TV  58 

NBC    TV  64 
CBS    TV  83 
CBS    TV  81 
CBS    TV  45 

CBS    TV  106 
NBC    TV  81 

PROGRAM,  time,  start,  duration 

Today;    M-F  7-9  am;    18   partic;   27   Oct;   9  wks 

Burns  &  Allen;  alt  M  8-8:30  pm;  5  Oct:  52  wks 
Burns  &  Allen;  alt  M  8-8:30  pm ;  12  Oct;  52  wks 
Coodyear  TV  Playhouse:  alt  Sun  9-10  pm;   11    Oct; 

52    wks 
Life    of    Riley;    F    8:30-9    pm;    2    Oct.    52    wks 
Lux  Video  Theatre;  Th  9-9:30  pm;   1    Oct;  52  wks 
Big  Town  Th  9:30-10  pm;   1   Oct:   52  wks 

What's    My    Line;   alt    Sun    10:30-11    pm;    11    Oct; 
26  wks 

I    Love   Lucy;   M  9-9:30  pm;   5   Oct;   52  wks 

Philco    TV    Playhouse;    alt    Sun    9-10    pm;    18    Oct; 

52   wks 

(For   New    National    Spot    Radio   and   TV    Business,    see    ■Report   to   Sponsors,"    page    2  I 

Advertising  Ageney  Personnel  Changes 
NAME  FORMER   AFFILIATION 

Richard   E.   Ash 

Frank    Barton 
Everett   F.    Braden 

Cetjchall    &    Richard.    NY,    partner 

Lenncn    &    Newell.    NY,    mgr    radio-TV    dept 
FC&B,    NY,    mdsg    dir 

NEW  AFFILIATION 

Stephen  Cocrl  Assoc.  NY.  acct  exec  &  memb  plans 
bd Same,   vp 

Same,    vp 

i  Continued  next  / . 

In   next   issue:   New  and  Reneiced  on    Radio   Network**   Na- 

tional Broadcast  Sales  Executives.  New  Agency  Appointments. 

.\  umbers  after  names 

refer  to  Xew  and  Re- 
new category 

Alden  H.  Kenyon  (3) 

E.   F.   Braden 
George   Finley        (  3  » 
Otis    Wine  gar 

Vincent  J.  Gall' 

2  NOVEMBER   1953 
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3. 

4. 

5 

Advertising  Agency  Personnel  Changes        (continued) 
NAME 

Marvin  Corwin 

lack    B.   Creamer 
Hal    Davis 
Robert    Diserens 
William    Drager 
Tris    Dunn 

Burton    Durkce 

lames  D.   Evans 
Richard  Eyman 
George  Finley 

Dolph    Franklin 

S.   ).   Frolick Patricia  Cabany 

Vincent    J.    Calbo 
Ceorge    V.    Cenzmer 
Richard   E.  Coebcl 

lames    S.    Holme 
Charles    L.    Hutchins 

]ean    (affe Alden    H.    Kenyon 
Fred    Kilian 

Douglas    Manson 
Kennett  R.   McMath 
Bill    Munv  II 

Tony    Pan 

Elaine    Schachnc 
lack   Van    Nostrand 
Ray  Wagner 
Elwyn    R.    Walshe 
Beatrice    Kimm    West 

Paul  Wickman 

Otis  Winegar 
Russ  Zeininger 

FORMER    AFFILIATION 

Benton    &    Bowles,    NY,    acct    supvr 
Radio-TV    veteran 
DCSS,    NY,    timebuyer 
Ted   Bates,   NY,   acct   exec 
Morey,   Humm  &   Johnstone.   NY,   dir  of  research 
Northam   Warren    Corp,   Stamford.   Conn,    gen   adv mgr 

Wm.    H.    Weintraub,    Detr,    mgr 
Diamond     Match    Co,     NY,    adv    mgr 
McCann-Erickson,    NY,    timebuyer 
Young  &    Rubicam,    NY,   acct   exec 
Franklin    &    Cladney,    NY,    head 

Fletcher   D.   Richards,   NY,  supvr.   TV-Radio  commls 
NBC.    NY,    prog    prom    dept 
Kelly.    Nason,    NY,    vp 
Erwin,    Wasey,    LA,    mdsg    dir 
Own    agency,    S.F. 
US    Natl    Bank    of    Denver,    pub    rels   officer 
Erwin.  Wasey  Co,   LA,   creative  stf 
J.    Walter    Thompson,    NY,    timebuyer 
Ceyer  Adv,    NY,   vp,   chmn   of  exec   comm 
Y&R,    Chi,    radio-TV   exec 
Benton    &    Bowles,    NY,    dir    trade    copy    dept 
Ayer,    Phila,    plans    exec 
W.    D.   Lyon   Co,   Cedar   Rapids,    la,   acct  exec 

William    Esty,    NY,    TV    prodn 

Cunningham   &   Walsh,    NY,    timebuyer 

SSCB,   NY,   radio-TV   exec 
Y&R,   Hywd,   chg  comml   opers 
NBC.    NY.  assoc  dir 
Compton   Adv.   LA,   media  stf 

Cenl    Conference   of   7th    Day    Adventists,    Wash, 
DC.    radio-TV    dir    &    exec    secy 

Ted    Bates.    NY,    creative    stf 
McNeill    &    McCleery.    Hywd,    hd    media    dept 

NEW    AFFILIATION 
Same,    vp 

Ceare-Marston,    Phila,    dir    radio-TV    dept 
Erwin,    Wasey,    NY,    timebuyer 
Benton    &    Bowles,    NY,    acct    exec.    Best    Food 

Allen   &    Reynolds,   Omaha,   dir   of   research 
Benton   &    Bowles,   NY,   acct  exec,    Best   Food    | 

Maxon,    Detr,   acct   exec,    Packard 
Sherman    &    Marquette,    NY,    acct    exec 
Lennen    &    Newell,    NY,    timebuyer 
Sherman    &    Marquette,    NY,    acct   exec 
Monroe   Creenthal,    NY,   exec 

Same,    dir   TV-radio    commls   dept    <new    dept     I 
N.    W.    Ayer.    NY,    radio-TV    publicity   dept 
Weiss  &   Celler,   NY,   exec   vp 
Same,    hd    new    sis    prom    dept 

Caples   Co,    Phoenix,    acct   supvr 
Arthur   C.    Rippey,   Denver,   acct  exec 
Same,    London   office,   hd   new  radio-TV  dept 
Lennen    &    Newell,    NY,    timebuyer 
Biow,    NY,    vp,    memb   of   key   exec   group 
Lennen    &    Newell,    NY,    prog    devel    exec Same,   vp 

Cordon    Best,    Chi,    acct   exec 
Bruce    B.    Brewer,    Mpls,    acct    exec,    Nutrena    4 

Food 
Lennen   &   Newell,   NY,   vp   &   dir  comml  prodn  ft 

radio-TV Emil    Mogul.    NY,   timebuyer 

SSC&B,    Hywd,    chg   West    Coast    activities 
Same,    dir    radio-TV    opera 
Sherman   &   Marquette,   NY,  prodr-dir 
Henry    Cerstenkorn    Adv,    LA,    media    dir    &   pr 

supvr Western    Adv,    LA,    vp   chg    radio,    TV,    film   pro 

FC&B.    NY,    vp  &   copy  chief 

Same,    acct   supvr 

Sponsor  Personnel  Changes 
NAME 

Michael   Ames 

fames    |.    Booth Mark    Cox 

Arthur    A.    Currie 

John    Fellmann 
Don    Hamilton 

Virgil  C.   Rice 

John   Suor L.    R.    Walker 

FORMER   AFFILIATION NEW  AFFILIATION 

Fmerson  Radio  &  Phono  Corp,  NY,  mgr  public  rels 
Rhoades  &  Davis,  LA,  acct  supvr  Star-Kist  Tuna 
Wilson  Sporting  Coods  Co,  Chi,  dir  adv  &  pub  rel 

Sylvania    Elec    Prods,    NY,   asst   gen   sis   mgr   radio- 
TV   div 

Deepfreeze    Appliances,    Chi,    mgr    field    sis 
Dolcin    Corp,    NY,    sis   mgr 
Bendix  Home  Appliances,  South  Bend,  Ind,  dir  mfg 
Sylvania    Elec    Prods,    NY,    supvr    of    contract    sis 
Avco  Corp,   southern   regl   sis  mgr 

Same,    dir   public   rels 
C.    F.    Sauer    Co.    Richmond,    gen    sis    mgr 
Wilson   &   Co,    Chi    I  meat   packers!,   dir   adv,  p 

rel   &   sis   prom 

Same,   sis   mgr   radio-TV   div 

Same,    mgr    appliance    sis 
Same,    vp    chg    sis 
Ronson    Co,    Newark,    N),    vp   chg    mfg 

Same,    sis   mgr   chg   contract   &    special    sis 
Deepfreeze   Appliances,   Chi,   mgr   field   sis 

■      Station  Changes  (reps,  network  affiliation,  power  increases) 

CHCH-TV.     Hamilton,     Ontario,     Can,     new     natl     rep,     Adam 
Young    TV,    NY 

KAUM,    Cuam,    new    AM    station    scheduled    to    start    oper    1 
Dec    '53    natl    rep,    Adam    Young 

KCEM,    Boise,    Idaho,    ABC    affil,    now   also    Intermountain    Net 
affil;  natl  rep,  Avery-Knodel 

KCEZ.    Kalispell,    Montana,    new    MBS   and    Intermountain    Net 
affil;    natl    rep,    Avery-Knodel 

KMPC,    LA,    new    natl    rep,    AM    Radio    Sales     I  LA,    Chi,    NY offices) 

KVEN.   Ventura-Oxnard.   Cal,   new   Don   Lee    Bdcstg  affil 
KWIN,    Ashland-Medford.    Ore,    new    Don    Lee    Bdcstg  affil 
WANN,     Baltimore,     new     natl     rep,     Pearson;     southern    « Dora-Clayton 

WBBF.   Rochester,   NY,   formerly  WARC,   affil;   now   MBS  itt 
new  gen  mgr,  Thomas  L.  Brown;  new  natl  rep,  Donald  Cook 

WBEN,     Buffalo,     NY,    formerly    NBC     Radio    affil,    now    C6 
Radio    affil 

WBEN-TV,    Buffalo,    NY.   now   primary  basic  affil   CBS  TV  * 

\ umbers  after  names 
refer  to  New  and  Re- new category 

Douglas    Manson     (3) 
James  I).  Evans     (3  > 
./.   /  nn  Nostrand   i  3  > 

S.  /.   Frolit  /. (3) 
1/.    S.    I  01  a  in 

(3) 

\U<  hael  Ames (4) 
Marl,    (  01 

1  h James  J.  Booth 

l  ii 
1  irgil  <  .  fl 

1  h 
Burton  Durkee 
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WHO 
and  Get  Iowa's  Metropolitan  Areas. 
PCcu  the  Remainder  of  Iowa! 

TAKE  GENERAL  MERCHANDISE  SALES,  FOR  INSTANCE! 

6.3%  CEDAR  RAPIDS 

13.7%  TRI-CITIES- 

16.9%  DES  MOINES 

5.4%  DUBUQUE' 

8.4%  SIOUX  CITY 

5.7%>  WATERLOO 

44.8%  REMAINDER  OF  STATE 

Figures  add  to  more  than  100% 

because  Rock  Island  County,  Illinois 

is    included    in    Tri-Cities. 

m 

MINNESOTA 
S.A.M.   DAYTIME 

STATION   AUDIENCE   AREA 

\    !3HE3| 

WISCONSIN 

THE  "REMAINDER  OF  IOWA"  ACCOUNTS  FOR  THESE  SALES: 
(Which  You  MISS  Unless  You  Cover  the  Entire  State) 

65.4%     Food  Stores 

Eating  and  Drinking  Places 
General  Merchandise  Stores 

Apparel  Stores Home  Furnishings  Stores 
Automotive  Dealers 

Filling  Stations 
Building  Material  Groups 

Drugstores 

61.6% 
44.8% 

55.6% 60.7% 

65.1% 

73.2% 79.6% 

60.4% 

iHHH"«naaaaa 
LEBBLJHHa^ 

Source:  1952-53  Consumer  Markets 

ILLINOIS 

NEBRASKA 

KANSAS 

MISSOURI 

FREE  &  PETERS,  INC.,  National  Representatives 

BUY  ALL  of  IOWA  - 

Plug  "Iowa  Plus"-with 

WHO 
Des  Moines  ...  50,000  Walls 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet .  Resident  Manager 
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She/shall 
ave  radio 

herever 

she  goes 

Funny  aboul  radio:  the  lighter  it  gets, 

the  more  weight  it  carries. 

For  no  other  advertising  medium  turns 

up  in  so  many  different  shapes  and 

sizes,  to  reach  out  to  SO  many  different 

customers.  And  no  other's  on  such 
intimate  terms  that  it  goes  wherever 

the  customer  goes— from  home 

to  ear  to  pocketbook,  right  up  to  tfu 

point  of  sale. 

All  because  of  one  thing:  wherever  they 

go,  whatever  they're  doing,  Americans 
like  to  listen  to  radio. 

What  else  explains  the  110  million  new- 
sets  people  have  bought  in  the  last 

eight  years.  And  the  M  million  mon 

they're  buying  this  year. 

What  else  explains  the  demand  for  a  set 

so  light  it  can  ride  along  with  the 

shopping  list... The  customer  enthusiasm 

that's  got  the  set-maker  turning  out 
more  than  a  thousand  a  day.  . .  And 

the  public's  eagerness  for  lighter  and 
even  smaller  sets  that  transistors 

promise  for  tomorrow. 

Today— by  adding  a  ru  w  outU  i  <  w  ry 

3  seconds— rail'm  is  growing  fast*  r  than 
any  other  advertising  medium. 

Radios  now  fit  any  pocket. . .  Radio 

alwavs  has. 

CBS  RADIO  NETWORK 
...  where  America  \nost 
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KDDN 
SALINAS,  CALIF. 

5000   WATTS 

Saturate  California's 
Newest  Metropolitan  Area 

with  the 

CLOVER  LEAF 

STATION 
at  half  the  cost  of 

using  separate  stations. 

HERE'S  THE  STORY ...  LEAF  BY  LEAF 

SALINAS  $58  Million  Retail  Sales 

MONTEREY  $35  Million  Retail  Sales 

SANTA  CRUZ      $42  Million  Retail  Sales 

WATSONVILLE   $27  Million  Retail  Sales 

Put  them  all  together  for- 

ONE    STATION   COVERAGE 

of  these  four  cities  and  the  rest  of 

this  Half-Billion  Dollar  Market 

<D0N 
SALINAS 
CALIFORNIA 

/«
 REPRESENTED  BY  WEED  &  CO. 
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New  developments  on  SPONSOR  stories 

'Fee    TV:    i«    it    a    threat    to    adverti«- 

9" 

S«»o: ers 

Issue:  19    May    1952,   p.   40 

Sii|ii<M*l"        FCC    may    rule   on    subscription    tele '         *       vision  in   1954 

After  the  FCC  has  completed  its  color  hearings  and  made  its 

decision,  pay-as-you-see  television  will  probably  get  on  the  agenda. 

It's  been  predicted  the  fate  of  fee  TV  will  he  decided  some  time 
during  1(J54 — or  about  23  years  after  the  idea  was  first  proposed. 

Subscription  television's  fight  for  acceptance  is  being  aided  today 
by  the  newly  acquired  support  of  six  UHF  stations.  This  past  sum- 

mer four  UHFers  jointly  petitioned  the  FCC  to  rule  in  favor  of  fee 
television.   This  fall,  two  other  I  HF  grantees  added  petitions. 

The  joint  petition  backs  up  fee  TV's  key  argument:  that  subscrip- 
tion television  will  help  alleviate  economic  problems  facing  some 

existing  and  prospective  UHF  stations  in  VHF  area*. 
Under  the  present  system  of  TV  sponsorship,  400  stations  can  be 

supported  profitably,  subscription  television  supporters  contend. 
Fee  TV  used  in  conjunction  with  commercial  sponsorship,  they  say, 

would  make  possible  the  existence  of  some  1,000  stations. 

Subscription  television  is  based  on  the  transmission  of  scrambled 

pictures  over  regular  TV  channels.    You  pay  to  get  a  clear  picture. 

Here's  what  FCC  ruling  favoring  fee  T\   would  mean  to  sponsors: 
In  the  first  place,  subscription  TV  would  provide  a  steady  source 

of  revenue  to  those  stations  signing  up  for  the  plan.  This  additional 
revenue  would,  of  course,  be  more  significant  to  small  stations  than 

large  ones,  might  help  keep  many  of  these  smaller  stations  alive. 

The  advertiser  who  doesn't  include  the  small  stations  in  his  regular 
spot  and  network  campaigns  might  want  to  sign  them  up  for  satura- 

tion drives  (to  introduce  a  new  product,  for  example).  With  fee 

T\  the  small  stations  could  stay  in  business,  be  available  to  adver- 
tisers when  needed. 

There's  an  equally  strong  chance,  however,  that  fee  TV  might 
harm  advertisers  by  cutting  them  out  of  mass-appeal  programs.  On 
the  national  level,  subscription  TV  people  might  be  able  to  pay  more 

for  the  rights  to  a  sporting  event,  for  instance,  than  any  national 

sponsor.  On  the  local  level,  a  station  might  be  guaranteed  a  mini- 

mum if  it  put  a  fight  on  subscription  TV.  Prospective  local  spon- 
sors, unable  to  meet  this  figure,  would  lose  out. 

The  crusade  for  subscription  television  is  being  spearheaded  by : 

Zenith  Radio  Corp.:  Phonevision.  According  to  Millard  Faught. 
economic  advisor  to  Zenith  on  Phonevision,  the  company  now  has 

six  variations  on  the  original  plan  which  utilized  phone  wires. 

International  Telemeter  Corp.:  Telemeter.  Unscrambling  device  is 
activated  when  specified  number  of  coins  is  inserted  in  coinbox. 

Skiatron  Electric  &  Television  Corp.:  Subscriber-]  ision.  This  in- 
volves  a  translucent  ke\  card  punched  with  different  codes. 

Execs  of  four  UHFers  who  jointly  petitioned  FCC:  R.  Brent,  v. p.,  WIP;  W.  Baltin, 

Home  News  Pub.  Co.;  B.  Gimbel  Jr.,  pres.,  WIP;  H.  Boyd,  gen.  mgr.,  Home  News; 

W.     Lund,     co-owner,     Stamford-Norwallc     TV     Corp.;     R.     Davis,     pres.,     WELI-TV 

SPONSOR 



New  and  refreshingly  different,  the 

Sandy  Spillman  show  is  already  tops 

in  Northern  California  TV  productions. 

And  we'll  let  you  in  on  something. 

Spillman's  got  something  in  his  hat 

beside  a  happy  prize;  he  has  a  selling 

genie  all  his  own  who  can  do  a 

wonderful  job  for  you.  Ask  your 

Katz  man  about  participations  in 

The  Sandy  Spillman  Show  on   

Affiliated  with  CBS  and  DuMont  Television  Networks ...  represented\bq  the  Katz  Agencq 
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Good  pickin's  for  Turkey  Raisers 

Paul*"
**" 

land! 
Only  one  state  tops  Paul  Bunyan 

Land  in  production  of  turkeys.  Our  farms 
will  send  almost  5  million  birds  to  market 

soon!  In  money,  that's  about  25  million 
dollars. 

SPONSOR 
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Why  new  rlinils  are  liuviiig  radio 
Growing  appreciation  for  advertising  valne  ok'  radio  has  helped  push  net- 

work sales  level  over  12%  siuc*«»  February,  is  hoosihig  spot  lo  new  p<>;ik 

by  Charles  Sinclair 

fp  hat's  behind  the  revitalization  of 
radio?  What  has  caused  network  ra- 

dio, For  instance,  to  jump  its  billings 

12.1',  between  February  and  August 
with  no  immediate  signs  of  Blacken- 

ing? Win  is  spot  radio  still  jam- 
packed  in  the  mornings  and  daytime 
and  starting  to  fill  np  again  at  night? 

\-  I. u  a-  the  radio  medium  itself 
goes,  there  have  been  lew  changes. 

IIk'  biggest  change  lias  been  taking 

place  quietl)  among  leading  ad  agen- 
<  tes  and  top  advertisers.  It  -  a  change 
in  attitude  toward  radio. 

I  In'  top  mat  keting  executive  of  a 
Madison  Avenue  ad  agenc)  spoke  For 
mam  ol  bis  fellow  admen  when  he 

summarized  the  general  situation: 

"Lasl  \car.  when  I  -tailed  to  dis- 

cuss radio  at  a  planning  session.  e\erv- 

bodj  gave  me  a  look  as  though  I  was 
nuts.     A   lot   of   our   acnuinl    men    and 

several  of  oui  i  lients  bad  a  -"it  of 
'mental  block1  against  anything  except 

nighttime  I  \  network  -how-  and 
morning   spot    radio. 

"Now.  the  continuing  high  -  osts  of 
I  \  and  the  continuing  Btrength  <>f  ra- 

dio plus  the  fa<t  that  radio  Belling 
and  radio  programing  are  improving 

— are  causing  them  to  stop  and  listen 

when  I  Buggesl  radio." \dmen    concerned    with    individual 

p/ymovth  Tc  spur  lagging  auto  sales,  firm  has  O.K.'ed  co-op  spot  radio 

Extra  impact  in  non-TV  and  TV  markets  is  goai  of  ABC  "Playhouse" 

MonauS^   New  client  hopes  to  promote  moving  company's  brand  name  on  MBS 

Radio  sells  appliances,  so  GE  bought  second  CBS  nighttime  show 

OH  firm's  choice  for  new  public  relations  vehicle:  NBC  Symphony 

INSTANT 

AXWELL 
HOUSE 
Coffee 

Spot  radio  is  used  to  keep  brand  among  leaders  in  top  markets 
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Public  Relations 

This  week  Socony-Vacuum   returns  to   network 
radio  after  five-year  lapse.    Air  vehicle: 
22  concerts  of  NBC  Symphony  under  famed 
maestro  Toseanini.    Object:  create  goodwill 

Hard  Sell 

Although  Philco  has  heavy  staki  in  video 

programing,  the  receiver  firm  has  added  a 
nighttime  radio  version  on  ABC  of  its 

"Philco  Playhouse"  to  sill  radio.  TV  sets 

I 

accounts  echo  this  reaction.  Stated  a 

radio-TV  executive  of  the  Hutchins 

Agency,  ad  counsel  for  Philco  Corp.: 

"Philco  never  lost  sight  of  radio 
for  a  moment,  even  though  the  biggest 

thing  in  Philco's  air  lineup  for  the  past few  reasons  has  been  the  Playhouse  on 

NBC  l\.  We  have  had  a  portion  of 
Breakfast  Club  and  a  newscast  series 
with  Edwin  C.  Hill  on  ABC  Radio. 

"Recently,  our  client  added  a  new 
Wednesday  night  radio  -how  Philco 

Radio  Playhouse — on  some  300  ABC 
Radio    stations.     There    were    several 

•  I   reasons  for  tin-. 

"For  one  thing  research  has  shown 
that  radio  set  sales  are  continuing  at  a 
record  level,  even  in  the  biggest  TV 
markets.  For  another,  radio  still  has 

a  big  edge  on    I  \    « hen   it  comes  to 
•  tration  of  the  I  .  S.  market.     Vnd 

finally,  radio  costwise  these  days  is  an 

status    report 
IlIIIIIIIIII 

attractive   advertising   opportunity. 

''The  show  will  be  strictlv  'sell  for 
Philco.  Well  sell  Philco  TV  sets,  ra- 

dios, appliances.  The  program  will 

feature  the  'glamor'  approach,  using 
TV  casts  and  adaptations  of  TV  plays 

we've  used  on  NBC  TV.  In  short. 

we'll  be  using  radio  to  glamorize  TV, 
just  as  the  radio  Lux  Theatre  glam- 

orizes movies. 

"Dealer  reaction  to  the  show  has 
been  excellent — in  both  TV  and  non- 

TV  markets — and  dealers  are  putting  a 
lot  of  promotional  pressure  behind  it. 

We're  sure  the  program  will  do  a  top 
job  for  us — even  at  night,  and  even  in 

T\  area*."'  the  Hutchins  Agency  exec- 
utive '.mi  luded. 

Xot  all  of  the  enlarged  crop  of  radio 

sponsors  this  fall  feel,  as  Philco  ap- 
parently  docs,  that  the  road  to  success 
in  radio  today  is  via  a  fairly  fancy 

program  series.  Some  sponsors — like 
B.  F.  Goodrich,  which  recently  bought 

a  participation  -eric*  in  NBC  Radio's 
//  eekend  package  and  thus  returned 
to  network  radio  after  a  lapse  of  sev- 

eral years — are  buying  with  caution, 
looking  for  low-priced  availabilities. 

But  other  radio  buys — like  General 
Electrics  new  second  show.  Meet  Mr. 

M<\  alley,  on  CBS  Radio,  or  General 

Motors,  stepped-up  I  from  179  to  332  i 
station  list  for  1  our  Land  and  Mine 

on  ABC  Radio — are  shows  in  the  top 
brackets  of  production  cost  designed 

to   be   top   audience   attractions. 
At  the  local  level,  the  high  degree  of 

advertiser  interest  is  due  to  a  simple 

fact:  Radio  gets  results. 

A  typical  case  of  how  a  small  spot 

advertiser  became  excited  over  radio's 
ability  to  sell  is  that  of  a  real  estate 
firm  known  as  Plantation  Estates, 

which  sells  Florida  acreage  to  North- 

erners with  a  yen  to  retire  in  an  at- 
mosphere of  palm  trees  and  sunshine. 

Plantation,  via  the  Percy  Brower 

agency,  used  to  sell  its  S690-and-up 
land  plots  through  a  weekly  series  of 
S100  newspaper  ads.  often  pulling 
leads  for  its  salesmen  at  the  rate  of  S5 

apiece.  WOR,  New  York,  on  the  prowl 
for   new   radio   business,   talked   them 
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..am  Evans  on ,  WRVA 
***t> 

'  ff,, 

\NCBS WBBM mis  o~ver  KSL 

|v  Air  Client 

■i  in  ir  crop  iif  radio  sponsors  is  Spun/ 
h  Co.,  makers  of  lint  of  serving  needs, 

bought   thrici  -wi  i  kly  participations 

presented  "1IPL"  spat   ratlin  programs 

Steady  Growth 
Plantation   Estates   {left:   II.   Engel,  sales 
mgr.;  right:  P.  Brower,  agencyman     has 
increased  spot  budget  tenfold  in  a  year 
on   WOTt,  N.   V.    Radio  doubled  realty  salts 

into  spending  an  amount  equivalent  to 

a  newspaper  ad  on  a  participation  in 

veteran  John  B.  Gambling's  morning 
radio   -how. 

The  \\  OK  announcement  pulled  132 

leads — at  something  like  25c  per  lead. 
Vnd,  the  conversion  rate  was,  accord- 

ing to  tin-  agency,  "as  good  as  that  of 

newspaper  leads." 
Result:  Plantation  has  been  spend- 

ing nearl)  all  of  its  ad  monej — now 
amounting  to  over  $1,000  weekly — in 
radio. 

Said  Percy  Brower.  president  of 

Plantation's   agenCj  : 
"In  all  ni\  \ears  in  the  real  estate 

business,  I  have  never  seen  a  medium 

pull  such  fantastic  returns  as  radio, 
nor  have  I  ever  before  seen  such  a 

low  cost-per-lead. 

"During  the  season,  our  cost-per- 
lead  from  John  B.  Gambling  was  from 
5W  to  a  dollar.  On  the  other  hand. 

we  consider  that  New  ̂   ork  newspapers 

arc  doing  a  good  job  if  their  cost-per- 
lead  is  $5  to  $10.  Also  our  salesmen 
tell  us  that  it  is  far  easier  to  convert  a 

2  NOVEMBER   1953 

radio  lead  than  a  newspaper  lead. 

The  \\  ( )l!  -how.  incidentally,  is  cred- 
ited b\  the  firm  wtih  having  doubled 

Plantation  Estates  sales  between  1952 
and   1953. 

As  result  of  this  increased  advertiser 

interest  in  radio — which  starts  at  the 

top  client-  and  work-  down  to  the 
small  advertisers — the  ranks  of  radio 

sponsors  for  fall  1953  have  increased 
noticeably. 

Last  week,  the  sales  v. p.  of  a  top 
ladio  network  smiled  at  a  SPONSOR 

editor  and  gestured  proudly  toward 

the  big  Monday-through-Sundaj  chart 
on  his  office  wall. 

"(id  a  load  of  that  lineup."  he  said. 
"Some  ol  it  i-  brand-new  business, 
never  before  on  radio.  Some  of  it 

come-  from  clients  who  pulled  out  of 

radio  to  gel  into  TV — and  are  now- 
putting  radio  back  on  the  li-t.  The  re-t 
of  it  come-  from  radio  clients  who  are 

increasing  their  station  li-t-  or  the 
number  of  show-  the}  sponsor.  It 

makes  you  wonder — "What  took  them 

so  lone?'  " 

Indeed,  the  lineup  of  radio  clients 

in  both  network  and  spot  this  fall  looks 
more  like  a  solid  advertising  wall  and 

less  like  a  picket  fence  than  it  ha-  in 
several   -ca-on<. 

In   some  ways,   the   media   pendulum 
i-    swinging    slowly. 

There  are  Fewer  advertisers  in  net- 
work radio  toda\  than  there  were  a 

year  ago.  According  t"  /  ((  /  uary, 

there  arc  131  sponsors  with  17  1  net- 
work radio  -how-  on  the  air  this 

month,  vs.  139  sponsors  with  196 
shows  in  the  same  month  lasl  year. 

Station  reps  sa)  that  business  is  "ex- 
i  •  1  but"  in  spot  radio,  but  only  a  few- 
have  actual!)    added  new  clients  t"  their 
rosters. 

But  the  swing  i-  faster  when  you 
look  at  -ale--  levels.  Radio's  advertis- 
ei  -  are  spending  more  monej . 

Publishers  Information  Bureau  ̂ ross 

figures  tor  network  radio  expenditures 
-how  an  average  gain  of  0.9^  for  the 
four  major  radio  webs  for  the  Janu- 

ary- August,  1953  period  (a  total  of i  Please  turn  to  page 
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sugarless  pop 
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^    GINGER  . 
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revolution 

Over  50  non-fat  tckning  brands  have  sprung 

up  in  past  two  years.    More  are  eoming.    Air 

media  are  a  big  factor  in  quiek  growth 

WW  hen  William  Howard  Taft  was 

President,  stout  men  and  plump  ladies 

ate  their  baked  alaska  and  crepes  su- 
zette  without  a  guilty  glance  at  calorie 
tables. 

Todaj    America  is  afraid  of  fat. 

It's  been  estimated  that  50  to  60 
million  Americans  think  they  are  over- 
weight.  And  out  of  the  national  drive 

toward  svelte  figure  lines  a  new  prod- 
uct is  starting  ii-  climb  toward  mass 

sales     sugarless  pop. 

I  In-  firsl  ol  tin-  sugarless  pops  to  at- 
tract attention  in  more  than  one  mar- 

ket was  Kirsch  Beverages'  No-Cal 
which  was  launched  \  ia  radio. 

i  in  .in  average  da}  this  year  house- 
wives in  a  lew  Middle  Atlantic  states, 

principall)  in  ili<-  Greater  New  ImL 
area,  will  go  oul  and  buj  about  10,000 

30 

cases  of  No-Cal. 

A  year  ago  they  might  have  bought 
1,000  cases  in  a  day.  Two  years  ago 

they  didn't  buy  any. 
How  did  radio  stimulate  this  sales 

spurt? No-Cal  did  it  with  daytime  participa- 
tions on  a  small  budget.  It  sought  to 

reach  women  and  limited  its  advertis- 

ing initially  to  radio  until  the  product 
had  taken  hold.  Then  television  and 

newspapers  wen-  added.  Agenc)  is 
Gre)  Advertising. 

Its  probable  that  the  No-Cal  pat- 
tern will  be  followed  b\  other  bottlers 

around  the  nation.  Dozens  of  plants. 

it  -  believed,  are  planning  to  enter  the 

sugarless  soft-drink  field.  Most  of  the 
companies  are  small  and  sell  locally  or 

regionally.    The  success  of  No-Cal  in 

getting  off  the  ground  quickly  through 
radio  will  get  close  study  from  the 

small  brands  as  they  ponder  the  prob- 
lem of  how  to  introduce  a  new  concept 

in  soft-drink  selling. 

The  newest  of  the  sugarless  soft 

drinks,  for  example,  is  planning  to  con- 
centrate its  fire  in  radio.  The  new 

drink  is  a  concentrate  to  which  the  con- 

sumer adds  water.  It's  called  Cal-Lac 
and  will  be  introduced  in  two  medium- 
sized  markets.  The  Presto  Beverage 

Corp..  Brooklvn.  makes  Cal-Lac:  agen- 
cy is  Wexton  Co.,  New  York. 
There  are  over  50  sugarless  soft 

drinks  in  all  being  marketed.  First 
place  in  sales  thus  far  is  claimed  by 

the  Cott  Beverage  Corp.,  whose  execu- 
tives told  sponsor  Cott  outsells  all 

other  brands  on  a  national  basis.  No- 
Cal  is  conceded  second  place  by  Cott 

and  undisputed  first  place  in  the  New 
^  ork  market.  Soda  pop  people,  in  gen- 

eral, went  along  with  this  estimate. 

Cott,  with  main  offices  in  New  Ha- 

ven, is  spending  over  $500,000  for  ad- 
\ertising.  with  an  estimated  25%  going 

to  TV.    Cott  and  the  Cott  Bottling  Co. 

SPONSOR 



have  bought  a  \ai iet)  of  I  \  and  i a- 

dio  shows  ranging  from  Imos  '»' 

tndy  in  I")  markets  to  radio  and  I A 
participations.  Vgenc)  is  Dowd,  Red- 
field  S  Johnstone,  New  ̂   < ■  i k  and  John 
C.  Dowd,  Boston. 

No-( lal's  budget  has  i  limbed  From 
the  thousands  to  an  estimated  SI  mil- 

lion nexl  year  which  will  be  divided 

among  television,  radio,  newspapers 

ami  point-of-sale. 
Another  big  contender  will  be  Can- 

ada Dry,  which  has  a  sugar-free  soda 

palled  Glamor  on  grocers'  shelves  in 
New  ̂   <>ik.  Glamor  went  on  the  mar- 

ket last  July,  lnit  due  t>>  a  trucker's 
strike  distribution  was  delayed  until 

last  month.  Glamor  is  using  an  intro- 

ductory idler  technique,  telling  shop- 
pers \ia  print  ads  that  if  the)  will  send 

in  two  bottle  caps  their  purchase  price 
will  l»e  refunded.  Plans  have  not  \ el 
been  made  to  include  commercials  For 

Glamor   in   Canada    Dr\'s   spot-placed 
film  -how.  Terry  and  the  Pirates,  which 
is  in  46  markets. 

\\  hite  Rock  and  Cliquot  Club  are  the 
onl\  other  majors  among  pop  bottlers 

with  sugar-free  brands  now  on  the 

market.  Dad's  Root  Beer,  however, 
told  sponsor  it  was  considering  intro- 

duction of  a  sugar-free  drink.  This 

would  make  Dads  the  only  single- 
Bavor  firm  to  enter  the  sugar-free  field, 
the  company  said. 

\\  hite  Rock  and  Cliquot  Club  are 
both  longtime  air  media  users,  will 

probably  take  to  the  air  with  their 

Bugar-frees.  White  Hock  i>  selling  its 
new   brand  in  Los   Angeles  first. 

While  other  majors  have  not  moved 

into  sugar-free  production,  all  are 
watching  developments  carefullv.  Pep- 

si-Cola's introduction  of  diet-emphasiz- 
ing copy,  for  example,  coincided  with 

the  initial  spurt  in  sales  of  \o-Cal  and 

Cott.  <  oi  a-(  ol.i  ~.nd  it  had  no  plans 

to  <  hange  its  i  opj  theme  to  emphasize 
diet  and  it  is  not  planning  a  sugar-free 
brand. 

In  the  beei  business,  several  brands 

have  been  stressing  "less  filling,"  and 
"less  BUgar"  themes.  Piel's  Beei  spot 
television  announcements  -how  thai 

a  quart  of  Piel  -  contains  onlj  a  speck of  BUgar. 

Outside  the  beverage  field,  other 
advertisers  have  be*  ome  i  on<  ei  aed 

over  the  -pint  in  dietetics  advertising. 

American  Sugar  Refining  Co.  foi  ii- 
Pure  Domino  Sugar  i-  running  an  ad 

with  the  headline.  "Which  i-  less  fat- 

tening?" The  ad  -av-  that  tin  c-  tea- 
spoon- oi  BUgar  contain  fewer  calories 

than  half  a  grapefruit.  \  Bacardi  rum 

ad  now  appearing  states  that  a  Bacardi 

round-up 

cocktail   has   fewer  calories   than   two 

slices  of  pineapple. 

Commented  an  ad  man  who  would 

like  to  see  his  agency  land  one  of  the 

sugar-free  soft  drinks:  "The  whole 
theme  of  girth-consciousness  is  revolu- 

tionary. We're  seeing  a  turnabout  in 
the  soda  business.  Once  they  sold  pop 

as  an  energy  food.  Now  it's  something 
you  can  eat  and  not  grow  fat  on. 
Manv  lines  will  be  affected.  \nd  from 

a  position  somewhere  in  the  middle 
radio  and  television  should  be  able  to 
cash  in.  Thev  should  be  able  to  sell  the 

sugar-frees  on  radio  and  TV  as  the 
moans  of  introducing  the  concept. 
\nd.  on  the  other  hand,  maybe  the 

need  to  combat  the  sugar-frees  will 
give  radio  and  T\  their  opportunity  to 
gel  in  the  door  at  the  major  sugar 

companies." 

I  In-  I  •  -in--  in  tin-  New 

^  oik   market   began   about   two  v  ••  u  - 
when    Hv  man    and    \b.rn-    Kn-  h, 

who  own  Kit-i  h  Bevei ages,  lr* ., 

Brooklyn,  look  a  bottle  of  a  new  drink 

up    to     \|    Libel  man.    Kii  -  h  -     n  <  onnt 
executive  at  Grej  \dv ertisin  \  ■  n<  v . 
New  't  oik.  Here  was  a  soft  di ink. 

the)  -aid.  thai  both  diabetii  -  and  those 
on  no-salt  diets  i  ould  di  ink. 

\  -hoit  time  latei  No-Cal  was  in- 

tiodui  id  on  a  modes!  -<  ah-  in  New 

York.    It   wa-  -old  mostl)    in  dietai v 

-I..H-.      ll    hadn't    ben    on    the    market 

long  when  the  Messrs.  Kirsch  noticed 
a  liiiinv   thin'.' :  More  I  Bses  of  No-(  il 

weie    -old    than    there    were    people    on 

special  diets. Kirsch  checked  with  Liberman,  and 

Liberman  checked  with  the  Metropoli- 
tan  Life   In-ui  am  i-  Co.     I  he   in-ur. hm  e 

compan)      produi  ed      tables      w  hich 
-bowed  that  one  out  of  everv  two 

adult-  think-  he  i-  overweight. 

A  few  dav-  later  Liberman  wa-  walk- 

ing     down      the      -treet      with      Moiii- 

Kirsch.    "Kverv   other  person  you  see 

on  this  sidewalk.'"  Liberman  remarked 
to  Kii-ch.  "i-  a  potential  customer." 

"That's  fine."  Kirsch  -aid.  "but  how 

are  we  going  to  tell  them  about  No- 

Cal?" 

Liberman  had  the  answer  to  that 

one.    "Radio."  he  replied. 
So  radio  it  was  that  introduced  No- 

Cal  to  New  York's  ma—  market. 
In  March  1952  when  \o-Cal  came 

out.  production  was  less  than  5,000 

-  a  week.  This  year's  production 
will  top  2.5  million  cases.  And  No-Cal, 
priced  at  two  16-ounce  bottles  for  29£, 
i-  <  onsiderablv  more  expensive  than 
conventional  soft  drink-. 

After  radio  had  established  No-Cal, 

new-papers  and  television  were  added 
(Please  turn  to  page  95) 

What    is 
contain  no 
taste    but 

Chemical's 

sugarless    pop?     Non-fattening    sodas 
calorii  s  or  just  a  few.  Chemical  with  sin  it 
no  caloric  content  substitutes  for  sugar, 
expense  puts  prici  of  sugarless  pops  abov< 

4 

ordinary  soda  rusts.  As  plus,  some  of  sugar-  ress 
convenience  of  no-deposit  bottles.  Below,  Human  and 

Mori's  Kirsch  of  Kirsch  />'-  y<  ragt  s,  Brooklyn,  in  lab 
when  No-Cal  was  born  as  beveragt  for  diabetics  mainly 



Is  the  l.l/o  agency  commision 
system  outmoded  ? 

I  mil    tlognl  eites  4  reasons  why,  including  rising  TV 

costs.     Member  of  SPONSOR'S   All-Media  Advisory  Board  disagrees 

SPONSOR'S  media  story  in  (lie  last  issue  [see  "How  Emil 

Mogul  tests  media  weekly  for  Rayco,"  SPONSOR,  19  Octo- 
ber L953)  has  aroused  a  controversy  over  the  15%  agency 

comm ission  system . 

Instead  of  IV  '<  the  Emil  Mogul  Co.  gets  a  percentage  of 
sales  from  the  Paterson,  N.  J.,  car  seat-cover  maker. 

sponsor  takes  no  sides  on  this  controversial  issue  except 

to  point  out  that  the  commission  system  was  "born'  a  long 
time  ago  and  although  it  has  been  criticized  often,  most 

agencies  are  strongly  for  it. 

In  this  article  Emil  Mogul  gives  his  side  of  the  15% 

controversy  and  a   member  of  sponsor's   All-Media   Ad- 

I  mil  Moyul  submits  reasons  why  he  feels 

15%  is  arehale.  prefers  percentage  of  sales 

Way  back  in  the  early  horse  and  buggy  era  when  ad- 

vertising agents  were  space  salesmen,  the  15%  commis- 
sion system  was  undoubtedly  a  very  practical  basis  of 

compensation.  The  "agents"  were  working  for  media.  It 
was  logical  that  they  be  paid  by  media.  The  ambitious 
salesman  who  helped  a  customer  write  an  ad  was  still 

employed  by  the  publication.  What  creative  talent  and 

{Continued  opposite  page  at  left) 

visory  Board — who  feels  strongly  that  any  tampering  with 

the  15%  would  undermine  the  agency  structure — gives  the 
opposite  view.    He  prefers  to  remain  anonymous. 

SPONSOR  estimates  that  the  Emil  Mogul  Co.  gets  about 

1%  of  Rayco' s  total  retail  sales,  which  means  the  agency 
should  gross  $150,000  from  the  Rayco  account  this  year  if 

sales  hit  the  expected  $15  million  mark.  On  a  straight 

commission  basis,  with  1953  ad  expenditures  at  $800,000, 

the  agency  would  gross  only  $120,000.  Sales  next  rear  are 
expected  to  total  $22  million,  which  would  give  the  agency 

an  income  of  about  $220,000  as  compared  with  S  187.500 

based  on  anticipated  ad  expenditures  of  $1,250,000. 

SPONSOR  All-Media  Boartl  member 

defends  15%  as  vital  to  aaency  structure 

Mr.  Mogul  is  on  very  safe  ground  when  he  suggests 

that  agencies  would  all  like  to  earn  more  money. 

On  that  same  platform,  he  could  attract  bankers,  law- 

yers, elevator  operators,  trade  magazine  editors — and  me. 
And  everybody  else. 

Mr.  Mogul  says  agencies  can't  make  out  under  the  15% 
commission  system.  He  wants  a  new  system.  Others  would 

{Continued  opposite  page  at  right) 

EMIL    MOGUL,    A/E    NORT   WYNER    STUDY   WEEKLY    RAYCO    MEDIA  TESTS   (INSET)   WHICH   MOGUL  SAYS    15%  COULDN'T  COVER 



1  '  .:: 

If<»r<*  uvv   I  hus'tv  reUMOHM  for  (iiicf   m/tiiiivf    Iff%    «f«/<*n«*i/   st/stt'tit 

Vfouul   .mm/.*    15%    oitlmo«V«l   ((cnnivc: 

1 

2 

3 

l.v,  sj/s<(  m  is  illogical,  impractical, 

old-fashioned  and  conducivt  to  bias 
It  discourages  agency  incentive. 

Agency  should  b(  paid  by  firm  which 
engages  it,  as  in  other  fields,  not  by 
medio    for   which    it    no  longer   works. 

Modern  agency  does  mon  than  wriU 

ads,  even  helps  client  planning.  Why 
should  ml  Iniih/i  i  govi  tn   its  s<  rvid  f 

Agency  "markup"  of  IV,  has  stayed 
tin  same,  but  costs,  including  TV,  keep 

rising.     Tins    has    to    affect    service. 

SPONSOR    adriser    sags    no    bCMMtCi 

1 

2 

3 

. \i/<  ncy  trying  to  ina east  ou  n  \  i ofii 
under  percentagt  o)  ales  plan  might 
inn  in  client  I"!  too  much  ad  tpending 

Agencies   also  li<i/>   media   when   they 
in  it i  mis.  /ill  uii it,  tpaa  '/'  dia 

feel     1 1'  is     is     ̂ <  rvid     worth     pa  y 

It    is    no   improvt  nit  nt    to    tit    tei 

tu  percentagt  of -sales.    What  happt 
a  In  a  salts  drop,  new  product  debuts? 

l.V  i    was  in  <■'  /•  inh  ndt  d  to  covt 

thing  but  preparing  ads.   What's  wrong 
with  charging  fees  for  extr  cesf 

Pro  by  Kiiiif   >Io</n!   (eontd.) 

"advertising  experience"  he  had  were  assets  that  helped 
him  make  sales  and  keep  customers,  hut  his  primary  inter- 

est— and  his  livelihood — was  in  selling  space. 

But  as  the  agents  became  advertising  agencies,  as  cus- 

tomers hecame  clients  and  the  agency's  joh  changed  from 
selling  space  to  selling  merchandise,  the  commission  sys- 

tem hecame  le-s  and  Irs-  logical.  \\  h\  has  it  been  allowed 
tn  continue  as  a  sacrosanct  tradition  all  this  time,  while  all 

of  today's  modem  agenc)    practices  have  been  evolving? 
The  onh  defense  we  have  heard  from  the  system's  mosl 

ardent  supporters  is  that  it  still  works.  (We  know  where 

we  can  get  a  horse  and  bugg\  that  "'still  work-.  "  i  It  works well  for  us  and  mam  of  our  own  clients,  with  whom  we 

have  the  happiest  of  relation-hips,  but  that  has  no  bearing 
on  our  conviction  that  the  s\stem  is  outmoded. 

\\  e  helieve  we  have  developed  a  new  basis  for  agenc) 

compensation  that  works  far  better — for  our  clients,  for 
ourselves  and  for  media:  a  percentage-of-salc-  system  thai 

makes  the  agency's  income  dependent  on  what  it  accom- 
plishes for  a  client,  not  what  it  buys  for  him. 

Our  criticism  of  the  15$  system  is  not  simpl)  thai  it  is 

illogical  or  old-fashioned  or  conducive  to  bias  or  that  ii 
discourages  incentive.  We  believe  that  it  is  impractical 

and  stridently  out  of  tune  with  modern  business  practices 
and  the  modern  concept  of  advertising  agenc)  service. 

When  a  company  employs  engineers,  lawyers,  account- 
ants, architects  or  any  of  scores  of  specialists  and  outside 

service  organizations,  the  companj  pays  them.  Win  should 
the  advertising  agenc)  be  paid  by  someone  else?  Why 

should  the  agenc)  he  paid  on  the  basis  of  advertising  ex- 
penditures an)  more  than  engineers  are  paid  according  to 

the  cost  of  the  machines  they  install  or  purchasing  agents 

are  paid  commissions  on  the  materials  thev  lui\  ?    W  by,  in 

("Pro"  side  continued  on  page  08) 

Con  by  Atlvisory  Board  member  (vonttl.) 

probabl)    settle   for  jusl   a   different  commission    rate. 

However,  neither   idea   i-  exactly   new — oi    startling. 

But  before  looking  at  anything  else.  Mr.  Mogul's  spe- 
i  ili<    points  deserve  an  answer. 

1.  The  IV,.  Mr.  Mogul  sa\s.  cannol  pa)  for  all  the 

services  expected  of  an  agency  today.  He's  right.  The 
commission  system  was  never  intended  to  cover  more  than 
those  junctions  directly  necessary  to  prepare  advertising 

to  place  in  commissionahle  space  or  time.  Basically,  that 

means  creative  services.  What'-  wrong  with  charging  fees for  the  rest? 

Main  agenc)  services  are  onl)  indirectl)  necessary. 

You  can  write  ads  without  doing  research  or  iuer*  handl- 
ing or  designing  packages. 

But  in  most  good  agency-client  relation-hip-,  such  serv- 
ices are  offered,  and  in  main  cases  the)  are  covered  b) 

specific  agreements. 
In  research,  for  example,  it  is  not  unusual  for  agency 

and  client  to  agree  on  three  areas  of  responsibilities: 

a.    The  agenc)  -. 

h.     The  client's. c.    Areas  of  joint  concern. 

In  area-  1  and  2.  whoever  is  responsible  pays  the  hill-. 

In  area  3,  paymenl  is  discussed  in  advance.  I  sually  the 
hills  are  shared. 

2.  Media.  Mr.  Mogul  says,  -In  mid  not  pay  agencies 

when  actually  they  work  for  the  client. 
^  es,  thev  do  work  for  the  client.  But  in  the  course  of 

such  work.  the\  do  things — like  prepare  magazine  ads — 

which  help  magazines  fill  white  space.  The  magazines  con- 
sider this  enough  of  a  service  to  be  uilling  to  pav  a  com- 

mission. I'm  sure  clients  like  this.  And  courts  say  it's  legal. 
(••Con"  side  continued  on  page  100) 

2  NOVEMBER  1953 33 



TV  WEATHER   SHOW   PROVIDES   NATURAL  TIE-IN   WITH    PICTURE   TAKING,  GIVES  CHANCE  FOR  DEMONSTRATION  OF  EQUIPMENT 

De  Jiir  discovers 
radio  and  television 

can  sell  cameras 
\(vyI  year  firm  is  expanding  to  six 

markets  on  basis  of  tost  campaign  in  V  Y.  C. 

34 

by  Joan  B.  Marks 

j^  sk  anyone  in  the  business — they  11 
all  tell  you  the  same  thing:  You  just 

can't  sell  a  camera   on  the  air. 
Cameras  and  print  media  advertising 

have  been  virtually  synonymous  ever 

since  daguerreotype  days,  except  for  a 

few  attempts  over  radio  and  television, 
none  considered  effective. 

Reason?  Cameras  are  fairly  expen- 
sive items,  purchased  infrequently  and 

only  after  careful  thought  and  plan- 
ning. Because  of  the  infrequency  of 

purchase  there's  no  accurate  way  to 
gauge  air  media  results  after  a  few 
weeks'  time.  And  many  admen  have 

the  impression  radio  and  TV  aren't 
suited  for  selling  anything  but  low- 
<  t>st .  mass-sold  items. 

In  the  past  a  few  camera  manufac- 
turers have  tried  air  media.  Almost 

all  chose  the  same  types  of  shows:  the 

SPONSOR 

It 



i  .linn. i  clinii  "i  the  giveaway  -Imu . 

1 1 n-\  all  failed  or  bo  photo  1 1 ade  peo- 

ple  H  ill   I'll    J  <>ll. 
Today  the  De  Jur-  \m-i  •>  <  !oi  p,  (.| 

Long  Island  I  ii\.  N.  V.  which  special- 
izes in  movie  cameras,  is  breaking  all 

industry  precedents  by  proving  radio 
ami  I  \  can  be  good  camera  salesmen. 

|)i-  Jur  is  now  the  only  major  camera 
manufacture]  using  the  air  media.  Ii 
i-  so  «'-ll  satisfied  with  it-  New  ̂   < ■  i k 

radio  ami  l\  test  efforts  thai  it  -  plan- 

ning to  expand  throughout  tin-  coun- 
try with  morning  radio  and  evening 

telev  ision. 

In  refutation  of  the  theory  that  the 

only  paying  air  venture  for  a  cam- 
era   firm    i-    a    camera    show,    neither 

lllll 

case    history 

one     of     D<'     Jur's     tWO     air     vehicles 
are  built  around  the  products  them- 

selves. I  In-  l\  program  is  a  five- 
minute  shot  over  v7CBS-T\  entitled 

Rain  or  Shine,  a  simple  weather  show. 

De  Jur  bought  Saturdays   (6:00-6:05 
p.m.'.  The  radio  test  \  chicle  is  the 
I  >  \  and  Jinx  Show  over  \\  NBC,  8:30- 

8:45  a.m.  De  Jur  has  Friday  morn- 
ings. I  he  two  Bhows  will  eat  up  aboul 

1595  of  I)e  Jur's  1953  advertising 
budget  of  $200,000. 

Although  the  television  show  is  only 

si\  month*  old  and  the  radio  program 

has  been  selling  camera  equipment   for 

only  two  in. mih-.  Bernard  Deitchman, 

general  sales  manager,  told  sponsor 

1953  -.de-  have  been  running  20-25f/i 
ahead  ol  1952.  lie  gives  television  a 

significant  fhare  ol  the  <  redit.  The  ra 
din  program  ha-  been  on  too  short  a 
time  for  it-  eiTci  1  to  In-  conclusive. 

'We  base  oui  conclusions  about  the 

power  ol  television  mi  reports  1  r •  •  r   n 
dealers  ami  pi ograra  mad.  I  teit<  hman 

Bays.   "Dealers  tell  us  a  u-   I  mans  of 
their    customers     an-    coming     in     and 
asking  foi  the  camera  or  the  proje*  tor 
or  the  exposure  meter  that  they  saw 
mi  television.  \ml  Carol  Reed,  -tar  of 

Rain  or  Shine,  ha-  been  getting  more 

and    more    mail    from    viewers." 

De  Jin's  air  advertising  i-  based  on 
this  principle:  It  -  better  business  to 
create  new  customers  lor  your  products 
tli, in  to  sell  the  old  established  busi- 

ness patron-  additional  equipment 

(which  is  what  you're  doing  when  you 
buy   space  in  a  magazine  for  camera 
fans  I . 

Camera  firms  traditionally  spend  a 

large  portion  of  their  budgets  in  pho- 

tography magazines  i'l)e  Jur  is  allo- 
cating about  3595  of  it-  budget  to 

magazines).  This  strategy  brings  the 

manufacturer's  message  to  a  special- 
ized t\  in-  uf  consumer,  the  camera  fan. 

The  man  who  purchases  a  photography 

magazine  i-  plainly  a  shutter-bug,  will 
obviously  he  interested  in  purchasing 

new  types  of  equipment  for  his  camera. 
new   models  of  cameras  and  projectors. 

Hut    just    as    obviously,    the    firms 

i  nflmniiiiiing 

Why  De  Jur  went  into  radio  «ncl  television 

1.  Camera  firms  traditionally  spend  most  of  budgets  in 

photography,  consumer  magazines  to  reach  specialized  con- 

sumer: tin  camera  fan.    They  sill  to  "sold"  market. 

2.  Obviously  man  who  buys  photography  magazim  has  </ 

camera,  needs  iii  ir  equipment.  But  what  happens  when  this 

market  is  saturated?    D(  Jur  wanted  to  tap  new  field. 

3.  Firm  decided  young  homemakers  wen  lust  potential, 

best  way  to  convina  Hum  to  buy  cameras  was  to  insist  on 

simplicity  of  operating  tht  equipment. 

4.  De  Jur  bought  New  York  City  personalities  on  morning 

radio,  weather  slum'  on  evening  TV  to  reach  young  mothers. 
It  plans  to  follow  sami  pattern  in  other  markets  soon. 

* -  .  -x 

NEW  SLANT:  Firm's  new  mass  market  ap- 
proach is  summed  up  by  Sales  Mgr.  Deitch- 

man (top),  Ad  Mgr.  Bassuk:  "The  woman 
who    works    a     vacuum     can     work    a     camera" 

which  concentrate  on  selling  the  "-old" market  are  heading  for  a  -talemate. 

What  happens  when  all  the  camera 
fans  have  all  the  equipment  they  can 
use? 

Ju-t  as  the  photograph)  magazine  is 

the  favorite  print  medium  for  most 

camera    firms,   the  qui/   -how-   has  top 

priority  as  an  air  advertising  vehicle. 
Camera  manufacturers  like  to  gel 

"free"  plugs  by  giving  away  their 

products.  De  Jur  doesn't  go  along with  this  type  of  advertising  because, 
in  the  words  of  Bernard  Deitchman. 

"1  mi  ha\  e  to  vive  aua\  .it  least  a 

million  dollars'  worth  of  goods  to  make 
a  dent  in  the  listeners  memory  !" 

De  Jur's  new  slant  on  advertising  - 
summed  up  this  way  by  it-  ad  man- aver.  Edward  Bassuk : 

"Today  the  modern  housewife  is 

definitely  appliance-conscious.  We.  .in- 
tend that  if  she  know-  how  tn  operate 

a  vacuum  cleaner  -he  can  operate  a 
camera. 

"We  believe  the  largest  potential 
camera  market  i-  among  young  par- 

ent- ut  young  children.  \ml  we're  Irv- ing to  encourage  the  housewife  to  take 

picture-  in  the  home,  all  during  the 
dav.  The  most  natural  pictures  are 
those  of  event-  that  OCCUT  in  the  d.iilv 

routine,  not  posed  shots  during  the 

weekend-. 
Please  turn  to  page  78  1 
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A  recent  sponsor  article  covered  strong  points  about  nighttime  radio. 
Did  sponsor  serve  a  constructive  purpose?  The  ad  manager  of  a  large  .. 

California  firm  said  NO  in  a  critique  you'll  find  below.    To  get  a 
different  point  of  view,  SPONSOR  turned  to  Sales  Promotion  Manager 

Sherril  Taylor,  of  CBS  Radio  Spot  Sales,  who  had  himself  recently 

completed  work  on  a  nighttime  radio  study. 

Nighttime  radio:  should  a  Ira 
^  V  U    says  a  Southern  California  adman 
In  commenting  on  the  August  10,  1953,  sponsor  article, 

"12  fallacies  about  nighttime  radio,"  there  are  some  broad 

"bugs"  in  it  that  come  to  light  immediately.  Obviously, 
the  article  is  written  to  attempt  to  prove  radio  is  not  dead 

nor  dying — possibly  an  unnecessary  effort  because  few 
can  dispute  the  fact  tbat  radio  still  has  large  audiences  and 

sales  of  new  radio  sets  are  holding  up  well.  However,  this 
article  like  others  of  its  kind  makes,  I  believe,  an  error  in 

assuming  this  is  solely  because  of  the  merit  of  the  media 

— actually,  only  a  glance  at  our  country's  rapidly  growing 
population  figures  would  serve  to  show  that  population 
increase  alone  would  tend  to  slow  any  decline  in  radio. 

Here  are  my  general  comments: 
1.  It  is  obvious  that  the  writer  is  using  statistics  to 

"prove  a  point"  rather  than  to  provide  unbiased  views. 
2.  The  statements  he  sets  out  to  refute  are  so  extreme 

it  is  easy  to  provide  an  opposite  reply. 

3.  Apparently  he  has  used  whatever  statistics  look  most 
favorable  without  reference  to  their  comparability  since 

in  some  cases  he  has  used  Nielsen  Reports  and  in  others 
he  has  used  Pulse,  Forest  Whan  and  Videotown.  Wide 

differences  are  found  from  month  to  month  in  these  sur- 

veys as  indicated  by  the  Telepulse  and  Teleque  ratings  on 
the  attached  graph  of  average  radio  and  TV  sets  in  use 
in  Los  Angeles. 

4.  In  practically  all  instances  he  has  cited  facts  that  re- 
flect favorably  on  the  point  he  is  trying  to  make  without 

reference  to  other  information  which  may  show  a  differ- 
ent situation. 

5.  Also  these  articles  pick  high  points  where  it  serves  a 

purpose  to  best  advantage  rather  than  using  an  average  of 
radio  ratings. 

More  specifically: 

In  each  of  the  "fallacies"'  the  author  has  chosen  a  par- 
ticular sur\r\  study,  Bpecific  market,  single  network  fig- 

ure-, nr  case  history  to  attempt  to  prove  his  point.  Jump- 
ing  from   Nielsen   in  one  case  to   Pulse  in  another,  from 
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network  areas  in  one  case  to  a  single  city  in  another, 

makes  the  whole  article  suspect  in  that  its  bases  may  not 

be  broad  or  stable  enough  to  warrant  the  emphatic  conclu- 

sions reached- — some  diligent  research  (using  other  lim- 
ited bases)  could  probably  prove  exactly  the  opposite  in 

each  case. 

We  can  best  explain  our  views  by  analyzing  the  "12 
fallacies  about  nighttime  radio"  shown  on  page  30  and  31. 

1.  "As  TV  grows,  nighttime  radio  always  drops." 
The  writer  shows  an  increase  of  homes  reached  by  night- 

time "Top  10"  programs  of  8.7%.  He  has  picked  out  a 
favorable  month  for  comparison.  It  happens  that  the 

month  of  May  1953,  compared  with  May  1952,  shows  a 

drop  of  5%,  just  the  reverse  of  the  point  made  by  referring 
to  April. 

Of  course  it,  doesn't  always  drop.  But,  when  47,850,000 
people  are  looking  at  /  Love  Lucy  (February  ARB)  they 

can't  be  listening  to  radio,  too.  Selection  of  the  "Top  10" 
as  a  base  is  a  little  naive.  The  average  advertiser  knows 

this  pedestal  is  a  hopeless  dream  for  his  show  and  can't 
hope  to  expect  comparable  performance  for  his  show. 

2.  "No  big  clients  are  buying  nighttime  radio." 
Of  course,  this  is  not  true  because  of  the  all-inclusive- 

ness  of  the  "no."  Many  big  clients  are  still  buying  night- 
time radio.  As  a  matter  of  fact,  there  are  still  many  mar- 

kets that  are  not  reached  by  television,  and  "big  adver- 

tisers" are  using  radio  in  these  areas.  Many  of  them  are 
also  using  radio  in  TV  markets  where  they  want  to  get 
complete  saturation   of  the  market. 

Yes,  big  clients  are  buying  nighttime  radio — it  isn't 
dead.  But  they  are  buying  television,  too  (including  Ches- 

terfield and  General  Foods  mentioned  in  the  article).  I 

suspect— although  it  would  take  some  research  to  prove — 

that  the  12.5'7  increase  in  nighttime  spot  sales  mentioned 
might  be  coming  from  sponsors  who  previously  had  15- 
minute  or  half-hour  show-. 

{Please  turn  to  page  90) 
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S'  srril    W.    Taylor,    soles    promot'on    manager 
CBj    Radio    Spot    Sales,    recently    did    nighttime    study 

per  look  at  the  bright  side! 
1  £o  says  a  radio  promotion  manager 

\\  ht'ii  sponsor  asked  me  i"  give  a  radio  advocate's  answei 
to  the  Idler  From  an  advertising  manager,  i  leapl  at  the 

opportunity  to  do  a  little  extra-curricular  tub  thumping. 

Particularly  so  since  we  had  jusl  comjileted  a  s'.udv  ol  our 
own  on  nighttime  radii). 

I  welcome  an)  opportunit)  to  talk  to  advertisers  about 

radio's  vitalitv  and  abilit)  to  sell  -daytime  or  night.  \nd naturallv  I  welcome  articles  like  the  one  in  sponsor  called 

"12  fallacies  about  nighttime  radio."  \lter  all.  I'm  a  radio 
promotion  man.  But  whether  you're  in  radio's  camp  or 
are  on  the  oilier  side  of  the  desk  a-  an  advertising  man- 

ager, there  are  some  things   \ou  can   agree  about. 

One  ot  them  i-  the  tact  thai  radio  ha  suffered  badl) 

from  being  buried  alive  under  tons  ol  gloom  stories.  So 
main  gloom)  generalizations  bave  been  passed  around  and 
accepted  about  radio  that  main  advertisers  hue  been 

swept  along  into  disregarding  radio-  advantages  for  them. 
Ibis  i>  harmful  to  radio:  it  is  j n>t  as  harmful  to  those 

advertisers  who  might  make  profitable  use  ol  radio  and 

haven't  because  the)  accepted  at  face  value  the  deluge  of 
generalizations  about  radio. 

In  its  article  on  nighttime  radio  fallacies  sponsor,  it 

seems  to  me,  was  attempting  to  cut  through  the  tons  ol 
generalizations  about  nighttime  radio,  sponsor  took  12 

statements  which,  sillv  though  some  of  them  ma)  be.  are 
heard  among  admen  today.  It  then  proceeded  to  knock 

down  these  generalizations  with  research  facts — to  the  end 
that  advertisers  look  further  than  the  e  generalizations 

when  considering  nighttime  radio.  The  intent,  it  seems  to 
me,  v\as  to  open  some  eves  and  minds.  If  the  article  served 
that  end.  it  serves  the  interests  of  both  advertisers  and 
radio. 

In  criticizing  the  article.  Mr.  Advertising  Manager  states 
that  rating  high  spots  were  chosen  to  make  a  case  for  radio. 

It  seems  to  me  that  it's  reasonable  for  SPONSOR  to  take 
high  spots  when  attempting  to  contrast  them  with  the  black 
generalizations  of  the  gloom  mongers.    But  in  our  recent. 
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deiailed  studv  here  at  C.I5S  Radio  Spo;  Sales  we  based  all 

ii|  our  figures  on  six  month  avei  iges.  I  he  facts  emerging 

were  strong  and  positive  indication-  ol  nighttime  radio's 
worth.    Let  me  give  them  t"  you. 

In  our  -tudv  of  nighttime  radio  we  set  about  to  prove 

that  nighttime  radio  toda)  offers  advertisers  man)  built-in 
advantages  in  reaching  and  selling  large  groups  ol  people 

who  are  not  readil)  reached  bv  other  media.  And.  that 

nighttime  radio  reaches  large  segments  of  people  who  are 
not   accessible  during   the  daytime. 

The  big  question  first  of  all.  of  course,  is  how  -  night- 
time radio   faring  in  the  top  television  markets? 

On  the  basis  of  January-June,  L953  Pulse  in  New  York, 

CI      igo  and   Los    Angeles,  we  "found   during   the  avei 

qu   i     i   hour  it's  possible  to  reach  23$    more  listeners  at 
night  than  during  the  daytime  ver,  we  found  that  in 

all  M  markets  i  ;pres  1  by  (  BS  Radio  Spot  Sales,  it's 
possible  to  reach  29'  more  lister  s  during  the  ivei 
quarter  hour  at  night  than  during  the  daytime.  We  also 

found,  in  comparing  our  radio  stations  with  the  top  tele- 
vision -  tions  in  these  three  markets,  that  the  cost-per- 

1,000  for  television  ranged  from  30  to  1095  greater  on 
time  alone.  And  these  data  were  based  upon  the  metro- 

politan Pulse  area  only.  Radio,  50,000-watl  style  (as  in 
the  case  of  each  of  our  stations  in  these  markets'.  rea<  hes 

far  beyond  the  boundaries  of  the  metropolitan  area-,  far- 
ther, in  most  cases,  than  the  most  powerful  television  sta- 
tion.   So  our  estimates  were,  to  sav  the  lea-',  conservative. 

It  wa  n't  our  intent  in  this  stud)  to  in  an)  wav  belittle 
the  tremendous  impact  and  growing  intensit)  "1  television. 

Rather,  we  attempted  t"  prove  that  even  with  television's 
growing  acceptability,  radio— and  particularly  nighttime 
radio — is  still  an  excellent  v\,v  of  reaching  millions  of  peo- 

ple economically   and    at    the   same   time   effectively. 

The  letter  calls  attention  to  the  fact  that  it's  pretty  tough 
for  an  individual  to  listen  to  the  radio  and  wat<  h  television 

ase  turn    o  rase  ''  1 
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Ire  j  on  making  this  mistake  i 
Tendency  of  some  sponsors  to  use  Standard  Metropolitan  Area  I'i 

by    Ujri'd  J.  Jaffe 

M^fi's  suppose  you're  planning  to  put 
mi  a  spol   I  V  campaign. 

\iiil  suppose  you  have  enough  mon- 
ej    to  reach,  say,  the  top  50  markets. 

How  would  you  pick  them? 

Would  you,  as  many  advertisers  do, 

start  ofi  by  ranking  markets  according 
to  Standard  Metropolitan  \reas?  That 

i-.  would  you  rank  markets  according 

to  the  number  of  people  in  a  metro- 

politan area  defined  as  "standard"  by the  U.   S.   Bureau   of  the  Census? 

I  f  so,  you  might  end  up  by  over- 
looking some  important  markets.  You 

might   find,   for  example,   that   fi^tm-^ 

on  sales  and  sales  potential  of  your 

particular  product  dictate  a  look  at  a 
market  ranked  as  No.  60  in  the  SMA 
list. 

You  certainl)  will  find  there  is  not 

always  a  direct  relationship  between 
the  size  of  an  SMA  and  the  number  of 

TV  homes  you  can  reach  from  that 

market.  A  small  SMA  may  be  sur- 
rounded b\  a  TV  audience  far  in  ex- 

cess  of  the  audience  located  in  the 

SMA  nucleus  (see  illustration  below). 

Or,  the  reverse  may  be  true.  You  will 
also  find  that  the  percentage  of  TV 
set    saturation    varies,    not   to    mention 

the  complications  of  LHF  conversion. 
In  other  words,  the  SMA  definitions 

are  somewhat  less  than  a  perfect  tool 

— for  buying  TV  time  anyway.  Some 
broadcasters  contend  that  the  SMA 

"state  of  mind"  among  buyers  of  TV 
time  loads  the  dice  against  a  number 
of  TV  markets. 

Yet  SMA  data  and  the  ranking  of 

markets  by  SMA  household  figures  are 

widely  used  for  buying  TV.  The  SMA 

"state  of  mind"  is  a  strong  factor  in 

agency  and  advertising  thinking.  Rank- 
ing of  markets  according  to  Census 

Bureau   definitions   is  not   onlv   found 

Typical  markets: Metropolitan    area 

includes    much   of    lone    with    greatest   TV    set   density. 

Set  count  tor  that  orea  is  good  index  of  market's  set  count. 

TV  reaches  many  sets  beyond  metropolitan  area  but  these  are 

few  in   ratio  to  sets  within   U.  S.  Census-defined  metro  areo. 
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Unusual  markets: 
Metropolitan    area 

is    small    but    has    big    outside    population.     Zone    with 

greatest   TV    set   density    extends    far    beyond    metropolitan 

area    boundaries.     Set   count    in    metropolitan    area    is    no 

index  of  the  number  of  sets  reached  by  stations  in  the  market. 
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inking  television  markets  ? 
lis  iii  o\  cihick  in-  set  count  outside  I  .  S.  <Viisiis-fl<ki'imk«l  zone 

, 
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t 22nd 

J.      Robert      Covington, 
2 1  st 

assistant      v. p.,      WBTV 17  th 

to's  mmrhei  rank  depend*  on  yardstick  j/oh  use 

l     S.  Bureau  oj  Census,  Standard  Metropolitan   Areas,  supplemented 

.    Management  "Potential    Metropolitan     Iri 

Sales  Management,  Metropolitan    Ireas,  I11  May 

"Population  and  its  Distribution"  J.  Walter  Thompson  '  o.,  L9 

"Blut    Bool    "'    Southern   Progress,"  Manufacturer's    Record, 
Wholesah     Markets,   L952. 

Audit   Bureau  oj   Circulate         I      i  and  Retail   Trading  Zone,   L952. 

••/;•.   B8   !/■•  ..,•  afarfa  fs  o/  tA<   I  ,   v."  Hearst  A 

rion  Maga  ine,  Tabulation  o)  TV  Markets  on  60-mili   Radiu    Boats,  1953. 

"112  Television  Areas  in  Order  o)  Total  Homes  "  Sherman  d   Marquette,  L953. 
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in  such  basic  sources  as  Sales  Manage- 

ment Surrey  oj  Buying  Power  and  Con- 
sumer Markets  but  also  in  the  broad- 

•  a-ting  trade  press.  Kven  sponsors 
latest  Fall  Facts  Issue,  which  contained 
the  status  of  TV  stations  in  225  mar- 

kets, ranked  them  according  to  the 

Census  Bureau's  metropolitan  areas. 
Win  is  the  SMA  concept  so  firtnh 

entrenched?  How  useful  are  SMA  fig- 

ures in  buying  T\  ?  How  "standard" 
is  a  Standard  Metropolitan  Area? 
Should  TV  markets  rank  b)  coverage? 

To  find  some  answers  to  this  para- 

doxical situation.  SPONSOR  held  in  Sep- 
tember an  off-the-record  round-table 

discussion  b\  expert-  on  the  question 

of  "What  is  a  market?"  This  was  fol- 
lowed by  talks  with  broadcasters  and 

agencies. 

Participating  in  the  round-table  were 
Philip  Salisbury,  editor  of  Sales  Man- 

agement: Dr.  Vergil  1).  Heed,  a  vice 
president  at  J.  Walter  I  honipson  and 

one  of  those  responsible  for  the  Cen- 
sus Bureaus  SM  \  definition:  Richard 

Dunne,  director  of  media  re  earch, 

Sullivan.  Stauffer,  Colwell  \  Bayles, 

who  compiled  the  market  list  in  spon- 

sor's 1933  Fall  Facts  Issue:  Sam  Cook 
Digges.  general  sales  manager.  CBS 
T\  Spot  Sales:  Edward  P.  Shurick. 

manager  of  sales  development.  CBS 

1  \  :  Fay  Day.  research  manager.  CBS 

TV  Spot  Sales,  and  J.  Robert  Coving- 
ton, assistant  vice  president  in  charge 

of    >ales    and    promotion.    \\  1!  I  \     and 

\\  BT,  Charlotte,  Y  C.  Representing 
sponsor  wire  Norman  R.  Glenn,  editor 

and  president:  Bernard  Piatt,  vice  pres- 
ident and  business  manager,  and  Raj 

Lapica,  editorial  director. 
Much  of  the  discussion  at  the  round 

table  (entered  around  WBTV,  which 

was  cited  bj  Covington  and  the  CBS 
repre-entati\e-  as  a  gross  example  of 
how  the  Census  Bureau  definition  of  a 

metropolitan  area  can  penalize  a  T\ 
market  in  the  e\es  of  a  sponsor. 

Here's  how  WBTV's  problem  was 
explained: 

Charlotte's  metropolitan  area,  as  de- 
fined 1>\  the  Census,  consists  onl\  of 

its  home  county,  Mecklenburg,  spon- 
sor's Fall  Facts  Issue  listed  it  as  the 

102nd  I  .  S.  market  with  about  56,000 
households.  \  summer  estimate  of 

\\  BTV  *s  (  overage,  however,  was  put  at 
325,000  T\  sets,  which  means  that  if 
markets  are  ranked  according  to  the 
number  of  TV   families  their  stations 

THIS  WE  FIGHT  FOR 

Point  15  in  sponsor's  platform  oj  principles 

reads  as  follows:  "We  fight  for  first-hand 

knowledge  of  radio  and  TV  stations  In  na- 

tional advertisers,  advertising  agency  l>. 

network  executives.  We  urge  a  grass-roots 

approach  to  the  stations  of  America  by  a 

'let's  sef  lor  ourselves'  attitude  which  will 

take    big-city    tuners     all    oter    the     I  .     $." 

can  cover,  Charlotte  (which  i-  a  sin- 

gle-station market)  ranks  as  21.  Cov- 
1 1 1 _■  I < ■  1 1  e-timatos  that  nearl\  ')W  ,  ,,f 

the  TV  homes  covered  b)  \\  B'l  \  are outside  the  hard  and  fast  boundaries  of 
Mecklenburg  County. 

"Despite  these  facts/  Covington 

told  SPONSOR,  "we  have  actually  been 
told  on  occasion  that  Charlotte  is  not 

on  a  list  for  a  planned  TV  campaign 

because  the  client  want-  onlj  the  'first 

50  markets,9  meaning  fir-t  50  SMA's." 
Charlotte's  situation  ari»c-  from  cer- 

tain geographical  Facts  thai  don't  fit in  with  the  arbitrary  standards  set  up 

l>\  the  Census  Bureau.  Covington  ex- 
plained. He  pointed  out  that  Charlotte 

is  in  the  middle  of  the  rural,  industrial 

South  with  the  population  around  the 

home  count]  spread  out  more  evenlj 
than    in    a   typical    metropolitan    area. 

In  digging  into  the  SM  \  problem 

SPONSOR  came  up  with  other  market- 

that  don't  fit  aeatl)  into  the  SM  \  pat- 
tern, though  not  always  for  the  same 

reason  as  Charlotte.  Here  arc  some  of 
the  stations  concerned  (to  simplify  the 

•  overage  figure-,  single-station  markets 
have  been  used  as  examples 

\jnong  them  arc  WJAC-TV,  Johns- 
town, Pa.:  WJIM-TV,  Lansing,  Midi., 

and  \\  NBF,  Binghamton,  N.  ̂   .  It  has 
been  estimated  that  more  than  9095  of 

the  sets  reached  1>\  WJAC-TV  lie  out- 

side the  Johnstown  VM  \.  which  is 
i  Please  turn  to  page  66) 
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What  sponsors  can  lea 
These  highlights  of  advice  given  at  this  y; 

local-level  sponsorship.    BMI  spent* 

Carl   Haverlin,   BMI   pres.,  headed   clinic  teams 

gj  advertisers  and  agencies  sat  in 

during  sessions  held  bj  radio  station 

people,  tlif\  could  come  away  with,  an 
understanding  of  the  problems,  the 

hard-headed  thinking,  and  the  evolv- 

ing neu  ideas  that  make  up  today's 
radio  scene.  They  could  come  away 

nilJi  programing  ideas  as  well  which 

might  prove  useful  in  initiating  and 
buying  local  programs. 

This  article  will  take  you  on  a  ver- 

bal  tour  of  station  sessions. 
The  sessions  in  question  are  those 

organized  by  Broadcast  Music  Inc. 
an  I  known  as  the  1953  BMI  Clinics. 

They  are  gatherings  at  which  the  in- 

dustry's best  programing  idea  men 
speak  and  answer  questions  from  sta- 

tion men  in  meetings  all  over  the  coun- 

try. 2,845  broadcasters  attended  in  '53. 

In  the  text  that  follows  you  11  find 

leven  of  the  most  frequently  asked 
(jues  ions  at  the  BMI  Clinics  with  some 

of  the  answers  supplied  by  Clinic 

speakers.  The  questions  and  answers 
uere  compiled  for  SPONSOR  by  BMI 

after  all  the  sessions  were  completed. 
The  BMI  Clinics  had  an  attendance 

this  year  representing  44.5%  of  all 
I  .  S.  radio  broadcasters  in  40  states. 

Houston  (top  left):  A.  Keese.  WFAA,  Dallas,  F.  Nahas,  KXYZ,  Hous- 

ton; Phoenix  (bottom  left):  W.  Lindsey,  KYMA,  Yuma,  R.  Garland, 

KOLD,  Yuma,  J.  Outler,  WSB,  Atlanta;  Wichita  (top  right):  R.  Jen- 

sen,   KSAL,    Salinas,    F.    Webb,    KFH.    H.    Bondurant,    KFBI.    Wichita; 

Detroit  (bottom  right):  W.  Kramer,  WJR,  Detroit  (right  foreground, 

clockwise),  D.  de  Groot,  WWJ,  Detroit,  E.  Nyy,  WJLB,  Detroit,  G. 

Grubb,  WJBK,  Detroit,  W.  Pomeroy,  WILS,  Lansing.  J.  Riddell,  ABC, 

E.  Voynow,    Petry  Co.,    E.   Rosenberg,   The  Advertiser,    R.   Burton,    BMI 
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nil  Hi  clinics 
sessions  jiiv*'  nriiiicn  itlcsis  lhc\v  t*«ui  npplv  to 

p, industry's  ln»sl   program    I  h inker*. 

Bill    Ryan,     BAB    president,    worlied     with     BMI 

They  were  coordinated  with  Broadcast 
tdvertising  Bureau  meetings  held  on 

the  same  d(i\  v. 
•       •       • 

Q.  Do  you  consider  editorial  practices 

good  policy  in  news  reporting,  rather 

than  straight  reporting  without  Opin- 

ions? Or  am  I  confusing  "editorializ- 

ing"   u  ith    "commentating?" 

Summary  oj  broadcasters'  answers: 
Station  management  voiced  more  or 

less  violent  disapproval  of  "editorial- 
bring  news  in  other  word-,  most  sta- 

tions felt  that  slanting  newscasts  1>\ 

unnamed  announcers  to  a  station's  own 
point  of  view  is  an  unfair  practice  in- 

flicting  the  station's  views  on  listeners. 
Featuring  a  name  commentator, 

however,  either  a  national  or  local  per- 
Bonalit]  who  interprets  the  new-,  is 

considered  not  onlj  fair,  but  frequent- 
ly good  programing,  particular!)  if  the 

same  station  gives  time  to  two  distinct 

personalities  representing  different 
points  of  view.  Such  interpretations, 
many  broadcasters  felt,  can  serve  to 
i  ducate  the  listeners. 

Some  station  managers,  on  the  other 
hand.  Fell  that  it  is  as  important  for  a 

station  to  have  a  definite,  though  clear- 
ly labeled,  policj  on  new-  issues  as  it 

is  for  new -papers. 

Quotes:  Arch  L.  Madsen,  manager  of 
K0\  0.  Provo.  Utah,  took  a  stand  in 

favor  of  "editorializing"'  and  "com- 

mentating"  for  the  following  reasons: 
"Editorializing  and  commentating 

are  two  separate  functions  of  radio 

news  reporting,  f  consider  both  to  be 
essential  factors  in  good  radio  news 
operations. 

"Commentating,  to  me,  involves 
bringing  in  supplementary  background 
factual    material    on    all    phases   of   the 

problem  as  an  aid  to  better  under- 
standing ot  a  current  new-  ston  or 

situation. 

"Editorializing,  to  me,  invokes  a 
clearl)  labeled  definite  statement  of 

opinion  or  policy  l>\  the  broadcast 
licensee  or  bis  employee  in  support  of, 

or  in  opposition  to.  specific  issues  fac- 
ing the  people  li\  ing  in  the  area  served 

b\   the  broadcaster." 
Lam  Heywood,  CF AC,  Calgary,  \l 

berta,  Canada,  objects  to  "editorializ- 

ing    and  "commentating"  on  the  fol- 
lowing grounds: 

"Editorials  and  news  do  not  mix! 
\\  lien  folks  tune  in  a  newsca-t  thev 

bave  a  right  to  expect  facts  ami  onlj 
facts.    .    .    . 

"No  station  management  has  the 
right  to  foist  it-  opinions  on  the  listen- 

er, under  the  guise  of  "new-."  The  sole 
purpose  of  an\  new-cast  i-  to  provide 
the  facts,  from  which  the  listener  will 
draw  hi-  own  conclusions. 

"News  i-  'front-page.'  Don't  ever 
editorialize  the  'front-page.'  Call  it 

'editorializing,'  'commentating,'  'analy- 
sis,' or  what  you  will,  its  inclusion  in 

the  body  of  a  newsca-t  weakens  your 
whole  new-  -tincture,  arouses  the  sus- 

picions of  the  listeners,  breaks  down 

the  goodwill  so  painstakingly  built 

up.  and  the  end  result  will  lie.  the  lis- 

teners will  simply  tune  in  another  sta- 
tion where  news  is  news,  unadulterat- 

ed by  shades  of  opinion." 

Q.  U  hat  is  the  recommended  ratio  of 

j>op.  hillbilly  and  classical  music  for 
the  average  indie? 

Summary  of  broadcasters'  ansuers: 
(Article  continues  next  page) 

2  NOVEMBER   1953 

Station  beauties  who  brightened  BMI  clinics 

include:  Eleanor  Nichols  (top),  SCBA:  (mid- 

dle): Mrs.  Don  Hays,  wife  of  WKNA,  Charles- 

ton, prog,  dir.,  Opal  Price,  WKNA  traffic 

mgr.    (bottom):    Hilde    Clark,    KTUC,    Tucson 
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Seattle  (left):  J.  Chytil,  KELA,  Centralia,  Wash.,  standing;  R.  Cleland,  KELA,  T.  Chypla,  KELA 

seated;  H.  MacPherson,  KAPA,  Raymond,  Wash.,  bottom,  discussing  BMI  clinic  lecture.  Omaha 

(right):  T.  Ston,  KOWH,  Omaha,  R.  Olsen,  F.  Fogarty,  Mrs.  L.  L.  Reynolds,  WOW,  Omaha 

(left  to  right),  are  listening  to  Karl  Jenssen,  KTUL,  Tulsa,  tell  about  concert  music  programing 

That  ratio  depends  entirely  upon  the 

geographic  area  of  the  station,  the 

preference  of  the  audience  the  inde- 
pendent wants  to  appeal  to. 

Quotes:  Says  Dick  Campbell,  \VI)\  \. 
Danville,  Va.: 

"I  do  not  believe  that  a  definite  ra- 
tio can  be  determined  without  an  ex- 

haustive  surve)  in  each  particular  lo- 
cality. We  program  10  or  more  hours 

a  da\  of  music  .  .  .  but  before  we  de- 
cided to  schedule  so  much  music.  we 

verj  thoroughly  checked  every  avail- 
able means  of  determining  what  type 

or  types  of  music  were  most  in  demand 

and  we  gauged  ourselves  accordingh  ." 

Q.  How  can  we  program  against  II  '? 
Summary  of  broadcasters'  answers: 

"Music,  music,  music!'"  say  the  broad- 
caster-. Newscasts  come  in  a  strong 

second. 

Quotes:  Pete  Moon,  WJJD.  Chicago, 
stressed  superiority    in  music; 

"We  Have  always  fell  that  the  Achil- 
lea heel  in  T\  i-  niu-i  .  No  one  en- 

joys watching  a  group  of  musicians 
blow  ing  for  a  half  hour  at  a  stretch. 

Bui  people  can  enjo)  listening  lo  mu- 
sic Foi  hours  al  a  time.  So  we  changed 

our     whole     format     lo     mu-i   .     getting 

awa)  fi"in  soap  operas  and  talk  pro- 
grams,  be<  ause  I  \  can  handle  them 

more  effectivel)  than  we  can." 
Says  Jim  Russell,  K\  <  >K.  ( lolorado 

Spi  ings,  <  !ol( 

"'  I  he  one  thing  thai  radio  does  main 
times  bettei  than  television  i-  news. 

On  the  Bpot,  Bpet  ial  event  programs  are 
also    good    I  \    i  ompetition.     In    ea<  h 

case  radio  can  present  the  programs 
much  less  expensively  and  in  many 

i  a-es  much  better  than  TV.'" 

Q.  "II  omen's  programs — how  to  at- 

tract listeners  and  sponsors." 

Summary  of  broadcasters'  answers: 
Station  managers  agreed  that  a  very- 
personalized  approach  is  most  effec- 

tive in  selling  to  women.  They  dis- 
agreed, however,  about  whether  men 

or  women  were  the  best  salesmen  to  a 

woman's  audience  on  the  local   level. 

Quotes:  Joe  Connolly,  WCAU,  Phil- 
adelphia, championed  male  salesmen: 

"At  \\(!\l  .  we  use  a  very  basic 
gimmick.  We  use  men  to  talk  to  wom- 

en. We  use  great  care  in  selecting  a 
voice  thai  sells  with  sincerity.  We  make 

sure  that  he  talks  about  things  which 
interest  the  average  woman.  His  style 

is  chatty,  almost  gossipy.  He  never 
poses  as  an  expert,  hence  he  achieves 

believability.  Sponsors  follow  the  lis- 

teners." 

Frank  Jarman,  WDNC,  Durham,  N. 

C.  had  this  point  of  \  iew  : 

"Make  the  local  women,  the  women 

in  your  audience  area,  a  part  of  your 

program  by  inviting  them  to  furnish 
much  ol  your  program  material  such 

as  recipes,  household  hints,  and  even 

news  about  themselves  and  their  neigh- 

bors. Never  refer  to  your  women  lis- 

teners as  a  group  but  always  as  'you' 
so  that  each  will  think  you  are  refer- 

ring to  her  individually.  Have  women's 
commentators  visit  various  organiza- 

tion- and  become  well  known  to  wom- 

en through  personal  appearances." 

Q.  What  are  the  daytime  hours  best 
suited  for  reaching  (a)  women,  (b) 

men,  (c)  children,  and  what  tyjies  of 

programs  have  most  appeal? 

Summary  of  broadcasters'  answers: Find  out  the  listening  habits  and  work 

habits  in  the  station's  coverage  area, 
and  key  programing  to  them.  Make 
periodic  write-in  checks  on  program 

preferences  to  stay  in  step  with  listen- ers" taste. 

Quotes:  Says  Murray  Arnold,  WIP, 
Philadelphia: 

"It  depends  on  TV  saturation  in 
\our  market,  normal  time  being 

knocked  for  a  loop  due  to  TV.  which 

has  caused  complete  reversal  of  our 

thinking,  i.e. — out  the  window  goes 
i  Please  turn  to  page  82  I 

J.  Comas,  WSJS,  Winston-Salem,   N.  C;  H.   Meyer,  WPOR,    Portland,    Me.;    M.   Slater,   WSPR, 

Springfield,    Mass.;    J.    Kerrigan,    WHO,    Des    Moines,    Iowa,    en    route    to    clinic    in    Canada 
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LJBn 
How  lliilliiimin  biggest  token 
uses  radio  and  TV 
Unlike  in os I  l>akcw*itks.  Kocvstor  buys 

an  noun  contents  onlv.  will  spend  S  100.000  this  year 

case    history 

j  \  baker)  advertising  on  the  air  could 
be  reduced  to  a  Formula  (and  who 

isn't  looking  for  one),  it  would  prob- 
al>l\   sound  something  like  this: 

Bin  a  show  to  appeal  to  the  kiddies 
and   merchandise  it   to  the  hilt. 

I  be  formula  makes  a  lot  of  sense, 

and  no  one  can  >a\  it  hasn  t  paid  off. 
Some  of  the  shows  that  have  worked 

well  and  are  particular  favorites  with 
local  bakeries  are  Xi\  s  Cisco  hit/.  CBS 

Film  Sales'  Gene  Autry  and  ABC  Ra- 
dio- \o  School  Today,  not  to  mention 

Continental  Baking  s  use  of  Hoicrfv 

Doody  on  NBC  TV. 
The    svndicators    and    networks    not 

onlj  urge  high-pressure  merchandis- 
ing to  get  full  value  out  of  the  -how 

and  its  personality,  hut  they  provide 

ready-made  merchandising  packages 
for  clients.  These  include  a  bewilder- 

ing varietj  of  sales  gimmicks,  such  as 

comic  looks,  photographs  of  the  show's 
leading  personality  and  cast,  cluh  mem- 

berships and  premiums,  all  of  which  i- 

capped  off  h\  the  ball)  boo  of  the  pro- 

gram star's  personal  appearance. 
However,  you'll  always  find  some- 

body who  does  it  differentlv  and  still 

notches  up  plenty  of  sales.  You'll  look 
hard  to  find  a  better  example  than  the 
E.  H.  Koester  Bakerv  Co..  which  sells 
more  bread  in  the  Baltimore  area  than 

any  other   firm. 

The  Koe  ter  Bakery  buys  no  pro- 
gram.    It    buys    only    announcements. 

Its  1200,000  ad  budget  this  year  pro- 
vides about  $90,000  for  radio  and 

■  70,000  for  I A  .  \n  even  do/en  hroad- 

i  asting  outlets  divide  the  $160,000  mel- 

on. The  ad  money  goes  to  sis  of  Bal- 

timore's eight  AM  station-,  plus  three 
suburban  \M  outlets  and  all  of  the 

city's  three  TV  stations. 
The  Baltimore  AM  station-  used  are 

WITH.  \\B\L  \VC\n.  WFBR. 

WCBM  and  WBMI)  while  the  subur- 
ban stations  include  WBOC,  Salisbury  : 

\\(  :EM,  Cambridge;  \V\  \\.  \nnapo- 
lis.  The  \  ideo  commercials  go  out  over 
\\B\I  -T\.  \\  \AM  and  WMAR-TV. 

The  first  four  Baltimore  stations  men- 
tioned get  particularly  heav)  a  hedules. 

\\  ITII.  for  example,  carries  an  average 

of  (in  run-of-the-schedule  announce- 

ment- a  week  through  the  \ear. 

The  rationale  behind  Koester'a  sat- 
uration  strategy  i-.  hriell\.  this: 

Koester  is  a  well-known  name  in  the 
Baltimore  area.  The  firm  has  100^5 

distribution.  Koester'a  basic  selling 
problem,  therefore,  i-  to  keep  the  Koes- 

ter name  prominently  imprinted  in  the 

customer's  mind.  The  best  wa)  to  do 
this  is  to  repeat  the  name  a-  often  as 

possible.  Q.E.D.:  Saturation  advertis- 
ing is  the  answer. 

Carroll  Jones,  Koester's  advertising 
director  (a  colorful  figure.  Jones  has 

been  at  the  helm  of  Koester's  advertis- 
ing since  L930)  i-  firml)  convinced 

that  no  medium — but  no  medium — is 

cheaper  than  radio  when  it  comes  to 
i  Please  turn  to  page  60) 

Koester  makes  full  line  of  bakery  products  but 

uses    only    bread     advertising    to    carry    them 



f.    New  construction  permits* 

CITY  &  STATE 
CALL 

LETTERS 
CHANNEL 

NO. DATE  OF 
GRANT 

ON-AIR 
TARGET 

POWER   (KW)" 
VISUAL         AURAL 

STATIONS 
ON  AIR 

SETS  IN 
MARKETt 

(000) 
LICENSEE  &.   MANAGER 

RAt 

RE 

CAPE  GIRARDEAU,  MO. 

DULUTH-SUPERIOR, 
WIS. 

ERIE,   PA. 
MASON   CITY,    IOWA 

ORLANDO,    FLA. 
TERRE  HAUTE,  IND. 

WILMINGTON,    DEL. 

KFVS-TV  12  14  Oct.  316  158  0 

WDSM-TV  6  14  Oct.                                100  50  1 

WERC-TV  35  14  Oct.  66  33  1 

KGLO-TV  3  14  Oct.  Summer '54  100  50  0 

WDBO-TV  6  14  Oct.  April   '54  100  50  0 
WTHI-TV  10  7  Oct.                              _  316  191  0 

WILM-TV  83  14  Oct.     13.2  7.1  0 

NFA 

31 

197 

NFA 
NFA NFA 

NFA 

Hirsch    Bdestg.    Co. Oscar    Hirsch,    p.,    g.m. 

Ridson    Inc. 

Great    Lakes   TV    Co. 

Lee    Radio    Inc. 
H.    R.    Ohrt.    v.p. 
Orlando    Bdestg.    Co. 
H.   P.    Danforth,   p..   g.m. 
Wabash     Valley    Bdestg. 

Corp. 

Delaware    Bdestg.    Co. 

Pearsoi 
Free  t 
Peters 

Weed 

Blair 

Boiling 

Boiling 

If.     Vet*  stations  on  air* 

CALL 
LETTERS 

CHANNEL 

NO. 

ON-AIR DATE 

POWER 

(KW)" 

NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt 
(000) 

LICENSEE  &  MANAGER 
CITY  &  STATE 1    VISUAL     1 AURAL .. 

ALBANY,   N.   Y. wRow-r /     41 
15 

Oct. 

2.5 1.25 
ABC,  DuM 

f~RC 
1 

50 

UHF 

Hudson     Valley     Bdestg. 

Harry    L.     Goldman 

Bolllni 

ALBUQUERQUE,   N.  M. KGGM-TV 

13 
27 Sept. 9.7 4.85 CBS 2 38 VHF 

New    Mexico    Bdestg.    Co 

A.    H.    Hebenstrelt 

Weed 

CEDAR   RAPIDS,   IOWA 
KCRI 9 

15 

Oct. 33.1 

16.6 None 

yet 

2 

185 

VHF 
Cedar   Rapids  TV   Co. 
Frank    D.    Rubel 

H-R  T 

CEDAR   RAPIDS,   IOWA WMT-TV 2 30 Sept. 
100 

60.1 

CBS, 

Du  M 2 
185 VHF 

Amer.    Bdestg.    Stns,    Ine Katz 

CHARLESTON,   W.   VA. WKNA-T\ 
f      49 

12 

Oct. 
22.5 

12 

ABC, 

Du  M 
1 

18 

UHF 

Joe   L.   Smith   Jr.    Inc. 

Weed 

EUREKA,    CALIF. KIEM-TV 3 

18 

Oct. 
17.3 9.3 

All  fc 

tur 

1 

NFA 

Redwood     Bdestg.    Co. 

Blair  " 

FORT  DODGE,  IOWA KQTV 
21 

15 
Oct. 22.4 

12 
None 

yet 

1 

NFA 

Northwest    TV     Co. Peartot  V 

HOUSTON,    TEX. KNUZ-TV 
39 

22 
Oct. 1 

0.5 

Du   M 3 40 
UHF 

KNUZ   TV  Co. 

Forjoo  ' 

JOHNSON  CITY,  TENN. 

KANSAS  CITY,   MO. 

WJHL-TV 

KCMO-TV 

11 

5 

24 

27 

Oct. 

Sept. 

58.78 
70 

29.38 

36 

CBS, 

Du 

ABC 

ABC, 

M 
1 

4 

35 
325 

VHF 

VHF 

WJHL.    Inc. 

W.    H.    Lancaster    Jr. 

KCMO     Bdestg. 

Pearsoi  V 

Katz 

KNOXVILLE,    TENN. 
WTSK 

26 

18 

Oct. 
21.09 

10.5 

CBS 2 NFA 
TV    Services   of    Knoxvllle 
Harold    B.    Rothrock 
Lebanon    TV    Corp. 
Lester   P.    Etter 
Mid- America    Bdestg. Corp. 

Pearsor  V 

LEBANON,  PA. WLBR-TV 

WKLO-TV 

15 

21 

26 18 

Oct. 
Oct. 

129 

215 
69.2 110 1 

3 

36 
UHF 

NFA 

Burn      i 

LOUISVILLE,   KY. 

ABC, 

Du  M 

Taylor 

NEWPORT   NEWS,   VA. 

NORFOLK,    VA. 

WACH 

WTOV 

33 

27 

2 19 Oct. 
Oct. 

20.9 20 10.5 10 None 
ABC, 

yet 

Du  M 
3 

2 50 

NFA 

UHF 

Joseph    Eaton 
Eastern    Bdestg.    Corp. 

Frederic    F.    Clair 
Commonwealth    Bdestg. 

Corp. 

Robert  Wasdon 
Okla.    County    TV    & Bdestg. 

Phil     Jackson 
Southland    Telecasters F.    E.    Busby 

Maricopa     Bdcstrs. 
Charles    Garland 
KOY    Bdestg.    Co. 
John    Hogg 

Eastern    Idaho   Bdestg.    & 

Forjoe 

OKLAHOMA   CITY, 
OKLA. 

PENSACOLA,  FLA. 

KTQV 

WPFA 

25 
15 

11 
15 

Oct. 

Oct. 

17.3 

20.4 

8.6 11 

ABC, 

None 

CBS 

yet 

2 

2 
NFA 

NFA 

H-R    T 

Adam     n 

PHOENIX,   ARIZ. 

PHOENIX,   ARIZ. 

POCATELLO,   IDAHO 

KOOL-TV 

KOY-TV 
KWIK-TV 

10 

10 

10 

11 

11 
15 

Oct. 

Oct. 

Oct. 

5 

5 
2.6 

2.5 2.5 

1.56 

CBS 

CBS 
ABC 

2 

2 

1 

72 

72 VHF 

VHF 

NFA 

Blair  1 

Blair  1 

Wood 

Holllngr 

PORTLAND,  ORE. KOIN-TV 6 

15 

Oct. 
18.8 9.9 

CBS 2 107 VHF 

Charles    Crabtree 

Mt.     Hood     Radio    &    TV Bdestg. 

Avery- 
Knod 

ROCKFORD,   ILL. WREX-TV 

J<STM-TV 

'kangtv 

13 

36 

34 

1 25 

15 

Oct. 

Oct. 

Oct. 

47 

1 18.6 

23.5 

.5 10 
2 

3 

1 

135 

130 

VHF 

UHF NFA 

C.    Howard    Lane 
Greater  Rockford  TV   Inc. 
Soren     M  unknot 
Marshall    H.    Pengra 
Broadcast   House.    Inc. 
Central   Texas  TV   Co. 

Clyde    Weatherby 

H-R    T 

ST.  LOUIS,  MO. 

WACO,    TEX. 

ABC 

ABC H-R    T 

Pearson* 

Total     I  .S.     stations     on     nir. 

in,  I.    Honolulu    (23   Oct.   '53) 

No.  of   markets   covered 

BOX  SCORE 
So.  of  post-freeze  CFs  grant- 

283  ed   (excluding  22  educational 

grants;  23  Oct.  '.".  I) I7.T»  No.  of  grantees  on  air   

,'V       '  ■  M    .t.ilon.    going   on    the    lit    lined   here   .re    thooo   which   occurred   between 
*    ',  ,      ■,   ,     .  .hlained    In    that    period.      Station,    are oucl^red  to  bo  op.  the  all  poritloo  H.rt..     "Power  of  CIV,  1.  thai  Mcc-rdeS to  rcc  application.  and  amendment,  of   Individual  sr.ntre..     tlnformatlon  on  the  number  ofYeU 
to  maraou  »hrr.   pal   d<  ilgnalod    a.   being    I  ..  ,,.rcn,   «,„,„„   £"  „tlin.t..   from   to. nation,   or    nut     .  „,   u„.m<.,,    approximate       (Data    from    NBC    RcYearch and    f 'lading 
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No.  of  TV  homes  in  U.S.   (1 

Sept.  '53)  25,233.0001 
451  Percent    of    all    U.S.    homes 

176         with  TV  sets  <  I  Sept.  "53)    ...  56%§ 

lerccnlagos  on  homos  with  s«>ts  and  homes  In  TV  coverage  arras  are  considered  approximate  I 
most  cases,  the  representative  of  a  radio  station  which  Is  granted  a  C.P.  also  repreoent.  Ui<« 
T\  operation.  Since  at  prcsstlme  It  Is  generally  too  early  to  confirm  TV  representation,  of  « 
grantees.  SPONSOR  lists  the  reps  of  the  radio  stations  In  thl.  column  (when  a  radto  statloi 
Been  given  the  TV  grant.  UFA:  No  figures  available  at  presstime  on  sets  In  hi* 
JThe    Phoenix    stations    sharo    time    on    the    same    channeL 

SPONSOR 



AT  THE  SIGN  OF  THE  ROOSTER 

WJAR-TV 

|  n  A  n  A  rea  W  here  TV  P  enerrarion 

I  s63rr  C  rearerT  hanTheN  arionalA  verage, 

Channel  10  Of  P  rovidence,  Rhode  I  sland,  Sells  products 

W  ith  P  ower,  p  restige,  A  nd  P  ersonaliries. 

WEED      TELEVISION,      NATIONAL      SALES      REPRESENTATIVES 



You've  never 
seen  so  much 

real  audience 

participation ! 



the  most  original,  delightful  pro- 
of the  new  season.  It  captures 

active  attention  of  children  and 

til;ul  approval  of  parents.  It's 
INKY  DINK  AND  YOU." 

ady,  thousands  of  youngsters 

talking  and  playing  WINKY 

K.  (The  very  first  on-the-air 
mncement  of  the  WINKY  DINK 

brought  4,000  letters,  each  with 

from  New  York  City  alone.) 

this  is  the  secret:  The  audi- 

is  a  part  of  the  program  in  a 

wholly  new  to  broadcasting. 

la  performance  that  goes  on  as 

h  in  the  home  as  in  the  studio. 

|playing  a  game,  it's  living  a 
',  and  it's  all  enjoyment. 

t's  a  performance  that  can  go 
the  stores  that  stock  your 

act.  For  as  sponsor  of  WINKY 

\L,  you  can  convert  this  response 

)tal  participation  into  sales. 

S  TELEVISION 

m 

VARII 

■ 
.■:i  — 

\\  hi'   tl 

ray  in 

.ally 

:  i p;i t »-  III  till'  show  ,  ;ilill  it    work*. 

]  simply  a  drawing  V  it 

'nut 

which  the  kiddies  place  i  Urht  on  '  I 

I.  |.\  i  lion  .nd 

;i  cleaning:  cloth.  Jack  Barry,  In  > hi- 

studio,  stand-  looking  through  a  gla*s 

He  proi  •  ed    b   di  aw  s<  m<  thing 

and  the  kiddies  at  home  -.imply  follow 

his  strokes  with  th<  ir  own.  When 

both  are  Anishi  ■  !.  the  I  tain 

their  mat  "If  th.    jell  en  and  they've 
I  nished  picture. 

.  .  .  oth.         trees  of  interest  for  the 

kill- :  an  elfin  cartoon  character  called 

Wink)   Dink,  whose  picture  is  animated 

on  a  sort  of  blackboard  and  who  talks 

to  Harry,  plays  games  with  him  and 

is  altogether  as  enchanting  a  characta  i 

for  the  moppets  as  an-.  bo's 
bit  the  video    creei      Hoth  Barry 

and  Winky  tell  stories,  with  Winky 

accompanied  by  animated  pictures.  Harry 

ti  11-  a  story  (Columbus  discovering 

America,  for  example)  about  the  picture 

\  -  for  thi   listeners   (a  ship, of  con 

Altogether,  how  Harry 

i-  extremely  likeable  in  his  role  putting 

himself  on  the  children's  level  without 

liMikini;  down  on  them.  John  Gart's  music 
i-  a  il.  finite  plus. 
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TV  film  shows  recently  made  available  for  syndication 
Programs  issued  since  July    7953.     Next   chart   will  appear   30   November 

IIIIIIIIIIIIIIIIIIIIIIIIIUIM 

Show  name Syndicator Producer Length 
Price  Range* 

No.  in  series Show  name 

Syndicator 

Producer Length 

Price  Range*     «c 

ADVENTURE 

Adventure  Is  My         Lakeside    TV  Hal    H.    Harrison     12' 2    mln.         open 
Job 

Jungle    Macabre  Guild     Films  Radio    &    TV  15    min. 
Packages    Inc. S50-400 

CHILDREN  S 

39 

=  Racket  Squad ABC    Film 

Syndication 

Hal    Roach    Jr.  30    min. 

^  Secret    Chapter  Guild    Films  Ron    Ormond  15  mln. 

{g  Sovereign     Theatre      Stuart    Reynolds  Sovereign    Prod.  26  mln. 

H  The    Playhouse  ABC    Film  Meridian  Corp.  30  min. 
Syndication 

$50-400 
100%   Class   A 

Animal    Time  Sterling    TV 

Jump    Jump    of  Goodman 
Holiday    House 

King    Calico  Kling 

The  Cinnamon  Bear      Flfa    &    Assoc. 

Time    for     Beany  Consolidated   TV 
Sales 

Uncle    Mistletoe  Kling 

Sterling    TV 15    min. on    request 104 

Mary  &   Harry 12    min. 50%   of   air 
Hlckox time 65 

Kling 

12    min. 

$22-142 

65 
Gllwln    Prod. 15    min. 50%   of  Class   B 26 

Bob     Clampett 30    min. unlimited 

Kling 

I'/j    min.  $25-156 

COMEDY 

Life   with 
Elizabeth 

Guild    Films Guild   Films 

26 

MUSIC 

Oklahoma     Chuck-  Lakeside    TV  Lewis  &   Clark  l2'/a    min.  $25-500 
wagon    Boys 

Opera    &.    Ballet  Lakeside    TV  Transatlantic   TV  l2'/2    min.  open 

:  Operettas  &  Ballets  Hoffberg   Prod.  Hoffberg    Prod.  13    min.  open 

=  Werner    Janssen  George     Bagnall       Janssen 
Series  &    Assoc. 

15    min. on    request 

NEWS 

m.  United    Press-  United    Press  Movietone  News        30   min.  on    request 
39  Movietone  News  15   min. 

DOCUMENTARY 1 SPORTS 

How   Does   Your 

Garden   Grow 

Intl.    Film 
Bureau 

Intl.    Film 

Bureau 

30  min. 26 
=  All- American 

Game   of  Week 
Consolidated 

TV  Sales 
Sportsvision 

30  min. I 

Your    Zoo 

Reporter 

Video  Pictures Video   Pictures 30  min. 

13 

1  Boxing    from Rainbo 

Kling 

Kling 

26!/2    min. 
$40.50-675 

Wild    Life   In 
Action 

Lakeside   TV Lakeside    TV 
12'/,    mln. $25-500 

26 

=  Madison    Square 

Garden 

Du    Mont Wlnik    Films 

26' 2    min. 

l2Vi    min. 
$55-500 

Wonders   of   the 
Wild 

Sterling     TV Borden     Prod. 15    min. 

26 

H  Play  Golf  with the   Champions 

§1  Shooting 

Consolidated 
TV  Sales 

Princeton 

Sportsvision 

Princeton 

Film  Center 

15  min. 

30  min. 
on   request 

DRAMA,    MYSTERY 

Badge    714 NBC  TV   Film 

Sales 

Official    Films 

Mark  VII   Prod. 

Hannah    Wein- 
stein 

2G' ■;  min. 

26'  2    min. on     request 

4lt 

26 

TRAVEL 

Boris     Karloff 

Hawaiian     Paradise 
George     Bagnall 

&    Assoc. 

Franklin 

15    min. 

on    request 

Captured NBC  TV   Film 

Sales 

Phillips    Lord 26'  i   min. 

26t 

Safari 
Sterling    TV Sterling     TV 

15    min. on    request 

Flash    Gordon MPTV Inter-Continen- 
tal   TV 

30    mln. 

13 

This    Is    Hawaii Franklin 
30    mln.            on request 

26 

Geo-    6; 

it* 

General    Electric Stuart    Rtvnolds Sovereign    Prod. 25    min. 
100%   Class   A 

26 

1    This  World  of  Ours Sterling    TV Dudley    Pictures 
II ',2    min. on    request 

1 

Theatre 

Zlv 

NBC  TV   Film 

Sales 

Zlv 

Galahcd  Prod. 

30  min. 

26' j  mln. 
39 39 

1    Led  Three 
Lives 

VARIETY 
Inner    Sanctum 

Interviews    of    the Academy  Films Academy  Films 15  mln. 

$50-400 

if 

l«    Palooka Guild    Films Guild    Films 30  mln. 

78 

Century 

On   Stage   with 
Monty    Wooley 

Dynamic   Films Dynamic   Films 15  min. 

13 

Old   American 

Barn    Dance 

Kling 
Kling 

26'/2    mln. 
$50-675 

fj 

Pulte   »f   the    City Teleseene Teleicene 
12' 2    mln. 

$50-750 26 

1  Ray    Forrest    Show 
Sterling    TV Sterling     TV 30    min. 

on     request " 

•Where   price   ranRc   is  not   Riven,    it   has   not   yet   been   fixed,   or   syndicator   prefers  to  give  price  only  on  request.     1Run  originally  under  another  title,  now  being 
re-rclcascd.      §Availablc   in   black-and  white  or  color      SPONSOR   invites  all  TV   film  syndicators  to  send  information  on  new  films. 

48 
(See  Film  Notes  column,  pape  50) SPONSOR 
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NEW 
fifteen  minute  dramas  on  film 

PLAYHOUSE  15 
FIRST  RUN  in  over  115  TV  markets 

I VI     vlUMLI  IT*  Made  for  television  by  the  producer  of  the  network  hit 
shows  BIG  STORY  and  T-MEN  IN  ACTION. 

•  Finest  stories  . . .  best  authors 

•  Leading  Broadway  and  Hollywood  actors 

HIGH  UNIVERSAL  APPEAL   •  Full  variety  of  stories  .  .  .  comedy  .  .  .  drama  .  .  . 
suspense  .  .  .  mystery  .  .  .  human  interest 

•  Combines  two  of  the  highest  Nielsen  popularity 

classifications  —  drama  and  mystery  (averaging 
25.7  and  28.4) 

LOW,  LOW  COST . 

FREQUENCY  AND  IMPACT . 

PLlYHOl'Si: 

another  advertising 

Costs  drastically  less  for  time  and  program  than  a 

half-hour  show  —  yet  gives  you  the  same  amount 
of  commercial  time 

Enables  you  to  reach  your  customer  two,  three,  or 
five  times  weekly  as  required. 

Phone,  wire  or  write  today  your  nearest  MCA-TV 

office  for  a  private  screening. 

EffSghi         SHOWCASE  OH  FILM  from 

MAIHl  i^PRESSLY  1  nil 

\  IM.AYISMJSE  15 — vHiuar 

lMAVHOUSI 

~M.*DE  1 XPMBSil  I 

NEW  YORK  598  Madison  Avenue  -  Plaza  9  7500 

CHICAGO:  430  North  Michigan  Ave  -  OEIaware  7 1 100 
BEVERLY  HILLS  9370  Santa  Monica  Blvd.  -  CRestview  6  2001 
SAN  FRANCISCO:  105  Montgomery  Street- EXbrook  2  6922 
CLEVELAND  Union  Commerce  Bldg  -CHerry  1  6010 
DALLAS  2102  North  Akard  Street- PROspect  7536 
DETROIT:  1612  Book  Tower -WOodward  2  2604 
BOSTON:  45  Newbury  Street  -COpley  7  5830 
MINNEAPOLIS:  Northwestern  Bank  Bldg.-LINcoln  7B63 
ATLANTA:  611  Henry  Grady  Bldg.  -LAmar  6750 

„  pi  n-imi.ua: ; :, 



and  f(fllK  TV  CHAMPION 

with    a    ready 
audience  of  . 

made 

70  MILLION 
FOLLOWERS 

•  HAM  FISHER'S  beloved  ALL 
AMERICAN  CHAMP  .  .  .  now 
brings  the  impact  of  his  unparalleled 
influence  and  public  acceptance  to 
Television  .  .  .  high  adventure, 
romance,  humor,  boxine;  ...  in  a 

, superb    Hollywood   production   with 
an  ALL-STAR  CAST  including  Joe 
Kirkwood,  Cathy  Downs,  Sid  To- 
mack  and  Maxie  Rosenbloom  .  .  . 

plus  comprehensive  promotion,  ex- 
ploitation  and  merchandising   aids. 

•  JOE  PALOOKA  is  your  best 
guarantee  of  maximum  audience  .  .  . 
maximum   results. 

!     JOE  PALOOKA 
dramatic   half   hour   series   available 

to   local  and   regional   sponsors 

COM*AA/r     /MC 

ISON  AVE. 
NEW  YORK  22,  N.  Y. 
MUrray    Hill    8-5365 
HOLLYWOOD  •  PORTLAND 

KANSAS    CITY  •     CHICAGO 
CLEVELAND 

IN  CANAOA    S.  W.  CAIOWEU  ITO.    TORONTO 

I  IBS A mm 
1  ill  tirei n 
;¥iiiiiiiiiiiiiiiiiii:-:iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiilliiiiiiiiH 

iiFree"1  commercials:  You  can  get 

your  film  on  television  for  nothing. 

The  air  time  won't  cost  you  a  pen- 

ny— provided  the  film  falls  into  the 

category  of  public-service,  business  or 

industry  promotion. 
The  steadily  increasing  crop  of  new 

TV  stations  means  more  and  more  un- 

sponsored.  available  air  time.  Many 

advertisers  are  putting  these  vacant 

hours  to  work  by  mailing  stations 

prints  of  business  and  industry  pro- 
motion films  suitable  for  free  telecast- 

ing. 

As  most  advertisers  recognize,  these 

public-service  films  provide  an  excel- 
lent way  of  letting  consumers  in  on 

particular  aspects  of  a  business,  or 

acquainting  them  with  the  various 

steps  in  manufacturing  a  given  prod- 
uct. These  films  stimulate  consumer 

interest  in  the  products  involved. 

The  only  hitch:  There  are  many  de- 
tails to  be  handled  before  film  and  TV 

viewer  make  contact. 

That's  where  organizations  like  the 
Princeton  Film  Center  enter  the  pic- 

ture. Princeton  Film  offers  sponsors  a 

service  including  TV  bookings,  clear- 
ances, film  insurance,  transportation, 

film  handling  and  advance  notice  of 

on-air  date  for  promotional  purposes. 
PFC-TV  also  offers  editorial  assis- 

tance to  advertisers  in  adapting  films 

to  the  requirements  of  television. 
Cost  to  the  sponsor  is  $10  per  TV 

showing.  Inquiries  should  be  ad- 
dressed to  Sherman  Price,  director  of 

distribution,  The  Princeton  Film  Cen- 
ter, Inc.,  Princeton,  N.  J. 

Wide  circulation:  Guild  Films'  Lib- 
erace  is  now  among  the  most  vi  idely 
circulated  TV  filmed  shows,  with  sales 

recorded  in  115  markets  at  sponsor's 
presstime.  Among  the  more  spectacu- 

lar results  from  the  program:  In  Port- 
land, Ore.,  the  I  .S.  National  Bank  of 

Portland  offered  a  free  disk  by  Liber- 

ace  t"  thosi  opening  savings  accounts 

of  $10  "i  over.  Within  three  weeks' 
time  the  hank  had  chalked  up  $300,- 
000  in  new  accounts,  with  each  account 
averaging  $  109. 

If  your  Western's  noisy, 
it's  bound  to  be  success 

by  Armand  Schaefer,   president.   Flying  A   Pictures, 
Ilollytoood,   Cat, 

What's  the  primary  rule  for  making 
Westerns?  Simple:  There  must  not  be 
one  silent  moment  in  the  entire  film. 

The  Western's  unfailing,  year-in, 

year-old  popularity  stems  from  its  abil- 
ity to  provide  fast-moving,  suspenseful 

action.  That's  why  we  make  sure 
there's  talk  or  background  music  to  fill 
in  every  moment  of  our  films. 

Action  plus  scenes  from  the  great 

outdoors  constitute  sure-fire  appeal  for 

young  and  old  alike.  When  you  realize 
99%  of  all  television  viewers  are 

cooped  up  in  cities,  it's  easy  to  under- 
stand why  they  enjoy  being  taken  out 

into  the  wide-open  country  by  way  of 
the  TV  screen. 

Here  are  some  important  rules  for 

sponsors  to  keep  in  mind  when  buying 
a  Western  film  package: 

1.  DO  look  for  a  story  with  action, 
hut  make  sure  the  action  is  believable. 

DON'T  look  for  a  hero  like  Superman 
unless,  of  course,  he  is  Superman! 

2.  DO  buy  a  series  with  a  logical 

story  line,  without  too  many  compli- 
cated angles  in  telling  it. 

3.  DO  keep  your  costs  down  to  a 

minimum,  but  DON'T  buy  a  series 
that  sacrifices  good  action  for  dull 

dialogue  in  order  to  save  a  few  scenes. 
4.  DO  pick  a  series  in  which  right 

triumphs  over  wrong,  but  DON'T  se- lect one  which  attempts  to  preach. 

5.  DO  try  to  work  out  a  premium 

angle  that  you  can  tie  in  with  your  pic- 
ture. Kids  go  for  the  idea  of  writing 

in  to  sponsors  for  a  gift  or  prize,  and 

parents  buy  the  products  their  kids want. 

Finally.  DO  shop  around  for  West- 
erns as  a  good  advertising  buv  if 

you're  a  manufacturer  of  products  for 
the  entire  family.  Westerns  have  a 

proven  family  appeal,  so  you'll  be  mak- 
ing a  wise  choice. 

For  instance,  the  Autry  pictures  are 

now  in  49  major  markets.  There  are 

many  different  products  represented — 
pastries,  chewing  gum.  soft  drinks, 
milk,  bread,  cars.  TV  sets,  radios — 

yes,  radios — are  some  of  them. 

Food  is  predominant,  but  there  are 

many  kinds  of  food  products,  and,  for- 
tunately, most  people  are  interested  in 

eating.  Although  it  has  been  claimed 

that  the  so-called  "upper  classes"  are 
lost  to  a  W  estern  sponsor,  we  do  not 

think  this  is  true.  *  *  •*• 
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WE'RE    CASTING    A    WIDER    NET    IN    HAWAII 

NOW  100,000  WATTS 

KGMB-TV 
CHANNEL  9  HONOLULU 

HAWAII'S  MOST  POWERFUL  STATION 
MORE  THAN  90,000  families  in  our  service  area 

CBS         ABC 

national  representative:  Free  &  Peters,  Inc. 

2  NOVEMBER  1953 
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remember  when  detectives 

could  count  to  10? 

This  witty  gentleman  is  equally  at  home 

with  Shakespeare  and  shakedowns, 

Heifitz  and  heisting.  Don't  let  his  charm 

deceive  you.  Though  he  carries  no  gun, 

throws  no  punches,  and  kisses  no  blondes 

—  he  packs  a  wallop  with  his  brain! 

Me  heads  D-3,  the  famous  "Department 

of  Queer  Complaints"  at  Scotland  Yard I 
which  unravels  everything  from 

missing  men  to  murder. 

I 

As  Scotland  Yard's 

i 

t*M 

A  fascinating,  BRAND  NEW 

half-hour  film  series  of 

scientific  crime  detection 

based  on  material  provided  by 

AMERICA'S  BEST-SELLING 
MYSTERY  WRITER 

JOHN  DICKSON  CARR 

Be  the  first  to  cash  in  on  TV's 

most  exciting  new  personality!  Let 

"COLONEL  MARCH"  sell  for  you  on  a 

regional,  or  syndicated  basis  at  amazingly 

low  costs!  (Minimum  time  —  26  weeks.) 

A  telephone  call  will  bring  an  Official 

Films  representative  to  your 

office  with  as  many  reels  as  you  would 

like  to  see  —  and  an  unusual  merchandising 

story  in  full  detail.  PL  7-01 00. 

mL 



and  the  PIRATES 
OFFICIAL  FILMS'  fabulously  successful,  faith- 

ful reproduction  of  the  beloved  comic  strip 
that  appears  regularly  in  over  220  newspapers 
with  a  combined  circulation  of  more  than 
TWENTY-FIVE  MILLION  READERS! 

The  ratings  that  this  half-hour  show  pulled 
for  Canada  Dry  in  56  different  markets  are  so 
amazing,  they  have  to  be  seen  to  be  believed. 

(We're  eager  to  show  them  to  you.) 
The  merchandising  opportunities  with  Amer- 

ica's best  known  comic  strip  characters  are 
endless  and  they  all  spell  P-R-O-F-I-T  for 

you. 

"From  every  standpoint  a  great  bet  for  any 
one  of  a  hundred  bankrollers"  says  BILL- 

BOARD. Why  not  investigate  today?  \ 

ROBERT    CUMMINGS 
starring   in 

It 

my  hero JOHN  CROSBY,  NOTED  TV  CRITIC,  says: 

"The  dialogue,  the  staging  and  the  production 
are  of  a  very  high  order  indeed  and  I  see  no 

reason  why  'MY  HERO'  can't  eventually 

GIVE  I  LOVE  LUCY'  QUITE  A  RUN  FOR 
ITS  MONEY." 

NIELSEN  RATINGS  SHOW:  Playing  oppo- 

site a  top  budget,  hour  variety  show  extrava- 

ganza,   "MY    HERO"    earned    a    national 
average  rating  of  29.9! 

YOU'LL  SAY:  "MY  HERO'  is  the  funniest 

situation  comedy  now  available  on  film!" 

Here's  good  wholesome  fun  for  the  entire 
family  purchasing  group.  Hollywood  stars 
they  can  identify  themselves  with,  right  along 
with  YOUR  PRODUCT.  This  top  flight  show 

sells!  Ask  us,  we'll  give  you  facts  and  figures. 

39  WEEKS  OF  HALF-HOUR  PROGRAMMING  AVAILABLE 
Second  run  in  most  major  markets;  first  run  throughout  the  rest  of  the  country. 

comedy >w 

AMERICA'S
 ,S   LEADING   PRO

DUCER   AND 
D.STR.BUTOR  OF

   QUAUTY  TV  
 FILMS 

OFFICIAL 

FILMS  inc. 



CONCRETE  BLOCKS 

M'ONSOK:    Price   Bros. VGENCY:   Direct 

CAPS!  II.  I  VSE  HISTORY:  Construction  companies  buy 

virtually  all  the  concrete  building  blocks  made  in  this 

country — except  in  Dayton,  Ohio.  Here's  why:  Price 
Bros,  sponsors  a  lO-minute  across-the-board  show  on 
WHIO-TV,  Story  of  the  Weather.  Price  Bros,  makes 
concrete  building  blocks,  pressure  pipes,  other  concrete 

products.  First,  the  approach  was  institutional.  Then  the 

sponsor  sii  itched  to  hard-selling  commercials  for  their 
concrete  blocks.  Hundreds  of  people  came  to  the  plant 

almost  immediately  afterward,  and  today  Price's  business 
is  00',  to  consumers.  UV ,  to  construction  companies. 
Weekly  cost  of  the  show  is  $350. 

WHIO-TV,  Dayton PROGRAM:  Story  of  the  Weather 

TV 
results 

ELECTRIC  PERCOLATOR 

SILVER  CLEANER 

SPONSOR:  Sil  Silver  Cleaner  AGENCY:  Via  dealer 

CAPSULE  CASE  HISTORY:  This  manufacturer  of  a  sil- 

ver cleaner  containing  jeweler's  rouge  decided  to  sponsor 
two  Thursday  night  amateur  boxing  bouts  over  KLAC- 
TV,  Hollywood.  Despite  the  fact  that  silver  cleaner  is  a 
product  usually  purchased  by  women  and  boxing  bouts 
are  commonly  thought  to  appeal  only  to  men,  results  far 

exceeded  the  company's  expectations.  Proof  of  the  in- creased consumer  interest  in  Sil  Silver  Cleaner  came 

when  the  company  sold  47%  more  of  its  product  to  chain 
stores  in  the  greater  Los  Angeles  area,  and  39%  more  to 

wholesalers  serving  the  entire  southern  California  market. 

Cost  of  each  bout:  $150.00. 

KLAC-TV,  Hollywood  PROGRAM:   Amateur  Boxing 

RUGS 

SPONSOR:   Nassif  Rug  Co. AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  For  its  initial  television 

broadcast  the  Nassif  Rug  Co.  chose  a  15-minute  newscast. 

Next  day,  the  Sioux  City  Nassif  dealer's  gross  receipts 
totaled  $2,000  or  a  100%  increase  over  the  normal 

amount  of  business  expected  on  that  day.  Higher-than- 
average  sales  continued  in  Sioux  City  throughout  the  rest 

of  the  week,  and  a  good  number  of  customers  were  di- 
rectly traceable  to  the  program,  according  to  the  firm. 

Nick  Nassif  says  of  the  TV  venture:  "We  are  entirely 
sold  and  thrilled  with  the  whole  idea."  Cost:  $101. 
KVTV,  Sioux  City PROGRAM:  Newscast 

CUCKOO  CLOCKS 

SPONSOR:    Lobel's   Furniture VGENCY:   Direct 

CAPS1  11  <  \-l  HISTORY:  Lobel's,  a  San  Francisco 
furniture  store,  scheduled  four  participations  in  the  KPIX 

Del  Courtnej  Show  l<>  sell  its  electric  coffee  percolators. 

retailing  for  $13.95  apiece.  After  the  first  program,  more 
than  100  percolators  were  sold.  LobeFs  canceled  the 

other  three  participations  because  of  insufficient  stock. 
Cost  of  the  single  participation  for  this  sponsor:  $75. 
Gross  tales:  15,580.  LobeFs  is  now  a  regular  advertiser 
on  the  Del  Courtney   Show. 

k  I'l  \.  v.in   1  •  i  ■ PROGRAM:   Del  Courtney  Shov 

BISCUITS 

•ONSOR:  -h.lU   Biscuit  C \U-.\<  'l  :   Gulf  State 

'  IPSULI    I  W    HISTORY  When    the    Shelby    Biscuit 

Co.  signed  for  a  half-hour  program  on  kl'RC-TV ,  12:30- 

1:00  />.'".  on  Sundays,  it  felt  the  dune  wouldn't  be  too 

successful  because  of  the  time  slot.  The  client's  fears 
proved  groundless  i"  short  order.  The  show,  Charades. 
contributed  substantially  t<>  the  3895   increase  in  business 

volume  during  the  past  \<;n.  according  to  Shelby  Bis- 
cuit. It  averages  about  600  pieces  of  mail  a  week,  has 

pulled  oier  '._'.' ii ii i  requests  lor  special  hook-let  offers. 
to  the  client  pet  n " !  is  $450.  Today,  Shelby 

is  allocating  9  its  ad  budget  to  T)  . 

kl'l!"     l\      Houston PROGR \M:    (  h 

SPONSOR:   Ben  Tipp AGENCY:   West-Pacific 

CAPSULE  CASE  HISTORY:  One  of  Seattle's  largest  re- 

tail jewelers,  Ben  Tipp,  purchased  $225  worth  of  an- 

nouncements over  KMO-TV  as  a  test  of  the  medium's 
sales  strength.  Merchandise  selected  for  the  test  run  was 
wall  cuckoo  clocks,  advertised  at  $14.95  each.  At  the  end 

of  one  week  of  announcements,  all  past  sales  records 

were  topped  with  286  sales  of  the  clocks,  all  traceable  to 

the  announcements.  That's  over  $4,000  in  sales  from  an investment  of  $225. 

KMO-TV,  Seattle PROGRAM:    Announcements 

FRENCH  FRYER 

SPONSOR:  Knapp-Monarch  AGENCY:  Wm.  Yernor 

CAPSULE  CASE  HISTORY:  Due  to  previous  unsuccess- 

ful attempts  to  advertise  small  appliances  the  Knapp- 
Monarch  Co.  teas  more  than  a  bit  dubious  when  it  signed 

for  participations  on  the  Chef  Cardini  Show  (KGO-TV, 
1:00-2:00  p.m.  across-the-board) .  After  three  iveeks  of 

advertising  its  Chefster  French  Fryer,  reports  of  "boom- 

ing" sales  began  pouring  in  to  Knapp-Monarch  from  itt 
district  dealers.  Says  the  company:  "We  are  convinced 
that  participations  on  the  Chef  Cardini  Show  are  really 

the  best  method  of  advertising  our  product."  Cost  per 
participation :  $80.00. 
KGO-TX  .  San  Francisco 

PROGRAM:  Chef  Cardini  Show 



Steinman  Station 

WLEV-TV 
Bethlehem,  Pa.    •    Allentown    •    Easton 

WLE\-T\  is  tht"  one  medium  reaching  all  of  Pennsylvania's  rich  Lehigh 

Valley — a  consistently  prosperous  industrial  and  farm  area.  Two  years 

of  experimental  television  testing  have  established  the  WLEV-TV 

signal — assured  the  coverage  to  reach  the  homes,  serve  the 

people,  sell  advertisers'  products  profitably,  economically. 

Take  advantage  of  the  steady  profit  potential  offered 

you  by  this  large,  rich  market — 

SI. 097,387,000  spent  annually 

Easton 
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Los  Angeles San  Francisco 
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a  forum  on   questions  of  current   interest 

to   air   advertisers   and   their   agencies 

Is  there  a  pressing  need  for  a  regular  TV  set  eensus — or 

at  least  a  standard  for  TV  set  vaunts — and  who  should  do  it? 

Mr.  Dibert 

THE  PICKED  PANEL  ANSWERS 

^i  es,  indeed,  there 
is  a  pressing 

need  for  a  month- 

ly TV  set  census. 
This  information 

is  \ital  not  only 

in  the  appraisal 
of  the  television 
medium  as  a 

whole,  but  also 
in  terms  of  the 

penetration  that 
an  advertiser  can  achieve  in  individ- 

ual markets. 

To  be  completely  useful,  this  infor- 
mal ion  should  show  the  number  of 

sets  b\  markets  equipped  for  UHF  re- 
ception, as  well  as  VHF.  Beginning 

with  next  year,  color  TV  sets  should 

be  reported.  At  some  point  in  the  fu- 
ture. I  believe  quarterly  or  even  half 

yearl)  reports  would  be  sufficient,  but 

the  situation  is  changing  so  rapidly  at 

the  present  time  that  monthly  reports 
are  required  for  accuracy. 

\\  ho  should  do  it?  I  believe  it  is 

primarilv  the  responsibility  of  any 
medium  to  furnish  basic  data  regard- 

ing it-  audience  size.  I  believe  there- 

Fore  thai  n  osl  of  the  basic  cost  of  pro- 
CUring  and  disseminating  this  data 
should  he  borne  by  the  broadcasters, 
1ml  shared  to  some  extent  by  adver- 

tisers and  advertising  agencies.  I  have 

in  mind  an  organization  very  similar 
in  structure  to  the  Audit  Bureau  of 

<  irculations,  which  fully  answers  the 

question  ..I  circulation  for  it-  many 
members  in  the  publication  field. 

\n  \l!<  reporl  from  any  member 
publication  is  received  with  the  full 

•  onfidem  e  of  advertisers  and  agencies, 
both  of  whi<  b  groups  are  full)  repre- 

sented on  the  \I!C  I.... ud  of  dire  tors. 

I  he  <  osl  of  audits  to  the  publishers  is 
in  proportion  to  their  circulation  size. 

I'be  broadi  asl  medium  could  safeh 

Mr.  Gavin 

follow  the  successful  pattern  of  the 
ABC  both  as  to  structure  and  as  to 
basic  philosophy. 

George  C.  Dibert 

Vice  President  in  Charge 

of  Media J.  Walter  Thompson 
New  York 

There  is  little 

doubt  that  a  TV 

set  census  is  be- 

coming more  nec- 
essary  as  each month  goes  by. 

It  is  quite  true 

that  in  many  ma- 

jor markets  there 
is  little  or  no 

doubt  in  the 

minds  of  adver- 
tisers and  agencies  that  television  pro- 

vides sufficient  coverage.  It  is  aca- 
demic, for  example,  as  to  whether  there 

are  2,400,000  sets  or  2,800,000  sets  in 
the  Greater  New  York  area.  Television 

is  still  a  major  medium  irrespective  of 
which  number  is  correct. 

However,  television  stations  have 

and  are  continuing  to  raise  rates  on 
the  basis  of  increased  set  circulation. 

If  such  rate  increases  are  to  continue, 

they  should  be  substantiated  by  a  set 
eensus  taken  at  regular  intervals. 

Such  a  census  should  be  made  bv 

an  independent  research  organization, 
supervised  by  members  from  the  ANA 

and  AAAA,  and  paid  for  by  the  tele- 
vision stations  collectively. 

With  few  exceptions,  no  two  stations 

in  multi-station  markets  give  the  same 
estimate  of  sets.  And,  none  of  these 

estimates  make  anj  provision  for  dis- 
carded  and  obsolete  sets. 

It  should  be  pointed  out  that  a  cen- 
sus o|  the  number  of  sets  in  a  market 

would  serve  onlj  a  limited  purpose  in 
new    I  I  IF   markets  and   in   VHF  mar- 

kets where  I  HF  stations  are  currently 

being  added.  The  only  circulation, 

obviously,  that  a  LHF  station  in  a 
VHF  market  can  claim  are  those  sets 
which  have  been  converted  for  UHF 

reception.  A  further  complication  is 
brought  about  in  I  HF  markets  by  the 
fact  that  consumers  who  originally 

purchased  a  set,  in  most  cases  find  it 

necessary  to  add  another  bow-tie  to 
their  antenna  in  order  to  receive  the 

second  UHF  station,  unless  the  set  was 

originally  equipped  with  an  all-station 
converter  and  a  roto-antenna.  As  of 

now.   adding   a   bow-tie  costs   $25. 

Whether  it  is  possible,  from  a  cost 

standpoint,  to  refine  a  census  to  such 
an  extent  that  it  would  show  total 

number  of  sets,  total  number  of  sets 

converted  for  UHF  reception  and  to- 

tal breakdown  of  the  types  of  anten- 

nae used  is  a  moot  question.  Never- 
theless, it  is  a  problem  that  should  be 

carefully  studied. 

C.  Joseph  Gavin Timebuyer 

Franklin   Bruck  Adv. 

New  York 

Any  medium  in which  the  values 
are  changing 

should  be  mea- 
sured. 

Indications  are 

that  within  two 
vears  there  will 
be  about  750  TV 
stations  on  the 

air  or  author- 
ized. This  is 

three  times  the  number  on  the  air  at 

present  and  cannot  help  but  affect  and 

change  values.  Change  will  be  progres- 
sive,  will  include  the  expansion  of  UHF 
and  the  dev  elopment  of  color. 

Set  measurements  are  needed,  of 

course,  to  determine  the  size  and  dis- 
tribution of  the  TV  audience  as  well  as 
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individual  station  coverage.  \n  ."I 
vertiser  must  have  this  infoi mation  in 

,,1,11-1  to  coi  relate  bis  tales  and  market- 

ing objectives;  also  to  determine  bud- 
gel  requirements. 

\,  lu.ilK .  there  has  nevei  been  .1 

complete  census  on  television  homes. 
Such  counts  as  have  been  made  are 

primaril)  estimates  projected  from 
fairl)  large  Bamples.  While  these  are 

much  too  expensive  t"  make  frequent- 
ly, the)  should  be  conducted  at  leasl 

annuall]  F01  use  as  a  check  against  in- 
terim  measures. 

\\  1  ih  a  -i- 1  ir-  of  national  estimates  as 

a  check  it  should  be  possible  to  work 

nut  a  series  "I  growth  curves  for  the 

older  markets.  I  hese  <  :ould  be  pre- 

pared b)  an  organization  mutuall)  ac- 
ceptable  to  most  buyers  and  sellers. 

The  newer  T\  markets  present  a 
more  immediate  problem.  \t  present, 
the  measures  or  methods  In  which  in- 

dividual market  set  counts  are  pro- 
duced \ar\  greatl)  and  arc  probabl) 

not  comparable.  Agreement  on  the  use 

of  a  common  procedure  conducted  b) 
independent  local  organizations  in  each 

market  could  help  bring  uniformit) 
into  these  measurements. 

\n  important  consideration  here  is 
the  willingness  of  the  industry  to 

finance  such  a  census.  The  customary 
practice  in  underwriting  the  cost  of 
such  projects  is  to  distribute  it  relative 

to  benefit-  obtained  b)  the  media,  ad- 
vertisers and  agencies.  However,  in 

view  of  the  large  number  of  TV  sta- 

tion- upcoming,  it  would  seem  that  this 
subject  would  he  of  especially  -erious 
concern  to  those  stations  now  on  the 

air:  it  would  be  to  their  interest  to 

support  and  encourage  procedures  to 
obtain  \alid  -et  measurements. 

\lter  all.  a  timebuyer's  recommen- 
dation is  onl\  as  strong  a-  it<  founda- 

tion. 

Richard  A.  Dt  \\i 

Director   of   Media    Research 
SSCB.  New  York 

While  a  nose 

count  of  TV  sets 

every  month 
would  undoubt- 

ed!) delight  re- 
searchers. I  hon- 

esth  don't  re- 
gard such  fre- 

quency as  down- 
right essential 

1  Some  ma)  re- 

gard this  as  l>c- 
{Please  turn  to  jxige  102  I 

The  rich  Central  Texas  market 

delivered  complete  by  KCEN-TV  .  .  .      .■/"* 

ONE  order  1  ONE  medium     ONE  COMPLETE  package 

h  -  r 

Transmitter  located 

at  Eddy  between 

Waco  and 

GROES6ECK  Temple. 

CH^ 

Mr.   Whitman 

Heretofore  coverage  of  Central  Texas  has  been  possible 

only  by  the  use  of  a  combination  of  several  kinds  of 

media.  Now  .  .  .  this  great  audience  of  more  than 

750,000  people,  with  an  annual  payroll  of  nearly 

$900,000,000.00,  can  be  blanketed  by  the  most  pow- 
erful television  station  in  the  Southwest. 

KCEN-TV  starts  with  the  highest  antenna,  833  feet, 

and  with  maximum  power,  100,000  watts  .  .  .  and  is 

the  only  VERY  High  Frequency  television  in  this  area. 

K-CENtralize  your  advertising  dollars  if  you  want 
to  sell  the  market  they  buy. 

Channel     O 

TEMPLE 

TEXAS 

owned  ond  operated  by  the  Bell  Publishing  Company 

represented  by  George  P.   Hollingbery,  national  representative 

Clyde  Melville  Co.,  Texas  representative 
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nui 
/Ire  i/oii  lit»p  on  youth  market?    These  facts  will  help 

The  youth  market  of  the  United 

States  spends  or  controls  the  spending 
of  about  $20  billion  a  year  (or,  to 

put  it  another  way,  about  $54.6  mil- 

lion every  day).  What  should  air  ad- 
vertisers know  about  this  market? 

Here  are  some  facts  worth  filing 

as  gathered  by  SPONSOR  from  Lester 

Rand,  president  of  New  York's  Youth Research  Institute,  a  nationwide  poll 

which  surveys  the  5-  to  25-year-olds. 

•  Sponsors  probably  will  be  de- 
lighted to  learn,  says  Rand,  that  93% 

of  youngsters  between  5  and  18  years 

old  can  name  the  sponsors  of  their  fa- 
vorite TV  program;  87%  can  identify 

some  of  the  advertising  used;  81% 

bad  consumed  the  product  advertised. 
And  note  this:  78%  of  the  youngsters, 

according  to  Rand's  poll,  started  us- 

ing the  sponsor's  product  after  watch- 
ing their  favorite  programs. 

•  Youngsters  interviewed  in  cities 

where  baseball  games  are  sponsored  by 

beer  companies  have  in  many  instances 
successfully  urged  their  parents  to 
-w  itch  to  the  beer  being  plugged. 

•  On  the  basis  of  the  Youth  Re- 

search Institute's  studies,  it  appears 
that  5-  to  14-year-olds  whose  families 
have  television  view  about  22  hours 

weekly;  15-  to  18-year-olds  watch  TV 
around  25  hours  weekh. 

•  Hands  poll  has  shown  that  the 

youthful  affinity  for  TV  appears  to  be 

uniform  throughout  the  nation;  wheth- 
er rich  or  poor,  youngsters  tune  to  the 

same  <  hannels.  watch  the  same  shows. 

•  Although  youngsters  in  large  met- 
ropolitan  (enters  who  have  watched 
I  \  for  more  than  five  years  may  tire 

of  certain  programs,  1 1 1<-\  are  still  avid 
l\  viewers.  "There  is  Little  l>a-is  for 
believing  thai  viewership  declines  as 

children  -row  older,"  Hand  points  out. 
"In  fa<  i.  "in  studies  show  that  it  tends 
i"  in>  rease. 

•  \l".in  929S  of  the  boys  and 

8395  of  the  girls  aged  5  through  11 

revel  in  Western  shows;  ."._'',  of  the 

I  <>\  -  and  77' .    of  the  girls  in  the  same 
■is.  Iik<-  -<  ien  e  li'  tion  programs 

(in  a  study  of  boys  from  5  to  10  in 
Philadelphia,  it  was  found  that  47% 
would  rather  visit  Mars  than  Califor- 

nia). In  the  4  to  10  bracket,  (X>' , 
of  the  youngsters  enjoy  puppet  shows. 

Circus  programs,  zoo  shows  and  pro- 

grams featuring  youngsters  are  en- 

joyed by  more  than  90%  of  the  chil- 
dren between  5  and  14.  About  80"  , 

of  the  boys  between  5  and  18  like 
crime  shows;  92%  of  the  same  group 

like  sports  programs;  94%  of  children 

from  5  to  18  like  comedians  on  TV — 

but  they  like  the  visual,  unsubtle  slap- 
stick kind  of  humor. 

The  Youth  Research  Institute's  poll- 
ing techniques  are  different  from  those 

used  by  most  youth  polls,  Rand  says. 
He  explains  that  his  company  uses 

youngsters  as  interviewers  in  junior 
high  schools,  high  schools  and  colleges 

throughout  the  nation.  By  using  young- 
sters, Rand  feels,  more  candid  and  use- 

ful information  is  obtained  than  with 

adult  interviewers.  Rand's  1,800  in- 

terviewers are  "above  average"  stu- 
dents selected  for  their  reliability7,  de- 

pendability and  scholastic  standing  by- 
teachers  and  school  supervisors.  *  *  * 

George  W.  Norton  Jr. 
natnetl  "first  TV  citizen" 

"Louisville's  first  TV  citizen."  That's 
the  title  conferred  upon  George  W. 

Norton  Jr..  president  of  WAVE-TV, 
Louisville,  by  the  Louisville  Vv  holesale 
Appliance  Association.  The  president 

and  five  former  presidents  of  the  as- 

sociation paid  a  surprise  visit  on  Nor- 
ton recently  to  award  him  with  a 

plaque  which  reads: 
"Honoring  Louisville's  first  TV  citi- 

zen, Louisville's  Wholesale  Appliance 
Association  presents  this  plaque  to 

George  W.  Norton  Jr.,  in  recognition 

of  his  pioneering  courage  in  first  bring- 
ing television  to  this  area  and  for  his 

faith  in  the  development  of  new  facili- 
ties enabling  WAVE-TV  to  greatly  in- 

George    Norton:   "Louisville's  first  TV  citizen" 

crease   its  coverage   in   Kentucky   and 

Southern   Indiana." Norton  is  shown,  in  the  picture,  re- 
ceiving the  award  from  (from  1.  to  r.  I 

Sylvester  Rapier,  Ralph  Foster  and 

Harrv  Harlow.  Other  wholesale  ap- 

pliance members  who  made  the  pres- 
entation were  George  Ewald  and  Wal- 

ter Rilev.  •  •  * 

Timebuyers  grateful  for  coordinated  SCBA  presentation 

the  meeting  he  arranged,  each  rep  also The  56  radio  stations  and  three  net- 

works which  belong  to  the  Southern 
California  Broadcasters  Association, 

although  competitive,  have  two  things 

in  common:  They  believe  their  mar- 
ket is  one  of  the  greatest  in  the  world, 

and  they  are  sure  the  be.=t  way  to  reach 
it  is  through  radio. 

During  the  last  three  weeks  of  Octo- 
ber about  30  agencies  heard  about  the 

Southern  California  market  through  a 

series  of  presentations  which  were  ar- 

ranged 1>\  SCBA.  the  Station  Repre- 
sentatives Association  and  about  20 

iadio  representative  firms. 

Mr-.  Doris  Gedne}  of  SI!  \  assigned 
each  representative  one  meeting;  the 

rep  lined  up  the  agenc]  and.  with 
three  or  four  other  reps,  attended  the 

presentation.    In  addition  to  attending 

attended  four  other  presentations. 
Norman  Nelson,  managing  director 

of  SCBA,  made  the  pitch  for  Southern 
California  radio  at  each  presentation. 

Reaction  of  agencies  to  the  presen- 
tations has  been  favorable;  one  agen- 

cy spokesman,  for  example,  reported 

that  he  enjoyed  Nelson's  presentation, he  learned  a  lot  about  the  charms  of 

radio  coverage  in  Southern  California, 
and  to  hear  one  presentation  from  56 
radio  stations,  three  networks  and  20 

representatives  in  about  an  hour  ob- 

viously  saved  a  lot  of  time.  One  time- 
buyer  told  sponsor  she  found  the  pres- 

entation very  helpful.  She  said  she 
was  impressed  with  a  group  which 
could  work  so  well  together  and  still 

be  competitive.  *  *  * 
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WMJBi)  meets  TV  competition 
with   2  t-httur  f>r<M/rfiiiiin<; 

W  hile  -(Jim-  radio  stations  have 
twitched  from  lull  time  to  daytime- 
onl)  because  of  T\  competition, 
WIA  I  .  Erie,  Pa.,  has  reversed  the 
trend.  Last  month,  ii  became  the  first 
station  in  Erie  i<»  broadcast  round  tin- 
dock,  according  to  Phil  Hirsch,  sta- 

tion manager. 

Hirsch  observed  thai  Erie,  the  third 
largest    <  it\     in     iVnnssbania.     lias    a 

number  of  manufacturing  plant-  which 

operate  around  the  clock.  "Response 
in  the  few  neck-  we  have  been  operat- 

ing all   night,"   Hirsch   told   sponsor, 
"justifies  our  belief  that  a  representa- 

tive, responsive  audience  i-  available." 
I  he  all-night  show  consists  of  popu- 
lar music  I  hut  no  "class"  musk  such 

as  classical,  jazz,  polka   or  hillbillj  I, 
neu-    headlines   ever)    hour   and    time. 
temperature  ami  weather  forecasts. 

Sponsors  include  the  largest  tire  deal- 
er in  the  area,  a  jew  eh  \  -tore,  hotel. 

appliance  -tore,  gasoline  company  and 
a    paint    and    wallpaper    store. 

From   1 1  p.m.  to  midnight,  \\  LEI 
.or-  the  l!ob  Richardson  show,  a  pro- 

gram featuring  jazz,  rhythm  and  blues 
music  While  the  program  i-  not  spe- 

cificall}  aimed  at  Erie's  8' "<  Negro  pop- 
ulation, the  show"-  sponsors  all  have 

noted  a  big  increase  in  Negro  business 
  rding  to  Hirsch,  although  most  of 
the  response  still  comes  from  whites. 
Onl)  one  of  the  sponsors  is  a  Xe^ro- 
owned  firm.  •  •  • 

Briefly  .  .  . 

All  six  New  York  television  stations 
were  to  have  carried  Arthritis  Telethon 
31  October-1  November,  said  to  have 
been  the  first  time  all  New  York  sta- 

tions have  telecast  the  same  program 
simultaneously.  Over-all  producer  was 
James  McGarry  of  BBDO.  Show  was 
telecast  to  raise  funds  for  the  Arthritis 
&   Rheumatism   Foundation. 

W  I  AM  and  \\  NBK,  Cleveland.  NBC 
owned-and-operated  stations,  promot- 

ed two  benefit  performances  of  the 
Ice  Capades  for  the  Society  for  Crip- 

pled Children  last  month.  How  suc- 
cessful was  the  promotion?  A  total  of 

16,749  people  attended  the  shows  to 
net  $32,126  for  the  Society. 

i  Please  turn  to  page  101) 
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You'll 
CET    THIS 

TYPE  OF 

MERCHANDISING 
AND 

PROMOTION 0  N 

RADIO   STATION 

WSAZ 

1  NevvsP*Per  Advertising 
3"  Monthly  Maili„gs   to Cf0Cers  and  Druggisfs 

4-  SPecia/   Mailings 
5  Car  Cards 

6  Trade  Calls 

7  Po'"f  of  Sale  Dispfc 

'ays 

5,000  WATTS  DAY 

1 ,000  WATTS  NIGHT 
930  KC 

TELEVISION  AFFILIATE 

WSAZ-TV 

Represented  by  THE  KATZ  AGENCY 

AGENCY  AD  LIBS 
{Continued  from  page  10) 

varied  budgets  yet  one  that  still  is 
able  to  oiler  flexibility. 

Pat  Weaver  has  conceived  this 

program  out  of  equal  parts  of  al- 
ii ni-m  and  good  business  savvy 

for  he  knows  that  the  industry,  if 

it  is  to  go  ahead,  must  be  able  to 
accommodate  advertisers  who  with- 

out blushing  can  admit  to  budgets 

of  less  than  $4,000,000— in  some 
cases  well  under  $100,000.  He 

also  knows  that  these  little  guys  of 

today  are  those  who  will  become 

tomorrow's  carefree  spenders. 
Knowledge  like  this  and  the  tre- 

mendous success  of  Today,  from 

network's  as  well  as  advertisers' 
point  of  view,  will  prompt  NBC 

soon  to  extend  this  type  program- 
ing for  many  more  hours  and 

opportunities. 
CBS,  too,  will  be  making  avail- 

able some  flexible  kind  of  pro- 

graming, using  its  best  time  and 

personalities  —  another  break  for 
the  little  guy  and  building  his 

chance  to  get  in  on  advertising's 
greatest  medium  without  mortgag- 

ing his  grandmother's  wedding 
ring. 

ABC  and  Du  Mont  have  long 

provided  flexibility  of  a  sort  and 
should  continue  to  do  so  until  their 

prime  half-hour  slots  are  sold  out 

at  which  point  they'll  have  to  pre- 
sent a  new  kind  of  participation 

program  to  make  way  for  more. 
This  should  all  be  most  encour- 

aging to  the  folks  who  have  been 
eager  to  make  the  plunge  but 

couldn't  find  the  money — or  didn't 
dare  to  use  it  if  they  could. 

Furthermore,  it  brings  to  tele- 
vision some  of  the  bigger  advan- 

tages of  printed  media  —  advan- 
tages advertisers  have  a  right  to 

look  for  and  get.  Thus  agency  as 
well  as  advertiser  should  be  happy. 
Time  salesmen  can  rejoice  in  that 

more  good  time,  local  a~  well  as 
national.  is  created.  In  Eact,  every- 

one should  be  overjoyed  which  is 
a  nice  st.it,-  of  affairs  on  which  to 

be  able  to  report.  *  *  • 

KOESTER  BAKERY 
{Continued  from  page  43) 

saturation  advertising.  He  also  be- 
lieves,  and  he  has  plenty  of  company 

here,  that  radio  works  best  for  adver- 

tisers who  go  in  for  tonnage  purchases. 

I  \  strategy  is  somewhat  similar. 
Jones  is  more  interested  in  reaching 

as  many  viewers  as  possible  per  dollar 
than  he  is  in  penetrating  a  selective 
audience  which  prefers  a  certain  kind 

of  program.  He  buys  a  weekly  total 
of  50  TV  announcements  on  the  three 

TV  stations  and  gets  adjacencies  to 

such  mass-audience  programs  as  Your 
Show  of  Shows,  1  Love  Lucy  and 

Dragnet. 

"We  have  announcements  adjacent 

to  almost  every  big  show,"  said  Jones. 
"In  some  cases,  it's  before,  in  some 

cases  it's  after  and  in  some  cases  it's 
before  and  after.  By  doing  this  we 

get  a  much  larger  total  audience  and 
more  frequency  in  our  advertising  than 

we  would  with  a  program." 
The  commercials  stress  that  Koester 

bread  provides  lots  of  energy  for  chil- 
dren. To  point  this  up  on  TV,  as  well 

as  to  provide  human  interest  and  at- 
tract the  attention  of  mothers  and  chil- 

dren, the  commercials  show  children 

running  to  the  store  to  buy  Koester  s 
bread. 

This  theme  is  developed  ad  infini- 
tum. The  children  may  wear  different 

kinds  of  costumes,  or  they  may  use  a 

scooter  or  bicycle  instead  of  running, 

or  they  may  run  to  the  store  when  it 
is  raining  or  snowing.  On  radio  the 

same  idea  is  developed  verbally.  Koes- 
ter enhances  the  identification  factor 

on  all  its  air  commercials  by  using  the 

sound  of  the  jingle  of  a  cash  register. 

This  cash  register  jingle  has  become  a 
Koester  theme  in  more  ways  than  one. 

While  the  use  of  announcements 

does  not  permit  the  same  kind  of  mer- 
chandising as  a  program  would,  Koes- 

ter manages  to  do  quite  a  bit  of  it 

through  its  commercials.  Recent  mer- 
chandising gimmicks  include  pictures 

of  space  men  on  the  bread  package  and 
3-D  comic  books  which  children  can 

receive  by  mailing  a  coupon  printed 

on  the  wrapper.  These  gimmicks  are 

given  heavy  plav  on  the  air.  (Koester. 
incidentally,  sells  all  kinds  of  bakery 

products  but  uses  bread  advertising 
alone  to  earn  the  other  products.) 

The  bakery  also  has  a  separate  $50,000 

budget  for  merchandising  and  sales 

promotion.  *  *  * 



1  he  RCA  TT-10AL/AH,  newest  and  finest  of 
all  VHF  Transmitters,  is  now  being  produced 

in  quantity — and  shipments  are  being  made 
every  week.  Already  a  number  of  stations  are 
on  the  air  with  the  TT-10AL/AH.  Other  sta- 

tions have  received  their  TT-AL/AH  Trans- 
mitters and  will  be  on  soon.  Before  long  this 

new  transmitter  will  be  the  most  widely  used 
television  transmitter  in  the  world. 

The  list  of  stations  going  on  the  air  in  rapid 

succession  with  the  TT-10AL/AH  is  RCA's 
"proof-of-production."  You  too  can  be  on  the 
air  soon  with  an  RCA  10-kw  transmitter. 

ECONOMICAL...  TOD  AY  AND  TOMORROW 

This  10-kw  VHF  transmitter — operated  in 
conjunction  with  an  K(.A  high-gain  antenna  —  can 
produce  100  kilowatts  ERP  at  tubstantiall)  lower 
cost  per  radiated  kilowatt  than  any  other  transmitter- 
antenna  combination  now  available. 

•  If  you  go  to  higher  power,  this  LO-kw  VHF  trans- 
mitter can  he  used  as  the  hasic  driver  for  RCA's 

high-power  2  5-kw  amplifier  — such  as  now  in  oper- 
ation at  V.  AVI  -TV.  (RCA's  M)-kw  rated,  high-gain 

antenna  can  handle  the  extra  input  — with  another 
2S-kw  to  spare  for  any  future  increase.) 

For  complete   details  —  and    delivery   information 
— call   your   RCA    Broadcast   Sales   Representative. 

CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPART  ME CAMDEN.  N.J. 



EVEN DELHI WATCHES 

WHEN 

snake-charmer  would 

starve  in  Delhi  — 
folks  there    have   eyes 

only   for  WHEN. 

Natch,  no  nautch  girls  in  York 

State's  Delhi,  but  if  there 

were  they'd  be  dancing  in 

the  streets.  That's  how  happy 
Delhi  is  about  WHEN  .  .  .  and 

Delhi  is  only  one  of  more  than 

250communities  broughttothe 

Syracuse  market  by  WHEN. 

Got  any  used  cobras  to  sell? 

Maybe  Delhi,  N.  Y.,  is  not 

your  market,  but  somewhere 

in  WHEN's  vast  audience  are 

customers  eager  for  your 

product,    whatever    it    is. 

SEE    YOUR   NEAREST 

KATZ   AGENCY 

MEREDITH 

STATION 

u 

agency  profile 
John  C.  Dowd 

Dowd,   Redfield   &  Johnstone,  New  York 

President 

On  Black  Friday  October  '29.  the  day  of  the  stock  market  crash. 
John  C.  Dowd  got  the  first  national  account  for  his  agency  (then 
Dowd  &  Ostreicher,  in  Lowell.  Mass.  I . 

"Not  that  the  day  didn't  affect  us,"  Dowd  remembers.  "That 
morning  the  account  I  Green  Bros.  Candy  Co.  I  was  talking  in  terms 

of  $300,000  for  advertising  and  a  sales  force.  By  the  end  of  the  day 

we  were  down  to  a  §30,000  budget  and  no  sales  force." 
To  Dowd  the  need  for  quick  sales  results  from  a  small  advertising 

investment  meant  "use  radio."  His  Tastyeast  Jesters  commer- 
cial for  Green  Bros,  was  one  of  the  first  singing  commercials.  The 

L5-minute  variety  show  he  packaged  for  Green  Bros,  became  one  of 
the  four  top-rated  quarter  hours  in  radio  during  the  Thirties.  Green 
Bros,  sales  zoomed  despite  the  Depression. 

Better  than  one-third  of  his  agency's  $7.5  million  1952  billings 
were  in  radio  and  television.  "Our  New  V  ork  1953  billings  will  be 

about  five  times  bigger  than  our  1950  billings."  Dowd  told  SPONSOR. 
It  was  in  1950  that  John  Dowd.  then  president  of  John  C.  Dowd 

agency  in  Boston,  entered  New  York.  He  bought  out  Blaker  agency 

and  merged  with  Redfield  and  Johnstone.  The  combined  Boston- 
New  York  operation  today  has  a  staff  of  140  people  with  about  100 
accounts,  including  drugs,  fashions,  liquor  and  food. 

Said  Dowd  on  the  subject  of  trends  in  the  agency  business:  "With 
the  advent  of  TV  and  the  increased  number  of  services  an  agency- 
has  to  prm  ide  for  a  client,  a  shift  toward  larger  accounts  is  indicated. 
The  minimum  ad  budget  with  which  an  agency  can  afford  to  work 
today  is  far  higher  than  the  smallest  account  that  could  be  deemed 

profitable  a  few  years  ago,  especially  in  New  York." 
Active  in  planning  over-all  strategy  for  his  accounts,  Dowd  points 

t<>  the  radio-TV  success  stories  of  two  outstanding  local  clients: 

Ehlers  Coffee  in  New  \ork  (see  "Win  Ehlers"  $200,000  budget  is 
spot  to  the  last  drop."  SPONSOR  4  May  1953  I.  and  Albany  Carpet 
(  leaning  Co.  in  Ulston,  Mass.  Both  clients  have  better  than  80r; 
o|  their  annual  ad  budgets  in  air  media,  with  steady  sales  increases 
a-  proof  of  advertising  efficiency. 

\  \cu  Englander  by  birth.  Dowd  lives  in  Weston.  Mass..  with 
hi-  wife  and  five  children.  He  divides  each  week  between  his  Bos- 

ton and  New  York  offices  In  flying  via  Northeast  Airlines  (another 
Dowd  a<  count,  i  •  •  • 
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Channel    5    in    Kansas    City... 

NEW  Low-Band  TV 

Radio  —  w  here  the  KCMO 

STRONG  SELL  was  devel- 

oped—  is  still  a  top  buy. 

Ask  the  Katz  Agency,  Inc., 

about  Kansas  City  .  .  .  Mid- 

America  .  .  .  KCMO  Radio  and 

KC  MO-TV. 

w  i  f  h    that   Same 

Strong    SELL! 

The  famous  KCMO  SELLING  ABILITY  is  now 

available  on  television  —  low-band  Channel  5  in 

Kansas  City. 

Channel  5  is  the  low-band  hot  spot  —  right  in  the 

middle  of  Kansas  City's  TV  selling  picture. 

And  the  sales  picture  is  great!  Kansas  City  and  Mid- 

America  make  up  a  rich,  diversified  big-city,  small- 

town and  rural  market  with  high,  stable  income  from 

agriculture  and  industry  alike. 

Fresh,  bright  programming  .  .  .  low-band  Channel  5 

position  .  .  .  strong  selling  ability,  tested  and  seasoned 

in  radio  —  it's  the  KCMO-TV  combination  that  pays 
off.  Ask  the  Katz  Agency,  Inc. 

Channel  5 

KCMO-TV KANSAS      CITY 

basic television 

ii; 
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MARKET  AREAS 
{Continued  jrom  page  39) 

ranked  78th.  A  good  part  of  this  cov- 

erage is  in  Pittsburgh.  As  for  WJ1M- 
I  \  .  about  TV  ,  of  the  sets  it  can  reach 

are  outside  its  ilrfmed  metropolitan 
area.  The  \\  NBF  outside  sets  figure  is 

about  7M', . 
I  he  fact  that  tin-  ranking  of  a  Stand- 

ard Metropolitan  Area  is  often  no  in- 
dication of  the  TV  coverage  originat- 

ing from  that  area  has  two  facets.  On 
the  one  hand,  as  shown  above,  SMA 

ranking  can  depress  the  importance  of 
a  market  to  television  advertisers.  On 

the  other  hand.  SMA  ranking  can  be 

misleading  for  the  opposite  reason. 
That  is.  it  can  make  a  metropolitan 

area  sound  like  a  bigger  TV  market 

than  it  really  is.  For  example,  New 
Orleans,  which  was  ranked  as  the  22nd 

I  .  S.  Standard  Metropolitan  Area  ac- 

cording to  SSCB's  list  in  sponsor, 
was  ranked  as  the  41st  U.  S.  TV  mar- 

ket by  NBC  before  the  network  discon- 
tinued releasing  coverage  figures  last 

VpriL 
In  both  cases,  however,  the  lesson  is 

the  same:  All  markets  must  be  intelli- 

gently evaluated  before  they  are 
bought  b\  the  sponsor. 

All  of  this  leads  to  the  insistent  ques- 
tion: What  is  a  Standard  Metropolitan 

Area? 

It  is  first  of  all  a  wa\  of  comparing 

one  market  with  another.  The  think- 

ing behind  it  was  that  the  market  zones 
chosen  for  comparison  should  have  a 

broad  usefulness,  not  only  for  media 

buyers  but  for  other  groups  in  the 

country  and  other  agencies  in  the  gov- 
ernment. 

In  setting  up  the  boundaries  of  a 
market  zone  it  is  obvious  that  some 

kind  of  recognized  political  or  civil 

boundaries  have  to  be  used.  You  can't 
say  that  such-and-such  a  metropolitan 
area  goes  out  to  Sneering  Rock  Road 

as  far  as  Effingham's  Drug  Store  and 
then  shoots  south  along  Highball  Al- 
lc\ .  for  example. 

No  one  in  his  right  mind  considers 

the  corporate  boundaries  of  a  city  as 
useful  now.  Before  the  current  defini- 

tion was  worked  up.  the  Census  Bureau 

defined  what  it  called  a  "metropolitan 

district"  along  township  lines.  How- 
ever, it  was  felt  that  many  types  of 

data  useful  in  comparing  one  metro- 
politan zone  with  another  are  available 

only  on  a  county  basis.  So.  the  county 
became  the  basic  unit  of  the  new 

Standard  Metropolitan  Area. 

The  current  definition  was  worked 

up  by  1950.  Work  was  done  by  a  Fed- 
eral inter-agency  committee  under  the 

direction  of  the  U.  S.  Budget  Bureau, 
but  local  interests  were  brought  in  to 

help  in  defining  an  SMA.  Because  of 

this  "democratic  procedure''  there 
were  man]  compromises.  However, 
neither  the  defined  areas  nor  the  cri- 

teria have  been  frozen. 

A  Standard  Metropolitan  Area  starts 
with  a  city  of  not  less  than  50,000 

people  I  the  SSCB  list  in  sponsor, 
based  on  a  Sales  Management  compila- 

tion, goes  down  to  35,000).  By  defini- 
tion the  count)  in  which  the  city  is 

located  is  considered  as  within  the 

Standard  Metropolitan  Area. 

The  next  step  was  to  decide  what 

contiguous  counties  to  add  to  the  nu- 
clear county,  if  any.  The  general  idea 

was  that  the  county  under  considera- 
tion must  be  integrated  economically 

with  the  home  county.  There  must  be 

a  large  volume  of  travel  and  communi- 
cation between  the  city  or  cities  in  the 

home  county  and  the  outlying  county. 
Here  are  the  rules  laid  down  for 

adding  contiguous  counties: 
1.  The  county  must  have  (a)  at 

lea-t  10.000  non-agricultural  workers, 
{Please  turn  to  page  76) 

gets  around     a        lot  of  area  •  •  •  KSL  •  TV 

.  .  .  and  "a  lot"  means  39  big  counties  in 

four  Western   states! 

Two-thirds  of  a  million  people  annually  earn   almost 

a  billion  dollars  in  the  KSL-TV  primary  area  alone. 

The  effective  buying  income,  per  family,  is  nearly  S5.000. 

To  rope  your  share  of  this  plump  budget,  use 

KSL-TV,  represented  by  CBS-TV  Spot  Sales. 

KSL* TV SALT      LAKE      CITY 

Serving       Intermountain       America 
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How  to thaw  out  customers 

for  a 

frozen  food 

fr*K> 

This    Spring,    Radio    and 
Appliance  Corporation,  Nashville 
distributor    for    Admiral    Appliances, 
decided  to  see  if  WSM-TV  could  develop 

leads  for  Admiral's  Smart  Living  Food 
Plan.     The  plan  involved  purchase  of  a  large 
quantity  of  frozen  foods  plus  an  Admiral 
Home  Freezer. 

The  commercials  on  one  half-hour  program 
were  devoted  to  selling  the  plan  with  an 
invitation  for  the  audience  to  call  a  tele- 

phone number  for  additional  details. 
Within  two  hours  after  the  show  120  calls 
had   been  completed!      Jammed   telephone 
lines  caused  many  other  calls  to  be  missed. 
Calls  were  used  as  leads  for  sales  follow-ups. 

Out  of  leads  from  that  single  TV  half  hour, 
Admiral  sold  fifteen  Freezers  ($429.95  to 
$799.25)    in   the   next   two   weeks   and 
salesmen  are  still  working  follow-up  calls! 

This  is  just  one  more  example  of  the 
unusual  selling  job  which  WSM-TV  is  doing 
for  a  wide  variety  of  products  and  services. 
For  documented   success  stories  ask 
Irving  Waugh,  or  any  Petry  Man. 

Nashville   WSM-TV   Channel  4 
2  NOVEMBER   1953 
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In  Washington,  D.C. . . .  EVENING  IS  EVEN  BETTER 

particularly  over  fVJVDC,  Washington's  Personality  Program  Statioi 

WWDC  Average 
Ratings 

100% 

140% 

Sets  in  Use 

100% 

102% 

2%  more 

Listeners  Per  Set 

116% 

100% 

6:00-9:00  A.M.       6:00-9:00  P.M. 6:00-9:00  A.M.        6:00-9:00  P.M. 6:00-9:00  A.M.      6:00-9:00  P.M. 

Comparison  WWDC  Average  Ratings,  Sets  in  Use, 

Listeners  Per  Set  6-9  A.M.  vs.  6-9  P.M.  Mon.-Fri.  6-9  A.M.  equals  100% 

'Source:  The  Pulse  of  Washington,  July-August,  1953 

It's  an  eye-opener  but  it's  true  — evening  radio  time  is  even 
better  than  early  morning  which  is  indisputably  a  splendid 
value  considering  listeners  per  set,  audience  turnover  and 

family-type  audience. 

For  example,  a  survey*  made  in  Washington,  D.C.  of  the 
three  hour  periods  6:00-9:00  P.M.  versus  6:00-9:00  A.M. 
Monday  through  Friday  produced  this  astounding  comparison  : 

40%  higher  average  ratings  on  WWDC  in  the  evening. 

2%  more  sets  in  use  in  the  evening. 

16%  more  listeners  per  set  in  the  evening. 

The  figure  for  sets  in  use  at  night  is  especially  arresting  because 
\\  ashington,  D.C.  is  a  mature  television  market,  and  a  city 
where  early  rising  hours  have  contributed  to  greater  radio 
listening  in  the  morning. 

And  Washington,  D.C.  is  just  one  of  many  other  markets 

across  the  nation  — again  including  mature  television  areas  — 
where  evening  radio  offers  a  much  bigger  audience  than  early 
morning,  and  a  much  lower  cost  per  thousand  for  advertisers. 

All  percentages  point  to  evening  radio  as  today's  best  buy. 
Advertisers  and  agencies  who  want  to  get  the  most  for  their 
money  can  get  detailed  proof  of  this  statement  simply  by 
calling  their  John  Blair  man  today! 

This  is  one  in  a  continuing  series  of  advertisements  based  J 

on  regular  syndicated  audience  measurement  reports. 
To  achieve  a  uniform  basis  of  measurement,  the  radio  I 

stations  chosen  for  this  series  are  all  John  Blair-repre-j 
sented  outlets  ...  all  in  major  markets. 

&  COMPANY 

REPRESENTING  LEADING 

RADIO  STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN   FRANCISCO      •      LOS   ANGELES 



liber    195  3 RADIO  COMPARAGRAPH   OF  NETWORK  P 

MONDAY 

y"  90  mini 
rk,  Mogul; 
x.     Burnett 

Cecil  Brown   news 
co-op 

IN  m-f  L 
Fallh  In  our  Time 

IN       10:15-25       L 
Joe    King 

IN      10:25-30      L 

E  S  D  A  Y 

Welcome  traveler* 
'&G:  splc&span. 

]oy,    prcll,    white cheer,  zest 
157C        m-f        L 

rII6-6:30    pm 

in .».    alt  f 

1J        10:30-45 
Bhoades  &  Davis 

Stover :    pepsodent 
nit  f -11 

McCann-Erickson 

-tGodfrey    (confd) 
,i  Plllsbury    Mills 

III  u     III!    f 

Burnett 

^Liggett  .V  Myers: 
r-heslertlelil      rigs 

m.w.f   11:15-30 
;nghm    &    Walsh 

vl  ik.-   up   yr    Mnd 
I'.l. 

F    Singiser    news 
S   C  Johnson   wxs 
4ISGN    10:30-35    L 

jNL&B        bihI" 
Spotlight 
Parade 

N         (i)-op  L 
m-f    10:35-11 

Ladies  fair 
BUrllng  Drugl 
550C  11-11:25  L 
D-F-S  m  f  $3500 
H  i  ii. iic  news 

S  C  Johnson  wxs 
512C  11:25-30  L 
NL&B       m-sat" 

Blow 

$401)11 
Bob 

Hope 

Gen   Fd 
s:   jell-ot 1  inn m-f       T 

Y&R 
$8,000 

My    true    story 
Sterling    I)i  ub 
in  f    10-10:25 

(see   mon) 

D-F-S 

Break    the     Bank 
Miles     Labs 

199N       m-f       L 
Wade  $4200 

Strike     it    rich 

Colgate:  halo,  col- 
(gate    dental    rrm. 
j  nalmolive.     fab 
100N       m-f       T 

rl:30-2    pm 

Whlspr'g     streets Tonl:    prom 
home  perm 

tu.th    10:25-45 LB     share    $4500 

When  girl  marries 
N  m-f  Lj 

LJ 
WEDNESDA 

Godfrey*  in  11  SO 
Knomark,  Mogul: 

Kellogg,     Burnett 
I"   10  15   aU  das 
Snow  Crop,  Mxn ; 
Int'l  Cellueotton 
FC&B         alt  das 

Gen    Motors 
Frigidalre     Dlv tu.th, alt  f 

FC&B 
Tonl   Co 
tu.th. alt  f 

10:15-11 :Woiss   &    Geller 

Modern   Romances   Godfrey     'rimt'il) 
co-op  tu.th  Nat'l    Hi    
N  l|        tu.th  all  t 

McCann-Erickson 

Esty 

$3500 

Paging  the Judge 

II  m-f  L 

Plllabury    Mill. tu.th    11:15-30 

Leo    Burnett 

Rosemary 
>&Q:  Ivory  snow 
ITM       m-f       L 

50S&B  $2700 

Queen    for   a   day 
LI     I>    Lorillard: 

$2875      old    gold    rigs 
454H       m-f       T 

sp  11:45-12 

L&N  share  $5500 

Phrase  that  pays 
CPP:    ajax.    velti 
'188N   rl:15-30    LJ 
lEsry     m-f     $2500} 

Second     Chance 
IN  m-f  L 
IThe  Three  Plan"! 

_  Wendy  Warren      Curt  Massey  time 

:!en  Fds:  max  hst   Miles:    alka-sltzr  , 
59N       m-f       Lli73H       m"f       Tl 
in  R  S1250  Tape  of  CBS  show 

-   .     .    ,    "  5"   Wade  $1200 Aunt    Jenny       I- — —   —  I 
I     Lever:    spry        C*S'™   torment. '  ,'7N       m-f       I,       S   C  Johnson 

f  CAB  $3000   NL&B  m-f" 

ft    Helen  Trent       „  Guest    time I  m  Home  Prodt  £L 
J*3N       m-f       L 

rav $2800 
ur    gal    Sunday 

I'hltehl:   anaclnt 
77N       m-f       L I 
lurray         $2300 

No    network 
service 

m-f    12:30-1 

id  of  Life 

m-f 
ompton        $3250 

Cedric 
news 

''    I'.nsl 

Foster co-op 
i-f        L 

No    network 
service 

m-f 

Ma    Perkins       Ivluslc  by  Wlllard 
P&r, :  oxvdol      fcleve       m-f       L 

i*5N«       m-f      I. 
_  -F-S  $3250  I   

.ii. in  Dr  Malone 
m&C,:  crisrn.  Jov  f 

ISaN       m-f       I, 
ompton        $2850 

Guiding      light 
Mi:  duz.    lvorv 
11N       m-f       L 
ompton       $3000 

Luncheon     with 
Lopez 

>J  m-f  1 

No   network 
service 
m-f 

Pauline  Frederick co-op 

^j  m-f  L 

Dbl   or   Nothing 
Campbell  Soup 
m-f     11:30-55 

Ward   Win   k 

Make  up  yr  Mnd 
"Continental  15kg 
1   m-f  (see  mon.) 
Bates 

Rosemary 

P&G :  ivory  snow 
m-f    (see  mon) 
B&B 

Turn   to  a  friend 
N  m-f  L 

Cecil  Brown   news. 

co-op 

N  m-f  t 

Faith  In  our  Tlmo 

N       10_:1  .  i Joe     King 

N      10:25  30      i 
F    Singiser    news 

S  C  JohnBon 
m-sat     10:30-35 
NL&B 

Spotlight Parade 
N         co-op         L 

in  f  10:35  ii 

Ladies    Fair 
Sterling  Drug 
m  r    11-11:25 

D-F-S   

H     i  mil.     news 
S  C  Johnson 

m-sat     11:25-30 
NL&B 
Queen   for   a   day 

(luaker    Oats 539H       tu.th      T 
S&  M  share  $5500 

P  Lorlllard: 
old    golds 

m-f   (see  mon) L&N 

Jack Berch 
Prudential Ins 
m-f 2:25 

-30 

C&H 
see 

mon) 

Wendy  Warren 
Gen  Fds 

m-f   (see  mon) 
B&B 

Bill   Ring  Trio 
Gen  Mills 

m-f    (see   mon) 
Knox- Reeves 

Aunt    Jenny 

}      Lever:    spry 
1   m-f   (see  mon) 
-.FC&B 

Helen    Trent 

.^Am    Home    Prods 

|m-f    (see    mon) 

■  Murray 

Curt  Massey  time 
Miles    Labs 

m-f   (see  mon) 
Wade 

No    network 
service 

nl 
Mrs    Burton  Say  n  w|t|,  music swans  downt 
C  m-f  L 
1.  Y&R  $3000 
nrrv  Mason 

m-f    2-2:25 
Cleve 

&G:    tide 

1  $3500  NL&B 

Singiser    news 
S    C    Johnson    wx 
505N    2:25-30    L 

m-sat** 

«>  &G 
m.w.f      L 

5/wk  $3000 
Brighter    day 
PS-fl:    cheer 

"IN*        m-f        L 
&R  $2850 

Wonderful    City 
"N  m-f  L 

No    network 
service 

m-f 

No    network 
service 

m-f 

Paul  Harvey  new co-op 

m-f 
Ted    Malone co-op 

141N       m-f       L 

Our  gal  Sunday 

;  Whitehall  Phar '   m-f   (see  mon) 
Murray 

Road    of    life 

{P&G:   ivory  soap 
\  m-f   (see  mon) Compton 

Ma    Perkins 
P&G:  oxydol m-f    (see  mon) D-F-S    

No    network 
service 
m-f 

Young  Dr  Malone 
iP&G:  crisco,   joy 

j  m-f    (see   mon) 
Compton,      Biow 

M  ary    M  argaret 
McBrlde co-op 

97N     m-f     L&T 

Guiding     light 

JP&G:  duz,  lv'y  fl I  m-f   (see  mon) 
Compton 

2nd    Mrs    Burton 
Gen   Fds 

i   m-f   (see  mon) 
B&B.   Y&R 

Capitol     comment 
S  C  Johnson  m-f 
NL&B      12:15-20 

Guest    time 
N   12:20-30   L&T 

No    network 

service    rn-f 

C    Foster   news 

co-op 

Boat       m-f        L 

Welcome  travelers 

I'm; 

m-f    (see   mon) 

Blow Bob    Hope 

Sen    I'ls:    Jell  o m-f    (see   mon) 
Y&R 

Break    the    Bank 

Miles    Labs m-f    (see    mon) 

Wade 

Strike    it    rich 
Colgate m-f    (see   mon) Esty 

My    tiue     story 

in  f       

■    mon) 

D-F-S 

Whlspr'g     street! 

Gen   Mlll~ 
m.w.f    10:25-45 Knox-Reeves 

When  girl  marrle: 
N  m-f  I 

Modern  Romances Ex- Lax 
m.v\ ,r    [aei 

Warwick  &  Leglcn 
Paging    the 

Judge 

II  m-f  L 

Phrase  that  pays 
Colgate 

m-f    (see  mon) 

Esty 

Dbl   or   Nothing (*:illl|.ln-ll    Soup 

m-f    11:30-55 Second    Chance 
N  m-f  L  Ward  Wheelock 

The  Three  Plan*! 

No    network 

service 

m-f 

Music  by  Wlllard 
Cleve       m-f       L 

No    network 
service 

m-f 

Turn   to  a  friend 
N  m-f  L 

Jack    Berch 
Prudential     Ins m-f     12:25  30 

C&H     (see    mon) 

Bill    Ring   trio 

Gen   Mills m-f    (see   mon) 
Knox- Reeves 

No    network 

service 

m-f 
Paul  Harvey  news 

co-op 

m-f 

Godfrey  inn  .'to Knomark,  Mogul: Burnett 
0 .     p    Mxn : 

int'l     <  ■ FC&B 
  til  -i 
Btii   Ki  i(  runt 

III.  U    -ill    ! 

hi 

Rhoades  &   Davis 

Level      i" :-    denl in  .',  .all   I 
In   15  II 

McCann-Erickson 

Godfrey     (cont'd) 
Plllsbury     Mill. 

in.u ,  alt  f 

Biirm  tt 
Liggett  &  Myers: hi    tcrfleldi 

m.w.f    iM".  30 
Cun'om  &   Walsh 

Make  up  yr  Mnd Cunllnen'al      Bkg 
m-f    (see   mon) 

Bates   

Rosemary 

P&G:  ivory  snow m-f    (see  mon) 

B&B 

Wendy    Warren 

Gen    Fds 

m-f    (see   mon) 
B&B           

Aunt    Jenny 

Lever:    spry 
m-f    (see    inuiil 

FC&B    

Helen   Trent Am    Home    Prods 

m-f    (see   mon) 

Murray   

Our  gal  Sunday 
Whitehall  Phar m-f    (see   mon) 

Murray       

Luncheon    with 
Lopez 

N  m-f  I 

Pauline  Frederick 
co-op 

(N  m-f  L 

Say   It  with 
music 

Cleve       m-f       L 

Dave  Garroway 
Armour:  dial  soap 
76N  r6:45-7  T 
FC&B  m-f  $3250 

Perry  Mason 
P&G:  tide 

m-f    (see   mon) 

B&B 

'    F    Singiser    news 
1      S  C  Johnson 

ii    m-sat     2:25-30 NL&B 

No    network service 

No   network service 

m-f 
Beth    Holland     I      Nora    Drake 

N       2:30-35       LJ  Secman:  ainvkt 
tu.th  ll94N      tu.th       L •    WHW   shr   $2850 

Ted    Malone 

co-op 

141N       m-f       L 

Road  of   life P&G:   ivory  soap 
m-f   (see  mon) Compton       

Cecil  Brown   newi 

co-op 

hi  f_       I 
Faith  in  our  Tutu 

Joe    King 

10 

F     Singiser    new 

N  t  &  Ii 
Spotlight 

Parade. No 

Ladles    Fair 
ng    Drug 

D-F-S 
H    Engle    news 
P  C  Johnson 

11:25  30 
NL&B 

Queen    for   a    day 
P    Lorlllard: 

old    golds m-f    (see  mon) 

sp    11:45-12 L&N 

Curt  Massey  time 
Miles    Labs m-f   (see  mon) 

Wade 

Capitol     comment S  C  Johnson : NL&B      12:15  2( 

Guest    time 
N    12:20-30   L&T 

No    network 

service    m-f 

C    Foster   news 

co-op 

Bost        m-f        L 

No    network service m-f 

Mary     Margaret McBrlde 
co-op 

97N      m-f     L&T 

Jane  Pickens 
N         m-f  L 
•JMews  2:55-3  m-f 

Jack's   Place 
m-f  2:35-4 L&T 

Everett    Holies 
Hilltop  house                  news 

rlllles:    alka-sltzr  (Wash      co-op      L 
L  |(!N    r4-4:15    1,1       m-f  3-3:15 
W'ade   m-f   $2800  I   

House    party 
T.ever-    surf 
Mi    1-3:30-45  T  John  B  Gambling 

Life  beautiful 
P&G:  tide,    zest 
L73N  m-f       L 
B&B  $2750 

lllsburv  flour''  L 
!'1H  r3:45-4  T  * 
B  $6000 
ive  '2-hrs  m-th  t 

Vizard   of   odds 
Tonl  Co 

.*5H     m.w.f     T 
B      shr       $3200 

Q  Lewis  4-4:05 
en  Fds:  84N-T 
&R    rn-f    $1500 

Road of    life 
VkG: 

criscot 

168N m-f       T 

Compton 
$2750 

Pepper 
Young 

P&G: camayt 

170N m-f       L 

B&B 
$2700 

H 

Sunshine    Sue 
Corn    Products 
Run      m-f      Ii 

i  i  I  lei-  $2000 

R    Baukhage 

news 
IW'ash      co-op      L 

m-f    4-4:15 

Mutual    Music 
Show 

N  m-f  T 

Rt    to    happiness 
P&G:  dreft.  tidet 
164N       m-f       Ll 
D-F-S  $3000 

Backstage     wife 
P&G:  cheer,  zest 

ll77N       m-f       Ll 
Y&R  $2500 

Joe  Emerson 
Gen   Mills m-f   (SE  stns) 

Knox- Reeves 

Jack's  Place 

(cont'd) 

Jack    Owens 

m-f 
4-4:25 

Brighter   day 
P&G:   cheer 

m-f    (see   mon) 
Y&R 

Wonderful 

N  m-f 

City 

I. 

Dave     Garroway 
Armour:  dial  soapf m-f    (see  mon)    I 
FC&B   I 

Jane  Pickens 
IN  m-f  Ll 

News  2:55-3  m-f 

Ma    Perkins 
P&G:    oxydol m-f    (see   mon) 

D-F-S       

Young  Dr  Malone P&G:  crisco.   joy 
m-f    (see  mon) 

Compton,    Blow 
Guiding  light P&G:  duz.  IVy  fl 
m-f  (see  mon) 

Compton 

Music  by  Willard Cleve       m-f       L 

Luncheon     with 

Lopez N  m-f  L. 

2nd     Mrs    Burton 
Gen    Fds m-f    (see   mon) 

B&B.    Y&R   
Say  it  with  musi 
Cleve       m-f       1 

Hilltop  house 
Miles    Labs 

1  m-f   (see  men) 
Wade 

Betty    Crocker 

Gen  Mills 
m.w.f    2:30-35 

D-F-S   

Jack's   Place 

m-f  2:35-4 
N  L&T 

Perry   Mason 
P&G:  tide m-f    (see  mon) 

B&B    

Everett    Holies        Life    Beautiful news  tP&G:    tide.    zest. 
I  Wash      co-op      Ll    m-f    (see   mon) 

m-f  3-3:15       IB&B 
House    party  Road    of    life 
Kellogg    Co  P&G:    criscot 

190H       tu.f       Ll  '    m-f    (see   mon) 
LB     share   $6000    John  B  Gambling    Compton   

co-op 

m-f  L 
Pillsbury    Mills  ji  N 
m-th  3:30-45  seg 
LB        (see   mon) 

Wizard  of  odds 
Manhattan  Soap 
202H  t.th.f  T 
SB&W  shr  $3200 

Pepper  Young 

P&G: camay.  duz^ m-f  (see  mon) 

B&B 
Rt    to    happiness 
P&G:  dreft,  tldet 
m-f    (see  mon) 

D-F-S 
Robt    Q 

iGen    Fds 

Y&R 

No    network 
service Welcome    Ranch 

IN         co-op         L  .Woman 

Stella Dallas Sterling Drugt 

;157N 

m-f       L 

O-F-S 
$2800 

Widder Brown 
Sterling Drugt 

156N m-f       L 

D-F-S 
$2800 

Beth     Holland 
N       4:25-30       Li 

Lewis 4-4:05 

_  m-f 

Sun  Sue  4:15-30 
Corn  Prods  m-f 
C   L   Miller 

News  4:55-5   .. 
m-f  L 

No    network 
service 
m-f 

in  house 
Manhattan  soap 
186H  m-f  L 
SB&W  $2500 

Music    in    the 
afternoon 

Var         m-f        L 

Bobby    Benson 
N  L 

Just  Plain  Bill 
Whitehl :    anaeint 
Murray;      Carter. 
Bates 

Big  Jon,  Sparkie co-op 

$2800    lSlClnc     m-f     L 

Fr  Page  Farrell 
Am  Home  Prodst 
139N  alt  das  Lj 
Murray         $2750 

Westernaires 
Jamestown, 

NY  L 

Wild  Bill  Hickok-     Lorenzo    Jo
nes 

Kellogg  Co  'CPP:  '<">•  "hP*/ 
4(!0H  m.w.f  T  J»3N  m"f„7A 
LB  $5500    Estv 

No   network 
service 

News   4:55-5 

m-f 

No    network service 

m-f Lum  V  Abner 
H        co-op        14 

—  urt  Massey  time   Cecil  Brown   news 
tiles :    alka-sltzr   S  C  Johnron  wxs 

It 

48H   r6:30-45   T!  511N     5: 
ifade  m-f  $10000   NL&B 

Pays   to    be 
Married 
m-f  L! 

R    Baukhage 

news -h      eo-op      I 
m-f    4-4:15 

Backstage     wife 

j  P&G:  cheer,  zest  H i    m-f    (see  mon) 

Y&R 
Mutual    Music 

Show N  m-f  a 

Stella  Dallas Sterling  Drug m-f  (see  mon) 

D-F-S 

Welcome    Ranch 
co-op 

N  m-f  II 

Widder   Brown Sterling  Drug 
m-f  (see  mon) 
D-F-S 

Woman    In    house 
Manhattan     Soap 
m-f    (see  monl 
SB&W 

Joe   Emerson 
Gen   Mills m-f    (SE   stns) 

Knox- Reeves 

Nora    Drake 
Tnni     Co 

m.w.f    (see    mon) 
Weiss    &    Geller 

Brighter  day 
P&G :     cheer m-f    (see   mon) 

Y&R 

Jack's  Place 

(cont'd) 

Jack    Owens 
m-f  L 

4-4:25 

Betty  Crocker Gen  Mis  4:25-30 
m.w.f  (see  mon) 
D-F-S 

Music  In  the 

afternoon Var         m-f        I 

Sgt    Preston of  the  Yukon 
(luaker  Oats 

450Detr 
tu.th 

L  ̂ 1u 

Fr 

Just   Plain    Bill 
Whitehall    Phar alt  tu.th 

rray      J 
Big   Jon.   Spark! 

co-op 

lSJClnc     m-f     I 

Page    Farrell 
S&M 

Sky    King 

Derby   Fds: 
peter  pan  prods 450C       tu.th       I| 

NL&B 

-rt  Am    Hume    J'rods 

*4250l  alt   tu.th Westernaires 
Jamestown, 
NY  I Murray 

m.f..  The  Three  Pland 

John    Conte 
N  m-f  L 

Curt  Massey  time   CeC|,  Brown  new, Miles  Labs  I  s  c  johnson 
m-f  (see  mon)  j  m.f  5:55.6 Wade  NL&B 

Lorenzo      Jones 
Colgate 

,„.„     m-f    (see   mon)  | 

53200  Esty   

Lum  'n'  Abner 
H         co-op         1 

It  Pays  to  be 
Married  v 

H  m-f  L-  * The  Three  Plan"! 

John  Conte 

m-f 

Hilltop      house 
Miles    Labs m-f    (see   mon) 

Wade 

F    Singiser    news 

S  C  Johnson m-sat     2:25-30 
NL&B 

Wonderful 

N  m-f 

City 

I 

Everett     Holies 

news 
i 

m-f  3-3  1". 
House    Party 

Lever:    surf 

m.w.th  (see  mon) 

Ayer   

Plllsbury    Mills m-th  3:30-45  seg 

(see   mon) 
L    Burnett 
Wizard   of   odds 

Toni  Co 
m.w.  alt  f Burnett 

Robt    Q    Lewis 

Gen     Fds     4-4:05 
Y&R    m-f 
Sun  Sue  4:15-30 
Corn  Prods  m-f 
C    L    Miller 

No    network 

service 

News    4:55-5 
i  m-f 

No    network 
service 

m-f Curt  Massey  tim 
Miles    Labs 

m-f    (see   mon) 
Wade 

John  B   Gamblin 

co-op 

N  m-f 

H R    Baukhage 
news 

co-op 

m-f    4-4:15 

Mutual    Music 

Show 

N  m-f 

Welcome    R 

co-op 

N  m-f 

Songs    of    the 
B-Bar-B W 

Wild  Bill  Hickok Kellogg  Co 

m.w.f     5:30-55 

Burnett Cecil  Brown  new 

S   C   Johnson m-f    5:55-6 
NL&B 

Welcome  traveler 

P4Q 

m-f   (« ■ 

Biow Uuh    Hep. 

Gen    Fdt:    Jell- 

in  f    (a> 

Y&R 
Break     the     Bank 

Labs 

Wade 

Strike     it    rich 

I     i^'ate 

m-f   (at 

Esty 

Phrase   that   pay 

'""lu'ate 

m  f    i .. 

Esty 

Second    Chance 

N  m-f  I 

Tho  Three  Plane 

No   network 
serviie 

m-f 

No    network 
service 

m-f 

Pauline  Frederick 

co-op 

N  m-f  L 

No    network 
service 
m-f 

No    network 
service 

m-f 

Dave  Garroway 
A.  ni'iur  ■  dial  soap 
m-f    (see  mon) 

FC&B 

Jane  Pickens 
N  m-f  L 

News  2:55-3  m-f 
Life    beautiful 

P&G:     tide,    zest m-f    (see  mon) 
B&B           

Road   of   life 

P&G:    crisco 

m-f    'see  mon) Compton      

Pepper  Young 
P&G   ramay,  duzt m-f  (see  mon) 

B&B Rt    to    happiness 
P&G:  dreft.  tidet m-f    (see   mon) 

D-F-S 

Backstage  »i'- 

P&G:  cheer,  zest m-f  (see  mon) 

Y&R Stella     Dallas Sterling     Drug 

see  mon) D-F-S 
Widder  Brown Sterling  Drug 
m-f    (see  monl 

D-F-S 

My     tr.i. 

Sterling 

nee    i 

D-F-S 

Whlspr'g 

Tonl 

tu.th     l 

Leo    Bun 

Whenglr 

N  m 

Modern  F 

Pagln. 

Juc 

11  m 

Dbl    or ml    11 

Turn  to 

N"  ui 

Jack   I 
Prudentl 

m-f   12 

C&H 

Bill     Rii Gen 

m-f    (se 

Knox-Rei 

No    ne 

»erv Paul  Har 

co- 

Ted    » 

co- 

1  UN- 

No    ni 

sen 

Mary     r> 

McB 

Beth    1 

Jack's 

m-f    : 

N 

Joe    E 

Gen 

m-f    (S 

Knox-Re 

Jack's 

(cor 

Beth N        4: 

woman    in    house 
Manhattan     Soap 
m-f    (see  mon) 

SB&W Just    Ptaln    BTT1 
Whitehall    Phar 

alt  m.w.f 

Murray    

Fr    Page    Farrel Am    U-  me   Prodi alt  m.w.f 

Murray   

Lorenzo     Jones 
Colgate m-f    (see  mon) 

Esty           

Pays    to 

Married 

be 

Music 

afte Yar 

Big  Jon lSJClnc 

Westi 

.lamesto 

NT Lum 

H 



ROGRAMS 

THURSDAY 

Daytime    2    November    1953 

T. FRIDAY 

story 
Dru« 

street! 

Co 
1:25-15 
lett 

I  marries 
f  I 

lontam  •  s 
1U   III 

IJ 

J    the 
do i  I. 

Nothing 
I   Soup 

Godfrey*  in  11  :80 
Knomark.   Mooul: 

Burnett 
ii  10  ]  S     ,ii    da- 

op,   Mxn; 
tat'l    Cell 
FC&B   alt  das 

Mitors: 

Tril-i i     ill. alt  r 

FC&B 
T.mi     I 

tu Hi. alt  f 

in    I .   11 

Weiss   &    Geller 

Godfrey     (cont'd) 
Nal  I alt  f 

McCann-Erickson 

Mill 
iu, Hi    i 

Leo    Burnett 

Make  up  yr  Mnd 
I   nlllllU'liUll        Bkg 

iii   r     (see    mon) 
Bates 

Rosemary 
P&G     ivory  mow 
m-f    (see   mon) 
B&B 

Cecil  Brown   news co-op 

K  m-f  L 
Faith  in  our  Tlmi 

N      lOjK.  25      I. 
Joe    King 

N      in  a 

F.   Slnglser  new! 
s  c  Johnson 

10:30  35 NL&B   

Spotlight 
Parade 

N  CO  "I1  Ij 

in   f     li 

Ladies    Fair 

in  f    u-ii  'jr. 
D-F-S   

H     Engle    news 

S  C  J !  1  25  30 

NL&B 

Quern    for   a   day- Oats 
tu  th     (see    tu) 
S&M   

P.    Lorillard 
old    gold* 

m-f    (see  mon) 
L&N 

Welcome  travelers P&G 

m-f    ii" 

Biow 
Bob    Hope 

in  f    (see    mon) 

Y&R 
Break    the    Bank 

Labs 
m-f   (see  mon) 

Wade 

Strike    it    rich 

Colgate in  f    i  see   mon) 

Esty 

Phrase  that   pays Vulgate 

ni  f    '   - 

Esty 

Second     Chance 
N  m-f  L 
The  Three  Planfl 

My    true    story 
Sterling     Drug ra-f    10 

(see   mon) 

D-F-S 

Godfrey*  in  li  30 
Knomark.   Mogul: Burnett 

ii   1"   15    all    das 

Whispr'g     streets 

Qen   mhii- m.w.f    10:25  IS Knox- Reeves 

Whengirl  marries 
N  m-f  L 

Modern  Romances 
Ex -Lax 

m.w.f    (see    mon) 
Warwick  &  Leglcr 

Paging    the Judge 

II  m-f  L 

Dbl  or  Nothing 

Campbell  Soup m-f    11:30-55 

Ward  Wheelock 

SATURDAY 

Snow  Cnui,   Mxn; 
Int'l     Cellueotton 
FC&B       alt  das 

FriKlJaire.FC&B 
Stai    l.i  t     Tuna. 
Rhoades  &   Davis 
10:30-45    alt  f 

Lever,    McE: Tonl    Co.    W&G 
10:15-11    alt  f 

aith  In  our  Time 

N       10:15-25      li 
Joe    King 10  -.25-30      L 

F    Slngiser    news s  c  Johmon 

m-sat     10:30-35 
NL&B 

Spotlight 
Parade 

N        co-op        L 
m-f   10:35-11 

Godfrey  (cont'd) Pillsbury.  LB: 
Natl    Biscuit    Co 
McE   alt  f 
Liggett  &  Myers 

-fields 

in. «. f  11:15-30 
Cng'hm  &  Walsh 
Make  up  yr  Mnd 
Continental     Hkg 
m-f    (see  mon) Bates 

Rosemary 

PAG  :    ivory  snow 
m-f    (see  mon) B&B 

Welcome  travelers PAG 

in  -  f    i  see   mon) 

Blow Bob    Hope 

Cen   Fds:  Jell-o m-f   (see  mon) 

YAR 
reak    the    Bank 
Miles    Labs m-f   (see  mon) Wade    __ _ 

Ladies    Fair 
Sterling     Drug 
in  f     11-11:2:j 

D-F-S 

H     Engle    news 
S  C  Johnson 

in  sat    11:25-30 
NL&B 

Queen    for   a   day 

P.     I.orillard 
old    golds m-f    (see   mon) 

sp    11:45-12 L&N Second   Chance 
N  m-f  L 
The  Three  Plan! 

Strike    it    rich 
Colgate 

m-f    (see   mon) 
Esty 

Phrase   that   pays 

Colgate 
m-f    (see   mon) 

Esty 

No    school    today 
ro-on  9-10:30 
208Clnc  L 

Spaee    patrol 
Ralston      Purina: cereals 

B35II  I. 

Gardner         $3500 

Piatt  erbralns L&T 

All-league 

clubhouse 

IN  T 

Galen    Drake 
Animal    Fdtr, 

hunt  club  dog   !' 

76N  I. Moser  &  8h 

Cotlns^         $110 

Robt    Q    Lewis 
M liner    Prods    I 

J25N  L   F    Slngiser    news Best   $IOOOj      S   C  Johnson 

1    msat   In  30-35 NL&8 
Let's    pretend 

Romance H  1| 

Give   &   take 
Cannon    Mills: hosiery,      sheets 
157N  I 

Y&R 

$2250 

Woody      Wood- 
pecker   Show 

(cont'd) 
Helen  Hall 

N      11-11:15      T 

No  network service 

11:15-30 
H     Engle    news 

S    C    Johnson m-sat   11:30-35 

NL&B 

Farm  quiz 

co-op 

Var  T 

Mary  Lee   Ta> Pet    Milk 

166C 

rH2-2:30  1 

Gardner        $2 1 

The   Big   Prev  ll 

11-1 

(Preview   of 
records    witl 

guest    d.i.' 

Selling  on 

ghared-spon-l 
sorship    bash!] 

8  partic.    ava  ' 

able.      See    a Weekend,  Sun 

a  Friend 
f  L 

3erch 
at      Ins 

ee   mon) 

Wendy   Warren Poods 

m-f    (sec   mon) 
B&B 

Curt  Massey  time 
Miles    Labs 

m-f    (see  mon) 
Wade 

Aunt    Jenny 
Lever:  iprj 

m-f    (see   mon) 
FC&B 

iq    Trio 

•      ii 
ves 

Helen   Trent 
Am    Home    Prods 
in  f    (see   mon) 

Murray       

Capitol  comment 
s  C  Johnson:  m-f 
NL&B      12  15  20 

Guest    time 
N    12  20-30  L&T 

Turn   to  a  frlcno 

N  m-f  L 

Jack   Berch 
Prudential     Ins 

m  f     12:25-30 C&H      (see   mon) 

Wendy     Warren 
Gen    Fds m-f    (see    mon) 

B&B 

Curt  Massey  time 
Miles    Labs m-f    (see   mon) 

Wade 
Aunt    Jenny 
Lever:    spry 

m  r    (see   mon) 
FC&B 

Capitol     comment 
C  Johnson:  m-f 

NL&B      12:15-20 

J  0 1     Ranch    Boys 

^  aneaster, 

a  L 

Bill  Shadel  New: 
Campana:  solilaii 

I89M  12-12:05  L 
W-F-H  $450 

tvvork 
ice 

Our  gal  Sunday 
Whitehall  Phar 
m-f    (see  mon) 
Murray 

No    network 
service    m-f 

No    network 
service m-f 

Bill    Ring    trio 

Gen   Mills 
m-f   (see  mon) 

Knox-Reeves  ' 

Helen  Trent 
Am    Home    Prmls m-f    (see   mon) Murray 

Guest  time 
K   12:20-30  L&T 

No    network 
service 

m-f 

Theatre  of  Today 
Cream  of  Wheat 

159N  12:05-30  L 
B  B  D  O  $4000 

Man  on  the  farm 

Quaker  Oats ful-o-pep     feed 

420I,ibertyville. 
Ill  T 

S&M 

$750 

No    network 
service 

Our  gal  Sunday 
Whitehall  Phar 
m-f    (see   mon) Murray 

vey  news op 

f 

Road   of   life 
I'm:     ivory  soap 
m-f    (see   mon) 

Compton      

C    Foster    news eo -op 

I!. -st  in   f  I 

lalonc op 

m-f       L 

Ma    Perkins 
PAG:  oxydol 

in  f    i  see   mon) 
D-F-S 

Music  by  Wlllard 
Cleve       m-f       L 

No    network 
service 

m-f 

Paul  Harvey  news 

»o-op 

m-f    (see   mon) 

Road   of    life 
P&G:   ivory  soap 

f    (see  mon) 

Compton 

Ted    Malone 
ro-op 

141    N      m-f      L 

Ma    Perkins 
P&G:  oxydol 

m  f    (see  mon) 
D-F-S 

No    network 

service    m-f 

American    farmer 
.Wash  L 

Foster    news 

co-op 

Bost        m-f        L 

Music  by  Wlllard 
Cleve       m-f       L 

•tvvork 

ire 

■f 
Young  Dr  Malone 
I'm;     crlsco.   I09 

Be   mon) 
Compton.    Biow 

Guiding  light 
r.s  Q    dux,  ivy  fl 
m-f  (see  mon) 

Compton 

Luncheon   with 
Lopez 

.'  m-f  1 

Pauline  Frederick co-op 

N  m-f  L 
No   network 

■an  ire m-f 

No    network 
service m-f 

Young  Or  Malone PAG:  crisco.   joy 
m-f    (see   mon) 

Compton.    Blow 
Guiding  light 

PAG:  duz.  iv'y  fl m-f  (see  mon) 

Compton 

No    network 

service 

m-f 

Navy  hour 
Wash  L 

Stars  over  Holly- wood 
Carnation     Co: 
evaporated   milk 

201H  l.AT 

The  Big  Prevll| 

(cont'd) 

EW 

$4000 

Fun    for    all 

Tonl    Co- 

prom,   white  rain 203N  T 

W&G  $2000 

Luncheon   with 
Lopez 

Pauline  Frederick 

co-op 

IN  m-f  1. 1 
Vincent   Lopez 

No   network service 

m-f 

N 

Music     with     the 
Hormel    girls 

Geo     A     Hormel : canned    meats 124Var 

BBD0 

$3000 

Fifth   Army  band 

C  L 

Johnny  Singer's Orch 

Cleve 

Game  of  the 
Week 

(football) starts  betw  1:45 
2:45  pm 

Var        co-op     1 

National  farm 
home  hour 

AllU-Chalmet farm  equipme 

191C.Wash 

rH2:30-3 

Glttlns 

s: 

News   1:30-3 

largaret 
ride 

r      l.AT 

2nd    Mrs    Burton 
Gen   Fds 

m-f    (see   mon) 
B&B.    Y&R 

Say  It  with  music 
Cleve       m-f       1* 

Perry   Mason 
PAG:  tide 

m-f    (see   mon) 
B&B 

F    Singlser    news 
S  C  Johnson 
m-sat  2:25-30 

NL&B 

No    network 
service m-f 

Mary     Margaret 
McBrlde 

ro-op 

97N      m-f      L&-T 

2nd    Mrs.    Burton 
Gen    Fds 

Compton 

Say  It  with  music 
Cleve       m-f       L 

Game  of   Week 

(cont'd) 

lolland 

Place 

L&T 

Nora    Drake 
in    Urns 
see    tu) 

W   mtraub 

Brighter    day 
I'm;:    cheer 

m-f    (see  mon) 
Y&R 

Wonderful    City 

N  m-f  L 

Dave   Garroway 
Armour:  dial  soap 

ee  mon) 
FC&B 

Jane  Pickens 
N  m-f         I. 

News  2:55-3  m-f 

Betty    Crocker 
Gen    Milk 

m.w.f    2:30-35 

D-F-S   

Jack's   Place 

m-f    2:35-4 N  L&T 

Perry  Mason PAG:    tide 
m-f    (see   mon) 

B&B 

Nora    Drake 
Toni   Co 

m.w.f    (see   mon) 
Weiss   &    Geller 

Brighter   day 
P&G-    cheer 

m-f    (see  mon) 

Y&R 

F    Slngiser    news 
S  C  Johnson 
m-sat    2:25-30 NL&B 

No   network service 

m-f 

Wonderful    City 

Dave     Garroway 

^rmour:  dial  soap m-f    (see  mon) 

FC&B 

Football 

co-op 
2-5 

Var  L 

Football    Games 
Var  I 

2  pm    to   concl 

F    Singlser    new 
S    C   Johnson 

(precedes  game) 

NL&B 

Jane  Pickens 
IJ  m-f  L 

News  2:55-3  m-f 

Game  of  Week 

(cont'd) 

Var Football 

co-op 

•n.rson 

Mills 
B  stria) 
eves 

Hilltop     house 
Labs 

■  c   mon) 
Wade 

Place 
ildl 

Owens 
.  I  I. 

Holland : 

In  the 
noon 
in  f         L 

.  Sparkle; 

m-f 

rnslrrt 

Cent- 

Everett     Holies 
news 

Wash      co-op      L 
in  f    3-3:15 

Life    beautiful 

m-f    (see  mon) 
B&B 

House    party 
surf -i-e  mon) 

L    Burnett 

Plllshii' m-th  3:30  45  jcg 
(see  mon) 

L    Burnett 

John  B  Gambling co-op 

N         m-f-  L 

Road  of   life 
P&G:    crlscot 

ee  mon) 
Compton 

Joe    Emerson 

Gen    Mills m-f    (SE   stns) 

Knox -Reeves 

Hilltop    house 
Miles    Labs 

m-f    (see   mon) 
Wade 

Wizard  of  odds 
Manhattan  Soap 

t.th.  alt  f 
SB&W 

Pepper    Young 
I'm;      amay.duzt 
m-f    (see   mon) 
B&B 

Jack's  Place 

(cont'd) 
Rt    to    happiness 
i-m;    ireft,  tldel 
m-f    (see  mon) 
D-F-S 

House   party 
Kellogg    Co 

tu.f      (see      tu) 
L   Burnett 
Green   Giant   Co: 
canned  peas,  corn 
172II     r3:45-4    T 
L     Sum.  tt    '  mi  h 

Everett     Holies news 

Wash      co-op      L 
m-f    3-3:15 

Life  beautiful 

P&G:    tide,    zest m-f  (see  mon) 
B&B 

Road    of    life 
P&G:    criscot 

J  ra-f    (see  mon) 
Compton 

John  B  Gambling'     f?""    Youn« 
co-op  P&G:  camay.  duzt 

N  m-f  L     m"'    *see  to0") 

Football 

(cont'd) 

Football 

(cont'd) 

Game   of   Week 

(cont'd) 
Wizard  of  odds 
Toni  Co.  LB: 
Manhattan  Soap 
SB&W  alt  f 

Rt  to  happiness 
P&G:    dreft.  tide 
m-f  (see  mon) 
D-F-S 

Robt    Q    L-wi, 
Gen    Fds    4-4:05 
Y&R   m-f 
Sun   Sin- 
t'orn    Prods      m-f 
C    L    Millrr 

H R    Baukhage 
news 

Wash  I 

Mutual    Music 
Show 

N  m-f  1 

Backstage  wife 
P&G:  cheer,  zest 
m-f  (sec  mon) 
Y&R 

Jack Owens 

m-f 

service 
Welcome    Ranch 

N         co-op         I 

Stella    Dallas Sterling 

Drug 

mon) 

D-F-S 

Wnlil.r 
Br,.»n 
Drug 

m-f    (see 
mon) 

O-F-S 

Betty    Crocker 
Gen    Mis    4:25 
m.w.f    (see  mon) 
D-F-S 

30 

Robt    Q    Lewis 

Gen     Fds     4-4:05 
Y&R   m-f 
Sun  Sue  4:15-30 
Corn  Prods  m-f 
C    L    Miller 

H    R    Baukhage 
news 

Wash      co-op      L 

'     1    15 

Mutual    Music 
Show 

N  m-f  * 

News    4:55-5 
N  m  f  I. 

Woman    In    house 

Manhatt.- m-f    (see  mon) 

SB&W 

Music    In    the 
afternoon 

Var         m-f         L 

No    network 
service Welcome    Ranch 

co-op 

N  m-f  L 

News   4:55-5 N  m-f  L 

- 1  work 

lerrlre ' 

Sgt      Preston 
of  the  Yukon 
Quaker  OaU •  see    tu) 

S&M 

Just  Plain  Bill 
Whitehall.      Mur. 
ray:  Carter  Pr. 
Bates  alt  it 

Big  Jon.  Sparkle 
co-op 

l'lClm-      m-f      I 

I  Jhi 

I   mon) 

Sky    King 

NL&B 
Cecil   Brown    nr. 

D-f NL&B 

Fr    Page    Farrel 

•  It  tu  th Murray 

Westernalrts 

Jame<t 

II 

Nn    net*  *rk 
service 

m-f Lorrn/o  Jones 

I   mon) 
Lum    V    Abner 1 1  .ip         I 

.   te  be 
M.v-rlrd 

John   Cents 
Curt  Massey  tim 

Miles    Labs 

Songs  of   the B-Bar-B 

Backstage     wife 
PAG  :   cheer,   zest 
m-f   (see  mon) 
Y&R 

Stella  Dallas 
Sterling  Drug 
m-f  (see  mon) 

D-F-S 
Wldder  Brown 
Sterling  Drug 
m  f  ( see  mon) 
D-F-S 

Football 

(cont'd) Woman    in    house 
Sterling     Drug 
ra-f    (see  mon  I 
SB&W 

Just  Plain  Bill 
Whitehall.  Mur 
ray:  Carter  Pr Bates  alt  f 

Fr    Page    Farrel 
Am    Home    Prods ait  m.w.f 

Martha    Lou 

Harp 

Wild  Bill  Hirkok 

If    Co     I 
m.w.f Burnitt 

Cecil  Brown    newa 
S    C   Johnson     J 

MSB 

Esty enzo      Jones. 

Colgate 
(see   mon) 

Paulena  Carter 
11  I 

It    Pays   to    be Married Club  time 
Club   Aluminum 
19C  I Buchen         $1804 

Football 

co-op 

(cont'd) 

Football 

(cont'd) 

Game   of   Week 

(confdl 

Football 

co-op 

(cont'd) 

Football 

(cont'd) 

Les   Higbie   New 

S   C   Johnson 

W       5-5:05 

NL&B1* 

—   Walter    Preston show    shop 

Saturday    at 

the    Chase 
3tL E    Holies   news 

S  C   Johnson 521W 
NL&B   sat  only*     N 

Football 

Roundup 

Ask   the  3a*rt| 

Wtrld 



YOl    MiUHT  CLEAtt  15'73^- 
BUT vor  \i:i;i>  u kzo-wjef  radio 

TO  "GO  OVER"  EX 
WESTERX  MICHIGAN! 

CRAND  RAPIDS-KALAMAZOO  AREA  PULSE  SHARE 

OF  AUDIENCE— MON.-FRI.— FEBRUARY.  1953 

6  a.m. -12  noon       12  noon-6  p.m.     6  p.m. -12  midnight 

WKZO-WJEF          41%  (a)                  41%                       40% 

STATION  "B" 

13% 

13% 

17% 

STATION  "CM 

11% 

7% 12% 

STATION  "D"           9% 

7% 
9% 

(a)    Does    not    broadcast    for    complete    period    and    the 
share  of  audience  is  unadjusted  for  this   situation. 

Use  WKZO.  Kalamazoo,  and  WJEF,  Grand  Rapid?*,  and 

you  «r«'t  more  \\  estern  Michigan  listeners,  for  consider- 
ahly  less  cost-per-thousand. 

WKZO-WJEF  get  37.9r'f  more  evening  listeners, 
105. O^c  more  afternoon  listeners,  and  70.8%  more 
morning  listeners  than  the  next  two  stations  combined. 
The  March,  1953  Nielsen  Report  credits  WKZO-WJEF 
with  a  12-eounty  audience  of  151.050  daytime  homes. 
130.530  nighttime  homes.  On  a  per-thonsand  basis. 
WKZO-WJEF  costs  23.9(c  less  at  night,  54.7<%  leu  in 
the  afternoon.  t8.6(}  /ess  in  the  morning,  than  the  next- 
best  tico-station  choice! 

\-k  Avery-Knodel  for  all  the  faets  on  WKZO-WJEF, 

Western  Michigan's  outstanding  radio  value. 
TV- 

WKZO  —  KALAMAZOO 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WJEP  —  GRAND  RAPIDS 

WJEP-PM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN-TV  —  LINCOLN.  NEBRASKA 

Associated  with 
WMBD  — PEORIA    ILLINOIS 

WKZO  WJEF 
CBS  RADIO 

KALAMAZOO 
CBS  RADIO 

GRAND  RAPIDS 
Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

*Cornelitis    Warmcrdam    of  the  San    Francisco  Olympic   Club   set    this  uorld's  record  on  May  23.  1942. 
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THE  NEW  KEY  TO 

ffflsbui
gte 

PlTTS  PREFERENCE 

* 

WKJF-TV 
PITTSBURGH   J 

v**Sf**wi&7<£?r*' 

MWQVMMe 
It's  good  business  to  sell  the 
rich  Pittsburgh  market  through 

WKJF-TV,  Pittsburgh's  pioneer 
UHF  television  station.  In  addition 

to  "top"  NBC  shows,  WKJF-TV 
offers  a  wide  range  of  local-interest 

programs—  all  designed  to  assure  a 

high  audience  "pull"  from  America's 
eighth  largest  trading  area.  And  re- 

member— the  more  than  680,000  set 
owners  in  the  Pittsburgh  area  are 

converting  fast  to  receive  Channel 

53,  Pa  Pitt's  Preference. 

Oo»stondin 

WKJF-TV 
@Aom#U  53 

PITTSBURGH 
National  *.pr.i«nfar,v.i:  WEED  TELEVISION 

New  York        Chicago        Detroit       Boston' 
k     San  Francisco       Atlanta        Hollywood^ 

....    -  »Vflft*    vV    -f*  JW" 

MARKET  AREAS 
i  Continued  from  page  66  I 

or  (b)  10%  of  the  non-agri<ultural 
workers  in  the  SMA  or  (c)  more  than 

half  of  its  population  living  in  con- 
tiguous minor  civil  divisions  with  a 

population  density  of  150  per  square 
mile. 

2.  The  county  must  have  at  least 
two-thirds  of  its  working  force  engaged 

in  non-agrii  ultural  work. 
3.  A  count)  is  considered  integrated 

if  (a  I  at  least  15' <  of  the  workers 
living  in  the  county  work  in  the  home 

county,  or  (b)  at  least  25%  of  those 
working  in  the  county  live  in  the  home 

county,  or  (c)  telephone  calls  from 
the  county  to  the  home  county  aver- 

age at  least  four  calls  per  subscriber 

per  month. There  is  one  big  exception  to  these 
rules.  In  New  England,  the  city  and 

town,  rather  than  the  county,  was 

used  to  define  the  metropolitan  areas. 
I  low  ever,  Sales  Management,  as  well  as 

such  agencies  as  J.  Walter  Thompson, 
decided  to  be  100%  consistent  and 

use  counties  for  defining  the  metropoli- 
tan areas  in  that  section  of  the  country  . 

It  becomes  apparent  that  a  lot  of 

work,  detailed  fact-gathering  and  give- 
and-take  went  into  the  definition  of  the 

"standard  metropolitan  area.  That  is 
one  reason  why  it  is  used  as  much  as 

it  is,  even  where  TV  buying  is  in- 
volved. 

As  one  agency  researcher  told  spon- 

sor, "Where  else  can  you  find  a  stand- 
ard that  everybody  will  agree  on? 

Sure,  the  SMA  definitions  won't  satis- 
l\  everybod)  100%.  Thev  weren't 
made  to.  But  they  give  you  an  awful 

lot  of  information.  They  don't  count 
all  the  TV  homes  covered  from  anv  sin- 

gle market.  But  nothing  is  stopping 

an  agenc)  from  going  into  the  matter 

of  T\  coverage,  too.  It's  not  a  matter 
of  SMA  definitions  being  the  onl\ 

source.  It's  a  matter  of  their  being  a 
jumping-off  spot  for  further  research 

into  w\\a[  stations  to  buj  ."' 
JWT's  Dr.  Reed  put  it  this  way: 

"The  SMA  is  the  \  oik  of  the  egg.  You 
want  to  know  how  much  yolk  you  have 

before  going  into  the  problem  of  the 

white  of  tin-  egg.  ̂   on  can  add  as  much 
white  as  you  want  afterward.  The 

SM  \  definitions  are  marketing  areas, 

QOl  a  media  listing.  T\  Nations  are 

nol  the  onl)  one-  who  complain  that 
tin  ii  coverage  and  SMA  boundaries 

arc  noi  the  same.  Newspapers  com- 

plain, too.  Bui  jusl  because  some  ad- 

vertisers don'l  1<ii\   media  intelligent!) 

ROPED... 

HOG-TIED  and 
BRANDED 

KROD-TV  "ropes"  more  viewers 

because  our  full-power  trans- 

mitter with  mountain-top  loca- 
tion gives  the  greatest  coverage. 

We  "hog-tie"  more  viewers  be- 

cause we  give  them  top-rated 

programs  both  locally  and nationally. 

Why  don't  you  "brand"  them with  your  brand  by  taking 

availabilities  on   KROD-TV? 

YOU'LL  SELL  MORE 

ON  CHANNEL  4 
Let  a  BRANHAM  MAN  help  you 

select  choice  availabilities  and 

give  you  complete  details  on 
EL  PASO  -the  IDEAL  Test 
Market. 

KROD-TV  is  affiliated  with 

KROD-600— CBS-5000  watts 

and  the  El  Paso  Times 

KROD-TV CHANNEL  4  •   EL  PASO,  TEXAS 
Roderick   Broadcasting  Corp. 

Dorrance   D.   Roderick 

Chairman  of   Board 

Val  Lawrence  Dick  Watts 

Pres.  &  Gen.  Mgr.  Gen.  Sales  Mgr.- 
The    BRANHAM    Co.,    National    Representative 

CHANNEL 

12 

KVOSJV 

KVOS 
KPQ 

10  00    WATTS 

790   K  C 

SO  00    WATTS 

560    K  C 

Here's  55.4Z  of 

WASHINGTON  STAT
E'S 

CASH  FARM  INCOME 

Jorjoe    Cf   Co. 
76 
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WISE 
SPOT  BUYERS 
KNOW  THAT 

£ OCAL  live  television  prog  ram  s lave     the     most     selling     power 

In    Los  Angeles  that  means  KTLA 

KTLA   lias  more  top   loeal   live  programs  than 

any    other    television    station    in     Los    Angeles 

KTLA,  its  programs  and  its  personalities  won 

8  out  of  21  awards  for  POPULARITY  this  year 

.  .  .  that  is  twice  as  main  as  any  other  television 

station  received  and  more  than  any  other  two  Los 

Angeles  stations  put  together 

KTLA * 
¥ 

yefei-iAtonf/hMfat/uyrLfi*. 

KTLA  Offices  and  Studios  •  5451  Marathon  St.,  Los  Angeles  38  •  HOIIywood  9-311 
PAUL  H.  RAYMER  COMPANY     •     NATIONAL  REPRESENTATIVE 
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is  no  reason  to  do  away  with  the  SMA 
definitions,  which  are  the  most  useful 

information  for  marketing  men." 
A  research  executive  from  one  of  the 

top  agencies  said.  "It  makes  sense  that 
TV  markets  should  be  ranked  accord- 

ing to  their  coverage,  hut  there's  one 
big  question:  Do  we  have  enough  re- 

liable information  on  coverage?  Per- 

sonally I  think  we  don't.  Then  there's 
another  point.  TV  coverage  is  a  func- 

tion of  a  station's  signal.  It  really  has 
nothing  to  do  with  a  market  listing  as 

such.  For  example,  take  a  TV  station 

in  a  small  market  that  gets  a  good  au- 
dience in  a  large  market.  Does  that 

make  the  small  TV  market  a  bigger 

TV  market?  I  don't  think  so.  It  means 

that  the  station's  signal  goes  a  certain 
distance.  If  the  station  holds  its  au- 

dience in  the  big  market,  that's  fine. 
The  station  should  certainly  tell  its 

story  to  timebuyers.  But  all  that  has 

nothing  to  do  with  the  ranking  of  the 

small  market." 
It  was  generally  agreed  that  an  up- 

to-date  census  of  TV  sets  would  do  a 

lot  of  good  at  this  juncture  of  TV 

history,  not  to  mention  an  up-to-date 
coverage  study  with,  of  course,  UHF 
stations  included.  Barring  this,  the 

consensus   among   agency   people   was 

that  if  a  market's  SMA  rank  gives  no 
true  indication  of  the  coverage  of  TV 
stations  in  that  market,  it  was  up  to 
the  stations  to  do  a  missionary  job. 

However,  agencies  are  not  just  sit- 
ting back  and  waiting  for  the  station 

story  to  come  to  them.  They  are  learn- 
ing more  and  more  about  individual 

markets  and  relying  less  and  le-s  upon 
SMA  data  to  buy  them.  The  top  agen- 

cies, especially,  are  working  up  their 

own  TV  market  data,  much  of  it  cus- 
tom-tailored for  individual  clients. 

A  researcher  working  on  one  of 

these  projects  said:  "Our  TV  market 
data  is  comparable  in  detail  to  SMA 
data.  Our  aim  is  to  describe  the  TV 

market  in  terms  of  the  actual  TV  cov- 

erage. That's  not  an  easy  job  because 
there  is  still  the  problem  of  knowing 

the  extent  of  a  station's  coverage.  Niel- 
sen coverage  data  is  out-dated.  So 

while  our  intentions  toward  TV  sta- 

tions are  honorable,  we  still  haven't 
reached  the  point  where  we  can  rank 
a  TV  market  as  accurately  as  we  can 
rank  a  metropolitan  area. 

"A  few  of  our  TV  clients  prefer  to 
use  SMA  data  as  their  basic  market 

yardstick  but  we  have  been  educating 

them  as  well  as  some  of  our  own  peo- 

ple on  the  broader  approach."    *  *  * 

Qoming  to 
ALBANY -TROY -SCHENECTADY 

WTRI 
TELEVISION 
HIGHER  POWER 
WIDER  COVERAGE 

DE  JUR  CAMERA ^Continued  from  page  35) 

De  Jur's  two  air  advertising  vehi- 
cles were  recommended  by  its  agency, 

Friend,  Reiss,  McGlone,  to  appeal  to 

just  such  an  audience — the  husband 
and  wife  listening  or  viewing  together. 

Account  Supervisor  Lee  Friend  ex- 

plains, "We're  concentrating  on  sell- 
ing the  wife,  but  we  want  the  husband 

to  be  there,  too,  to  clinch  the  sale." 
De  Jur  has  its  eye  on  the  man  of 

the  house  with  good  reason.  Its  air- 
sold  products  are  not  priced  low 

enough  to  be  paid  for  out  of  a  house- 
wife's pin  money. 

A  manufacturer  of  precision  elec- 
tronic equipment  for  the  past  30  years. 

De  Jur  moved  into  the  camera  line  15 

years  ago,  concentrating  mainly  on 
movie  cameras.  Today  cameras  and 

camera  equipment  account  for  60% 

of  its  gross  sales. 
Via  radio  and  television,  De  Jur  is 

plugging   the   following   items: 
Exposure  meters,  retailing  for 

$26.95.  Reflex  (still)  cameras.  S99.50. 

Movie  projectors,  SI 59.50.  Motion 
picture  cameras,  ranging  from  S77.50 to  8275. 

Friend,  Reiss,  McGlone  recommend- 
ed Rain  or  Shine  because  of  the  natu- 

ral tie-in  between  picture-taking  and 
the  weather,  chose  Saturday  night 
since  families  have  occasion  to  use 

cameras  most  on  Sundays.  The  show 

consists  merely  of  the  day's  weather 
report  presented  by  comely  Carol  Reed. 

De  Jur  plugs  three  items  on  each 
show:  one  10-second  mention  in  the 

opening  shot  (Miss  Reed  holds  an  ex- 
posure meter  or  a  camera  in  her  hand 

when  she  opens  the  show  I  :  one  item 

is  spotlighted  in  the  40-second  middle 
break:  a  third  product  is  mentioned 
in  the  10-second  closing  portion. 

"Miss  Reed  s  opening  remarks  pro- 

vide a  natural  lead-in  to  her  first  plug." 
says  Ed  Ratner.  radio-TV  director. 
'"The  plugs  are  all  ad-libbed  and  are 
based  on  the  weather  itself.  For  in- 

stance, if  it's  raining,  shell  hold  up  a 

movie  projector  and  say,  'This  is  per- 
fect weather  to  stay  at  home  and  run 

off  the  movies  you  took  last  summer'." 
During  the  middle  commercial  Miss 

Reed  sells  by  demonstration.  "That's 
one  reason  were  so  sold  on  television," 

says  Sales  Manager  Deitchman.  "De 
Jur  cameras  have  many  features  which 

onlj    live  demonstration  can  show." For  example,  one  commercial  may 

be  devoted  to  an  explanation  of  the 

movie   camera's   "Fadematic"   feature. 
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When  the  Nickel  Plate  Road  (The  New  York,  Chicago 

and  St.  Louis  Railroad  Company)  decided  to  promote  a  week- 
end excursion  trip  from  Chicagoland  to  Niagara  Falls  through  radio 

advertising,  Station  WMAQ  was  chosen  to  do  the  job  —  ALONE. 

A  schedule  of  only  15  announcements  resulted  in  a  complete  sellout  of  950  excur- 
sion trips — or  a  3000  PER  CENT  return  on  the  advertising  investment.  As  the 

Nickel  Plate  wrote: 

"This  response  is  certainly  a  fine  testimonial  to  the  effectiveness  of 
your  handling  of  the  announcements.  It  is  my  understanding  .  .  .  that 
your  announcers  were  specially  instructed  to  get  results,  and  there 

is  no  question  that  they  did." 

HERE  IS  PROOF  OF  SELLING  POWER! 

Needless  to  say,  the  Nickel  Plate  soon  was  back  with  another  WMAQ  schedule. 
This  advertiser,  like  so  many  others,  has  learned  there  is  NO  SUBSTITUTE  for 
the  Quality  Audience  and  Quality  Selling  of 

fhe  QUALITY  tf&m  ,n  Chlca9°  *•*#. 

Quality  Programming 

Quality  Facilities 

Quality  Audience 
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ALA.  WATM WAUD 

N.  C 

SELL! 
THE  SOUTH* 

Thru  number  and  diver- 
sification small  town  radio 

is  the  only  medium  that 
guarantees — community 
by  community — complete 
selling  coverage  of  the 
south.  Each  station,  be- 

cause it  is  highly  local, 
knows  its  own  audience 
intimately  and  programs 
solely  for  it — sells  solely 
to  it.  Get  the  whole  story 
on  65  small,  sure-sell  sta- 

tions that  blanket  the  heart 
of  the  South  with  .5  m/v 
clear  reception,  all  at 
locally  competitive  rates. 
Represented  individually 
and  in  combinations  by — 

SOUTHERN  RADIO 
REPRESENTATIVES 
617  Peters  Building,  Atlanta.  Ga. 

CYpress  0053 

s .  c 

TENN FIA 

WRFS 
WfUD 
WRMA 

WUIA 
WWWB 
WWWF 
WWWR 
WPID 

WXAL 
WZOB 
WAIA 

WBRM 
WBUY 
WEWO 

WEYE WFMO 

WGWR 
WHPE 
WKBC 
WKMT 
WLON WLTC 

WMRA 
WNNC 
WTNC 

WSIP WTSB 
.  WAGS 
WANS 
WBAW 

WBCU 
WBSC 
WGCO 
WGSW WKDK 

WLBG 
WOLS 
WSNW 
WSSC 

WTNO 
WTYC 

.  WCGA 
WCON WIMO 

WTRP 
WGNS 
WJBS 

KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KWJJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 
spot  announcements  during  a  4 
week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 
from  the  dealers  own  place  of 
business. 

ALL  FOR  $700.00 

Support    your     local     distributors 
with    this    hard    hitting 
economical   spot  pack- 

age. 

As  **  '  \V> 

Natl   Reps  :    BURN-SMITH    CO 

De  Jur 's  Fadematic  apparatus  consists 
of  a  knob  which  the  operator  turns  to 

dissolve  smoothly  from  one  shot  to  the 
next.  With  other  cameras  there  is  usu- 

ally a  button  to  push  for  each  dilferent 
scene,  making  for  an  abrupt  shift  in 
the  picture,  De  Jur  says. 

In  the  Fadematic  commercial  Miss 

Reed  holds  a  movie  camera  so  that 

TV  viewers  can  see  exact!)  what  knob 

she's  talking  about,  and  turns  the  knob 
to  demonstrate  how  it  works.  On  the 

TV  screen  itself  the  TV  camera  dupli- 
cates Fadematic  action  with  a  smooth 

dissolve  from  Miss  Reed  to  a  closeup 
of  the  movie  camera. 

The  message  accompanying  the  ac- 
tion stresses  how  simple  it  is  to  operate 

a  movie  camera  and  the  professional 

results  you  can  obtain: 

"Here's  trul\  the  Cadillac  of  all  mov- 
ie cameras — the  De  Jur  Fadematic 

eight  millimeter  movie  camera.  This  is 

the  only  home  movie  with  the  authen- 

tic Hollywood  touch.  With  the  Fade- 
matic your  home  movies  look  like  a 

Hollywood  production.  One  scene 
fades  right  into  another.  Nothing 

looks  jumpy.  Our  director  is  showing 

you  these  exciting  effects  with  the  TV 

camera.  And  you  get  these  envied  ef- 

fects just  by  turning  this  dial.  No  ex- 
tra attachments  needed.  You  can  even 

take  movies  of  yourself.  And  like  all 

De  Jur  movie  cameras  even  a  young- 
ster can  take  wonderful  movies  with 

it   " 

Commercials  for  other  De  Jur  prod- 
ucts follow  much  the  same  pattern. 

with  the  TV  camera  showing  home 
viewers  what  De  Jur  owners  see 

through  the  camera  viewfinder  when 

they  turn  various  knobs  or  push  dif- 
ferent buttons.  For  instance,  one  com- 

mercial on  the  still  camera  demon- 

strates how  simple  it  is  to  focus  the 
camera  b\  showing  a  fuzzy  picture  of 

Mi-s  Reed  followed  by  a  clear  picture 
(after  she  turns  the  focus  knob). 

De  Jur  bought  the  Tex  and  Jinx 
Shoiv  over  WNBC  because  it  felt  Tex 

McCrary  and  Jinx  Falkenburg  were 

established  air  personalities  with  a  lo\- 
al  following  of  young  homemakers, 
and  because  the  show  is  aired  at  a 

time  when  many  husbands  are  still 

at  home  breakfasting  (8:30-8:45  a.m. i . 

"'  Another  important  angle."  add-  \d 

Manager  Bassuk,  "is  that  we  can  tie  in 
the  McCrary  family  (they  have  two 
children)  with  the  fact  that  De  Jur 

is  a  famil)  camera." 
Ml  of  tbe  show's  De  Jur  commer- 

<  ials  have  sti  ssed  the  simplicity  of  op- 

erating the  equipment.  The  commer- 

cials consist  of  Tex's  explanations  to 
Jinx  of  how  to  use  one  particular  but- 

ton or  knob  on  the  camera,  how  to  set 

an  exposure  meter,  how  to  use  the 

projector.  Jinx  gets  one  lesson  in  cam- 
era usage  each  week  I  Bassuk  says  the 

lessons  are  authentic;  Jinx  was  always 

on  the  other  side  of  the  camera  be- 
fore I . 

De  Jur  features  one  product  for 
three  consecutive  weeks  on  each  show. 

Different  products  are  spotlighted  on 

radio  and  TV  during  a  given  three- 
week  period. 

The  company  feels  it  achieves  great- 

er believability  for  its  commercial  mes- 

sages by  helping  performers  get  first- 
hand knowledge  of  the  equipment.  To 

this  end.  it  arranges  for  the  stars  to 
make  periodic  tours  of  its  Long  Island 

City  plant.  On  the  tours  they  see  vari- 

ous products  in  different  stages  of  as- 
sembly, become  acquainted  with  latest 

developments. 

Says  Bassuk:  "We  feel  they  sound 
more  convincing  when  thev  talk  about 

precision  equipment  if  they've  actually 
seen  the  kind  of  work  that  goes  into 

making  a  particular  item." 
The  camera  firm  plans  to  repeat  its 

successful  radio  and  TV  formulas  in 

at  least  five  additional  markets  by  early 

1954,  may  buy  into  other  markets  for 

a  Christmas  promotion  as  well.  Al- 
though plans  are  not  as  yet  complete, 

the  agency  has  its  eye  open  for  avail- 
abilities in  Los  Angeles,  Detroit,  Chi- 

cago, Boston  and  Pittsburgh.  It  wants 

to  buy  shows  featuring  established  lo- 
cal personalities,  is  concentrating  on 

weather,  news  and  busband-and-wife 

programs. "We're  interested  in  programs,  not 

announcement  campaigns."  Deitchman 

says.  "Cameras  aren"t  the  kind  of 
thing  you  run  right  out  and  buy  after 
hearing  a  commercial,  as  you  might  a 
carton  of  cigarettes.  For  our  type  of 

merchandise  you  need  a  good  sales- 

man with  a  strong  following.  We're 
aiming  for  the  personality  type  of  sell- 

ing. 

De  Jur  is  backing  up  its  air  sales 

personalities  with  strong  dealer  mer- 
chandising  for  both  of  its  air  efforts. 

Its  past  merchandising  has  included 
a  night  letter  to  dealers  in  the  New 

York  area  preceding  the  first  Rain  or 
Shine  show;  biweekly  mailings  which 

give  dealers  information  on  just  which 
ileitis  are  to  be  mentioned  on  the  air 

during  specific  weeks  and  counter 
cards.    In   addition.   De  Jur  salesmen 
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Yes,  indeed!  There's  big  news  in  St.  Louis!  "Big  Mo,"  St.  Louis  long-awaited  ABC  television  affiliate. 
has  arrived,  and  commercial  programming  is  now  underway.  Missouri  televiewers,  like  national  advertisers, 

are  coming  aboard  the  entertainment  battlewagon   for  a  variety  of  the  very  best  in  television  entertainment. 

Yes,  there's  big  news  in  St.  Louis!  And,  there  can  be  big  news  around  your  sales  office,  if  you  reserve 

space  .  .  .  today  .  .  .  for  your  product  on  "Big  Mo!"  J  V:n  the  many  important,  forward-looking  national  and 
regional  advertisers  on  KSTM-TV,  and  let  "Big  Mo"  fight  and  win  your  sales  battles! 

H-R  TELEVISION  INC. NEW     YORK   »  CHICAGO   »   SAN     F  R  AN  C  I  S  C  O  •   LO  S     ANGELES 

ST.  LOUIS 
AFFILIATED    WITH     AMERICAN     BROADCASTING    COMPANY    AND    RADIO     STATION     KSTL 
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leeched  cm  elopes  to  distribute  to  deal- 
ers containing  autographed  photos  of 

Tex  and  Jinx  and  Carol  Reed.  To  get 

the  pictures  it  was  necessary  to  open 
a  combination  lock  on  the  outside  of 

the  envelope.  The  combination?  The 

numbers  "2"  and  "660"  (emphasiz- 
ing the  fact  that  the  TV  show  is  on 

Channel  2,  the  radio  show  on  fre- 
quency 660). 

The  De  Jur-Amsco  Corp.,  headed  by 

Ralph  \.  De  Jur,  president,  and  Har- 
ry De  Jnr.  secretary-treasurer,  ranks 

third  in  annual  motion  picture  cam- 
era  production.  Hell  &  Howell  takes 

first     place,     Revere    Camera    is    sec- 

ond. Still  cameras  were  added  to  the 

De  Jur  line  last  year  and  do  not  ac- 
count for  a  sizable  part  of  total  sales 

as  yet. 

De  Jur  "s  present  radio  and  television 
shows  are  not  its  initial  ventures  in 

the  air  media.  About  four  years  ago, 

it  sponsored  Bob  and  Kay  on  television 
in  Chicago,  a  daytime  show,  and  two 

years  ago  it  had  Dale  in  Manhattan, 
another  daytime  TV  show,  over  W.NBT. 
New  York. 

Among  its  chief  competitors,  Revere 
Camera  is  the  sole  manufacturer  to 

have  tried  out  the  air  media,  although 
most  camera  manufacturers  relv  heav- 

A  SIMPLE  SELL-HOUETTE ! 

WREN reaches  it's Market 
Every  recognized  survey  for  the  last  5  years 

shows  WREN  has  more  listeners  more  hours 

than    any    other   station    in    Topeka! 

WREN  has  a  good  Market 
WREN  delivers  you  both  Topeka — with 

big,  money-producing  industry  like  Good- 

year, Santa  Fe,  Forbes  Air  Force  Base — 
and  a  rich  Eastern  Kansas  market  that 

ranks  high  in  the  nation  for  per  capita 
income. 

WREN  works  that  Market 
WREN  works  that  market  with  a  full-time 

merchandising  department  to  make  sure  your 

product  is  stocked  and  displayed.  A  good  mar- 

ket, good  coverage  and  first-class  merchandis- 

ing.   They  all  add   up  to  SALES. 

5000  WATTS 
TOPEKA,  KANSAS 

il\  on  giveaway  shows,  hoping  to  es- 
tablish their  trademarks  by  giving 

awa\    equipment  as  prizes. 
Revere  Camera,  a  Chicago  firm, 

spent  some  8700,000,  or  two-thirds  of 
its  annual  budget  in  radio  four  years 

ago.  It  sponsored  A  Date  with  Judy 

over  ABC  Radio  among  other  pro- 

grams; it  used  an  institutional  ap- 
proach, dropped  the  show  because  it 

wanted  to  cut  down  on  ad  expendi- 

tures during  a  period  of  plant  expan- 

sion. The  show  was  an  "educational"' rather  than  cash  register  effort. 
Revere  now  gives  cameras  away  over 

such  shows  as  Queen  for  a  Day  and 

Break  the  Bank.  A  company  executive 
told  sponsor  the  firm  would  return  to 

the  air  only  on  a  network  basis  to  keep 
all  its  dealers  happy,  would  sponsor  a 

television  show  only  on  a  shared  or 
alternate-week  basis  to  cut  costs. 

Just  as  the  photography  magazine  is 

the  favorite  print  medium  for  most 
camera  firms,  the  quiz  show  has  top 

priority  as  an  air  advertising  vehicle. 
Camera  manufacturers  like  to  get 

"free"'  plugs  by  giving  away  their 

products.  De  Jur  doesn't  go  along  with 
this  type  of  advertising  because,  in  the 

words  of  Rernard  Deitchman,  "You 
have  to  give  away  at  least  a  million 

dollars'  worth  of  goods  to  make  a  dent 

in  the  listener's  memory!"         *  *  * 

BMI  CLINICS 
(  Continued  from  page  42  I 

5:00-6:00  p.m.  for  kids'  show  time." Elmo  Ellis,  WSB,  Atlanta,  Ga.: 

"Women:  8:00  a.m.,  6:00  p.m.. 

7:30-11:30  p.m.  All  types  of  music, 
drama,  quizzes,  interviews,  religious 
and  audience  participation. 

"Men:  6:00  a.m.,  8:00  a.m.,  6:00- 
11:30  p.m.  News,  music,  mystery, 

comedy,  sports,  and  quiz  shows. 
"Children:  Saturday  morning  and 

weekdays  from  4:30-8:30  p.m.  Ad- 
venture, mystery,  comedy  and  music 

for  children." Q.  Hoiu  can  a  d.j.  program  be  given 

a  new  twist  to  gather  more  listeners — 
as  well  as  keep  present  audience? 

The  majority  thought  that  local  tie- 

ins  would  strengthen  their  d.j.'s  posi- 
tion. Among  the  tie-ins  suggested  were 

question  sessions  during  which  local 
events  might  be  discussed;  calling  in 

representatives  of  school  groups  to  par- 
ticipate in  the  show:  adding  weather 

forecasts:  local  sport  scores;  personal 

appearances  by  the  d.j.  at  local  events: 
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with  a  28-year  reputation 
What  a  success  story!  On  the  air  since  October  15th  and 

already  a  leader  in  the  market.  WHY?  Because  KOIN-TV 
has  benefited  by  the  loyalty  and  audience  acceptance  which 
radio  station  KOIN  has  built  over  the  past  28  years.  Viewers 

have  confidence  in  KOIN-TV's  programming — they  are 
enthusiastic  over  the  sharp  clear  picture  that  VHF  assures. 
This  is  the  kind  of  impact  that  sells  merchandise. 

A  POWERFUL  station  reaching  a  BIGGER  market 

What  a  prosperous  market!  KOIN-TV's  56,000  watts  of 
power  (100,000  soon)  is  reaching  out  to  a  family  of  cities 
with  per  capita  sales  MORE  THAN  DOUBLE  the  national 

per  capita  retail  sales  average*.  Set  sales  are  booming — 
with  over  150,000**  in  use  now  and  the  number  growing 

even.  day.  It's  a  rich,  bustling  ready-to-tap  market. 
Write,  phone,  or  wire  for  complete  information  and 

availabilities. 

—based  on  1952-53  Consumer  Markets. 
••I- -i  mated  aa  of  October  1.  115.' 

AVERY  K MODEL,  INC.  National  Representatives 

New  York   •   Chicago    •    Los  Angeles    •    San  Francisco    •    Atlanta    •    Dallas 
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Clint  Buehlr 

SOUTHWEST  VIRGINIA'S  IJWSi&e/l  RADIO  STATION 

WAB  J ...  Roanoke's  LARGE 
ECONOMY  SIZE 

Virginia  has: 

•  891,500  families 

•  861,890  RADIO  families 

.  292,520  TV  families 

•  413,740  CAR-RADIO  families 

And  the  WBDJ  area 

Includes  about 

'4  of  Virginias  Population 
and  Retail  Sales. 

Source:  A.  C.  Nielsen  Co.,  Inc. 

Established  1924  •  CBS  Since  1929 

AM  .  5000  WATTS  ■  960  KC 

FM  •  41.0O0  WATTS  .  94.9  MC 

ROANOKE,     VA. 
Owned  and  Operated  by  the   TIMES-WORLD  CORPORATION 

FREE  &  PETERS.  INC..  National  Representatives 

answering  listener  requests.  Counted 

among  station  management  which  fa- 
vored this  tie-in  approach  to  a  d.j. 

show  were  Elmo  Ellis,  WSB,  Atlanta. 

Ga.;  Mark  L.  Haas,  KMPC,  Los  An- 

geles;  J.  F.  Jarman,  WDNC,  Durham. 
N.  C;  Arch  L.  Madsen,  KOVO,  Provo, 

Utah;  Ben  B.  Sanders.  KICD.  Spencer, 
Iowa:  Joseph  T.  Connolly.  WCAU, 
Philadelphia. 

An  original  gimmick  or  novelty  twist 
was  suggested  hv  other  broadcasters, 
including  Bill  Kaland,  WNEW,  New 

York;  Jack  Kerrigan,  WHO,  Des 

Moines,  Iowa:  Murray  Arnold.  WIP. 
Philadelphia:  Karl  Janssen.  KTl  L, 
Tulsa.  Okla. 

Prominent  among  those  advising  less 
chatter  and  more  music  was  James  D. 

Russell,  KVOR.  Colorado  Springs. 

Quotes:  Specific  suggestions  as  to 

d.j.  program  format  were  made,  too. 
Said  Dick  Campbell.  WDVA.  Danville. 
Va.: 

"Perhaps  such  a  thing  as  a  simple 
gimmick  which  we  incorporated  into 
one  of  our  shows:  devoting  about  five 
minutes  to  congratulating  all  those 

having  a  birthday  on  a  particular  day. 
We  invited  the  listeners  to  drop  us  a 

card  stating  their  birthday.  We  read 
the  names,  draw  one  from  a  hat  and 

a  local  bakery  gives  the  winner  a  birth- 

day cake.  .  .  ." 
Pete  Moon.  WJJD.  Chicago,  found 

that  the  "teen-age  gimmick"  seems  to work: 

"The  only  new  twist  we  have  tried, 
which  seems  to  have  worked,  is  to 

cut  down  on  the  talk — maximum  ad 

libbing  of  15  seconds  before  each  rec- 
ord. .  .  .  Also,  playing  up  to  the  teen- 

agers, without  making  the  program 

into  a  'juvenile  delinquent  hour'." 
Besides  stressing  selection  of  music. 

Jim  Hanlon.  WGN,  Chicago,  also  em- 
phasized the  importance  of  a  strong 

d.j.  personality: 

"I  suggest  devoting  thought  to  de- 
velopment of  d.j.  personality — make 

hi  111  provocative,  interesting  and  a  bit 

unpredictable.  * 
Sid  Boyling.  CHAB.  Moose  Jaw. 

Saskatchewan,  gave  a  detailed  formula 
for  a  successful  d.j.  show: 

"A  d.j.  program  or  any  other  t\  pe 
o!  program  should  be  built  around  the 

program  formula  ill  an  idea  or  ex- 
1  use  for  talking;  i2i  material — it  may 
be  music,  it  ma\  be  information:  1 3) 

personalit)  to  present  the  information 
or  a  personality  resulting  from  the 
composition  of  the  show.  Looking  at 
this    formula    vou   could   see   that    the 
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WDAY-TV 
(FARGO,  N.  D.- CHANNEL  6) 

COVERS 

THE  NATION'S 

THIRD-BEST"  COUNTY 

IN  RETAIL  SALES 
i 

PER  FAMILY! 
ITHOUT  OVERLAP  FROM  ANY  OTHER  TV  STATION!) 

■ 

1 

And  besides  —  (lass  County,  Fargo's  home  county,  i>  the 
nation  s  73rd  wholesale  market.  Fargo  rank-  higher  in 

wholesale  sales  than  many  Larger  cities  such  as  Camden, 

New  Jersey  and  Wilkes-Barre,  Pennsylvania. 

Which  is  jn>t  to  Bay  thai  our  Hayseeds  throughout  tin- 

rich  Red  River  Valley  make  a  whole  lot  of  mazoola  — 

and  spend  it  rapidly  on  practically  everything  you  can 

think  of,  including  television  receivers  and  your  product-! 

May  we  —  or  Free  &  Peters  —  give  you  the  whole  storv? 

<Cass  County  is  third-beat   among  all  U.  S.  counties  of  over  50,000  population. 

Affiliated  with   NBC     •      CBS      •      ABC      •      DUMONT 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



main  problem  in  a  d.j.  show  is  that 

too  much  stress  is  put  on  the  person- 

ality and  too  often  there  is  no  mate- 
rial for  his  speech  or  excuse  for  his 

talking." W.  Robert  Rich,  WBEN,  Buffalo, 
New  York,  said: 

"Why  give  twists  to  d.j.  programs? 
Take  a  sincere,  friendly  personality,  a 

knowledge  of  music,  an  intelligent  ap- 
proach to  what  is  in  good  taste,  a  feel- 

ing for  servicing  the  audience  within 
the  community  ...  die  result  will  top 

all  of  the  gimmicks  in  the  world." 

Q.  How  far  should  a  regional  station 

go  in  presenting  local  news? 

Summary  of  broadcasters'1  answers: 
Station  management  felt,  overwhelm- 

ingly, that  local  news  is  a  vital  part 

of  a  regional  station's  function.  It's 
the  regional  stations  hold  on  its  audi- 

ence— the  ability  to  tell  them  events  of 
general  interest  to  the  coverage  area 

from  the  point  of  view  of  familiar  lo- 
cal personalities  and  places. 

Quotes:  Mort  Silverman,  WMRY, 
New  Orleans,  went  so  far  as  to  say : 

"A   regional   station   covering   local 

BROADCASTING 
CORPORATION 

RAND    BUILDING,  BUFFALO    3,  N.  Y. 

National    Representatives:     Free    &    Peters,    Inc. 

news  should  have  correspondents  in 

all  important  townships  within  its  lis- 

tening radius." 
Said  James  L.  Howe,  WIRA,  Ft. 

Pierce,  Fla. : 

"The  secret  of  local  news  is  names — 

names  of  people  we  know  and  with 
whom  we  have  some  common  associa- 

tion. A  regional  station,  therefore, 

must  of  necessity  limit  its  local  news 

coverage  to  hot  spot  news  to  get  the 
maximum  effectiveness  in  its  news- 

cast. In  reverse,  the  smaller  the  sta- 
tion, the  more  local  its  news  coverage 

should  be."  *  *  * 

NEW  RADIO  CLIENTS 
(Continued  from  page  29  I 

$106,313,622)  vs.  the  same  period 
in  1952.  Narrowed  down  to  the  last 

month  of  this  period,  the  radio  net- 
work business  level  for  August  1953 

was  6.6rr  ahead  of  the  same  month  a 

year  previous.  How  healthy  this  is 
can  be  judged  from  the  fact  that  in 

February  of  this  year  the  sales  level 

was  5.5'  i  below:  that  of  February  1952. 
Network  executives  are  confident  that 

later  monthly  figures  will  show  even 

greater  percentage  gains. 

As  the  sales  v. p.  quoted  earlier  point- 
ed out,  network  radio  business  today 

is  coming  from  a  variety  of  sources — 
new  business,  old  business  returning, 

present   business   increasing. 

Here  are  some  network-level  high- 

lights: 1.  New  business: 

North  American  Van  Lines  and  Na- 

tional Homes  Corp. — two  products  as 
related  as  ham  and  eggs;  the  first  is 

an  interstate  mover,  the  other  a  maker 

of  prefabricated  houses — recently  made 
their  entrv  into  big-time  radio  on  MBS. 

The  two  firms  are  alternate-day  spon- 
sors of  Gabriel  Heatter  in  the  8:45- 

8:55  a.m.  slot.  Agency:  Applegate  Ad- 

\ertising  of  Muncie.  Ind.,  for  both  cli- 
ents. 

Coleman  Co..  manufacturers  of 

kitchen  ranges,  started  its  first  major 
use  of  network  radio  this  fall,  buying 
"Tandem"  on  NBC  Radio.  Shows  in 

which  Coleman  will  have  participating 

announcements  include:  Six  Shooter, 

Eddie  Cantor  and  Barrie  Craig.  Agen- 

cy:    Y  \\ .    \\er. 
2.  Old  business  returning: 

Socony- Vacuum    Oil    Corp..    which 

hasn't  had  a  major  network  radio  show 
since  l')17.  is  back  in  the  act  on  NBC 

Radio,    sponsoring    a    22-week    series 
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Milwaukee's  lifeu;  Baby 
is  no  longer  an  Infant 

FROM  TODDLER  TO  MILWAUKEE'S   B]G  TV 
STATION   IN   A   FEW  SHORT  WEEKS 

Yes,  W£AN"TV  Milwaukee's  million- 

dollar  TV  baby,  changed  from  diapers  to 

long  trousers  fast.  On  the  air  a  week  and 

VtfOAN*TV  was  walking  right  into  tens  of 

thousands  of  Milwaukee  homes.  NOW,  only 

FIVE  WEEKS  LATER,  VrfCAN'TV  is  running 

high,  wide,  and  handsome  all  over  town, 

into  almost  150,000  homes. 

He's  really  covering  the  rich  Milwau- 

kee market  for  canny  local  advertisers. 

And    WCAN-TVis  getting  blanket  cover- 

age for  America's  largest  and  smartest 
national  advertisers. 

So,   if  you   haven't  seen  Milwaukee's 

newest  baby,  take  a  peek  now.  For  even  a 

baby  knows  that  in   Milwaukee  you're  seen 

best  on  Channel  25,  WCAN-TW 

VWM-Tl/ 
Milwaukee 

PRIMARY  AFFILIATE 

CHANNEL  25,  MILWAUKEE 
REPRESENTED  NATIONALLY  BY  0.   L    TAYLOR  &  CO       ALEX  R0SENMAN.  NEW  YORK.  BUSINESS  MANAGER 
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IN   SOUTHERN 

CALIFORNIA 

You  don't  have  to  dig  for  it. 

You  don't  have  to  pan  it.  It's 
rolling  into  the  cash  registers  . . 

as  California  again  this  month 

hits  a  new  high  for  "settlers"! 

MARKET    FACT    NO.  1: 

More  families  are  moving 

to  California  every  month 

than  ever  moved  to  any  part 

of  the  world  in  any  time 

in  history.  It's  a  "gold  rush" 
for  advertisers. 

MARKET    FACT    NO.  2 

KM  PC  gives  you  primary 

coverage  of  Southern 
California  in  205  communities. 

Like  to  hear  about  the 

golden  opportunities  for  you? 

Call,  write  or  wire: 

\M    Radio  Sales  Co. 

\ru     )  (irl..   Chicago,  Los  Angeles 

50,000  wam  days  •  10,000  walls  nights 

Gene  Autry.  president 

Robert  O.  Reynolds,  vice  president 
&  general  manager 

RADIO 
AMERICAS    GREATEST 

ADVERTISING    MEDIUM 

(price:  over  $750,000)  on  Sunday  eve- 
nings <>f  A  BC  Symphony,  starting  8 

November.  The  pitch  will  be  strictly 

institutional,  but  the  selection  of  me- 
dia was  made  in  order  to  reach  the 

wide  t  possible  audience  at  the  lowest 
possible  cost.    Agency :  Compton. 

Longines-W  ittnauer,  long  an  impor- 
tant advertiser  in  network  radio,  has 

reinstated  a  radio  show  on  CBS  which 

had  been  given  the  axe:  W ittnauer 
Choraliers.  The  show  is  slotted  in  eve- 

ning time  and  is  heard  Tuesdav  and 

Thursday,  7:30-7:45  p.m.  With  the 
still-running  Longines  Symphonette  it 

gives  the  watch  firm  two  network  ra- 
dio shows  on  CBS  Radio.  Agen<  v  : 

Victor  A.  Bennett. 

Two  former  radio  clients  who  de- 

camped to  become  TV  pioneers — Bur- 
lington Mills  and  Packard  Motor  Co. — 

are  back  in  the  network  radio  fold  on 

ABC  Radio.  Burlington,  which  spon- 
sored a  variety  show  on  NBC  TV  back 

in  the  days  when  everyone  was  busy- 
discovering  Kyle  McDonnell,  sponsors 
the  radio  Cameo  Serenade  Room  with 

Sammy  Kave  Tuesdav-throusrh-Fridav 
from  8:15  to  8:30  p.m. — right  in  TVs 
prime  time.  Packard,  which  moved  its 
account  to  Maxon  Agency  when  a 

fancy  network  TV  show  flopped  a  cou- 
ple of  seasons  ago.  now  lavs  down  a 

commercial  radio  barrage  on  week- 
ends with  no  less  than  24  five-minute 

news  shows  durins  Saturday  and  Sun- 

day.   Both  have  little,  if  any,  TV. 
3.    Increased  business: 

Mile?  Laboratories,  a  staunch  radio 

advertiser,  has  added  a  third  show  fat 

a  time  cost  of  over  $16,000  weekly) 

to  its  present  lineup  of  News  of  the 

World  and  One  Man's  Family  on  NBC 
Radio.  The  added  program :  an  across- 

the-board  segment  of  Break  the  Bank. 
10:45-11:00  a.m..  via  Wade  agency. 

On  CBS  Radio  the  Andrew  Jergens 

Co. — another  veteran  network  adver- 
tiser— has  boosted  the  station  list  for 

its  Time  for  Love  show,  featuring  Mar- 
lene  Dietrich,  to  a  total  of  130.  Last 

January,  the  -how — heard  on  Thurs- 
days from  9:30  to  10:00  p.m. — Parted 

with  a  radio  lineup  of  80  stations  that 

excluded  most  of  the  major  TV  mar- 
kets. Research  later  showed  Jergens 

that  it  was  missing  a  sizable  radio  au- 
dience  in  the  video  areas.  Asrencv: 
Robert    YV.    Orr. 

In  -pot  radio  the  stor\    is  the  same. 

General  Food-,  which  had  been  buy- 

ing less  than  half  a  dozen  stations  for 

radio  spol  schedules  for  Instant  Max- 
well House  Coffee  a  year  ago,  is  now 

airing    spot    announcements    via    Ben- 
ton &  Bowles  on  over  100. 

American  Airlines,  which  already 

has  midnight-to-morning  classical  mu- 
sic shows  in  a  number  of  markets  on 

a  spot  basis,  recently  supplemented  this 
\  ia  Ruthrauff  &  Ryan  with  a  heavy 

spot  announcement  campaign  in  six 

major  cities. Mueller  Macaroni,  which  had 
trimmed  several  of  its  radio  schedules 

when  TV  came  along,  has  upped  its 

spot  radio  spending  until  it  now  in- 
cludes 65  announcements  and  19  news- 

cast series  a  week  in  some  16  cities. 

Agency:    Scheideler,   Beck   &   Warner. 

The  automakers — including  Lincoln- 
Mercury,  Plymouth,  Dodge,  Hudson, 

Willys,  Chevrolet  and  others — are  ex- 
tremely active  in  spot  radio.  With 

production  outrunning  sales,  virtually 

everv  major  manufacturer  has  sched- 
uled big  radio  drives  to  help  dealers 

move  their  stocks  of  new  autos.  Since 

many  of  these  campaigns  are  short- 

term  advertising  blasts,  radio  is  fea- 
tured heavily  because  of  its  flexibility. 

Sample:  Hudson  Motors  latest  cam- 
paign, which  started  in  late  September, 

consisted  of  spot  announcements  and 
station  breaks  on  some  300  outlets. 

Hudson  put  over  90'  c  of  the  money 
into  radio:  the  rest,  to  TV. 

The  spot  radio  clients  listed  above 
have  one  thing  in  common  today.  They 

have  each  turned  to  spot  radio  as  the 
result  of  a  search  for  an  advertising 

medium  which  has  low  costs,  mass  cir- 

culation and  a  record  of  proven  re- 
sults. And.  each  has  been  spurred  by 

the  fact  that  the  U.  S.  economy  has 

become  increasingly  competitive,  mak- 

ing radios  '"hard  sell"    invaluable. 
There's  a  lot  of  brand-new  spot  bus- 

iness, too. 

Spool  Cotton  Co..  manufacturers  of 
a  variety  of  items  for  home  and  com-  i 

mercial  sewing,  recently  bought  a  three- 
time  weekly  participation  in  all  of  the 
13  Housewives  Protective  League 

shows.    Agency :   Kenyon  &  Eckhardt. 

National  Paper  Corp.  of  Pa.  (Swa- 

nee  Paper  Napkins  i  is  currently  ex- 

panding a  spot  campaign  through  Gey- 
er.  Inc..  into  a  national  drive  as  dis- 

tribution broadens. 

Other  new  clients — from  giant  Lig- 
gett i.  Myers  with  a  steadily  increasing 

spot  drive  for  its  new  L&M  Filter  Cig- 
arettes to  the  modest  campaign  of  the 

Littleton  Stamp  Co.  for  its  "White 

\< :e"  -tamp  album  on  New  York's 
W  OR — are  appearing  weekly  in  the  i 

fall  spot  radio  lineup.  *  *  * 
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THi  OTHER 
8,6  *M*ttr 
"«R4SK4! 

skiffle  &elm  Mafia* 

k:  th 
#/ W 

WKZO  —  KALAMAZOO 
WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN,  NEBRASKA 
KOLN-TV  —  LINCOLN.  NE8RASKA 

Associated  with 

WMSD  — PEORIA,  ILLINOIS 
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NO,  SAYS  ADMAN 
(Continued  from  page  36) 

3.  "TV  Areas  contribute  almost 
zero  to  nighttime  radio. 

The  writer  says  thai  TV  areas  con- 

tributed 5]',  of  the  listening  to  night- 
time network  commercial  shows.  This 

is  one  of  those  tricky  statements  we 

sometimes  find  in  a  sales  presentation. 
Hut  how  much  is  51%? 

Suppose  we  look  at  our  own  situa- 
tion as  an  example.  The  last  report 

on  our  program  shows  that  53%  of 
the  total  audience  came  from  the  TV 

area,  in  which  more  than  75%  of  all 
broadcast  homes  are  located.  Now 

let's  look  at  the  total  size  of  the  audi- 
ence. With  a  rating  of  2.0  for  the  en- 

tire area — 1.4  in  the  TV  area  and  3.7 

in  the  other  areas — it  is  interesting  to 

note  that  this  53'  '<  of  the  total  audi- 
ence represents  only  60.000  homes. 

Here  again,  sharper  drops  in  radio 
listening  would  have  been  the  case  had 

not  population  increases  helped  to  off- 
set them.  Further  research  here  might 

show  wide  variations  in  radio  listening 

according  to  popularity  of  individual 
TV  shows  (if  Lucy  owns  the  town  on 

D0NT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

AT  ION 

c 
STATION 

D 
STATION 

E 
STATION 

F 

12 7 0 0 

1 3 0 0 
Station  on 

'til  sunset  only 

FIRSTS   267       103 

TIES       32         30 

WHEC  carries  ALL  of  the  utop  ten"  daytime  shows! 

WHEC  carries    SIX   of  the  utop  ten"  evening  shows! 
LATEST  PULSE  REPORT  BEFORE  CLOSING  TIME 

BUY   WHERE   THEY'RE   LISTENING:- 

WHEC 
UmprtwiHofivt:  EVERETTMcKINNEY.  Inc.  Nc-w  York.  Owcooo,  LEE  F.  O'CONNELL  CO..  Los  Anatltt,  Son  Francisco 

NEW  YORK 

5,000  WATTS 

Monday,  they  aren't  listening  to  radio, 
too) .  In  addition,  I  have  not  yet  heard 

that  "Videotown"  figures  are  general- 
ly accepted  as  indicative  of  a  national 

pattern. 
4.  "When  a  TV  set  is  on,  nobody 

listens  to  radio." Again,  you  cite  the  most  favorable 
instance  you  can  find  of  11%  of  TV 

homes  tuning  to  TV  and  radio  simul- 
taneously. In  our  marketing  area,  as 

shown  by  the  reports  we  have  obtained 
from  research,  the  duplication  of  radio 

listening  in  TV  homes  averages  be- 

tween 1  and  2r'f . When  a  TV  set  is  on,  people  do  lis- 

ten to  radio — but  certainly  not  the 

same  people.  I'd  like  to  have  the  au- 
thor's definition  of  "nobody" — maybe 

1%  is  "somebody,"  but  I'd  hesitate  to 
buy  my  own  show  on  that  basis. 

5.  "The  sole  radio  fare  of  TV  homes 

is  music  and  news." Obviously,  this  is  not  true.  While 
there  may  be  a  strong  leaning  toward 
music  and  news  in  the  listening  habits 

on  radio  they  by  no  means  represent 

a  majority  of  the  listening  time.  The 
article  states  that,  in  New  York,  radio 

outlets  with  big  name  shows  got  more 
than  half  the  nighttime  radio  listening 

in  TV  homes.  That  was  quite  under- 
standable, but  how  big  is  that  half? 

In  our  area  it  would  be  about  1%  of 

the  total  number  of  TV  homes  listen- 

ing. 

This  fallacy  is  plain  silly. 

6.  "Nighttime  radio  circulation  costs 

are  rising." 
You  are  correct  in  refuting  this  state- 

ment. The  networks  have  had  to  cut 

their  night  rates  to  meet  a  dwindling 

audience.  Their  comparisons  with  oth- 
er media  are  not  valid.  They  have  used 

the  total  number  of  radio  homes  as 

radio  circulation  in  comparison  with 

the  circulation  of  magazines,  newspa- 

pers, etc.  It  would  be  almost  as  logical 
to  sav  that  the  number  of  all  those  who 

can  read  indicates  circulation  for  print- 

ed periodicals. 

Again  a  "one  network"'  survey,  and 
a  premise  that  could  be  either  support- 

ed or  disproved  by  juggling  figures 

from  various  individual  stations  or  in- 
dividual programs. 

7.  "Men  listen  only  in  the  morning, 

early  evening." This  is  an  unreasonable  assumption. 
In  radio  homes  the  listening  pattern 

depends  to  a  large  extent  on  the  time 

available  for  listening,  and  the  state- 
ment that  men  listen  more  from  7  to 

10  p.m.  is  borne  out. 

90 
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K  XL 

PORTLAND 

K  XL  Y 

SPOKANE 

K  XL  F 

BUTTE 

K  XL  L 

MISSOULA 

K  XL  J 

HELENA 

K  XL  K 

GREAT  FALLS 

K  XL  Q 

BOZEMAN 

(jn> 

jfcfVL 

K  XL  Y-TV4 
SPOKANE 

K  XL  F-TV6 
BUTTE 

\r^ 
*&
 

*NBC 

*  DuMONT 

(4ioop*rl*our/s  far  Sofb  /tmeantf  foci/ifiesb 

PACIFIC   NORTHWEST   BROADCASTERS  ■&  THE  WALKER  COMPANY 
SEATTLE,    WASHINGTON  SAN  FRANCISCO  5.  CALIF  HOLLYWOOD  28,  CALIF.  MINNEAPOLIS  2,  MINN  NEW  YORK   17.   N.  Y.  CHICAGO   I.   ILLINOIS 

Jones   Building  lit  New  Montgomery  St.  6381   Hollywood  Blvd.  1487   N  W     Nat     Bank   Bldg.  347  Madison  Avenue  360  North  Michigan 

Mutual  3377  EXbrook   2-8033  Hollywood  9-5408  GEneva  ?63l  Murrayhill   3-5830  Andover  3-5771 
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In  this  5-Station  Market, 

H&VKm  F/8ST 
Any  way  you  look  at  it 

PULSE  OF  SYRACUSE 

April,  1953 

I 
£  ̂~  15-Min.  Periods,  6  a.m.  to  Midnight 

WSYR  FIRST  ...  in  50  periods 
WSYR  SECOND  in  22  periods 

72 
Ithati  all  then  ill 

NIELSEN  1952 

I 
WSYR  FIRST 

by  47%  to  21 2 % 

SAMS  1952 
WSYR  FIRST 

by  29.8  #  to  239  X 

] 
] 

w$WA9ME 
NBC  Affiliate  •    Write,  Wire,  Phone  or 

Ask  Heodley-Reed 

WS YR- AM-FM-T V  -  the  Only  Complete  Broadcast  Institution  in  Central  New  York 

Spanish  Language 
...  In  Bexar  Coun- 

ty (San  Antonio) 

alone,  264,000  cit- 
izens of  Texas 

speak  Spanish  .  .  . 
and  691,493  in 
the  KCOR  coverage 

area  speak  the  lan- 

guage! For  the  new  Bel- 

den  Latin  -  Ameri- 
can Survey  contact 

KCOR's  national 

representatives. 

KCOR  BUILDINC,  310  South  Flores 
San    Antonio,   Texas 

RICHARD    OCONNELL 

K  C  0  R— New    York    Manager 
40    E.    49th    Street 
New    York,    N.    Y. 

HARLAN  J.  OAKES  &  Associates 
Los    Angeles,    San    Francisco and  Chicago. 

Dangerous  generalizations  that  could 

provide  a  pitfall  for  specific  advertis- 
ers in  specific  markets.  The  male  lis- 

tening habits  in  industrial  towns  where 

swing-shifts  and  graveyard  shifts  are 
common,  are  undoubtedly  markedly 
different  from  rural  areas.  (This 

would  also  apply  to  Number  8  below,  i 

8.  "Women  listen  to  radio  only  dur- 

ing the  daytime." This  likewise  is  contrary  to  facts. 

Daytime  hours  are  high  points  but 
the  evening  also  represents  a  good 
share  of  the  audience. 

9.  "Daytime  radio  is  now  bigger 

than   nighttime." Generally  speaking,  this  statement  is 
not  true  but  research  indicates  that 

daytime  and  nighttime  radio  listening 

are  getting  closer  and  closer  together. 
In  fact,  during  June  and  August  of 
1952  the  daytime  audience  was  larger. 
The  trend   is   in   that   direction. 

10.  "Nighttime  radio  costs  more 

than  daytime." As  indicated  under  point  6,  most 

radio  networks  and  stations  have  ad- 

justed their  rates  to  make  nighttime 

and  daytime  radio  more  comparable 
and  more  in  keeping  with  the  size  of 

the  daytime  and  nighttime  audiences. 

A  terrific  generalization.  A  "sizable 
number  of  stations"  have  also  not 
changed  to  the  single  rate  basis.  We 

agree  "costs  at  night  can  even  be  less 

than  daytime  now" — that's  always  been 
true  and,  as  always,  dependent  on  time, 
station,  and  program. 

11.  "Night  TV  reaches  more  people 

than  radio." 
Such  a  statement  is  borne  out  by 

our  own  reports.  The  total  radio  sets 
in  use  in  our  marketing  area  during 
broadcast  of  our  show  (July  1953) 

represented  11.6%  of  total  broadcast 
homes  while  total  TV  sets  in  use  at  that 

hour  represented  25.8%  of  all  broad- 
cast homes. 

12.  "Nighttime  TV  holds  all  of  the 

trump   cards." This  again  is  one  of  those  all-inclu- 
sive statements  which  obviously  is  not 

borne  out  by  facts.  There  are  excep- 
tions to  all  rules  and  all  trends.  There 

are  some  outstanding  radio  programs 

which  draw  a  much  higher  audience 

than  mediocre  TV  programs.  It  is  not 

possible  to  generalize  as  this  statement 
does. 

This  applies  to  Numbers  11  and  12 
above:  These  statements  are  double 
talk.  Groucho  Marx  on  radio  will 

reach  more  people  than  Cowboy  and 

Guitar  on  TV — an  item  of  little  prac- 
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According  to  FCC  curies.  WAVE-TV 
now  effectively  reaches  85.5%  more 
square  miles  than  previously  .  .  . 
54'6%  more  people  .  .  .  51.5% 

■  _  more  Effective  Buying  Incorm  f 
gives  you  far  greater  coverage  than 
any   other   TV   station   in   this   area! 

HEIGHT 
COUNTS  MOST! 

WAVE-TV  Delivers: 
66.7%    GREATER  COVERAGE   AREA 

than  any  other  television  station 

in  Kentucky  and  Southern  Indiana! 

19.8%    GREATER   CIRCULATION 
than  the  area's  leading 

NEWSPAPER! 

627.3%    GREATER  CIRCULATION 
than  the  area'i  leading 

NATIONAL  MAGAZINE! 

(WAVE-TV's  superiority  as  of  July  I,  1953,  and  still  grouing!) 

Tower  Height  is  by  far  the  most  important 

factor  in  a  television  station's  coverage,  par- 

ticularly in  "reaching  out"  to  fringe  areas.  Lou 
Channel  is  second  in  importance,  and  Pou  <.  > 

is  third. 

WAVE-TV's  new  tower  on  top  the  highest  hill 
in  this  area  gives  us  an  over-all  height  of  7585 

feet  above  sea  level  — 119  feet  higher  than 

Louisville's  second  station.' 

WAVE-TV's  Channel  is  3/ 

WAVE-TV's  100,000  watts  of  radiated  power 
is  the  maximum  permitted  by  the  FCC  for 
Channel  }/ 

100,000  watts  at  our  new  tower  /night  and 

lower  channel  is  equivalent  to  600fl00  watts 

from   our  old  downtown  tower  on  Channel  5! 

Ask  your  local  dealers  and  distributors  about 

WAVE-TV's  amazing  new  coverage  and  about 
the  great  WAVE-TV   television  market. 

LOUISVILLE'S 

WAVE-TY 
FIRST  IN   KENTUCKY 

Affiliated  with   NBC,  ABC,   DUMONT 

Free   &   Peters,  Inc.,   Exclusive  National  Representative 
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KEX  MAIL  MAP 

Here's  a  map  that  tells  you  not  only 
where  the  listeners  are,  but  also 

where  they're  influenced  to  act! 

Based  on  100,000  pieces  of  mail 

received  at  KEX,  Oregon's  most 
powerful  station,  this  new  map 

provides  information  never  before 
available  to  advertisers  interested 

in  the  big  Pacific  Northwest  mar- 
ket. Check  the  map  against  your 

sales  figures  and  you'll  uncover 
new  prospects  whose  response  to 

KEX  programs  is  a  matter  of  rec- 
ord. For  details,  get  in  touch  with 

KEX  or  Free  &  Peters. 

C 
KEX 
PORTLAND,  ORE. 

50,000  WATTS 
ABC    AFFILIATE 

WESTINGHOUSE 
RADIO     STATIONS     Inc 

WBZ-  WBZA-  KYW-  KDKA 

WOWO-KEX- WBZ-TV-WPTZ 
National  Representatives,  Free  &  Peters. 
except  for  TV;  for  WB2TV  and  WPTZ. 

NBC  Spot  Sales 

tical  value  to  the  cowboy's  sponsor, 
author's  apparently  blithe  assumption 
that  radio's  audience  has  large  turn- 
user  and  TV's  audience  is  frozen  is 
ridiculous.  As  to  radio  vs.  TV  promo- 

tion, seems  to  me  TV  has  not  been  no- 
ticeably    lacking   in   this  respect. 

In  summary,  this  whole  story  is 

aimed  at  supporting  radio  broadcast- 
ing. We  are  definitely  in  accord  with 

the  view  that  radio  has  many  advan- 
tages for  advertisers  under  certain 

conditions.  These  articles,  however, 

have,  in  their  attempt  to  build  up  ra- 

dio, been  very  one-sided  in  their  ap- 
proach and  have  not  presented  all  the 

facts.  A  good  case  can  be  made  for 
radio  under  certain  circumstances,  but 

not  by  the  methods  employed  in  these 

particular  articles. 

Properly  documented,  and  with  some 
effort  made  to  present  each  media  in 
its  own  light,  it  could  have  been  an 

article  valuable  for  advertisers.  It  cer- 

tainly is  not.  *  *  * 

YES,  SAYS  RADIO  MAN 
{Continued  from  page  37  I 

at  the  same  time.  By  the  same  token 

it's  tough  for  anybody  to  read  a  book, 
a  newspaper  or  a  magazine  while 
watching  television.  It  may  be  possible 

for  an  individual  to  do  both,  but  it's 
obviously  not  difficult  for  various  mem- 

bers of  a  family  to  do  both  and  at  a 

given  time. 
Remember — radio  is  not  nailed  to 

the  living  room  floor.  You  can  take  it 

with  you.  It's  in  virtually  every  room 
of  the  house.  So  that  secondary  radio 

listening  becomes  an  increasingly  im- 

portant factor.  While  television  view- 

ing may  occupy  some  members  of  the 
family  in  the  living  room  or  den  still 
other  family  members  are  in  other 

rooms  of  the  house  listening  to  the 

radio.  Or  they're  in  their  automobiles 

where,  again,  there's  radio. 
We  found  that  in  Ness  York.  Chi- 

cago  and  Los  Angeles,  radio  listening 
in  television  homes  has  shown  marked 

increases  in  the  last  three  sears.  Ra- 

dio sets-in-use  in  television  homes  in 

these  three  top  television  markets  has 
increased  substantially — in  Ness  York 

up  72%,  in  Chicago  up  \()' '< .  in  Los 

Vngeles  up  72'  (  . 
And  as  a  counterpart  to  the  fore- 

going,  sse  found  that  it's  the  television 
markets  which  seem  tu  be  buying  most 

of  the  radio  sets.    During  the  first  six 

months  of  1953.  the  top  15  U.  S.  mar- 

kets— where  30'  <  of  the  nation's  total 
population  lives  and  where  most  of  the 
television  sets  are  located — absorbed 

almost  one-third  of  all  radio  set  ship- 

ments. And  this  represented  a  32'  { 
gain  in  radio  set  shipments  for  these 
15  markets  over  the  same  period  last 

year. 

All  over  the  country,  there's  a 
marked  shift  to  the  suburbs.  This  sub- 

urban living  has  paved  the  way  for 

super  markets  and  super  drugstores. 

It's  also  intensified  the  already  grow- 
ing night  and  sveekend  shopping.  And 

shopping  trips  to  super  markets  in  the 
suburbs,  more  and  more,  include  every 

member  of  the  family.  Each  one  has 

a  say  in  the  purchase  of  merchandise 
and  the  selection  of  a  brand.  As  a  re- 

sult the  man  in  the  family  is  increas- 

ingly important  to  the  advertiser,  not 
only  in  food  and  drug  items  but  in 

the  purchase  of  most  lines  of  merchan- 
dise. Take  the  gas  and  oil  business. 

According  to  a  reliable  study  yve  have 

called  "Buying  Habits  in  the  Home." 
74' r  of  all  purchases  in  this  category 
are  made  by  the  man   in  the  family. 

Well,  what  has  all  this  to  do  yvith 
nighttime  radio?  First  off.  it  points  up 
the  need  for  advertisers  to  blanket  the 

suburbs  as  well  as  the  urban  areas  and 

do  it  at  low  cost.  And  it  accentuates 

the  importance  of  reaching  the  man  in 

the  family  as  well  as  the  housewife — 
the  working  women  as  well  as  students. 

To  sell  them  you  have  to  reach  them. 

Nighttime  radio  reaches  and  sells  them 
and  does  so  at  low.  loyv  cost. 

The  growing  importance  of  men 

shoppers  prompted  us  to  do  some  ad- 

ditional research.  Advertisers  don't 
question  the  importance  and  effective- 

ness of  daytime  radio.  Yet.  at  night 

during  the  average  quarter  hour  I  be- 
tween  the  hours  of  6:00  and  10:00 

p.m.  I.  it's  possible  to  reach  180r(' more  men  than  during  the  average 

quarter  hour  in  the  daytime  in  the  14 
markets  which  CBS  Radio  Spot  Sales 

represents. 
There's  still  another  factor  about 

nighttime  radio  which  is  important  to 

a  good  many  advertisers.  And  that's this:  \\  ith  its  varied  programing  night- 
time radio  provides  a  larger  number  of 

different  listeners  than  during  any  oth- 
er broadcast  period.  In  other  yvords. 

most  morning  and  afternoon  program- 

in"  remains  the  same  during  week- 

days. Evening  programs,  hoyvever.  ca- 
ter to  different  tastes  each  night  of  the 

\seek.    \\  e  found  that   in   Minneapolis. 
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I,, i  instance,  w itli  tin-  same  numbei  <>\ 
■nnouncemenU  during  the  da)  time  and 

nighttime  hours,  l<>.~>',  of  the  total 
radio  homes  were  reached  in  Uie  < la \  - 

time  and  55.5' .  of  the  total  families 

■I  night  ilui  ing   .1   week  -  I  ime. 
I  fn'  conclusions  we  were  able  t<> 

draw  from  i>m  nighttime  radio  stud) 

uin-  brief!)  these:  Nighttime  radio 
audiences  are  large.  More  listeners  are 

attracted  t"  evening  shows  than  to 
-lion-  aired  .it  an)  other  time  period. 
More  men  listen  to  nighttime  radio 

ih. in  to  daytime  and  earl)  morning 

i  idio.  More  membei s  "I  the  famil) 

buying  unit  ran  be  reached  at  one 
time.  More  different  listeners  can  !><■ 

reached,  because  •>!  nighttime  radio's 
varied  programing. 

\t  this  stage  i'l  the  game  we  feel 
thai  nighttime  radio  will  remain  strong 

— and  gain  momentum  in  the  future. 
I  lu-  i-  borne  out  1>\  the  increase  of 

radio  listening  in  television  homes  in 
areas  where  television  saturation  is  the 

greatest.  It  s  borne  out  1>\  the  increase 
in  automobile  circulation.  The  mass 

circulation  and  the  flexibility  of  radio 

help  to  insure  its  growing  strength  and 

increasing  value  as  an  advertising  me- 
dium. And  perhaps  the  real  test  is 

results,  together  uitli  the  increasing 
ptance  ol  nighttime  radio  In  the 

country's   biggest   advertisers,   a-   well 
.i~  local  client-  the  nation   over.   *   *   * 

SUGARLESS  POP 

[Continued  from  page  M  • 

a-  a  supplement.  Then,  a  few  months 
later.  (ire\  Advertising  made  a  sur- 

rey  in  selected  super  markets  in  Man- 
hattan. Bronx  and  Queens.  Shoppers 

were  asked: 

ill  Have  you  seen  or  heard  am 

advertising  for  No-Cal  lately? 
i2i   Where    was   that    advertising? 

The  responses  indicated  that  20.')', 
of  the  shoppers  had  heard  the  No-Cal 

radio  advertising.  Although  onl)  one 

1\  program  was  being  used  at  the 

time  the  surve)  was  made.  <>.l'.  of 
the  respondents  said  the)  had  seen 

Nodal  s  television  commercials.  Slight- 
ly more  than  1<V;  said  they  had  seen 

N"-Cal  in  the  store.  0.9$  had  seen  the 

trade  advertising  and  11.3';  had  seen 
Newspaper  advertising. 

Frankly,"  Liberman  sa\s.  "we  were 
amazed  at  the  radio  result-."' 

No-Cal's  most  recent  big  advertis- 
ing purchase  is  on  television — although 

radio  still  gets  a  big  chunk  of  the  ad- 

Precision 
Prints 

YOUR  PRODUCTIONS 
BEST  REPRESENTATIVE 

CLOSE  CHECK  ON 

PROCESSING 

Picture  and  sound  results  are  In 
to  the  closest  limits  by  automatic 
temperature  regulation,  spray  (level 
opment,  electronically  filtered  am 
humidity  controlled  air  in  the  dry 
inp  cabinets,  circulating  filtcrc( 
baths,  Thymatrol  motor  drive,  film 
waxing  and  others.  The  exacting 
requirements  of  sound  track  devel- 

opment are  met  in  PRECISION'S special  developing  machinery. 

YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 

16  Years  Research  and  Specialization  in  every  phase  of  16mm  processing, 
visual  and  aural.  So  organized  and  equipped  that  all  Precision  jobs  are  of  the 
highest  quality. 

Individual  Attention  is  given  each  film,  each  reel,  each  scene,  each  frame  — 
through  every  phase  of  the  complex  business  of  processing  —  assuring  you  of 
the  very  best  results. 
Our  Advanced  Methods  and  our  constant  checking  and  adoption  of  up-to- 
the-minute  techniques,  plus  new  engineering  principles  and  special  machinery 
enable  us  to  offer  service  unequalled  anywhere! 
Newest  Facilities  in  the  16mm  field  ace  available  to  customers  of  Precision, 
including  the  most  modern  applications  of  electronics,  chemistry,  physics,  optics, 

sensitometry  and  densitometry  —  including  exclusive  Maurer-designed  equip- 
ment—your guarantee  that  only  the  best  is  yours  at  Precision! 

Precision  Film  Laboratories  — a  di- 
vision of  ].  A.  Maurer,  Inc.,  has  16 

years  of  specialization  in  the  16mm 
field,  consistently  meets  the  latest  de- 

mands for  higher  quality  and  speed. 

I 

PRECISION 
FILM  LABORATORIES,  INC. 

21  West  46th  St., 

New  York  36.  N.Y. 
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vertising  budget.  No-Cal  has  bought 
the  7:00  to  7:10  p.m.  strip  across  the 
board  on  WABC-TV,  New  York.  On 

Monday,  Wednesday  and  Friday  the 

program  is  the  Gloria  De  Haven  Show; 
on  Tuesday  and  Thursday,  Dinner 
with  Lisa. 

No-Cal  uses  participating  announce- 
ments on  seven  New  York  radio  and 

TV  programs.  It  sponsors  John  Scott 
and  the  \eus  on  \\Ol\-T\.  Sunday. 

No-Cal  also  has  participating  an- 

nouncements on  women's  programs  in 
\\  a-hiiiLiton  and  Atlantic  City. 

The  company  is  buying  sectional  ad- 
vertising in  seven  magazines,  a  dozen 

trade  papers  and  40  daily  papers  in 

the  greater  New  York  area,  in  Wash- 
ington and  —  interestingly  —  Fairfield 

County,  Conn.   (Cott's  home  county). 

Many  of  No-Cal's  radio  participa- 
tions are  on  husband-and-wife  shows. 

The  distaff  side  usually  delivers  the 
No-Cal  commercial,  with  appropriate 

comments  from  the  husband.  The  an- 
nouncements, of  course,  point  up  the 

attractiveness  of  a  slim,  trim  female 

figure. 
No-Cal's  new  advertising  manager  is 

Milton  Wolff  (see  "Newsmakers  in 

Advertising,"  page  104). 

While  Kirsch  frequently  has  been 

mentioned  as  the  pioneer  in  the  field 
George  O.  Brenner  of  Colfax  Mineral 

Springs  Co.,  Colfax.  Iowa,  said  that 

his  company's  Sugar  Fre  was  first. 
The  modern  type  of  sugar-free  soft 

drink  originally  was  made  by  Colfax, 

!!rcnner  asserts.  "On  September  24, 
1950,  an  article  in  the  Chicago  Trib- 

une mentions  Colfax  Mineral  Springs 
Co.  as  manufacturer  of  the  then  new 

Sucaryl-sweetened  soft  drinks.  .  .  . 
Our  product  was  already  in  general 
distribution  .  .  .  antedating  any  of  the 

others  by  quite  some  time,"  Brenner 
said.  Colfax  also  manufactures  sugar- 
free  waffle  and  pancake  syrup. 

There  is  one  big  problem  w'hich 
faces  sugar-free  soft  drink  bottlers  to- 

day. There  are  24  states  in  which 
artificially  sweetened  beverages  are 
banned.  In  some  states,  the  ban  exists 

because  of  laws  which  prevent  products 

which  have  no  food  value  from  being 

sold  in  grocery  stores.  In  other  states, 
basis  for  the  ban  probably  was  the  fear 

that  bottlers  might  try  to  substitute  a 

sweetening  agent  for  sugar  in  an  ef- 
fort to  deceive  the  public.  The  sugar- 

free  drink  bottlers,  however,  instead  of 

hiding  the  fact  sugar  is  not  used,  play 

^*«H|n»for/ 

O*  7%  #*&<%lc<rfca4-  &&.. 

...NBC 

FULL  lOOkw  POWER 

CHOICE   CHANNEL  4 

CALL  PETRY 

up  the  substitution. 
Two  states,  Florida  and  California, 

had  bans  against  sugar-free  beverages 
until  a  few  months  ago;  both  states 

have  repealed  the  laws.  Some  bottlers 
are  watching  Penns\lvania  since  it  is 

the  largest  state  which  still  won't  per- 
mit the  sugar-free  beverages.  Most 

observers  seem  to  think  that  eventually 
the  laws  can  be  deleted  or  modified  in 

such  a  way  that  calorie-less  drinks  will 

be  permitted. 
Even  if  distribution  does  become  a 

legal  possibility  in  all  48  states,  there 
still  is  the  question  of  whether  the 

sugar-free  beverages  will  make  much 

of  an  impression  in  non-metropolitan 
areas.  In  the  rural  communities  espe- 

cially, it  is  thought  that  most  soft- 
drink  consumers  are  most  interested 

in  getting  something  that's  cold,  wet 
and  tastes  good.     Calorie  count  is  of 

•        ••••••• 

"First,  admen  must  learn  to  spread 
their  gospel  beyond  themselves.  Sec- 

ond, all  of  us  must  work  harder  to  re- 
move the  intangibles  from  our  profes- 
sion. Third,  we  must  become  men  and 

women  of  business.  By  broadening  our 
understanding,  and  by  persistent  telling 
and  teaching  the  power  we  are  pre- 

pared to  provide,  we  can  increase  sound- 
ly the  recognition  of  advertising  as  a 

vital    dimension    of    business." 

KENNETH  F.   BOUCHER 
Advertising    Manager 

Hawaiian   Pineapple   Co.,   Ltd. 
San   Francisco 

less  importance  in  these  areas,  say  the 
bottlers. 

The  sugar-free  soft  drinks  are  "very  ) 
definitely  a  trend  because  they  are 

tapping  a  new  market,"  said  E.  Wil- 
liam Dey  of  J.  M.  Mathes  Inc.,  agency 

for  Canada  Dry  products  (including 

Glamor).  "People  aren't  switching 
from  sugar  beverages  as  much  as  new 

customers,  never  soft  drink  consumers 

before,  are  buying  sugar-free  bever- 

ages," Dey  told  sponsor.  He  said 
Canada  Dry  has  equipped  only  one 

plant  to  produce  Glamor  on  a  trial basis. 

There  are  nearly  1.2  billion  cases 

of  soft  drinks  sold  annually  (compared 

with  this  year's  expected  sugar-free 

beverage  production  of  about  5  mil- 
lion cases).  There  are  6,000  carbon- 

ated beverage  bottlers  (compared  with 

the  50  or  60  in  the  sugar-free  field.) 

•  •  • 
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Harvesting  in  Fall  and  Summer,  feeding  and  milking  in  Winter, 

plowing  and  planting  in  Spring  .  .  .  throughout  the  year  there  is 

work  to  be  done  on  the  farm. 

And  every  year  in  every  season,  the  radio  is  an  indispensable 

tool   helping  the  farm  family  with  its  work,  planning  and   living. 

The  sharpest  tool  for  the  easing  of  farm  work  is  WLS.  In  the 

Midwest  during  29  years,  WLS  has  met  the  farmer's  needs.  It  has 

been  the  farmer's  friend.  It  has  gained  his  confidence.  It  has  won 
his  loyalty. 

That's  why  WLS  advertisers  .  .  .  Get  Results! 

^^^^^^a^^ee^^&^^ 
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WHEN  I SEENG 

SENOR 
THEY  LEESTEN 

HERE'S  WHY  .  .  . 
KIFN,  and  only  KIFN,  reschej  more  than 

65,000  Spanijh-speaking  people  in  Phoenix 

and  Central  Ariiona.  This  Spanish  popula- 
tion spent  nearly  $20,000,000  in  retail  sales 

during  1952.  They  account  for  nearly  20°o 
of    Arizona's    population. 

Remember,  if  you  sell  in  Arizona  .  .  . 

you  should  sell  in  Spanish.  And  to  reach 
this  rich  market,  you  must  use  KIFN, 

Arizona's  only  full  time  Spanish  Language 
station. 

PINTO   BEANS?   SI.   SENOR, 
I   LOVE  THEM! 

I  helped  sell  10  tons  of 

them  for  Basha's  Markets, 
Phoenix,  during  a  recent 
week-end.  Ask  Mr.  Ed  Kearns 
at  Basha  s. 

AH,  SENOR,  WHAT  AN 
ANGLE  FOR  A   SIESTA! 

Using  KIFN,  Quality  Furni- 
ture Company   increased  sales 

to    Mexican    people    from    5% 
of    volume    to    over    40% 

in   two    years.   Ask 

i         Mr.  Al  Garcia,  Pres- 
I         ident. 

SENORA   COW,   SHE   NEVER 
GIVE  MILK  LIKE  THEES! 

In  one  year  my  listener 

sent  187,500  labels  to  Bor- 

den's Milk  Company  in  return 
for  china  plates.  Check  with 

Mr.    Sporleder    at    Borden's. 

"Statistics  from  Valley 
National    Bank   Survey. 

Ask  These  Yanquis  About  Me! 

LOS  ANGELES,  CALIF. 

HARLAN   G.   OAKES 

AND   ASSOCIATES 

672  S.    LaFayette 
Park  Place 

NEW   YORK, 
N.  Y. 

NATIONAL 
TIME  SALES 

17  E.  42nd  St. 

KIFM 
"LA  VOZ  MEXICANA" 

860  Kilocycles    •     1000  Watts 

REACHING   PHOENIX,  AND 
ALL  OF  CENTRAL  ARIZONA 

MOCUL  SAYS 
[Continued  from  page  33  I 

fact,  should  advertising  agencies  be 

paid  on  any  other  basis  than  the  com- 

pany's  salesmen  are  paid?    Aren't  their functions  essentially  the  same? • 

Modern  agency  service  is  no  longer 

confined  to  the  mere  preparation  of  ad- 
vertising and  purchase  of  time  or 

space.  It  extends  into  almost  ever) 

aspect  of  business  that  is  connected 
with  making  sales.  Merchandising, 

marketing,  packaging,  research,  new 
product  development  and  many  facets 
of  management  planning  fall  within 
the  scope  of  full  agency  service  as  we 

know  it  today.  Should  the  agency's 
service  in  these  directions  be  gov- 

erned by  the  client's  appropriation  for 
pure  and  simple  advertising?  We 

don't  think  so.  Some  of  the  most  sub- 
stantial contributions  we  have  made  to 

our  clients'  success  have  been  in  fields 
that  the  turn-of-the-century  advertising 

agency  considered  no  man's  land. 
We  believe  it  is  entirely  unrealistic 

to  try  to  divorce  advertising  from  all 

the  other  elements  that  go  into  build- 

ing sales.  They  go  hand  in  hand,  not 

in  Lone  Wolf  Indian  style.  Our  cli- 
ents agree  with  this  thinking,  and  the\ 

expect  it  of  us — whether  our  income 
from  the  account  is  15^  or  a  flat  fee 

or  a  percentage-of-sales. 
The  constantly  increasing  costs  of 

agency  operation,  most  conspicuous  of 
which  is  the  high  cost  of  a  top-flight 
TV  department,  have  not  in  themselves 

been  responsible  for  outmoding  the 

1  V  ;  s\stem,  from  the  economic  point 
of  view.  They  do,  however,  help  bring 
the  issue  into  sharper  focus.  The 

agency  business  is  one  of  very  few  that 
has  not  raised  its  prices  or  its  markup 

since  it  first  opened  shop — but  has  had 

to  let  increased  income  depend  on  in- 
creased volume. 

Consider  an  account  that  spent  $1,- 

000,000  in  1940.  and  spends  $1,000,- 
000  today.  Can  the  agency  render  the 
same  services  as  it  did  before  the  war. 

to  say  nothing  of  the  need  for  greater 
services?  Either  it  made  an  uncon- 

scionable profit  then  or  must  water  its 

services  now,  unless  the  40'  ',  increase 
in  agenc)  operating  costs  is  made  up 
~"!ne  other  \\a\ . 

\\  hilc  some  agent  ies  have  inclined 
toward  flat  fee  arrangements  in  lieu 

.  of  the  traditional  l.V,  .  we  believe  the 

pert  entage-of-sales  method  is  a  far 
more  advantageous  solution.  It  makes 

the  agenc)  the  Integral  part  of  the  cli- 

Tell  'em 

on  KC's 
popular 

independent 

STATION 
KUDL   TELLS —  more    people 

KUDL   SELLS — to  more  people 

A  RECENT  SURVEY 
PROVED    IT 

1000    WATTS 
250     WATT     RATE 

CALL    F0R|0E 

Town    to    Town 
Local  Coverage 

KDKD 

GREATER  KANSAS 

CITY  TRADE  AREA KOKO 

KUDL— KANSAS  CITY 
KOKO — WARRENSBURG 

KDKD — CLINTON 

Keen 

Genuine 

Valuable 

Oral  advertising 

cbs  KGVO  i29° 
5000    W 

MISSOULA 
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Representatives: 
Cill-Perna,  Inc. 
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Wagnerian  aria, 

scored  and  underscored 

*  Advertisers  have  been  handing 
Ann  Wagner  commercials,  then 

getting  out  of  the  way.  ever  since 

the  days  when  she  wrote,  sang, 

jnnceed,  announced,  typed,  planned 

record  shows  an.l  acted  as  recep- 
tionist for  a  station  in  southwesl 

Indiana.  They  get  out  of  the  way 

for  the  same  reasons  that  you  don't 
cross  streets  against  traffic 

La  Wagner  i--  a  jack-of-all-trades 

by  trade.  In  this  day  of  specializa- 

tion she's  an  unusual  multiple- 
threat  performer,  running  voice 

arpeggios  around  end.  quarterback- 

inga  five-edition-a-week  radio  jour- 

2  NOVEMBER  1953 

nal.  blocking  records  in  her  daily 

role  as  Ann  Wagner,  Girl  Disc 

Jockey,  coaching  a  cooking  show, 

decorating  interiors,  and  shooting 
golf  in  tlie  eighties. 

Excepl  for  the  first  five  weeks  of 
her  life.  Ann  has  lived  in  Indiana. 

[ndianapolitans  'she  joined  up 
with  WPBM  in  1947     are  inclined 

i<>  forgive  her  for  tins  remis&ni 

Aside  from  a  few  purists,  Hoosiers 

accepl  her  as  a  |  [oosier. 
There  is  absolutely  no  truth  to 

the    rumor    that     there    are    two    of 

Ann  Wagner.  Tic  dichotomic  illu- 
sion arises  from  hearing  her  earrj 

afternoon  show  called  Ann  \  Pan- 

try, listening  to  her  mid-afternoon 

melody    show.    Mul,  i      \lm,     M  >> 

ami  seeing  her  at  all  hours  mi  \an- 
OUS    te|e\  isjoli    shows. 

It  all  started  u  hen  s)   ntered  a 

singing  contest  which  landed  her 
a  scholarship  at  the  I Iniversity  of 

Louisville  School  of  Music.  She 

left  her  "number  please"  job  with 

the  pho   •ompany  to  study  voice 

with  a  Madam  Noe,  saying  yes  to 
the  lure  of  a  new  career. 

While  employed  by  another  sta- 

tion   as    vocalist,    record    librarian 

ami  part-time  a  nno  u  i   r  .  Ann 

worked  as  vocalist  with  a  local  or- 

chestra. If  this  suggests  that  shr's 
an  attractive  young  lady,  you're 
right.  She  often  breaks  into  song 

along  with  the  records  she  plays, 
loves  music,  lectures  mi  music  and 

radio  iii  local  high  schools,  and 
once  appeared  photographically 

on  30,000  match  books. 
If  these  manifold,  expert  and 

sustained  activities  make  Ann 

Wagner  sound  old.  we've  done  her 

an  injustice,  she's  in  her  twenties. 
Ann  just  keeps  busy.  So  do  ad- 

vertisers who  participate  in  her 

programs. 

WFBM      WFBM-TV 
INDIANAPOLIS      •      CBS 

Represented    Nationally    by    the    Katz    Agency 

Affiliated  with  WEOA,  Evansville;  WFDF,  Flint;  WOOD  AM  &  TV,  Grand  Rapids 
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FiESt 

CLEVELAND'S CHIEF    STATION 

5,000   WATTS-850   K.C. 

BASIC  ABC   NETWORK 

REPRESENTED 

BY 

H  -  R  REPRESENTATIVES 

(r 

CLEVELAND'S  Gkiel  STATION 

V  i* 

■        zj  Reasons  Why 
^S  The  foremost  national  and  local  ad- 
gl  vertisers     use     WEVD     year     after 

^M  year  to  reach  the  vast 

^  Jewish    >lark<>t 
1^0     of    Metropolitan    New    ̂   ork 

I.    Top    adult    programming 

^^  2.     Strong   audience   impact 
pgl  3.     Inherent    listener   loyalty 

■B'^B  4.     Potential    buying    power 
Send  for  a  copy  of 

"Wl'l  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WIND     117.119     Vfp»t     46th     Si 

»w   York    19 

Managing    Director 

ent's  business  that  it  must  be  in  order 
to  render  its  fullest  service.  Moreover 

it  means  that  the  agency  gets  paid  on 
the  basis  of  results — which  is  what  the 
client  wants  and  what  the  confident 

agency  should  he  willing  to  hang  its 

hat  on.  *  *  * 

BOARD  MEMBER 
I  Continued  from  page  33) 

For  whatever  statistical  and  market- 

ing services  the  media  render,  I  pre- 
sume Mr.  Mogul  feels  the  client  ( ad- 

vertiser) gets  the  service,  so  he  should 

Pay- 

He  does,  believe  me.  Always  will — 

one  way1  or  another. 
3.  The  fixed  commission,  Mr.  Mo- 

gul has  said  time  and  again,  discour- 

ages incentive. 
At  this  point,  I  react  a  bit  violently. 
We  all  know  that,  if  we  can  make  a 

client's  business  grow  at  a  profit  to 
him,  he  will  do  more  advertising  and 

our  billings  will  increase.  What  more 
could  we  want? 

Every  important  agency  in  America 
achieved  most  of  its  growth  that  way. 

By  doing  sound  advertising  they  got 

more  business  from  their  present  cli- 
ents. 

On  the  other  hand,  with  Mr.  Mogul's 
approach,  there  is  a  real  danger  of 
doing  unsound  advertising  that  can 
actually  damage  a  client. 

Here's  how.  Let's  assume  that  $100,- 
000  in  advertising  produces  $1,000,- 
000  in  sales.  This  means  an  advertis- 

ing cost  ratio  of  109r .  But  there  is  al- 

ways a  point  of  diminishing  sales  re- 
turn from  additional  advertising  in- 

vestment. Maybe  the  next  $1,000,000 

in  sales  would  take  $200,000  in  adver- tising. 

If  the  Mogul-system  agency  is  look- 

ing for  "incentive"  ( I  assume  he  means 

more  monej  I,  it  doesn't  concern  itself 
with  this  lowered  profit.  It  just  wants 

more  sales,  regardless  of  an  increasing 

advertising-to-sales  cost  ratio.  What 
could  be  more  unsound? 

If  he  wants  to  tie  his  commissions  to 

something  new  and  different,  we'd  sug- 
gest Mr.  Mogul  tie  them  to  client's 

profits  rather  than  to  his  sales. 

Northwestern  Ohio  Radio  and  TV  Station 

needs  experienced  salesman.  Substantial  guaran- 

tee   ami    commission    arrangement.     Good    deal. 

4.  As  to  the  percentage-of-sales  ap- 

proach to  agency  compensation,  per- 
haps Mr.  Mogul  could  solve  these riddles: 

a.  The  percentage-of-sales  formula 
assumes  that  advertising  alone  is  re- 

sponsible for  sales.  It's  an  old,  tired 
thought  but  still  true  that  inadequate 
distribution  or  an  inferior  product  can 

undo  all  that  good  advertising  can  do. 

Why  penalize  an  agency  for  sales  fac- 
tors over  which  it  has  no  control? 

b.  There  are  many  times  in  the  life 

of  a  product — at  the  time  of  its  intro- 
duction, for  example — that  advertising 

expenses  are  designed  to  anticipate  fu- 
ture sales.  As  such  times,  the  agency 

would  be  penalized,  especially  since  at 

that  very  time  much  additional  and  un- 
usual work  is  required. 

In  summary,  what  Mr.  Mogul  has, 
no  doubt,  is  a  satisfactory  way  to 

handle  a  medium-sized  account  which 

requires  more  service  than  he  could 
afford  to  render  under  a  straight  15%. 

He  prefers  to  make  up  the  difference 

by  his  own  system  of  calculation. 
Others  do  this  by  fees. 

Interesting.    But  that's  all.        *  *  * 
(Above  debate  subs  for  media  arti- 
cle scheduled  for  this  issue.) 

BMI 
"22  Television 

Talks9* 

Transcribed  from   the 

BMI    TV    CLINICS 

The  bonk  is  a  practical  sym- 

posium of  TV  data  by  men  of 

wide    experience    and    recog- 

nized   pioneers    in    television. 
\  siood  portion  of  its  more 

than  260  pages  is  devoted  to 

condensed    transcripts   of   the 

QUESTION     and    ANSWER 
sessions  of  the  Clinics.    These 
intense      general      discussions 

raised  such  TV  topics  as  how 

to  make  use  of  films  .  .  .how 

to  cut  costs  .  .  .  how  to  build 

or  remodel  a  plant  .  .  .  how  to 
maintain    public   service   .    ■   ■ 

how  to  hold  an  audience  .  .  . 

and   how   to   direct   the   other 7"  I     operations. 

Published  by  BMI  at  S6  and  ma
de 

available  as  an  Industry  Servi
ce 

at  the  cost  of  transcribing  and
 

printing — 53-60. 
Order  Your  Copies  Today 

BOX  112  SPONSOR, 
St..  N.   Y. 

BROADCAST  MUSIC,  INC. 
NEW  YORK    •    CHICAGO    •    HOLLYWOOD 

TORONTO     •    MONTREAL 
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ROUND  UP 

i  Continued  from  page    >'  1 1 

High  level  conferences  soon  will  l>r 
.1  .  ommon  occurreru  e  .ii  I  redei  i<  \\ . 
/w  Co.  \  I  •<  !-6  has  been  leased  From 

Douglas  \n.  rafl  and  /i\  is  ha\  ing 
the  plane  redesigned  ;i»  a  ll\  ing  *  reen- 
ins  room.  /\\  salesmen  will  use  the 

>lii|i  in  their  world-wide  sales  territory 
in  »  reen  Zh  films  and  also  to  belp 

train  local  TV  station  promotion  peo- 
ple in  the  /i\  exploitation  techniques. 

Even  without  the  plane,  however,  Zi\  s 
multi-lingual  films  are  being  sold 
around  the  world  according  to  John 

I..  Sinn.  Zh  TV  president.  Most  re- 
cent Bales  have  been  in  Central  and 

South  America  to  (.riirral  Electric  ol 

Mexico,  American  Airlines,  Bimbo 

Bread.  Canada  l)r\  and  I'.sso  of  Cuba. 
Sinn   reported. 

The  largest  grocer)  suppl)  company 
in  New  Jersey,  Flagstaff  Foods  of 

Perth  Vmboy,  has  signed  a  point-of- 
sale  cooperation  contract  with  \\M>(. 
and  WNBT,  N™  York.  Max  Buck, 
merchandising  director  lor  the  NBC 

stations,  said  Flagstaff  operate-  250 
I  nited  Service  Grocers  stores  in 

Northern  New  Jersey.  He  said  \\\IK 

and  \\  \BT  now  have  working  arrange- 
ments with  more  than  2.01)1)  chain  food 

stores.  8,000  independent  food  stores 

and  5.000  independent  drug  stores  in 
Metropolitan  New  ̂   ork. 

•        •        « 

TV  viewers  in  Minot.  V  I)..  are 

about  2.000  miles  from  New  ̂   ork  and 

550  miles  from  the  cable — hut  the\ 

Baw  the  World  Series  games  on  the 

same  day  they  were  pla\ed.  John  \\  . 

Boler.  president  of  kCJB-TV.  Minot. 
arranged  to  have  kinescopes  <>f  the 
series  flown  from  WOI-TV,  Ames, 
Iowa,  to  Minot  as  soon  as  they  were 
developed.  The  games  were  telecast 

on  KCJB-TV"  at  9:00  p.m.  each  night 
and  according  to  Boler.  it  was  the  first 
time  the  series  had  been  televised  in 
the  area. 

\\K  \B-TY.  Mobile,  Ala.,  is  sending 

advertisers  a  copj  of  a  letter  it  re- 
ceived from  a  IV  viewer  in  Pensacola, 

Fla.  Juliu-  G.  Brad)  wrote  to  the  Mo- 
bile station,  on  IIIF  Channel  4!!.  to 

describe  the  station's  reception  as  rang- 
ing from  "fair"  to  "very  sharp  and  in- 

terference free."'  During  the  same 
week.  Brady  told  WK  \B-TY.  reception 

w 

I 

WJAS 
K  ANL&FM 

MONEY 
-the^WNNY  SIDE 

OF  THE  DIAL 

THEY'RE  CALLING  HIM 

ii Mr.  Scoop M 

.  .  .  And  Herb  Morrison,  WJAS's  News  Editor,  richly  deserves 
the  title.  Take  the  story  of  the  Turnpike  slayer,  for  example: 
Herb  Morrison  gave  Pittsburgh  listeners  a  thrilling  on-the- 

spot  account  of  the  capture  of  John  Wesley  Wable,  the  con- 
fessed killer,  at  Albuquerque,  New  Mexico  .  .  .  THE  FIRST 

COMPLETE  REPORT  OF  THE  CAPTURE  direct  from 
the  arresting  officer. 

Morrison's  radio  news  techniques  have  made  him  the  most 
talked  about  newsman  in  the  Pittsburgh  market.  More  and 
more  Tri-State  listeners  are  turning  to  Morrison  every 
morning  for  their  latest  news.  "Mr.  Scoop"  ...  a  newsman's 
newsman  ...  is  the  finest  radio  news  buy  in  the  Pittsburgh market  today. 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan   Area 

5000  Watts      1320  KC. 

Wrife  .  .  .  phone ;  .  .  or  wire 
George  P.  Hollingbery  Co. 

'26  week  package  as  published  in  S.R.D.S. 

WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

-    sales 

CFRB 
TORONTO 

50,000  WATTS,  1010  K.C. 
CFRB  covers  over  1  5  the  homes  in 

Canada,  covers  the  market  area  that 

accounts  for  40^,  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  States:  Adorn  J.  Young  Jr.,  Incorporated 

Canada:   All-Canada    Radio   Facilities,   Limited 

WTXL 
MARKS 

THE 

SPOT! 

in  w  es  tei  n  Massai  husetts, 

where  more  and  more  na- 

tional spot  advei  tisers  are  im- 

pi d\  ing  lot  .tl  co> ci  agi  .it  low- 
est cost  pei  thousand.  ()nl\ 

full-time  independent  station 
sei  \  ing  Spi  ingneld,  WTXL 

has  the  l;ir«i-M  7::.<>  i<>  s:<mi 
A.M.  audiem e  ol  any  station 
in  the  ar<  a. 

For  avails  and  other  information, 

rail    Larry     Reilly,     Gen.     Mgr., 

WTXl  .  V"  ngfit  Id,  M  iss 
01  an\  office  of  the  Walkt  i  R 

lation  Co.,  Inc. 
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from  a  V  III-  station  in  Mobile  and  an- 
other VHF  outlet  in  New  Oilcan-  was 

not  as  "nod  as  the  I  III-'  reception  and 
at  times  \  III-  reception  was  "terrible." 
Pensacola  is  about  50  miles  from  Mo- 
bile. 

Advertisers  who  want  to  reach  the 

college  market  now  can  buy  time  on 
more  than  100  college  radio  stations 

as  easily  as  buying  a  single  station 

according  to  College  Radio  Corpora- 
tion. New  N  ork.  CRC,  national  repre- 

sentatives for  campus  radio  stations, 
said  stations  are  owned  bv  colleges 

at  which  they  are  located,  but  are  man- 

aged by  students  with  faculty  advis- 
ors. CRC  secure-  availabilities,  makes 

surveys  and  arranges  for  promotion 

and  merchandising  activities  at  all  the 
college-. 

Radio  salesmen  for  WXYZ,  Houston, 

have  all  been  given  new  Emerson 

pocket-size  portable  radios.    The  sales- 

...BIG  CHANGE 
AT  WVET 

1>  es,  the  station  with  more  local 
accounts  than  ;m\  othei  THREE 

Rochestei  stations  put  together 

lias  joined  America's  livcM  net- 
work! Result: — improved  pro- 

gramming .  .  .  ever  increasing 
audience  .  .  .  better  ih.mc\<  i 
hu\s  Foi  advertisers  in  the  rich 
Rochestei  Western  New  York 
market! 

  .     5000   WATTS  •  1280   KC. 

Change 

To 

WVET 
Now 

men  will  take  the  radios  with  them 

when  calling  on  clients.  Then,  with  the 

correct  timing,  a  client  could  hear  his 
commercial  announcement  or,  perhaps, 

the  WXYZ  program  up  for  sale.  Us- 
ing the  small  radios  was  the  idea  of 

Hal  Meal.  \\  \YZ  assistant  commercial 
manager. 

A  new  market  study  conducted  for 

\\  \\\.  Annapolis,  shows  the  station 
serves  more  than  600,000  Negroes,  or 

the  second  largest  Negro  market  in 

America,  according  to  the  station.  The 

study  is  part  of  an  extensive  research 

program  undertaken  by  WAW  to  as- 
sist advertisers  interested  in  selling  the 

Negro  market.  Further  information  on 
the  studies  can  be  obtained  by  writing 
Maurice  Blum,  WANN,  P.O.  Box  749, 

Annapolis,   Md. 
*        «        * 

WAVZ,  New  Haven,  and  its  v. p.  and 
general  manager,  Daniel  W.  Kops,  got 

a  $500  bond  recently  as  first  prize  for 

the  most  effective  promotion  for  a  mo- 
tion picture,  The  Bandwagon.  MGM 

set  up  a  contest  among  d.j.'s  on  various 
stations  for  heaviest  response  to  a  com- 

petition based  on  hit  tunes  from  The 
Bandwagon.  WAVZ  led  all  other  sta- 

tions in  mail  response  in  relation  to  its 

metropolitan  area  population.  Two  of 

the  station's  personalities.  Tiny  Markle 
and  George  LeZotte,  d.j.'s,  each  were 
awarded  $100  in  connection  with  the 

contest.  *  *  * 

SPONSOR  ASKS 
{Continued  from  page  57) 

ing  overly  and  sv  mpatheticallv  con- 
scious of  the  man  who  pays  the  bill, 

but  it's  not  the  case. ) 

However,  I  certainly  do  believe  a 

periodic  quarterly  census  is  a  neces- 
sity. Otherwise,  how  can  the  adver- 

tiser know  how  many  people  are  with- 
in reach  of  his  program?  How  can  the 

agency  plans  board  recommend  the 
proper  allocation  of  an  appropriation? 
\ml  i  more  importantly  from  their 

standpoint  than  mine),  how  can  the 
network    or    station    justify    new    rate 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally   by 

THE    BOILING    COMPANY 

TV  COSTS  GOT  YOU  DOWN? 

The  Sportsman's  Club 
52  popular,  well  rated,  15  minute  hunting,  ash- 

ing and  outdoor  shows  featuring  Dave  Newell 
and  panel  of  experts.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbes  Street  Phonei  EXprew  1-1355 

Pittsburgh  19,  Po. 

cards  without  being  able  to  flash  fig- 
ures showing  the  increase  in  T\ homes? 

Publishers  of  newspapers  and  maga- 

zines keep  an  eagle  eye  on  circulation 
so  that  they  can  show  an  advertiser 

prettv  accurately  the  size  of  reader- 

ship and  where  the  readers  live.  It's the  whole  basis  of  their  advertising 
rates.  Ditto  for  radio.  I  believe  the 

same  principle  should  certainly  exist 

with  TV — particularly  in  areas  with 
new  stations. 

Who  should  pay  the  census  taker: 
The  networks  or  stations  should  be 

tapped,  in  my  opinion.  It  doesn't  seem quite  logical  that  an  advertiser  or 
agency  should  have  to  pay  to  find  out 
how  many  TV  sets  his  program  can 
reach,  any  more  than  he  should  pav  to 

find  out  his  print  circulation. 

The  financial  pill  needn't  be  a  large 
one.  with  the  cooperation  of  set  dis- 

tributors. And  it  can  be  sugar-coated 

with  the  thought:  "Where  else,  among 
advertising  media,  is  circulation  grow- 

ing so  fast?" 

Roger  C.  Whitman 
Advertising  Manager 

Bristol-Myers 

New  York 

TISKET-A-TASKET 

A  green  and  yellow  basket  — 
/  wrote  a  letter  to  my  friend 

and  on  my  way  I  /osf  it  — 

I  lost  it  — The  great  Kansas  City  primary 

trade  area  served  by  The 

KMBC-KFRM    Team    is    just    one 

huge  green  and  yellow  basket. 
A  MARKET  basket  -  filled  to 

overflowing    with    the    green 
and   yellow  of  things  growing 

and  ripening  to  be  exchanged 

for    "long    green"    currency 

and   for   "gold"  coins. 

You  can   enjoy  the  harvest 

in  the   Heart  of  America  —  the 

year   around!   Write   a    letter, 
wire  or  phone  to  your  friend 
KMBC-KFRM,    Kansas   City,   or 

your  friendly  Free  &  Peters 

colonel.  The  letter  won't  get 
lost.    It'll   pay  a   BIG  profit 

because   the    folks    in 
the    Kansas   City    primary 

area    are    buying    the 

things  they   hear   about 
on    the    radio    station 

they   listen  to  most  .  .  . 

u 
KFRIY1 

*    RADIO    FOR    THE    HEART    OF    AMt*V 

*&x 
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.♦.  Net Mere Me 

When  you  buy  WBRE  .  .  .  you  buy  29  years  of  continuous 

performance  in  radio  and  now  T-V.  Our  technical  knowledge, 

backed  up  by  a  trained  staff  of  professionals  in  every  phase  of 

Radio  and  Television,  gives  you  more  than  mere  medium  minded 

men  to  perform  the  selling  job  for  your  client's  products. 
Our  record  of  performance  needs  no  imaginative  claims,  no  false 

coverage  figures,  no  theories.  The  proof  of  performance  is 

here  .  .  .  we'll  be  glad  to  show  it  to  you. 

WBRE  ̂  DAVID  M.  BALTIMORE LOUIS  G.  BALTIMORE 

NBC  Affiliate        Wilkes-Barre,  Pa.        AM-FM-UHF  TV 



NO  OTHER 
radio  station 

REACHES 
as  much 

OKLAHOMA 

f'sff  as  ̂' 

WKY 
RADIO 

The  58   Oklahoma   Counties  in  WKY 

Daytime  NCS  coverage  area  contains 

73% 
71% 

74% 

74% 
88% 

OF  OKLAHOMA'S 
RETAIL  SALES 

OF  OKLAHOMA'S FOOD  STORE  SALES 

OF  OKLAHOMA'S 
DRUG  STORE  SALES 

OF  OKLAHOMA'S 
AUTOMOTIVE  SALES 

OF  OKLAHOMA'S GROSS  FARM  INCOME 

No  other  radio  station  reaches 

as  many  Oklahoma  homes  as 

WKY  RADIO 
W     W       I'^L.  OKLAHOMA   CITY 

930  KC    •    5000  W    •    NBC 

Represented  by  THE  KATZ  AGENCY 

Milton   Wolff,  for  the  past  five  and  one-half 
years  assistant  ad  manager  and  account  executive 
for  Longchamps  restaurant  chain,  was  appointed 
advertising    manager    for    Kirsch    Beverages 

(bottlers    of    No-Cal    sugarless    soft    drinks), 

Brooklyn,    last    month.     He    announced    next    year's 
No-Cal  ad  and  promotion    budget   will   be  some 

$1   million,   about   double   this  year's.     Wolf}, 
an   honor  graduate   of   CCNY,    told   SPe.NSOR   that 

"as   No-Cal's    budget   increases,    more   and   more 

of  it  wi'l  go  into  air  media'    (see  story  page  30). 

Chris   J.    Witting,    managing   director   of 
I) u    Mont  Television   Network  for  past  six  years, 

on    1   January   becomes   president   of    Westinghouse 
Radio    Stations    Inc.     (WBZ-AM-TV,    Boston; 
KWY  and   WPTZ,  Philadelphia;    WOWO,  Fort 

Wayne,  Ind.;  KDKA,  Pittsburgh,  and  KEX,  Port- 
land).   Said   Witting:   "A   major  opportunity  for 

television  lies  in  its  development  of  regional  net- 
works along  the  lines  of  the  pattern  developed 

this  fall  by  the  Du  Mont  Television  Network  for 

Westinghouse  and  six  regional  sjwnsors  who 

are   utilizing  professional   football  games.    .    .    ." 

Payson  Hall,  director  of  radio  and  television 
for  Meredith   Publishing  Co.,  now  has  another 

station    under   his  wing — KCMO-AM-FM-TV, 
Kansas    City.     As    home-office    director    of 
Meredith     broadcasting    operations,    Hall    has 

charge    of    WHEN,    Syracuse,     WOW-AM-TV, 
Omaha,    and    KPHO-AM-TV,    Phoenix.     Meredith 
paid  more  than  $2.5  million   for  KCMO  properties. 
Hall  graduated  from   Cornell  in    1936;    he   was 
named    treasurer    of    Meredith    in    1947. 

Robert  E.  Lee,  new  FCC  commission  named 
In   President  Eisenhower  to  succeed  Paul  A.  Walker 
who   retired  last  month,  told  sponsor  he  was 

"delighted?     with     appointment,    feels    it    is    a 
challenge,   and   hopes    to    be    real   help   to 
Commission,    particularly    with    regard    to    fiscal 
matters.    Commissioner  Lee,   who  formerly   was  ad- 

ministrative officer  for  FBI    [he  prepared  FBI's 

budget  i .  is  taking  a  "Cook's  tour"  of  FCC  to  learn 
more  about  it.    "Government  is  my  career,"  he  said. 
He  jilans  to  stay  in  government  until  retirement. 
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More  money  for  radio 

The  money  boys  are  spending  more 
on  radio  this  fall. 

It's  not  at  the  expense  of  TV  either. 
The  business  is  coming  from  three 

sources:  new  advertisers  trying  the 
senior  air  medium  for  the  first  time, 

old  advertisers  coming  back  after  long 

hiatuses,  current  radio  advertisers  up- 

ping  schedules. 
\\  ho  are  these  hard-headed  clients 

who  are  putting  new  money  into  a  me- 
dium that  some  had  buried  as  recent- 

ly as  two  years  ago? 

Among  the  new  entrants  in  network 
radio  are  Coleman  Co.  I  kitchen 

ranges  I ,  North  American  Van  Lines, 
National  Homes  Corp.  and  Sego  Milk 
Products  Co.  of  Salt  Lake  City. 

Among  old  radio  advertisers  return- 
ing to  the  nets  are  Socony-Vacuum 

Oil  Corp..  Longines-Wittnauer,  Bur- 
lington Mills  and  Packard  Motor  Car. 

Miles      Laboratories.      Philco      and 

Andrew  Jergens  have  stepped  up  their 
radio  network  time. 

In  spot  radio  General  Foods,  Ameri- 
can Airlines  and  most  of  the  auto  firms 

are  extremely  active.  Among  the  new 

spot  radio  sponsors  are  Spool  Cotton. 
National  Paper  Corp.  and  L&M  Filter 

Cigarettes. 

What's  behind  this  activity? 

For  names  and  views,  see  sponsor's 
round-up.  "Why  new  clients  are  buy- 

ing radio,"  page  27. 

TV  and  the  forgotten  third 

SPONSOR  has  heard  three  TV  experts 

in  recent  days  on  the  subject  of  TV 

programing  mediocrity. 
Bob  Saudek,  director  of  the  Ford 

Foundation's  Radio  -  TV  Workshop 
I  producers  of  Omnibus  and  Excur- 

sion ) ,  bore  down  on  TV's  trend  to 
slavish  imitation,  in  addressing  a 

Pulse  luncheon  in  New  York. 

Dick  de  Rochemont,  veteran  movie 

and  TV  producer  and  new  JWT  vice 

president,  told  a  4A's  meeting  in  Chi- 
cago: "In  too  many  homes,  the  TV 

tube  is  dark  most  of  the  time."  He 
stressed  that  3,000  to  5,000  movies 
houses  have  closed  down  and  movies 
have  lost  half  their  audience  in  the 

past  five  years,  not  only  because  of  TV, 
but  because  motion  pictures  just  lost 

their  appeal  to  people  over  30. 

Now  a  third  expert,  an  agency  ex- 

ecutive who's  a  psychologist  in  his 

own  right,  tells  us  that  he's  alarmed 
over  TV's  refusal  or  inability  to  ap- 

peal to  the  top  third  of  the  American 

people — top  third  from  the  standpoint 
of  intelligence,  maturitv  and  income. 

These  people,  he  maintained,  are 
getting  into  the  habit  of  not  looking  at 
TV.  If  the  economy  hardens — as  it 

seems  to  be  doing — the  profit  margin 

narrows.  The  advertiser  who  can't 
reach  one-third  of  his  potential  cus- 

tomers— and  the  richest  to  boot — pays 
for  that  darkened  tube. 

Can  TV  meet  the  challenge? 

Is  15%  outmoded? 

Only  a  few  successful  admen,  nota- 
bly Emil  Mogul,  think  so. 

The  overwhelming  majority  believe 

that  the  15' y  agency  commission  sys- 
tem is  the  cornerstone  of  the  advertis- 

ing business. 

SPONSOR  owes  a  warm  "thank  you" 
to  both  Emil  Mogul  and  the  SPONSOR 

All-Media  Advisory  Board  member 
who  answers  him  for  their  debate  en- 

titled "Is  the  159c  agency  commission 
outmoded?"    I  See  page  32.1 

The  issues  are  basic:  How  much 

should  the  agency  get.  who  should  pay 

it  and  has  the  new  era  of  TV  changed things? 

Another  facet  of  the  same  problem 

will  be  discussed  at  the  Eastern  Con- 

ference of  the  4A's  in  New  York  23 
November:  Why  the  agency  should 

continue  getting  lS'/r  on  outside  pack- 

age productions. 
A  few  months  ago  SPONSOR  examined 

the  question  from  the  standpoint  of 

"Do  agencies  earn  their  15rr  on  air 
accounts?"   I  see  29  June  1953  issue  I . 

With  TV  forcing  a  change  in  net- 

work operations,  it's  quite  possible  it 
may  also  force  a  reexamination  of  the 
15 /if   agencv  commission  system. 

Applause 

Crusade   for   freedom 

When  D'Arc)  Brophy,  chairman  of 
the  board  of  Keinon  &  Eckhardt  and 

president  <>f  the  American  Heritage 
Foundation,  was  asked  to  direct  the 

<  i  ii-, idr  for  Freedom's  1051  drive  for 
it-  Radio  Free  Europe,  he  did  two 
things : 

1.  He  flew  over  to  Europe  to  find 

■  nit  on  the  spot  how  effective  Radio 

I  ree  I  urope  wa-. 
2.  He  went  behind  the  Iron  Cur- 

tain   (in   Vienna   and    East   Berlin)    to 

see  conditions  for  himself. 

Brophy's  first  surprise  in  crossing 
into  the  East  Berlin  zone  was  to  be 

greeted  by  a  sign  reading:  "Go  home, 
\mis  (  Americans  I." 
Radio  Free  Europe  is  intended  to 

make  sure  that  freedom  doesn't  die  on 
the  periphery  of  the  Soviet  Union. 

Radio  and  TV  will  be  called  upon  to 
do  their  share  in  enlisting  the  support 

of  25  million  people  and  in  raising 
$10  million  needed  next  January  and 

February.  The  project  is  sponsored 

1»\   the  Advertising  Council.     Leo  Bur- 

nett Co.  of  Chicago  is  the  volunteer 

agency  for  space  and  outdoor,  and 
K&E  of  New  York  for  radio  and  TV. 

A  monthly  kit  is  going  to  all  radio 

stations  in  a  pre-drive  educational 
campaign  by  the  American  Heritage 
Foundation.  It  contains  this  message, 

written  by  John  I  Nick  I  Carter:  "Radio 
is  the  only  way  we  are  able  to  reach 

the  Iron  Curtain  countries." 
sponsor  applauds  advertising  men 

like  D'Arcy  Brophy  who  are  contribu- 
ting so  unselfishly  of  their  time  to 

make  the  1954  drive  a  success. 
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**  LU1UU1JL1U11       iilli  MUIUI'IWIH  I'SWlMo  Wmpany   =   August  Wagner  Brewing  <?ompan^ 

Bread  Company    •    Bendix  Home  Appliances    •    Benrus  Watch  Company    •    Borden 

r  Company    •    Brewing  Corporation  of  America    •    Burkhardt  Brewing  Company    • 

jr  Brewing  Company    •    Chrysler  Corporal  ion    •    Commercial  Printing  Company     • 

fcy  Corporation   •   DeSoto-Motor  Corporation   •   Felber  Biscuit  Company   •   General 

5 Corporation    •    George  Wiedemann  Brewing  Company    •    Gillette  Safety  Razor  Company 

tiffin  Manufacturing  Company   •   Gulf  oil  Company   •   Ervin  Meadow  Gold  Dairy    • 

Cigarettes   •   Koolvent  Awning  Company   •   Krantz  Brewing  Company   •   Lever  Brothers, 

y    •    Morgen-David  Wines,  Incorporated    •    Mutual  of  Omaha  Insurance  Company 

i's  Bakery  Company    •    Ohio  Bell  Telephone  Company    •    Ohio  Fuel  Gas  Company 

Iftkery,  Incorporated    •    Pfeiffer  Brewing  Company   •   Quaker  Oats  Company   •   Radio 

ration  of  America    •   Red  Top  Brewing  Company    •    Rival  Dog  Foods  Company    • 

Company    •    Sealy  Mattress  Company    •    Singer  Sewing  Machine  Company    •    S.O.S. 

ny       Standard  Oil  Company  of  Ohio    •    Stroh  Brewing  Company    •    Sun  Oil  Company 
mi  Company        •#»*»»...  r*   

Day  By  Day,  More  National  and  Regional  Advertisers  are     lceroy  Cigarettes 

Bl  Corporation       Discovering  it  Takes  WHIZ-TV  to   Make  Sates  in  South-    <he  AMrlflAn  T„h 
eastern  Ohio.  e  America"  Tobacco 

By      *       Aupust 

Join   This   Ever-Expanding  Group  of  Smart  Advertisers     W*Sner  Brewin«  ComPa 
Baker  Bread    and  SELL  the  Zanesville,  Ohio  Trading  Area  ...  Covered    Jompany         •         Bendix Exclusively  From  Within  By  .  .  . 

ppliances    •  ,„ 
^   mjm  J  a  —^  —  -  Senrus  Watch  Company 

.  Dairy  Company   «-»*-  -WfT§ Z'T  V  *?E*  Brewing  Corporation 
PRIMARY  AFFILIATE  NBC  -  CBS  -  ABC  -  DuMONT      ,rdt  Brewing  Company 

ewmg  Compa    REPRESENTED  NATIONALLY  Bv  JOHN  E.  PEARSON.  TV,  Inc.   iy   #   Chrysler  Corp 

m        •    Commercial  Printing  Company    •    Crosley  Corporation   •   DeSoto-Motor  Corpor 
Felber  Biscuit  Company    •   General  Foods  Corporation    •    George  Wiedemann 

*  Company    •    Gillette  Safety  Razor  Company    •    Griffin  Manufacturing  Company    • 

il  Corporation    •    Irvin  Meadow  Gold  Dairy  Company    •    Kool  Cigarettes    •    Kool 

-rning  Company    •    Krantz  Brewing  Company    •    Lever  Brothers  Company    •    Mogen- 

Vines,  Incorporated    •    Mutual  of  Omaha  Insurance  Company    •    Nickle ' s  Bakery 
Ohio  Bell  Telephone  Company    •    Ohio  Fuel  Gas  Company    •    Omar  Bakery,  Inc 

ted    •    Pfeiffer  Brewing  Company    •    Quaker  Oats  Company    ♦    Radio  Corporation 
Red  Top  Brewing  Company    •   Rival  Dog  Foods  Company    •    Scott  Paper 

V       •    Sealy  Mattress  Company    •    Singer  Sewing  Machine  Company    •    S.O.S.  Company 
-andard  Oil  Company  of  Ohio    •    Stroh  Brewing  Company    •    Sun  Oil  Company    • 

ii  Company    •    Viceroy  Cigarettes    •    Willys  Motors,  Incorporated    •    Admiral 

ition    •    The  American  Tobacco  Company   •   August  Wagner  Brewing  Company   •   Baker 
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You  wouldn't  harness  an  elephant 
to  a  lawnmower,  would  you? 

You  don't  need  50,000  watts— or  10,000  or 
even  5000 — to  cover  the  compact  Baltimore 
market! 

W-I-T-H  will  do  the  job  for  you — without 
waste!  Network  stations  overlap  areas  covered 
by  their  own  affiliates  .  .  .  their  effective  coverage 
is  limited  to  just  about  the  area  W-I-T-H  itself 
covers. 

NIELSEN  SHOWS  W-I-T-H  IN  LEAD! 

In  Baltimore  City  and  Baltimore  County 

W-I-T-H  leads  every  other  radio  and  television 
station — network  or  independent — in  weekly 
daytime  circulation. 

Let  your  Forjoe  man  give  you  all  the  facts  in 
this  amazing  Nielsen  Coverage  Service  Survey. 

IN    BALTIMORE 

TOM     TINSLEY;     PRESIDENT REPRESENTED     BY     FORJOE     &     CO: 



1954  air  coverage 

study  postponed 

Air  media  should 

assess  agencies 

Non-air  clients 

list  reasons 

Most  firms  step 

up  1954  budgets 

Starch   TV 

system  analyzed 

Some  advertisers  regretting  Ken  Baker's  decision  not  to  go  ahead  with 
new  radio-TV  station  circulation  study  next  spring  by  Standard  Audit  & 

Measurement  Services.   Their  reasoning:  "Each  medium  owes  its  adver- 
tisers three  things:  (1)  dependable  circulation  figures;  (2)  who's 

buying  medium;  (3)  how  much.   Air  media  have  no  regular  figures 

comparable  with  ANPA's  for  newspapers  or  MAB's  for  magazines  on  any  of 
these.   With  Nielsen  also  uncertain  about  repeating  1952  coverage 

study  next  year  air  will  have  no  up-to-date  circulation  data.   Other 
hand  print  media  give  you  three  circulation  statements  yearly." 

-SR- 

Executives  polled  by  SPONSOR  as  to  should  air  media  recommend  agencies 
for  recognition  by  local  stations  voted  overwhelmingly  in  favor. 
Every  other  medium  except  radio,  TV  has  machinery  for  such  action. 
For  pros  and  cons  of  matter,  see  article  starting  page  29. 

-SR- 
A  quarter-million  advertiser  tested  radio  15-20  years  ago,  found  it 

"unproductive,"  hasn't  used  it  since.   Another  is  waiting  for  air 
media  to  "show"  them  it  can  sell  better  than  print.   A  third  wants  to 
get  into  air  media  but  doesn't  know  how.   For  other  reasons  why 
national  advertisers  don't  use  air  media,  see  SPONSOR  survey  page  34. 

-SR- 
ANA's  tabulation  of  1954  ad  budget  trends  from  170  companies  shows  80% 
of  those  using  TV  plan  to  increase  video  usage,  15%  will  hold  tight, 

5%  will  cut.   Of  84  radio  sponsors,  34%  plan  to  increase  budgets,  39" 
plan  to  keep  current  schedules,  27%  will  cut.   Over-all,  123  firms 
plan  advertising  increases,  only  7  plan  decreases. 

-SR- 

That  explosion  you  heard  on  Madison  Avenue,  New  York,  recently  came 
from  inner  office  of  advertiser  who  got  his  first  look  at  Starch 
report  on  how  many  people  saw  his  TV  commercials,  how  many  remembered 

some  sales  points.   Starch's  TV  Director  Jack  Boyle,  who  thought  up 
new  "Immediate  Recall  Survey",  hastens  to  point  out:  Study  is  not 
media  yardstick  in  buying,  is  not  rating  service,  is  not  basis  for  new 

concept  in  cost-per-M  buying.   For  what  it  is^  see  page  40. 

SPONSOR   ojm'iiv  of  lives   in  Dallas  atul   Atlanta 

For  the  first  time  in  radio-TV  tradepaper  history  SPONSOR  is  opening  regional 
sales  offices  in  the  Southwest  and  Southeast.   Homer  Griffith  is  appointed 
Southwest  Regional  Manager,  with  headquarters  in  Dallas,  Interurban  Building, 
1500  Jackson  St.   Charles  C.  Farrar  is  named  Southeast  Regional  Manager,  with 
headquarters  in  Atlanta,  address  to  be  announced.   Griffith  is  a  veteran  broad- 

caster and  station  representative;  Farrar  is  former  general  manager  of  KSTL,  St. 
Louis.   Edwin  Cooper  will  continue  as  Western  Manager,  Wallace  Engelhardt  as 
Midwest  Manager.   Other  appointments  will  be  announced  shortly. 

SPONSOR,   \  >lume  T,  No.  N  Published  biweekly  b\    SPONSOR  Publications.  Inc.  at  3110  Kim  Ave  .  Bait  Kxerullve.  EdltorUl.  Advertising.  Circu- 
lation OfTWs   Hi  E     1  ■  •  r 1 1  S:      New  Tort  17      JS  a  year  in  V.  S.     f<>  elsewhere.     Entered  as   second  class  matter  19  January  1919  at  Baltimore 
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Too  many  new 
TV  stations? 

AT&T  execs  worried  about  extending  more  credit  to  new  TV  stations 
mushrooming  in  extra  small  markets.   To  run  network  cable  in  costs 
small  fortune.   If  station  is  too  near  major  metropolitan  area  or  is 
UHF  in  VHF  market  audiences  are  hard  to  build.   Long-lines  division 
people  feel  too  many  stations  spring  up  without  much  thought  as  to 
economics.   They  cited  one  station  by  name  as  now  on  skids. 

Cars  take  to  air 

as  never  before 

Night  radio  ahead 

of  daytime:  Pulse 

-SR- 

Car  companies  are  taking  to  air  as  never  before,  new  SPONSOR  survey 

shows  (see  "Cars  on  the  air,"  page  43).   SPONSOR  figures  TV  network 
gross  time  billings  for  1953  should  hit  $22  million,  radio  network 

at  least  $6  million,  spot  radio-TV  additional  millions. 

-SR- 

20.8%  of  all  homes  had  radio  sets  in  use  during  average  quarter-hour 
8:00-10:00  p.m.  period  Monday  through  Friday  in  12  major  TV  markets 
last  January-February,  according  to  Pulse  study  made  for  Katz  Agency 
(station  reps).   In  numbers  there  were  more  radio  listeners  at  night 

(380  per  1,000  homes)  than  in  7:00-8:00  a.m.  "non-TV"  hour  (368  per 
1,000).   You  get  more  men  at  night  too,  Pulse  found. 

Timebuyers  are 
also  human 

-SR- 

Timebuyer's  lot  is  hard  one.   He  (or  she)  makes  from  less  than  $3,000 
to  (unfortunately,  it's  not  very  often)  $14,000.   He's  usually  last  to 
know  about  new  account.   And  it's  easier  for  ad  manager  to  attend 
budget  meeting  of  his  competitor  than  for  timebuyer  to  get  into  stra- 

tegy conference  for  his  own  client.   For  other  fascinating  timebuyer 
lore  based  on  85  respondents  to  SPONSOR  survey,  see  article  page  38. 

Net  TV  billings 

up,  radio  even 

-SR- 

TV  network  gross  time  billings  are  up  21.6%  but  radio  only  0.2%  first 
9  months  1953,  compared  with  same  period  last  year.   PIB  figures: 

NETWORK  GROSS  TIME  SALES 

Net  9  mos.1955 

ABC  $21.5  mil. 
CBS  45.9  mil. 
MBS  16.7  mil. 
NBC  34.7  mil. 

Total  $118.9  mil. 

Network  Radio 

9  mos. 1952 

$26.6  mil. 
42.4  mil. 

14.5  mil. 
35.0  mil, 

1118.6  mil. 

Network  Television 
Net  9  mos.  1955 

ABC  $13.8  mil. 
CBS  67.9  mil. 
DTN  7.2  mil. 
NBC  66.6  mil. 

$155.5  mil. 

9   mos.    1952 

$14.2  mil. 
48.4  mil. 
6.9   mil. 

59.3   mil. 
il28T8   mil. 

\«'u     rial ional   spot   radio  and  TV   business 

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,   start,   duration 

Esso   Standard   Oil   Co, 

NJ 

Esso   Standard   Oil   Co, 

N| 

Joseph     

Martinson     

& 
Son     NY 

Nash-Kclvinator    Corp, 
Detroit 

Nash-Kclvinator    Corp, 

Detroit 
Standard    Brands.    NY 

Wcldon      Farm      Prods, NY 

Total   Power  Esso  Extra 

gasoline 
Total   Power   Esso  Extra 

gasoline |omar  Instant  Coffee 

Nash   motor  cars 

Nash   motor  cars 

Tcndcrlcaf    Tea    prods 

"Alba"      Non-Fat      Dry 
Milk    Solids 

Marschalk     and     Pratt,      55  radio  stns  from  Me  to  La 
NY 

Marschalk     and     Pratt,      13  TV  stns,  from  Me  to  La 
NY 

Anderson  &   Cairns.    NY    NY,    Syracuse,    Wash 

Ccyer,    NY 

Ceyer,   NY 

Compton.    NY 

Doyle,     Dane    &     Bern- 

bach     NY 

366    radio    mkts 

165  TV  mkts 

20  radio.  20  TV  mkts  through- out   country 

NY:  WOR.  WABC.  WMCM. 
WABD 

Radio:     1,500     60-sec     anncts.     chnbrks 

besides  "Your   Esso   Reporter":  9   Nov; 6  wks 

TV:     1,200    60-sec     anncts,     chnbrks;     9 Nov;   6  wks 

TV:    20-sec    film    anncts;    7    Dec;    4,    7, 
13   wks 

Radio:  anncts;   19  Nov;  3  da 

TV:  20-sec  films;   19  Nov;  3  da 

Radio-TV:  I.D.'s,    20-sec    anncts;    mid- Nov;   52  wks 

Radio-TV:  1-3    partic   a   wk:    5    Nov;    52 
wks 

SPONSOR 



This  $66,000,000  steam-electric  generating  station,  the  Philip  Sporn  Plant  at  Graham  Station, 
W.  Va.,  is  among  the  world's  largest  and  most  modern.  Its  output  capacity  of  600,000  kilowatts  sup- 

plies power  for  major  industries  and  industrial  communities  throughout  WSAZ-TV's  114-county  area. 

FULL  STEAM  AHEAD! 
Where  industry  thrives,  so  does  business. 
For  industry  (among  its  other  multiple  products) 
also  creates  big  payrolls. 

Here,  within  the  industrial  center  of  the  United  States, 
hundreds  of  giant  plants  work  at  full  steam  to 
supply  enough  goods  for  consumers  all  over  the  world. 
The  resultant  pressure  of  buying  power  today  tops 
four  billion  dollars  in  114  industrial  counties  served 

daily  by  WSAZ-TV!  As  the  only  television  station 

covering  this  enormously  busy  area,  WSAZ-TV's 
influence  upon  buying  decisions  of  high-income 
families  has  proven  a  potent  force. 

To  put  a  full  head  of  steam  behind  your  sales 

in  America's  industrial  heart,  WSAZ-TV 
is  a  uniquely  profitable  investment. 

TELEVISION 

Huntington-Charleston,  West  Virginia 
Channel  3  -  S4.000  watts  ERP  -  NBC-CBS-Du  Mont-ABC 

Lawrer.ee  H.  Rogers,  Vice  President  &  General  Manager,  WSAZ,  Inc. 

Represented  nationally  by  The  Katz  Agency 

16  NOVEMBER  1953 



jagazine  Radio  and  TV advertisers  use 7  Nuibc Volume 

16  November 

ARTICLES 

Why  don't  air  media  recommend  agencies? 
Most  media  groups  "recognize"  agencies  for  benefit  of  members.  Radio  and 

TV  suffer  because  sponsors  don't  know  which  agencies  are  equipped  to  handle 
air  accounts,   which   are  on  sound   footing   financially  <S9 

11  hat  admen  pui  on  their  bulletin  boards 

Madison  Avenue  office  decor  range?  from  portraits  of  J.  Fred  Muggs  (chim- 
panzee) to  framed  quotations  from  John  Stuart  Mill  (philosopher).  Most 

frequently   encountered   theme   on    ad    alley   bulletin    boards:    lack   of   time  <i£ 

Why  these  .'{J  advertisers  don't  use  air  meilia 
Part  13  of  SPONSOR'S  AU-Media  Evaluation  series  contains  results  of  survey 
of  200  corporations.  Article  examines  reasons  for  not  using  radio,  TV,  given 

by  31    advertisers   (most  commonly  quoted   reason:   money)  «*** 

Why  Cofiee  Bureau  spends  8500,000  itt  radio 
Pan-American    Coffee    Bureau    is   spending    one-third    of   $1.5    million    ad    budget 

on  spot  radio  to  put  across  new  theme,   "take  a  coffee   break"  OO 

85  timehuyers:  salaries,  problems,  backgrounds 
SPONSOR  mailed  questionnaires  to  timebuyers  around  the  country,  got  85 

responses.  Article  contains  first-hand  information  on  how  much  timebuyers  earn, 

how   long   they   went  to   school,   how   they're   regarded    in    agencies  *»© 

II hat  does  new  Starch  study  prove? 

Starch    has   some    new   answers  to   advertiser's   old    question,    "How   effective   are 

my   commercials?"     Will   these   data    upset    media   thinking?  *" 

TV  tips  sales  S'2  million  for  Mages  Stores 
Chicago  sporting   goods  store   bought  a  TV  show  two  years   ago  over  WGN-TV. 

Today,    its    sales    have    hit    $5    million;    firm    has    expanded    to    seven    stores  •!£ 

Cars  on  the  air 

End  of  postwar  car  boom  is  bringing  increased  air  activity  on  the  part  of 

auto  manufacturers  and  dealers.  SPONSOR  round-up  tells  who's  spending  for 

radio   and   TV,   what   they're    buying   and    why  -U 

., 

COMING 

\o.   I  rice  seller  reaches  top  with  air  media 
Minute    Rice    debuted    in     1946,    has    used    an    increasing    amount    of    air    adver- 

tising ever  since.    Today   it  shares  sponsorship  of  two   leading   net  TV   shows  30   .\oi*. 

Should  there  be  a  TV  MS? 

Radio    has   a    Broadcast    Advertising    Bureau;    TV   station    executives    now    want    a 

similar   type   of   organization   for   the    television    industry  *t0   Aoi*. 

DEPARTMENTS 

TIMEBUYERS  AT  WORK 

AGENCY   AD   LIBS 

49TH    &   MADISON 

NEW   AND    RENEW 

MR.  SPONSOR,  Norman  Jay 

P.   S. 

RADIO    RESULTS 

NEW   TV   STATIONS 

NEW  TV  FILMS 

SPONSOR  ASKS 

ROUND-UP 
AGENCY  PROFILE,  George  Wolf 

TV    C0MPARAGRAPH 

NEWSMAKERS  IN  ADVERTISING     1 

SPONSOR   SPEAKS   .... 
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KWKH's  cost 

KWKH,  Shreveport,  not  only  delivers  the    nicest 

radio  audience  in   the  prosperous  Arkansas- 

Louisiana-Texas  area — it  also  delivers  the 

most  listeners  per  dollar.    Its  "cost-per-thousand" 

is  46.4%  less  than  the  second  Shreveport  station'. 

These  audience  figures  are  from  the  new  Standard 

Station  Audience  Report — the  more  conservative 

of  the  two  recent  audience  surveys  made  in 

this  area.    Ask  your  Branham  representative! 

per-thousand-families 

is  46.4%  LESS 

than  the  second 

Shreveport  station! 

LISTENERS  PER  DOLLAR 

( 1-time,  Vi-hour  daytime  rates) 

£,000  Watts CBS  Radio 

KWKH 
A   Shreveport  Time;   Station 

Texas  
~~~^ 

SHREVEPORT  f  LOUISIANA The  Branham  Co..     .      Arkaff1SAS 

Representatives         v-  —          
Henry  Clay,  Genera/  Manager 

Fred  Watkins,  Commercial  Manager 



YOU  CAN  SPONSOR 

THE  BEST  NEWS  IN 

SOUTHERN  CALIFORNIA 

INDEPENDENT  RADIO 

FOR  AS  LITTLE  AS  $18! 
KBIG    hourly    five-minute    newcasts,    judged 

the    best    of    any    independent    station 

by   the    Radio   and    Television    News   Club   of 

Southern     California,    can    sell    for    you, 

whatever  your  business  .  .   . 

IS  IT  FOOD?     Von's  Grocery  has  sponsored 
10:25   A.M.   News  since   June    1952. 

DRUGS?     Willard   Tablet  Company  is  in 

its    second    year    with    the    8:25    A.M.    News. 

AUTOMOTIVE?     Lubal   engine   oil   additive 

ttarted    with    a    morning    newscast — today 

uses    three    a    day — A.M.,    noon,    P.M. 

FURNITURE?      Morning    newscasts    each 

day  sell   O'Keefe   &    Merritt   ranges,    a    KBIG 
charter  sponsor  since   first  day   on   the   air. 

APPLIANCES?     Graybar    Electric    has    sold 

Whirpool    washers    with    KBIG    Morning 

News  for   the   last   ten    months. 

RESTAURANTS  or   HOTELS?   Oceanside's 

Miramar    restaurant,    trailer    park    and 

shops,    daily    on    KBIG    for   the    last    17 

months,    sell    via    afternoon"  Sports    News. 

A  few  seasonal   advertisers   have   just 

concluded     their     newscast    contracts. 

Ask   your    KBIG    representative    or   any 

Robert   Meeker   office   for  these   new 

availabilities,    and    for    the    new    brochure 

giving    all    details    on    KBIG    News    .    .    . 

the    best    in    Southern    California 

independent   radio. 

10,000  WATTS 

AT740 KBIG 

Penny   .Simmons.   Foote,  Cone  &  Be/ding,  New 

York,  is  busily  checking  (  HF  and  VHF  stations 
as  well  as  radio  availabilities   lor  her  new  Paper 

Mate   Co.    account.     "For    the   next   year   or   so," 
Penny  told   SPONSOR,   "we're  planning  to   continue 
expanding  in    radio   and   TV    marketby-markct   with 
station  breaks  and  minute  announcements  aimed  at 

a  general  mixed  audience,  including  teenagers. 

We'll  be  testing  the  efficiency  of  our  buys  via  retail 

sales  in   each  market."    Among  her  other  accounts 
Penny  numbers  International  Latex   and  Spry. 

Ed    JVfCiYeilfu,    7/     director.   Enterprise   Advertis- 
ing. Los  Angeles,  recently  made  an  unprecedentedly 

large  program  buy  for  a  regional  account — Brew  102 
Beer  of  Southern   California.    He  bought   11   half- 
hour  shows  in  Los  Angeles  alone,  nine  of  them 
dramatic    programs.     Brew    102    also    sponsors    a 
weekly  show  on    KERO-Tl  .   Bakersfield;   KEYT, 

Santa  Barbara;  XETV ,  Tijuana,  Mex.   His  announce- 
ment schedule  includes   100  announcements  a  ueek. 

"It's  the  woman  who  buys  beer,"  says  Ed,  "but  the 

man  tells  her  the  brand.    We' re  reaching  both." 

Jean  Carroll.  SSCB,  New  York,  is  busiest  in 
tall,    when    she   places   the   hzavy   spot   campaign 

for  Smith  Bros.,  makers  of  cough  drops.    Year-'round 
print    advertisers,    Smith    Bros,    planned    their 

air  debut  for  this   cold  season.    "This   is  their 
first   year   in    TV,"   Jean    says.    "/   bought   into 
NBC   TV's  Today   show  for  26   weeks  starting  9 
October,   and   supplemented   our  participations   with 

10-second  l.D.'s   in    markets   not   covered  by   the 
show."    Commercials  are  aimed  at  the  family  group 
so  Jean   had  to   work   far  ahead  to  get  choice  time. 

STUDIOS  IN  AVALON 
AND  HOLLYWOOD 

GIANT 
ECONOMY 

PACKAGE  OF 

SOUTHERN 
CALIFORNIA 

RADIO 

John    Poole    Broadcasting   Co. 

"The   Catalina   Station" 

6540  Sunset  Blvd.,  Hollywood  28,  Calif. 

HOIIywood    3-3205 

Nat.    Rep.    Robert  Meeker  Associates,    Inc. 

Gerard  Van  llorson.  Biow  Co.,  New  York, 

is  buying  TV  announcements  for  If  hitehall  products 
in  40  top  TV  markets.    Kith  emphasis  on  Class  A 

time.   Jerry's  fob   of  finding  availabilities  was  a 
rough    one.     The    compromise:    20-second    an- 

nouncements and  l.D.'s  near  top  network  shows  and 
minutes  near  news,  sports  and  weather  programs. 

"The  bulk  of  my  buying  tor   Whitehall,"  says 
Jerry,  "is  for  Anacin's  fall  and  early   winter  cam- 

paign.   I've  been  analyzing  I  II F  availabilities,  too, 
with   an   eye   to  getting  franchises  for  spring." 

SPONSOR 



YOU  CAN'T  BEAT 

THIS  "ONE-TWO"  COMBINATION 

IN  RADIO  ADVERTISING 

•  For  the     One-Two     punch  in  the  South,  turn  to  WBIG!  Study  the 

figures  from  SALES  MANAGEMENT'S  1953  Survey  of  Buying  Power. 
You  II  find  the  Greensboro  Metropolitan  County  Market  leads  such 

prosperous  buying  centers  as  Charlotte,  Raleigh,  Shreveport 

and    Augusta    in    Food    Store    Sales ...  Winston-Salem,   Columbus, 

Charleston,  Greenville  (S.  C),  and  other  larger  cities  in  Drug  Store 

Sales.    And    remember,    Per    Family    Sales   are   high    and    growing 

higher  in  the  active  Greensboro  market! 

Jm  •  WBIG's  staff*  of  artists  and  announcers  offer  you  the  additional  punch  needed 
to  score  in  the  Greensboro  market.  Call  on  this  reservoir  of  experience 

and  talent...  get  the  maximum  return  from  each 

advertising  dollar! 

'Heading  our  staff  are  Bob  Poole,  of  "Poole's 

Paradise,"  .  .  .  Add  Pen  field,  Sports  Director  & 
Newscaster,  .  .  .  Joe  Tew,  Farm  Director. 

Represented  nationally  by  Hollingbery 

GREENSBORON.C 

In  ZfA  Year  of  Broadcasting 
CBS     AFFILIATE       5000     WATTS 

16  NOVEMBER  1953 
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From  the  turbulent  waters  of 

Northern  Maine  to  the  Texas  shores 

of  the  Gulf  of  Mexico, 

Storer  Broadcasting  Compan 

TV  stations  blanket  the  entire 

Eastern  portion  of  the  United  Sta. 

However,  the  programming,  sales  and 

merchandising  policy  of  each  station 

is  tailored  to  the  individual 

community  it  serves. 

n^ 

STORER   BROADCASTING  COMPANY 
WSPD-TV    -^ Toledo,  Ohio 

WSPD    -^-      WJBK 

WJBK-TV 
Detroit,    Mich. 

-V     WAGA 

WAGA-TV 
Atlanta,    Ga. 

—     KABC 

*■      KEYL-TV 
San  Antonio,  Texas 

^        WWVA     -» 

WBRC-TV Birmingham,  Ala. 

WGBS     -^    WBRC 

NATIONAL   SALES   HEADQUARTERS- 

Tp  ?«  cR'  V"  P '  Na,!0n°'  Sde$  DireCt°r  B°B  WOOD'   *"*«•  *»«— ■  Sales  M9r "«  Ea„  57  Street  New  York  22,  ELdorodo  S-7690  .  230  N.  Michiaon  Av..,  Chicago  1.  FRanlc.in  2-«498 



use  all  the 
IMPACT  of 

UJVEC-TV CHANNEL   1  5 

in  the  Great 

Norfolk  Area! 

NORFOLK 
HAMPTON 
PORTSMOUTH 
NEWPORT  NEWS 
VIRGINIA  BEACH 
WARWICK 
WILLIAMSBURG 
SMlTHFIELD 

Here's  selling  power  PLUS  in  the  great 
Norfolk  Metropolitan  Area  where  onfy 

WVEOTV  Is  NBC  .  .  .  beaming  your 

soles  messag-  (I  e  core  of  this 

dynamic    multi-city    rrarket. 

only  WVEC-TV 

by  Bob  Foreman 

Physically  I  think  it's  safe  to  say  there's  nothing  at  all 
really  wrong  with  radio.  The  number  of  new  sets  attests  to 

that  (almost  nine  million  in  first  eight  months  of  '53).  Out- 
of-the-home  and  not-in-the-living  room  viewing  figure>  (  un- 

reliable as  they  may  be)  go  further  to  prove  this.  However, 
many  things  seem  to  be  rather  awry  psychologically.  My  own 

psychiatric  recommendation  would  lie  to  have  the  patient  and 

its  guardians  stop  thinking  of  radio  as  the  arch  competitor 
of  television  and  concentrate  on  magazines  and  newspapers. 

Instead  of  spending  large  sums  trying  out  new  ways  of 

fighting  television,  a  dash  of  ingenuity  could  be  expended 

on  proving  what  can  easily  be  demonstrated — namely,  that 
radio  right  now  gives  an  advertiser  far  greater  opportunities 

at  less  cost  to  talk  to  people  than  do  printed  media.  Next,  I 

would  re-emphasize  the  powers  of  persuasion  of  the  human 

voice — something  that  seems  to  have  been  almost  forgotten 

since  TV  came  along  and  added  pictures-in-motion  to  these 

persuasive  words.  (Some  of  the  most  effective  TV  commer- 

cials rely  90%  on  their  audio.  10',   on  what  is  seen!  I 

NBC's  new  Three  Plan  is,  I  think,  another  case  in  point 
where  radio,  panicked  and  disorganized,  is  approaching  its 

problems  with  what  might  turn  out  to  be  misguided  psychol- 

ogy. Here  it  is  moving  right  over  into  TV's  camp — whereas 
this  is  one  area  where  radio  still  has  it  all  over  television. 
What  I  mean  is  this: 

Radio,  by  offering  the  advertiser  the  ability  to  buy  in  and 
out  of  different  programs  at  bargain  rates  on  a  participating 

and  floating  basis,  surrenders  a  birthright.  One  of  the  great- 
est strengths  radio  always  had  was  the  sole,  unfettered  and 

unsharing  ownership  of  a  program  which  it  offered  an  adver- 
tiser. Throughout  the  years,  many  a  product  was  built  by 

such  close  and  undivided  association  with  a  program.  To 

allow  another  sponsor  to  whittle  away  at  this  would  have 

been  unheard  of  a  few  years  ago — heresy  at  the  very  lea>t. 

People  in  those  days  knew  who  sponsored  what  and  the  rela- 
tion was  a  healthy,  Lasting  and  mutuall)  beneficial  one. 

Along  come-  TV.  Even  in  it-  infancy  the  medium  became 
so  costly  that  it  was  necessary  (for  network,  station  and 

packager  alike)  to  sell  parts  of  programs  to  an  advertiser 
the  way  they  now  >v\\  chicken-  in  poultry  stores.  This  gave 

rise  to  a  philosophy  (discussed  here  previously)  of  diffusion 

time  buying  and  split-personality  programing — a  philosophy 
[Please  turn  to  page  54) 
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New  Pressure  Microphone 

tfsftffe 
/ 

BK-1A 
All-New 

V    Pressure  Microphone 

AM,  FM  and  TV 

ThIS  IS  THE  NEW  MICROPHONE  that  is 

making  broadcast  and  television  history.  It  includes 

ever)  outstanding  characteristic  of  the  RCA  88-A, 
which  it  replaces,  plus  new  advantages  found  in  no 

other  microphone  in  its  price  range  or  class. 
Check  the  facts! 

•  Type  BK-lA  is  unobtrusive,  even  in  the 

"close-ups."  New  styling,  non-reflecting 
finish  blends  right  into  the  TV  picture 

•  Type  BK-lA  is  absolutely  insensitive  to  air 

blast  and  vibration  — ideal  for  "close-ups" 

•  Type  BK-lA  has  a  frequency  characteristic  that  is 
independent  of  distance  from  the  sound  source 

•  Type  BK-lA  has  uniform  response  over  the 
essential  audio  range 

•  Type  BK-lA  can  be  used  in  any  kind  of  weather 

•  Type  BK-lA  detaches  from  base  for  hand- 
announcing  (it  can  also  be 
mounted  on  floor  stands) 

•  Type  BK-lA  is  equipped  with  a 
ball-and-swivel  mount— can  be 
turned  in  any  direction 

•  Type  BK-lA  is  only  8  inches  high;  weighs 
just  19  02.  (less  base  and  cabled 

For  details  and  delivery  infor- 
mation on  this  new  remarkable 

semi-directional  microphone,  call 
your  RCA  Broadcast  Sales 
Representative 

ti&\ 
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Front  Cover 

Screen 

Diaphragm 

Voice  Coil 

Acoustic  Damping 

Center  Core   Magnet 

\i<   Case 

Transformer 

Tube 

Acoustic  Seal 

Terminal  Board 

Back  Cover 

Cable 

.Ball  &  Socket  Swivel 

Stand 

Retaining  Washer 

Thumb  Screw- 
Cushion 
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Want  to  see 

your  sales 

SKY  HIGH? 

anchor 

your advertising 

I  .   Huge  coverage     2 

out  of  3  French  radio 

homes  in  Quebec. 

2.    Hundreds  of 

thousands  of 

faithful  listeners  day 

and  night  as 

reported  by  B.B.M. 

.'5.  Selling  power 

second  to  none 

L      7  -   >  box  tops 
List  year. 

CBS  Outlet  in  Montreal 

Key  Station  of  the 
TRANS-QUEBEC  radio  group 

CKAC 
MONTREAL 

1 730  on  the  dial  •  10  kilowatts 
Representatives 

Adam  J.  Young  Jr.    New  York,  Chicago 

Omer  Renaud  &  Co.   -Toronto 

frttM** 
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SPEIDEL  ON  TV 

The  Speidel  article  |""\\h\  Speidel 

spends  LOO??  of  budget  on  TV,"  5 
October  1953  sponsor,  page  28),  was 

ver)  interesting,  had  a  wonderful  con- 
tinuity and  was  a  very  appropriate  ar- 

ticle in  this  particular  issue  since  it 

showed  various  points  of  view  of  dif- 
ferent manufacturers. 

I  .  .  .  was  interested  to  see  Dr.  Pep- 

per's radio  technique  was  doing  a  job 

as  against  TV  doing  a  job  ["Dr.  Pep- 

per prescribes  radio  phone  giveaway," 
page  34],  and  how  Ben  Duffy  points 
out  that  each  medium  has  its  niche 

and  that  all  forms  of  advertising  can 

ultimate!)  pay  off  if  projected  into  the 

proper  direction  ["How  BBDO  evalu- 
ates media,"  page  25]  .  .  . 

Charles  Spitzer 
Sales  Manager 

Speidel  Corp. 
Neu    York 

MISSING  ISSUE 

Somehow,  our  copy  of  your  August 

24  Negro  Market  issue  has  disap- 
peared, just  when  I  needed  it  most. 

Would  you  please  send  us  another  one, 
and  bill  us  accordingly. 

Robert  S.  Cracin 

George  R.  Nelson.  Inc. 
Schenectady  5 

SILVER  DOLLAR  MAN 

As  you  well  know  I  have  followed 

your  magazine  closer)  since  you  first 

began.  I  think  you've  contributed  a 
great  deal  in  main  ways  to  our  indus- 

try Consequently,  I  was  ver)  sur- 
prised  and  sorr)  to  read  the  article  in 
your  October  5  issue  regarding  the 
Dr.  Pepper  Silver  Dollar  Man  program 

"Dr.  Pepper  prescribes  radio  phone 
giveawa) ."'  page  34]. 

I  lii-  program  is  being  used  in  many 
small  market-  in  Vu  England  by 
1  0  i  <  ola  ami  was  submitted  to  us  for 
■  onsideration  last  spring.  It  appears  to 
have  all  three  of  the  necessar)    factor- 
which   constitute  a   broadcast   lottery, 
and  upon  stud)   b)   our  attorneys  and 

subsequent  confirmation  by  NARTB. 
we  were  convinced  that  it  represents  a 

lottery  and  places  the  license  of  the 
broadcaster  in  definite  jeopardy  if  it i-  carried. 

The  lottery  aspects  are  so  obvious 
that  we  are  rather  surprised  that  small 
market  stations  continue  to  accept 

these  programs  for  broadcast.  It  is 
interesting  to  note  that  it  is  not  carried 

in  any  major  market.  When  a  maga- 
zine of  your  stature  carries  an  article 

apparently  recommending  the  feature, 

I  feel  you're  doing  the  industry  harm. 
1  feel  that  you  carry  a  responsibility 

to  check  the  legal  aspects  of  any  pro- 

mam  before  you  write  a  complimen- 
tary article  about  it.  Ill  be  interested 

in  having  your  comment  on  this. 
Hervey  Carter 
General  Manager 

WMIR 

Manchester,   V.  H. 

•  SPONSOR  -cnt  a  copy  of  Mr.  Carter-*  let- tir  tf)  A.  H.  Caperton.  Illlnwlllllnfl  manager  of 

the  Dr.  IVppcr  Co.  Here  fa  hi-  comments  "Only 
after  consultation  with  the  legal  departments  of 
our  company  and  of  our  agency  did  we  proceed 
with  the  broadcasts  t»f  the  *Dr.  Pepper  Silver 
Dollar*  radio  and  TV  shows.  Furthermore,  it  is 
not  conceivable  that  such  a  show  would  he  car- 

ried hy  more  than  50  stations  across  the  coun- 

try    if    it    constituted    a    lottcr\." 

PUBLIC   RELATIONS 

Congratulations  on  the  splendid  sto- 
ry on  the  Rubel-Ziv  show  promotion 

["How  to  get  the  most  out  of  your  pub- 

lic relations  show,"  5  October  1953, 

page  33]. Would  you  send  me  50  copies  of  the 

magazine,  billing  us  for  the  cost,  and 
also  advise  what  it  would  cost  to  get 

500  reprints,  including  the  cover  of 

the  magazine,  and  the  same  without 
the  cover.   .    .   . 

Leonard  M.  Si  ye 
President 

Leonard  M.  Sive  &  Asso. 
Cincinnati  2 

Cost     of     50O     reprints,     with     or     without     the er.    is    MS. 

12 

REPRINT  REQUEST 

I  think  your  magazine  is  the  finest 
of  its  kind  on  the  market  today.  I 

always  look  forward  to  each  issue.  I 
would  like  to  have  reprints  I  five  of 
each  I  of  the  following  articles: 

"How  to  get  the  most  out  of  \our 

public  relations  show."  5  October  1953 
[page  33].  and  "Saturation  radio  puts 
the  razzle-dazzle  in  Ford  one-day 
sales."  19  October  1953  [page  30]. 

(Please  turn  to  page  17  I 

SPONSOR 

L 



M£$G/MMf? 

O NEWS  Helps  Station  prove 

Best  Gimmick  of  All  is ...  Qualify ! 

By  carefully  analyzing  a  prospective  sponsor's  needs  in  terms  of  program 
calibre,  WAIR  of  Winston-Salem  came  up  with  a  winning  combination. 

Prospect  was  Central  Carolina  Motors,  local  Cadillac-Oldsmobile 

agency.  Salesman  Walk  Yoigt's  exploratory  conferences  disclosed  — 

1 )  Prospect  was  highly  quality-conscious,  as  might  be  expected. 

2)  To  be  successful,  program  had  to  provide  coverage-in-depth  among 
better-income  groups. 

WAIR  proposed  an  Associated  Press  spot  news  program.  To  the 

station's  own  reputation  for  effective  coverage  was  added  the  lure  that 
"The  AP  is  the  Cadillac  of  the  news  field." 

This  was  something  the  sponsor  could  easily  grasp  and  believe.  It 

appealed  to  his  sense  of  suitability.  He  agreed  to  a  5-minute,  Monday 
through  Friday,  program.  Then  sales  of  cars  encouraged  an  expansion 

to  10  minutes.  Today,  it's  a  quarter-hour  newscast. 

Says  Manager  Jack  Weldon: 

"This  is  a  success  sfory  without  a  gimmick  — unless  you  choose  to  think 
quality  is  the  best  gimmick  of  all.  Our  sponsor  believes  Cadillac  is  the 

ultimate  in  automobile  quality.  We  at  the  station  believe  just  as  firmly 

that  the  ultimate  in  news  is  AP.  The  marriage,  you  might  say,  was 

inevitable." 

l,i  your  station  is  not  yet  using  Associated  Prest 

sen  ire,  your    IP  Field  Representative  can 

cup  you  complete  information.  Or  urite   

Those  who  know  famous  brands. . .  know  the  most  famous  brand  in  news  is  /P 

16  NOVEMBER  1953 
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adtc 

j   q{a//J^  &£/^/w  spot  radio  1 
|               EAST,  SOUTHEAST 

\ 

WBZ-WBZA                    Boston-Springfield NBC                     51,000 
I                              WGR                                 Buffalo 

|                             KYW                                Philadelphia 

CBS                          5,000 

NBC                       50,000 

\                              KDKA                                Pittsburgh NBC                       50,000 

|                              WFBL                               Syracuse CBS                          5,000 

%                              WCSC                                 Charleston,  S.  C. CBS                          5,000 

|                              WIST                                 Charlotte MBS                         5,000 

|                             WIS                                   Columbia,  S.  C. NBC                         5,000 

WGH                                 Norfolk-Newport  News ABC                         5,000 

WPTF                                Raleigh-Durham NBC                       50,000 

|                              WDBJ                                Roanoke CBS                          5,000 

1 
1 

\               MIDWEST,  SOUTHWEST 

1                             WHO                                Des  Moines NBC                      50,000 

|                             WOC                                 Davenport NBC                         5,000 

WDSM                              Duluth-Superior ABC                         5,000 

WDAY                              Fargo NBC                         5,000 

|                              WOWO                             Fort  Wayne NBC              C.  P.  50,000 

|                              WIRE                                 Indianapolis NBC                        5,000 

1                              KMBC-KFRM                   Kansas  City CBS                         5,000 

\                             WAVE                              Louisville NBC                         5,000 

1                              KFAB                                 Omaha CBS                        50,000 
X                             WMBD                             Peoria CBS                          5,000 

KFDM                                Beaumont ABC                         5,000 

KRIS                                   Corpus  Christi NBC                         1,000 
I                              WBAP                                Ft.  Worth-Dallas NBC-ABC                  50,000 
1                              KXYZ                                Houston ABC                         5,000 
g                              KTSA                                 San  Antonio CBS                          5,000 

MOUNTAIN  AND  WEST 

KDSH                               Boise CBS                          5,000 
KVOD                                Denver ABC                        5,000 

1                              KGMB-KHBC                   Honolulu-Hilo CBS                          5,000 

I                              KEX                                    Portland,  Ore. ABC                       50,000 

- 1                                                                                                                                                                                       1    1 



I  "Choice  of  Programs  - 

To  Fit  Your  Needs!" 
by  WILLIAM  W.  BRYAN 

Manager,  Detroit  Office 

All  Americans  may  be  born  "equal"  before  the  law 
—  but  oh,  how  different  they  are  in  tastes,  habits, 
needs  and  desires. 

A  lot  of  these  differences  are  regional.  So  much  so 

that  audience  ratings  for  even  the  biggest  national 

radio  shows  often  vary  by  hundreds  of  percents,  from 

city  to  city. 

This  sets  up  one  of  the  basic  advantages  of  Spot 

Radio.  It  permits  alert  advertisers  to  capitalize  on 

local  or  regional  program  preferences  —  to  select 

programs  which  appeal  to  their  best  prospects  in 

any  or  every  market. 

Most  of  the  top-notch  stations  listed  at  the  left  have 

local  Spot  Radio  programs  that  out-rate  and  out-sell 

big-time  network  shows  —  and  save  their  sponsors' 
money  at  the  same  time. 

CHOICE  OF  MARKETS 

CHOICE  OF  STATIONS 

CHOICE  OF  TIME 

CHOICE  OF  PROGRAMS 

CHOICE  OF  AUDIENCES 

CHOICE  OF  BUDGETS 

CHOICE  OF  MERCHANDISING 

FT D 
REE  &  JT  ETER 

INC. 

Pioneer  Station  Representatives  Since  1932 

YORK  CHICAGO  ATLANTA  DETROIT  FT.  WORTH  HOLLYWOOD  SAN  FRANCISCO 



1 

Wherever  people  go  in  the  South,  there 's 

BILL  ALLEN 

Today's  Top  Five 
MAC  O'DELL Old  Country  Boy 

\ 
AUDREY  HOLMES 

Lady  of  the  House 

nIING 

orld 

JOHN  RICHBOURC 

Your  Esso  Reporter 

and  wherever  people  go,  there's 

CBS RADIO 

BING  CROSBY GENE  AUTRY LOWELL  THOMAS  ED.  R.  MURROW 

llie  network  with  America's  greatest 
shows,  featuring  the 
world's  most  popu- 

lar Stars: 

It's  a  combination 
that  adds  up  to  the 
Greatest  Sales  Power 

in  the  South! 

WLAC 50,000  WATTS  1/1/  I    U  I    REPRESENTED  BY  THE  KATZ  AGENCY 

THE  BROADC 

16 
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Incidentally,  oui  local  Ford  dealer, 
after  reading  the  article  in  hi-  trade 
press,  and  reading  the  sponsoh  article, 
ia  trying  the  same  thing  here  this 
week.  .  •  • 

Rll  II  Mil)    J.      \l  I  K.I  it 

Sales  Representative 
It  III  I 

l)<>\ lestou  a.  I'll. 

TV  RESULTS 

Your  monthl)  Feature,  "  I  \  Results, 
.  ertainl)   l»« -1  [ >-  us  solve  man]   ol  our 
-ali'*  problems. 

Would  it  be  possible  to  order  300 

reprints  of  each  "T\    Results"   page, 
that  could   be  delivered   shortl)    after 

your    magazine    is    distributed?     We 
would  plan  to  use  them  in  a  mailing 

piece  on  each  publication  date.  .  .  . 
Dow  m:i    Hi w  i  v 

General  Wanagei 
II  TVP 

Decatur,  III. 

•       kio  r«printi  of  each  ■'!%    Rosalia"  pace  wonld 
rn«1    SH.T.'V    per    i>-uc. 

condensation  "I  tin-  "transit"  phase  ol     THE    NEW    KEY    TO 

From  time  to  time  your  publication 

has  put  out  a  capsule  digest  of  l\ 
success  stories. 

I    would    appreciate    receiving    the 
latest  such  series  of  summaries,  and 
would  like  to  have  it  in  booklet  form 

il  it  has  been  edited  ami  published  in 

tin-  particular  wa) . 
Ben  N.    \t  i.m  \\i:k 

tllmaver-Fox    Igency 
Kansas  City  0 

We  think  your  annual  "TV  Result- 
edition  is  a  tremendous  sales  tool! 

In  fact,  we  think  so  highly  of  it.  we 

would  like  to  know  the  charges  of  get- 
ting two  copies  each  ol  ever)  annual 

""  I V  Results"  issue  so  far  released. 
Would  you  let  me  know  the  number  of 
these  annual  editions  and  the  total  cost 
involved. 

John  Birr 

Isst.  l/<.r.    tdvertising,  Publicity 
&   Promotion 

ABC,  San  Francisco  2 

•  "TV  Results*1  Is  included  In  the  suhscriptinn 
pri.-r  of  SPONSOR  ( .«8  annually).  Extra  copic. 
cost  $1  each  for  Irs*  than  lO  copic*:  7Sfl  each 
for  10  or  more  copies;  SOe  each  for  2.%  or  more 

<-opi<<.  SPONSOR  has  been  pnbUshina;  its  annual 
"T^  Results'*  editions  for  three  years;  however. 
•nl)    the    ll>.".:i    edition    is    atailahlc. 

Media    Basics    II    and    the    Ul-Media 

Evaluation  Stud) .   whi<  h  appeared   in 
the  Ma)   L8,  1953  <  op)  of  jroui  ma    i 
/in.-  |  page  39 

\\  e     ai  e     en<  losing     herew  ith     t  w  ■  > 
copies  of  the  Noi  embei    L953  issue  ol 

The    Idvertiser's  Digest  on  page  -'I  ol 
u In*  h    you    will    li M.l    the   abo\ e  i 
tioned  ai  li'  le.  .  .  . 

S.  V.  Waterman 
EditOl 

Publishers  Digest,  ln< 

Chicago  !•• 
•      SPONSOR',    UUMedia   Stud]    trill    be   reprinted 
in    hook    form    in    I •>.".  I .     K.    erral        are      pi- 
,1,1.    ,,..„    l>>    wrilini:   to  SPONSOR,    hi   I       !<'■  I.   St., N.-»     ̂   rk 

FARM  RADIO 

The  October  L9  issue  of  sponsor 

does  an  excellent  job  in  analyzing  the 
subject  of  farm   radio.     ̂   OU   are  to   be 

congratulated. 

Please  -end  me  eight  copies  ol  thi- 
issue  of  sponsor  for  internal  distribu- 
tion. 

Donald  K.  De  \euf 
General  Manager 

Rural  Radio   \  riu  in  I, 
Ithaca 

FORD  SALES 

Just  completed  reading  the  lend 

stor)  ["Saturation  radio  puts  the 

ra//le-dazzle  in  Ford  one-day  sales." 
I1)  October  1953,  page  30].  and  on 

page  128  I  saw  a  piece  of  information 
that  amazed  me.  Thought  you  would 

be  interested  in  knowing  that  the 
Stor)  reference  to  the  Philadelphia 

campaign  says  thai  Ogontz  Motors 
used  WIBG  and  \\  III.  plug  newspa- 

pers. The)  actual!)  used  WIBG  and 

WIP  (no  WFIL).  ' 
Edw  \i;i>  \\  wxis 

Director  Sales  Promotion  & Publicity 

II  IP,  Philadelphia 

MEDIA  STUDY 

It  is  indeed  a  pleasure  to  reprint  a 

TV  DICTIONARY   HANDBOOK 

I    would    ver)     much    appreciate    re- 

•  '•i\ing  about  a  dozen  copies,  if  possi- 

ble, of  \our  "TV  dictionary  handbook 

lor  sponsors.1 We  have  found  it  very  useful  and 
on  many  occasions  have  given  copies 
to   our  clients.    .    .    . 

Lit\  Ku  FMW 

Motion  Picture-TV  Division 

Kling  Studios.  Inc. 
Chicago  11 

•  SPONSOR'S      "TV      dictionary  handbook"       i- 
atailahle  %.ilh  e\  ery  subscription  to  SPONSOR. 
Additional     copies    cost     $2     each. 

WKJF-TV g/uuuteC  53 V  PITTSBURGH   A 

■
k
 

It's  good  business  to  sell  the 
rich  Pittsburgh  market  through 

WKJF-TV,  Pittsburgh's  pioneer 
UHF  television  station.  In  addition 

to  "top"  NBC  shows,  WKJF-TV 
offers  a  wide  range  of  local-interest 

programs — all  designed  to  assure  a 

high  audience  "pull"  from  America's 
eighth  largest  trading  area.  And  re- 

member— the  more  than  680,000  set 
owners  in  the  Pittsburgh  area  are 

converting  fast  to  receive  Channel 

53,  Pa  Pitt's  Preference. 

branding 

WKJF-TV g/uuutel  53 
PITTSBURGH 

National  *«pr>»ntofrvM:  WEED  TELEVISION 

New  York        Chicago        Detroit        Boston 
San  Francisco       Atlanta        Hollywood  dj 

16  NOVEMBER  1953 
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A  T  THE  SIGN  OF  THE  ROOSTE 

I  WJAR-TV 

The  proud  Rhode  Island  Red  Rooster  is  symbolic 

of  the  publics  preference  in  quality  and  taste  in  the  American  home. 

As  is  WJAR-TV,  Channel  10  in  Providence,  the  welcome  guest 

in  more  than  85%  of  Rhode  Island  homes. 

WEED      TELEVISION,      NATIONAL      SALES      REPRESENTATIVES 



New  and  renew 16      NOVEMBER       1953 

1. \«*u*  »n   IS  ml  ut  \etworks 

SPONSOR 
AGENCY 

Consolidated     Cosmetics. 
Chi 

8.    F     Good.ich.    Akron 

BBDO.    NY 

BBDO.    NY 

Lambert    Ph.um     '  Listcrine 
Antizyme  0   Antiseptic'. 
St      Louis 

Lewis  Howe   Co.    St    Louis 

Lambert    f>    Fcislcy.    NY 

R&R.    Chi 

Paper-Mite  Co.  Culver 
City.    Cal 

Radio   Church   of   Cod 

Socony-Va-uum    Oil.    NY 
Stcvart-Warner  Corp.   Chi 

FC&B.    NY 

Huntington    Parmelcc. 
Beverly    Hills 

Compton.    NY 
MicFarland   Aveyard.   Chi 

STATIONS 

CBS 

>04 

NBC 
200 

CBS 

NBC 200 

NBC 200 

ABC 

83 

NBC 

NBC 200 200 

PROGRAM,    tima.    start,    duration 

Edgar     Bi  r  McCarthy     Show,     alt     Sun 
9  30   10    pm;    II     Oct;    19    wks 

V/cekend.   Sun   4-6   pm ;   2   partic   per   prog     25   Oct 
6    wks 

Les   Paul   &   Mary   Fod   at   Home;   M.   W.    F   7  30-35 
pm.    Sat   9  40  45    am      10:30-35   am.    2-2 
9   Nov;    No     wks   not   set 

The   Three   Plan;   Seconl   Chance.    M-F    11   45    12   n; 

It    Pays   to   be    Married.    M-F    5  45-6   pm;    Fibber 

McCee    &     Molly.     M-F     10-1015    pm ;     3     partic 
per    wk;     13    Oct;     13    wks 

The   Three    Plan      'sec   program    listing   above   under 

"Lewis-Howe "i    3   partic   per  wk;    16   Nov;  6  wks 
The    World    Tomorrow;    Sun    12:35-1    pm ;    25    Oct, 

52    wks 

NBC    Symphony;    Sun   6:~0-7:30;   8    Nov;    22   wks 
John    Cameron    Swayze;    T.    Th.    F    9:30-35    pm;    20 

Oct;    52    wks 

2. Kenctcetl  on   liuilin  Networks 

SPONSOR AGENCY 

Billy    C.-ah->m    Evangelistic 
Fdtn,    Minn 

Continental    Bkg.    NY 

Free    Methodist   Church, 
Winona    Lake.    Ind 

General    Fds.    NY    >  Jell -0. 
(ell-0    nuddings,    pic- 
fillingsi 

Walter    F.    Bennett.    Chi 

Ted    Bates.    NY 

Walter    F.    Bennett.    Chi 

Y&R.     NY 

STATIONS  PROGRAM,  time,  start,   duration 

ABC  309  Hour  of  Decision;   Sun  3:30-4  pm;    1    Nov;   52  wks 

CBS    56  Make   Up  Your   Mind;    M-F    1 1   30-45   am;    16   Nov; 

52    wks ABC   60  Light  &  Life  Hour;  Sun  8:0-9  am;  25  Oct;  52  wks 

NBC   162  Bob  Hope  Show;  M-F  10:30-45  am:  9  Nov;  52  wks 

3, Vftfiotuii   Broatleast   Sales  Executives 

NAME FORMER    AFFILIATION NEW  AFFILIATION 

Eugene    Accas 
tack  S.   Atwood 
M.    Dean    Bafford 
Claire    O.    Banks 
Verne   W.    Behnke 

Ted    Bergmann 
Kurt    Blumbcrg 
Robert  L.    Brockman 

Frank    J     Brodock 
John    B.    Burns 
Richard    Bush 

Bernard    W.    Carney 
Norman    E.    Cash 

Slocum   Chapin 
Al   Constant 

Charles   Cowling 
Donald  Coyle 

John   T.    Curry   |r 
Robert  A.   Curtis 
Richard  C.   Dawson 

Don    Durgin 

Joe    Eaton 
Bruce    Eells 

Frank    E.    Fitxsimonds 
Frank    Freeman 

Lloyd    B.    Cibson 
Bob  Cilbertson 

Barney    Coldman 

Murray  Crabhorn 

loseph    Creene 
Maurie    Cresham 

Art  Custafson 

Charles   E.    Hamilton 
Arthur    F.    Harre 

Henry   T     Hcde 

ABC,    NY.    mgr   radio    sis  devel 

WRDO.   Augusta.    Me,    mgr 

Bolsey  Coro  of  Amer,  NY.  pub  rel  dir 
KELS.  Kelso.  Wash,  mgr 
CBS   TV   Film    Sis.    NY.   acct   exec 

Du    Mont   TV    Net.    NY,   gen   mgr 
Ziv    TV.    NY     exec 

ABC    Spot    Sales.    Chi,    acct    exec 
Rccla    Films.    Miami,    sis    mgr 

CBS-TV    Film    Sis.    NY.   acct   exec 

Consolidated    Film    Sis.    Atlanta,    mgr 

Chief.    Third    Army    radio-TV    branch 
WLW.    Cinci.    gen    sis    mgr 

ABC.    NY.   chg   ABC-owned   TV  stns 
KONA     'TV'.    Honolulu,    opcrs    mgr 
KMPC.    LA.    natl    sis    mgr 
ABC.    NY.    mgr    res    dept 

KMOX.    St    Louis,    sis    prom    dept 

Boston    Molasses    Co.    New    Engl    sis    mgr 
Paul    H.    Raymer,    NY,    TV   acct   exec 
ABC.    NY.    mgr    TV    sis   devel 

WKLO.    WKLO-TV.    Louisville,    gen    mgr 
Ziv  TV.    NY.   special    New    Engl    rep 
KFYR.    Bismarck.    ND.    gen    mgr 

ABC   TV    Net.   asst    mgr    film    prog   dept 
WEBR.    Buffalo,    acct   exec 

Chicago    Trib.    sis    rep 
Ziv,    NY,    sis    exec 

Edward    Petry.    NY.    chg   new   bus  devel 

NBC   Film  Synd.    NY,   asst   mgr  film   exchange 
TV  film  synd  field 

Rhodes   Dept    Store.    Seattle,   exec 
KFI,    LA,    supvr   sis   6   prog 

W||D,    Chi.    gen    mgr 
ABC.    NY.    admin    asst    trcas   office 

Same,    dir    net    radio    sis    devel 

WCSH-TV.    Portland.    Me.    natl    sis    mgr 
WKNB-TV,  Hartford.  Conn,  dir  pub  &  prom 
KENI.    Anchorage.    Alaska,    mgr 
Motion    Pix    for  TV.    NY,   acct  exec  eastern   sis  div 

Du   Mont   Labs.   NY.  dir  bdestg    'eff   1    |an     54 
TV    Progs   of    Amer.    NY.    asst    to    vp 
Ceo.   W.   Clark.   Chi.   acct  exec 

Same,    gen    mgr 

ABC    Film    Synd.    supvr   Chi   sis  office 

CBS   TV    Film    Sis.    Atlanta,    southeastern   area    mgr 
WFBM.  WFBM-TV.   Indpls.  prom  mgr 

ABC    Radio    Net.    NY.    asst    sis   mgr 
Same,    dir    ABC    TV    net 
Same,    stn    mgr 

Also   AM    Radio   Sis  Co.    Hywd,    West   Coast    mgr 
Same,   dir  net  TV  res 

WEEI.    Boston,    dir    sis    prom 
WBZ     WBZA,    Boston,    radio    sis    stf 

KACY-TV.    St    Louis,    natl    sis   mgr    ' hq   in    NYi 
Same,    dir    net    TV    sis    devel 
Same,    also    prcs 

TV    Progs  of  Amer.    NY.   western   div   mgr 

Also  pres,   North   Dak  State  Bdcstrs  Assn 
ABC   Film  Synd.   NY.  admin  asst  to  vp  chg  div 
WBBF.    Rochester.    NY.    sis   mgr 

Harrington     Rightcr   &    Parsons.    Chi.    acct   exec 
Guild    Films.    NY.    gen    sis    mgr 

WATV.   WAAT.    Newark.    NJ.   dir  of   sis 

ABC    Flm    Synd.    NY.    traffic    mgr 
Motion    Pix    for    TV.    Western    sis    mgr.    film    synd 

div    'Beverly    Hills' 
KMO-TV,   Tacoma,   acct  exec 
Same,    asst    to   pres 
WENR.  Chi.  mgr 

A3C    TV.    NY.    admin    mgr   TV   net    sis 

'  (  oniinued  next  / 1  ■_ 

In    next    issue:     /Veto    and    Renetced    on    Television     (Mettrork) ;     Advertising    Agency    Personnel 

Changes;  Sponsor  Personnel  Changes;  Station  Changes  (reps,  neticork  affiliation,  poicer  increases) 

n  umbers  after  nam** 
refer  to  New  and  Re- 

new category 

R.  A.  jnrkson 
\  orman  E.  Cash 
Kurt  Blumberg 

Drew   A. 
Brure  Eells 

16  NOVEMBER  1953 

19 



16      NOVEMBER      1953 

\«'ir  tuitl  rvnvir 

3. 

4. 

National  Broadcast  Sales  Executives  (cont'd.) 
NAME FORMER    AFFILIATION 

Robert    Hoffman 

Jack   Irvine 
Richard    A.    Jackson 
Herb   Jaffe 
Ceorge    lohannessen 
Drew  Kaye 

William   H.   K.  II.  y 

Wally    Kinnan 
David  Kittrell 

Hugh   Ben   LaRue 
Ceorge  E.   Ledell  jr 
Frances   Lindh 

Jack   Lucas H.  Maier 

Jack    Maurcr 
Richard  P.  McClanahan 

John   W.    McCuire 

Bill    Merritt 
Tom    Miller 
Bernard    N.    Mochan 
Albert   C.    Morey 

Wynn    Nathan Erwin    Needles 

Ceorge   Nickson 

Paul  S.   O'Brien David    E.    Partridge 

Curtis   Prior 
Chet  Randolph 
Patrick    W.    Rastall 
Arnold    Routson 
David    Scott 
Hean   Shaffner 
Thomas   H.    Shechan 
William    E.    Skinner 
Stanley   L.   Spero 
Oliver    Treyz 
William    MacCruder 

Walker 
Ceorge   Weiss 
Linton   Wells 

Seymour    Whitelaw 
Otis   P.  Williams 
Chris   J.   Witting 
Dallas  Wyant 

Unity   TV   Corp,    NY,   acct  exec 

KONAlTV),    Honolulu,    local    sis   mgr 
SPONSOR   Mag,   NY,   asst  ed 
MCA,  NY,  sr  acct  exec 
Harry   B.   Cohen   Adv,   NY,   res  dir 
I'C'J     Honolulu,   acct   exec 
Motorola,    Chi,    vp 

WKY,   WKY-TV,   Okla   City,   chg   pub  rel 
Katz  Agcy,   Dallas,   acct  exec 
WOR-TV,   NY,   natl  acct  exec 
KHJ-TV,    LA,   acct   exec 
R&R,  SF,  acct  exec 
WCCO,    Mpls,    stn   acctant 
CBS    Radio    Spot    Sis,    mgr    Atlanta    office 
WCUE,    Akron,    O,    vp 
KHDM,   Des   Moines,   acct  exec 
Anahist  Co,  Yonkers,   NY,  adv  dir 

Wyatt  &  Schuebel,  NY,  acct  exec 
CBS  TV  Sales,  Chi,  acct  exec 
Spencer,  Inc,  New  Haven,  dir  adv  &  sis  prom  mgr 
Prc-ktor-TV,    Mid-west   sis  mgr 
UTP,    Chi,    western    div    sis    head 
WKNB,   Hartford.  Conn,  sis  stf 
KEEP,   Twin    Falls,    Idaho,    mgr 
Detroit  Times,   adv  stf 
WLW  TV  stns,  Cinci,  gen  sis  mgr 

WRC.  WNBW,  Wash.  DC,  prom  &  adv  stf 

WLS,  Chi,  asst  farm  dir 
/*BC   Radio   Net,   Chi   sis  stf 
WCOL,    Columbus,   0,   acct   exec 
WKNB,    Hartford,    Conn,    sis    stf 
ABC,  NY,  asst  dir  res  &  sis  devel 
Washington  Transit  Adv,  exec 
Arvin    Industries,   Chi    branch    mgr 
KMPC,    LA,   acct   exec 
ABC,    NY,   dir   res  &   sis  devel 
Y&R,    NY,    media    buyer   P&C 

IJTP,    Chi,    natl    sis   mgr 
WCHF-FM,  NY,  exec  vp 

K'BS.    SF,    acct   exec 
WOR-TV,    NY,   acct   exec 
Du    Mont   TV    Ne*.    NY.    mng  dir 

WOAI,    WOAI-TV.    San    Antonio,    sis   prom    m-;r 

NEW  AFFILIATION 

TV   Prog  of  Amer,  NY,  acct  exec  for   Mid-Am 
states 

Same,    gen    sis    mgr 
WOR.   WOR-TV,   NY,   bus  news  ed 
Motion    Pix    for  TV,    NY,   eastern   sis   mgr 
Edw   Petry,    NY,   res  mgr  TV  div 
KCMB.    Honolulu,    radio    acct    exec 
Du    Mont    Labs,    NY,    vp  chg   mktg 
Same,   mgr  pub  rel  &   publicity 
CBS   Radio  Spot  Sis,   mgr  Atlanta   office 
K'JLA,    KULA-TV.    Honolulu,   vp,   gen   sis  mg 
KCCC-TV,   Sacramento,   special   stn   rep 
John   Cohan   Adv.   Salinas,   Cal.   acct  exec 
Same,    sis   serv   rep   natl   accts 
Same,    acct   exec    NY   office 
Same,  also  comml  &  stn   mgr 
WCCO,    Mpls,    radio   acct   exec 
Motion   Pix   for  TV,   NY,   central  div  sis  mg  h 

synd   div 
Motion  Pix  for  TV.   NY.  acct  exec  eastern  s  d' 
Harrington,    Righter    &    Paisons,    Chi,    acct    i 
Transfilm,    NY,   sis   mgr 

Motion    Pix   for  TV,   dir   film   synd   sis  Chi  at 
Same,   natl   sis   mgr 
WKNB-TV,    local    TV    s!s   mgr 
KBIF,    Fresno,    mgr 

WXYZ,    Detroit,   radio  sis  stf 
Westinghouse    Radio    Sins,    Wash,    DC,    adv     i 

prom    mgr 
Same,    mdsg   supvr 

WNAX,  Yankton,  SD.  f*rm  serv  dir 
ABC    Film   Synd,    Chi    sis   stf 
WBNS-TV,    Columbus,    acct    exec 
WKNB-TV,    natl   TV   sis   mgr 

Same,    dir    net    radio    res 
KOMO-TV,   Seattle,  acct  exec 
Zenith   Radio  Corp,  Chi,  regl  sis  mgr 
Same,    local   sis   mgr 

Same,  dir  radio  net 
NBC    Radio    Net,    NY,    acct   exec 

Cuild   Films,   NY,  sis  stf 
R.   C.  Crisler,  Cinci,   partner  &  eastern   rep     i  X 

Greenwich,   Conn) 
Same,    eastern   sis   rep.    NY 
Free    &    Peters.    NY,    TV    acct    exec 
Westinghouse    Ra-lio    Stns.    Wash,    DC.    pres 
WKY,   WKY-TV,   Okla   City,   prom   &   res  mgi 

New  Agency  Appointments 

SPONSOR 

American    Express,    NY 
Charles  Antell,   Baltimore 

Flotill    Prods,   Stockton,   Cal 

Ceorge   Kern,    Inc,    NY 
Ccncral   Petroleum   Corp,   LA 

Cunther    Brewing,    Baltimore 

Milkmaid,    Inc,    Paterson,    N) 
Presto   Beverage  Corp,   Brooklyn 
Rcvco,    Inc,    Deerfield,   Mich 
Rigident  Prods,  LA 

United   Cerebral   Palsy,   Youngstown,   0 

WBBF,  Rochester,  NY 

PRODUCT   (or  service) 

Money  orders 
Formula  9  Shampoo  &  Soap 

Tt  I  lie   Lewis'   Tasti-Diet   Foods,  other  food 

prods 

Meat  products 

Mobilgas  I  in  7  western  states) 

Beer  &   ale 

Cosmetics,  beauty  preps 

Cal-lac    (non-fattening   beverage) 
Home  food  freezers 

Cushion-Comfort  denture  retainer 

Fund  drive 

Radio   station 

AGENCY Benton  &   Bowles.   NY 
Kastor,    Farrell,    Chesley   & 

Clifford,  NY 
Erwin,   Wasey,   LA 

Courtland    D.    Ferguson.    NY 
Stromberger.    LaVene,    McK 

LA   (eff  1    Dec) 
Joseph   Katz  Co,   Baltimore   N (eff  15  Dec) 

Hicks  &  Creist.   NY 
Wexton   Co.   NY 

Beaumont    6    Hohman.    Chi 
Harry   C.    Willis   &   Assoc,    hi 

dale,   Cal 
Simon,   William   &   Roberts. Youngstown,   0 

Hutchins  Adv,  Rochester,  N 

ibers  after  names 
r  to  New  and  Re- i  ate  gory 

II.  Fitzsimonds  (3) 
Jack   Lucas 
R.  1/.  <  lanahan      (3) 
R.  (  .  Dan  son 

Chet  Rami, .//,/,        ■  1 1 

•  rgmann  (3) 

Paul  S.  O'Brien  (3) 
/.  II  .  l/(.  |  w 
Herb  I  h 
Mam i ,  Gresham  (3) 
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ALAN 

REED as 

'FINNEGAN' 

/ 

DUFFY'S  TAVERN,   produced  by  HAL  ROACH  Jr.,  comes 
to  television  with  39  NEW  5$  hour  custom  made  TV  films 

Ready  for  January  1st  air  date  .  .  .  for  local,  regional,  and  national 
spot  sponsorship! 

JIMMY 
CONLIN 

as 

CHARLIE' 

MOTION    PICTURES 

655  Madison  Avenue,  N.  Y  SI,  N.  Y. 

16  NOVEMBER  1953 

FOR    TELEVISION,   INC. 

Film  Syndication  Division 

For  auditions, 

prices,  and  sales  plan- 
write,  wire,  or  phone: 
HERB  JAFFE 

655  Madison  Ave New  Yofk  City 

TEmpleton  8-2000 
FRANK  0  DRISCOLL 

2211  Woodward  Ave 

Detroit.  Michigan Woodward  12  S60 

JOHN  W.  McCUIRE 

830  N.  Wabash  Ave. 

Chicago.  III. 
WHitehall  3-0786 

MAURICE  GRESHAM 

9100  Sunset  Blvd 

Los  Angeles.  California 
CRestview  1-6101 
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THE  FIRST  STEP  toward  providing  the 

greatest  TV  Coverage  in  Oklahoma 

will  be  when  KWTV- CHANNEL  9- 

OKLAHOMA  CITY  GOES  ON  THE  AIR  NEXT 

MONTH (DECEMBER) as  a  BASIC 

AFFILIATE.  Interim  coverage  area— 

40  mile  radius.  10,000  Watts.  RCA 

equipment.  -.i****  bu#^? 
EDGAR  T.   BELL 

Executive  Vice-President 

FRED   L.  VANCE 
Sales  Manager 

OKLAHOMA  TELEVISION  CORPORATION 

OKLAHOMA  CITY  14,  OKLAHOMA 

And  in  Just  a  Few  Months.  •  • 

...  ON  THE  AIR  WITH  FULL  POWER 

AND 

f 
MAN-MADE 

STRUCTURE 

REPRESENTED   BY 

AVERY-KNODEL,  INC 316,000  WATTS,  ERP 

12   BAY   SUPER  GAIN   ANTENNA 
•    RCA   EQUIPMENT 
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Executive   Vice    President 

Hazel    Bishop,    New    York 

'"Our    T\     shows    ha\ «*    made    even    men    Hazel    Bishop-minded. 
Norman   Ja\.   ex-radio  commentator   and    now    v.p.    ol    the   cosmetics 
firm,  told  SPONSOR. 

Noun  is  convinced  that  Hazel  Bishop's  meteoric  ri>c  From  a  firm 
operating  in  the  red  in  1950  to  one  with  a  $20  million  a  \ear  sales 

volume  in  1(J.")3  is  due  to  effective  advertising.  This  advertising, 
handled  b)  Raymond  Spector,  chairman  of  the  hoard  of  Hazel  Bishop 
and  president  ol  the  Raymond  Spector  advertising  agency,  is  keyed 

to  TV.  Better  than  !!.V,  of  the  firm's  $6  million  ad  budget  this 
year  is  paying  for  two  network  T\  shows  (This  Is  Your  Life,  NBC 

TV,  Wednesdays  L0:00-10:30  pm.  and  The  Peter  Potter  Show,  \BC 
TV.  Sundays  9:30-10:30  p.m.),  as  well  a-  for  >|>ot  l\  in  major 
markets.  The  remainder  of  the  huduet  goes  into  radio,  newspapers, 

magazines. 

"With  our  I\  programing,"  said  "Norm,  "we've  paved  the  wa\ 
to  a  complete!)  new  merchandising  pattern  in  the  cosmetics  field. 
I  he  treatment  lines  (thai  is,  cosmetics  firms  who  produce  complete 

lines  of  makeup,  assorted  cream-,  hair  shamj   s),  \\-<-i\  to  rerj   on 
department  store  demonstrations  and  displaj    for  their  sales. 

"We've  applied  the  soap  and  t   I  formula  to  selling  lip-tick.    Now 
the  stress  is  on  promotional  packaging  and  T\   advertising  to  insure 

brand  identification  and  increased  con-umer  demand." 

Ha/el  Bishop  -  "long-lasting"  theme  has  indeed  become  house- 
hold knowledge  in  the  I  .  >..  putting  the  lip-lick  manufacturer  into 

the  top  selling  bracket,  according  to  Norm.  This  year  Ha/el  Bishop 

is  moving  into  the  export  market.  \nd.  This  Is  Youi  I. iie  i>  pre- 
ceding the  lipstick  into  Hawaii,  the  firm-  firsl  export  market  ovei 

Honolulu  station  M)\  \ -T\  . 

'"  I  his  program  has  had  such  an  impact  in  this  countrj  "  Norm 
remarks,  "that  we  have  been  able  to  make  our  sales  without  a  sales 

force.     1\    has  also  replaced  the  girl  behind  the  cosmetics  counter." 
T\  has  not.  however,  replaced  the  need  for  top  merchandising, 

packaging  and  sales  executives.  \nd  as  Hazel  Bishop's  number  one 
sales  expert.  Norm  commutes  not  niereK  between  his  home  in  Long 
Beach  and  the  Manhattan  office,  but  frequentK  travels  throughout 

the  country.  Uways  with  him  during  his  trips:  a  large  photograph 
of  his  fi\e-\ ear-old  son.  *  *  * 

In  Milwaukee,  thousands  of  industrial  workers 

are  on  the  job  on  second  and  third  shifts 
white  the  rest  of  the  city  sleeps.  Alarm 

clocks  ring  at  5:00  A.M.  in  half  the  city's 
homes.  These  night  workers  end  early  risers 

tune  to  WEMP,  Milwaukee's  24  hour  station. 
From  2:00  to  6:00  A.M.  Chuck  Phillips 
emcees  with  music,  news,  weather  and  sports. 

Chuck  will  bring  your  soles  mes- 
sage to  these  thousands  of  Mil- 

waukeeans  who  listen  to  radio 

only  during  the  wee  hours.  You 
get  up  to  twice  the  Milwaukee 
audience  per  dollar  of  any  net- 

work station  by  using  WIMP.* 
Call   Headley-Reed! 

'Bated    on     latrti     a>ailobU     Pulie     rating!     and 
SR   6V  DS   rotet. 

WEMP 
WEMP-FM MILWAUKEE 

HUGH  IOICE.  JR..  Gen.  Mgr. 

HEADLEY-REED.  Natl.  Rep. 

HOURS  OF  MUSIC.   NEWS.  SPORTS 
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iVeu?  developments  on  SPONSOR  stories 
See: 

SAMUEL   I).  FUSON 

(lire  President  &  Dir.  of 
Public    Relations) 

Kudner   Agency   Inc. 

LIKE  MOST 

"Newsworthy" 
ADVERTISING 

EXECUTIVES 

MR.  FUSON'S 
LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photographers  to  the  Business  Executive 

'••  u    )  orh   17     PL    11882 

"What  tfmebnyera  want  to  know 

a  ho  ut  UHF" "UHF:    one   year   later" 
23  February  1953,  page  32 

7  September  1933,  page  32 

New  ABC  TV  booklet  brings  sponsors 
up-to-date  on   UHF 

A  new  ABC  Television  booklet,  "The  Ps  and  Q's  of  V's  and  U's," 
points  up  some  important  facts  about  UHF  for  advertisers  and  agen- 

cies. Here's  a  summary  of  some  of  the  more  significant  answers  it 
gives  to  questions  on  UHF: 

1.  Why  did  the  FCC  approve  UHF  transmission?  The  FCC 

realized  12  VHF  channels  were  "wholly  inadequate"  to  provide  a 
nationwide,  competitive  TV  service.  By  opening  the  UHF  band  the 

FCC  could  allocate  70  additional  channels  and  assign  local  stations 

to  practically  every  community  with  a  population  of  5,000  or  over. 

Of  the  total  number  of  stations  to  be  authorized  by  the  FCC  617 
will  be  VHF,  1,436  will  be  UHF. 

2.  What  percentage  of  TV  homes  are  UHF -equipped?  According 

to  ARB's  third  quarterly  survey  of  markets  with  both  UHF  and  VHF 
(covering  51  cities)  the  median  UHF  penetration  is  49.2%  with  the 

typical  station  on  the  air  only  four  and  one-half  months.  There  are 

18  "new"  UHF  cities  included  in  the  report.  Despite  the  fact  that 
UHF  was  launched  in  these  cities  after  1  June  the  median  UHF 

penetration  in  these  cities  is  34.9%.  The  ARB  report  also  points 

out  that  three  additional  cities  have  passed  the  85 %  saturation  level, 

bringing  the  total  number  to  11.  Of  these  11,  eight  have  VHF  com- 

petition.  (At  least  50'  <    of  their  sets  get  at  least  one  VHF  signal.) 

3.  What  advertisers  are  buying  time  on  UHF  stations?  Many- 
top  national  advertisers  today  have  bought  time  on  UHF  stations. 
The  list  includes  such  well-known  advertisers  as  American  Home 

Products,  American  Machine  &  Foundry.  Armour,  Benrus,  Borden's, 
Carnation,  Chevrolet,  Chrysler,  DeSoto-Plymouth,  Duffy-Mott,  Gen- 

eral Foods,  General  Mills,  Gillette,  Goodyear,  Greyhound,  Nescafe, 

Pabst,  RCA,  R.  J.  Reynolds,  Schick,  Scott  Paper  and  Sylvania. 

4.  What  do  agencies  think  of  UHF?  One  local  agency  told  ABC 
it  had  bought  time  on  a  new  UHFer  even  before  it  went  on  the  air 

because:  "After  almost  five  years  of  single-station  operation  in  this 
city,  we  feel  that  any  second  station  will  receive  considerable  interest 
from  viewers  in  the  area.  We  think  the  psvchology  of  having  a 

second  choice  here,  and  curiosity  alone,  will  insure  a  good  viewing 

audience  for  the  first  few  months  of  operation." 

5.  Will  adding  UHFers  raise  cost-per-l, 000?  Although  many  new 

station*.  VHF  or  UHF,  are  relativelv  overpriced  during  the  first 

few  months'  operation,  in  the  second  half-year  of  operation  they 
are  relatively  underpriced,  based  on  increased  set  circulation,  says 

ABC.  Further,  because  production  costs  remain  constant  despite 

increased  circulation,  generally  more  homes  are  delivered  per  dollar 
of  time  and  talent  outlay  when  new  stations  are  added  to  a  lineup. 

().  Will  conversion  costs  slou  don  n  I  HF  growth?  No.  According 

to  the  FCC  it  will  cost  the  average  VHF  owner  S25,  or  10r;  of  the 
cost  of  his  TV  set,  to  convert  to  UHF.  Conversion  will  cost  as  little 

as  $5  in  some  cases,  and  all-channel  tuners  sell  for  up  to  $50. 

7.  How  fast  are  I  HF -equipped  sets  being  produced?  One  top 
TV  manufacturer  told  ABC  its  current  production  of  UHF-equipped 

sets  i-  2')' ,  of  total  production.  In  three  months  he  predicts  UHF- 
equipped  sets  will  be  40'  '<  of  total  output:  in  nine  months,  60%. 
Another  manufacturer  expects  its  I  HF-equipped  sets  will  be  "prac- 

tical  1(1(1',    of  total  production"  in  nine  months.  •  *  * 
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AfstfarfwfaA&rtbm. . . 
The  object  of  every  early  morning  radio  show  is  to  sell  your  product 

to  the  millions  of  people  who  "dress  to  music".  But .  . . 

!  I 

WSPD'S GAY 
PHILOSOPHER 

Don  John  Ross  uses  startling  showmanship  each  morning 

as  his  method  to  increase  your  sales  in  the  Toledo 

market.  Whether  it  be  the  calm  announcement  of  a  Snipe 

Race  in  Shropshire,  England,  or  a  contagious  disease 

festival  in  Antwerp,  he  gets  and  holds  his  audience 

with  cleverly  mad  humor. 

Beginning  the  day  with  "Top  of  the  Morning", 

moving  on  to  "Wake-up  Round  Up"  and  "Early  Bird 

Revue",  and  ending  with  the  "Alarm  Clock",  Ross 
ambles  on  in  his  witty,  philosophical  style.  He  ties 

together  your  commercial  and  his  remarks,  working 

himself  right  into  the  funnybone  of  WSPD  listeners. 

AM-TV TOLEDO,     OHIO 

Storer    Broadcasting    Company 

TOM  HARKER  NAT  SALES  OIR    118  E  57th  STREET  \ 

Represented  Nationally 

by  KATZ 

16  NOVEMBER  1953 
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Ha\e  you  noticed  our  clientele  lately? 

There's  a  distinctive,  well-groomed  air 

about  the  whole,  handsome  lot  — and 

we're  serving  more  of  them  all  the  time. 

(Mutual  is  the  only  shop  in  town 

doing  more  business  than  last  year,  for 

every  month  to  date  in  '53. ) 

The  cup  rack  over  on  the  left  reveals 

that  1 7  of  the  top  25  U.  S.  advertisers 

are  regular  patrons  of  this  shop 

this  year,  compared  to  1 1  a  year  ago. 

But  these  top  17  comprise  barely 

a  fourth  of  our  total  customers:  we're 

bus>  catering  to  folks  in  all  si/es . . . 

including  yours. 

You'll  like  our  special  tonic  of  radio- 

flavored  programming  ($1,000,000  in 

new  shows  just  added  to  a  long-run 

lineup  for  listeners ).  You'll  also  benefit 

from  our  special  home-town  treat- 

ment (560  local  experts,  no  waiting). 

And  the  Master  Barber  himself,  Mister 

PLUS,  tends  the  cash  register  — where 

oil  our  matchless  facilities  add  up  to  the 

lowest  costs  anywhere. 

Next! 

IMPROVE  VOIR 

SALES-COMPLEXION  ! 

+ 

Apply  Multi-Message 
Participations 

to  Multi-Million  Homes 

+ 

Daytime      h\ enings .  .  Weekends 

$1.00  lor  less)  per  1. 000  families 
- 

CONSUL!    SIR    PI  l  S 

LO  4-8000        WH  4-5060 
Kl  »    YORK  i  HI 

MUTUAL 
the  network  for  radio... PLUS 
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SPUN  GOLD  ...  The  nations 

first  gold  strike  was  made  near 

Concord  in  1799 — but  today  the 

county  spins  and  weaves  its 

wealth  in  its  great  textile  mills. 

h  "main  street" 
the  Charlotte  market 

CONCORD w 

it    Charlotte 

CONCORD,  N.C.— as  near  to  Charlotte  as  Dearborn  to  Detroit 

Penetration  of  Charlotte's  BIG  2  in  Cabarrus  County:  WBT  85%— WBTV  51% 

The  artery  of  the  Charlotte  market  is  US  29 — the  "Main  Street  of  the 

South" — which  leads  north  to  Concord  and  Cabarrus  County  with  annual  industrial 

payrolls  exceeding  45  million  dollars.  WBT  and  WBTV  reach  north  and 

south  on  "Main  Street" — and  in  all  directions  out  of  Charlotte — to  unify  scores  of 

industrial  communities  into  a  fabulous  market  of  more  than  1  V2  million  people 

within  a  50  mile  radius.  Only  Charlotte's  big  2  have  coverage  to  match  the  market. 

Jefferson  Standard  Broadcasting  Company 

Represented  Nationally   by   CBS  Radio  and   Television   Spot  Sales 

CHARLOTTES BIG  2 ARE     PLUMB     IN     THE     MIDDLE     OF     A     FABULOUS     MAR 

KET 



16  NOVEMBER  1953 

SPONSOR  AGKNOY  RECOGNITION  FALLOT 

(Please    cheok  answers   below,    sign  name    or  at 

least   give   us   your  title,    and   drop    in  mailbox.) 

1.  Should  air  media  establish  national   machinery  to   reoommend 

ad  agencies   for  broadcasters?    (    )    Yes.    (    )    No.    (    )   Depends, 

2.  What   air  media  group   do  you   think  should  handle    this? 
(Insert   name)   „   _         

3.  Since  no   formal   recognition  exists,    what   guides   are  broad- 
casters  now  using   in   recognizing  agencies?         

YOUH  NAUB      _   ~._   „   —Title       

(    )    Check  here   if  we  may  quote   you. 

\ainnml  survey:  sponsor  surveyed  -jOO  agencies  and  station  executives  all  over  U.  >'..   found 

majority  thought  radio  and  TV  should  ban   national  system  of  recommending  agencies  for 

recognition.    Most  answering  question  of  who  should  set  up  system  named  NARTB 

Should  air 

media  recognize 
agencies  ? 
In  survey  of  station  and 

agency  executives  49  of  58 

replying  give  an  emphatic  ••yes" 
16  NOVEMBER  1953 

by    Miles    David 

j^lone  among  all  major  media,  radio  and  television  have 

no  national  machinery  for  recommending  advertising  agen- 

cies.   Should  the\  ; 
To  find  out  what  a  representative  group  among  station 

management  and  agencies  think,  SPONSOR  mailed  post  card 

questionnaires  i  sample  shown  above  I  to  500  executive^ 
all  over  the  L.S.  The  overwhelming  majority  said  ves.  Of 

58  replies  received  by  presstime  only  three  said  "no";  five 

answered  "depends":  one  gave  no  opinion:    V)  were  "\es." 
The  media  director  of  a  Boston  agency  summed  np 

what  was  probabb  in  the  minds  of  most  "yes"  respond- 
ents in  a  letter  she  sent  accompanying  her  card: 

"I  very  definitcK  Ircl  that  air  media  should  establish 
national  machinery  in  ad  agency  recognition.  The  other 

media  have  done  thi~.  and  when  you  find  an  agenCj  rec- 

ognized  1>\  the  newspapers  and  magazines,  it's  a  good  bet 
that  they  are  a  reputable  agency.  I  feel  that  broadcasting 
should  take  a  part  in  this  and  not  leave  the  investigation 
and  consequent   recognition   to  competition.    .    .    . 

"I  have  no  idea  how  such  recognition  i-  granted  now. 
but  it  does  seem  to  me  that  the  broadcasting  industry  i- 

far   behind    other    media." 
Historically,  agencj  recognition  s\  stems  have  been  es- 

tablished as  a  safeguard  for  media.  But  clients,  too.  share 

benefits.  When  an  advertiser's  agency  is  recognized  by  a 
medium,  the  agency's   competence  to  prepare  advertising 
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Eor  lliat  medium  is.  to  a  degree,  certified.  All  existing  na- 

tional  agency  recommendation  systems  check  the  adver- 
tising  experience  of  the  agency  -  execul  ves  as  well  as  its 
credit  standing  and  business  ethics.  (The  latter  are,  how- 

ever,  the  primar\  considerations  in  recognition.  I  Ihe 
various  checkups  tend  to  protect  advertisers  by  keeping 

r<  ognition  from  inept  agencie-.  \nd.  converse!).  the\ 
protect  a  medium  from  getting  a  black  eye  because  of  a 
poorl)  conceiv<  d  campaign. 

Frederic  l{.  (Gamble,  president  of  the  American  Asso- 
ciation of  Advertising  Agencies,  has  long  campaigned  for 

establishment  of  a  recognition  system  b\  radio  and  tele- 
vision.  Here  are  brief  excerpts  from  a  speech  he  made  to 

broadcasters  at  the  \  \H  meeting  in  Chicago  in  1949: 

*".  .  .  Every  successful  advertiser  on  your  station  today 
is  your  best  prospect  for  your  time  tomorrow.  Every  ad- 

vertising   failure — every    flopperi   n    \our   station — will 
not  only  lose  you  a  customer  but  will  also  deter  other 

prospects  from  becoming  customers.  .  .  . 

".  .  .  You  need  agencies  who  can  make  the  advertiser's 
advertising  succeed.  .  .  . 

".  .  .  It  is  in  \our  interest  then.  I  submit — in  your  im- 

mediate interest — to  insure  as  high  quality  performance 
as  you  can  by  agencies  with  whom  you  do  business.  .  .  . 

".  .  .  Standards  of  agency  recognition  are  promoted  na- 
tionally among  newspapers  by  the  ANPA;  among  busi- 

ness papers  by  the  ABP;  among  magazines  by  the  PPA: 

among  farm  papers  by  the  APA;  among  outdoor  plants 

l>\  the  OAAA;  and  also  among  some  of  these  media  by 
regional  and  local  groups. 

"The  obvious  question  is  surely  this:  Can  radio  afford 
to  do  less  than  other  media  are  doing?  In  the  contest  of  a 

buyers'  market,  can  radio  afford  to  have  less  protection 
than  other  media  enjoy,  to  evaluate  the  agencies  who  make 

or  break  the  future  market  for  your  time?" 

!lllllll!lllllllll!llllll!l!!lllllllllllllllllllllllllll!lli:illlllllll!l 

I  lic\c  are  the  general   requirements 

for  agenvu  recognition,  according  to  4A'«* 

1.  //  must  be  a  bona  fide  agency  that  is,  free  from 
control  b\  an  advertiser  in  older  that  it  may  not  be 

prejudiced  or  restricted  in  its  service  to  all  clients; 
free  from  control  by  a  medium  owner,  in  order  that 
it   may   give   unbiased   advice   to   advertisers. 

2.  It    must    not    rebate    inn     commissions    it    receives 

Irom  individual  media  owners,  so  as  to  comply  with 
their  rate  cards  and  to  devote  such  commissions  to  the 

sen  ice  and  development  of  advertising,  as  the  individ- 
ual media  owners  desire. 

3.  It  should  possess  adequate  personnel  of  experi- 
ence  and  ability  to  serve  general  advertisers. 

4.  It  should  have  the  financial  capacity  to  meet  the 
obligations   incurred   to   media   owners. 

•4A's  does  not  itself  "recognize"  agencies.  That  is  function  of 
media.  Hut  one  of  qualifications  for  iAs  membership  Is  recogni- 

tion   by   media. 

Nothing  came  of  the  suggestion  by  Gamble  or  of  other 
similar  suggestions  made  subsequently  by  others  in  and 
outside  of  broadcaster  ranks.  Is  there  reason  to  believe 

that  there  is  more  chance  now  for  establishment  of  a  rec- 

ognition s\stem? 
The  logic  of  the  situation  seems  to  indicate  there  is. 

1.  Radio  has  passed  through  its  era  of  greatest  fear 

and  readjustment  to  the  competition  of  television.  It  has 

strengthened  its  promotion  forces,  tightened  operation.  It 
is  in  a  far  better  position  than  in   1949  to  consider  the 

Fretleriv    ft.    (•amble,    president    of    4A's,    campaigns    for    air 
media      recognition      system      to      give      air      advertisers      protection 

Harold  E.  Fellows.  NARTB  president,  told  SPONSOR  proposal 

for    study    of    agency     recognition     will     soon     go     before     the     board 
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question  ol  standards  l"i  the  industry. 
2.  Television,  aftei  years  ol  frozen  status,  is  expanding 

rapidl)  v\ith  ovei  300  stations  on  the  aii  now  and  the  iOO 
station  mark  within  sight.  Man)  I V  stations  are  .it  .1  poinl 

where  ih<-\  are  mature  enough  to  see  whal  the  advantagt  - 

ol  agenc)  recognition  are.  Yel  the  business  .1-  .1  whole  1- 
still  in  a  formative  stage  appropriate  Foi  introduction  ol 
new  standards. 

I  In-  numbei  ol  agencies  in  the  I  .S.  continues  grow- 

ing.   (There  are  1 1  >  mure  agencies  I i — 1 « - < I  in  the  Standard 
(dvertising  Registei  this  yeai  than  in  1952.)    Television  is 

.1  factor,  actually,  in  building  new   local  agencies  in  cities 

where  T\    stations  g   1  the  air.    Insuring  high  agen<  \ 
standards  becomes  .1   greater  problem  as  the  numbei   ol 

agencies  grows. 

f.  Radio's  problem  in  seeking  new  business  to  replace 
accounts  lost  to  T\  tempts  broadcasters  to  (a)  deal  with 

agencies  the)  don't  know;  and  (b)  accept  more  mail  order 
and  "i  P.I.  deals.  More  credit  problems  and  merchandise 

problems  are  the  result. 

The  NARTB  will  probabl)  start  a  stud)  "I  recognition 
this  coming  January.  \  motion  was  adopted  at  the  June 

meeting  of  the  NARTB's  radio  board  of  directors  calling 
for  appointment  ol  a  five-man  committee  "I  broadcasters 
to  stud)  agenc)  recognition.  It  will  come  up  for  final 
approval  before  the  lull  board  at  its  meeting  in  January. 

(Edgar  Kobak,  former  [incident  of  Ml'^.  ami  (i.  Richard 
Shafto,  vice  president  and  general  manager,  WIS.  Colum- 

bia, S.  C.,  were  the  radio  board  members  who  made  the 
motion. ) 

Staff  members  of  the  N  \l<  1 1>.  and  the  N  \l'»  before  it, 
have  studied  the  question  ol  agenc)  recognition  several 

times  during  the  past  10  years.  In  1951,  for  example, 

Robert  K..  Richards,  then  public  relation-,  director,  now 
issistant  to  the  president  and  director  of  \  Mill!,  checked 

with  other  media  on  procedures  the)  used.  It  was  esti- 

mated roughl)  then  that  the  budget  of  an  agenc)  recogni- 
tion operation   might   run  over  $100,000  annually. 

Feeling  that  the  cost  of  a  radio-TV  recognition  -er\  i<c 
was  out  of  reach,  or  that  the  need  was  not  sufficient,  the 

NARTB  hoard  has  alwa\s  rejected  pre\  ious  recognition 

proposals.  Rut  it  has  usualU  recommended  establishment 

of  recognition  group-  1>\  broadcasters  locally.  (The  Cana- 
dian Association  ol  Broadcasters  has  a  national  s\stem  of 

recommendation  and  Canadian  offices  of  main  I  .S.  agen- 
cies are  on   its   li-t.  1 

The  outgrowth  of  the  present  motion  before  the  \  VRTB 

hoard  might  well  be  some  move  to  encourage  forming  "I 

local  groups  il  a  national  recognition  plan  is  again  turned 

down.  The  V\RTB  could,  for  example,  gather  informa- 

tion on  existing  local  broadcaster  groups  which  have  rec- 

ognition »\stem<  and  make  it  available  to  all  members. 

If  this  stimulated  growth  id'  man)  local  -roups,  the  \  \RTB 
could  then  sene  a-  an  information  clearing  house.  \  news- 

letter might  be  circulated  informing  member-,  about  prob- 
lem agencies.  This  might  eventuall)  be  the  high  road  to  a 

national    recognition    system. 

The  foregoing  i-  speculation,  lint  what  do  broadcasters 

do  now : 

sponsor's  post  card  surve)  asked  station  men  that  ques- 
tion.    Here  are  their  answers:     two  -aid  the)   used  Dun  8 

1  Please  turn  to  page  1 10  1 

If  on*  U  (/roups   hainlh'   r<»<-oiiiiii<»ii<fnfioii 

i\/'  I    Recognition  ̂   granted  in  bonafide  agent  /<••.  which 
place  national  newspapei   schedules,  provided  the  •< 

are  in   sound   financial  condition,  en  '   reputation 
mill  have  management  with  advertising  experience.  Ill 

applications  <."•  screened  carefully  by  IM'I  personnel 
and  then  passed  <>"  by  "  committee  made  up  oj  men  from 

newspapers  nil  ovei  U.S.  When  committee  gives  O.K.. 

agent  y  is  rea  by    \NPA,is  listed  in  book  nil  mem- 
IiCIs     get.         Is     "I     lllllr.    list     lllilllded    950    aueinlis. 

(  Hi  lii  Canada,  broadcaster's  association  "enfranchu  • 
agencies,  including  Canadian  branches  oj  I  .  5.  agencies 

[gency  must  annually  fill  out  <  IB  form.  Imong  informa- 

tion requested',  statement  oj  assets  <in<l  liabilities  show- 
ing surplus  i>l  assets  ovei  liabilities  oj  110,000;  prooj 

agency  has  contracted  /"/  three  m  more  separate  na- 
tional accounts  and  has  billings  oj  $150,000  yearly.  En- 

franchised agencies  are  pledged  to  use  standard  '  IB 
contract  forms  in  buying  <m  advertisii 

PPA  The  Periodical  Publishers  Issociation  is  mainly 

m-i  up  for  purposes  of  investigating  and  recommending 
agencies  to  it--  four  publisher  members:  Crowell-Collier, 

Curtis,  Hearst.  \l (-Cull's.  List  of  recommended  agencies 
is  available  to  these  publishers  only,  ipplication  form 

requires  list  of  magazine  accounts,  balance  sheet  showing 
condition  of  business.  1geri(\  must  sign  declaration  it 

does  not  give  rebates  in  clients,  is  not  owned  m  whole 

hi  part  by  its  clients. 

Ml'  ttsoauted  Business  Publications  requires  submis- 
sion of  current  financial  statement  that  slums  liquid  assets 

of  S5.000  in  inme.  I^rm  \  1111I1  less  than  $5,000  "'"  be 

recommended  ij  it  maintains'  record  of  prompt  payment 
for   12   months.     Minimum    of   three   minimis    is    required. 

[pplicant  must  state  it  is  bona  fide  agency;  submits  neu 
financial  statement  each  year.  Processing  tul.rs  two  people, 

one  full,  one  part-time,  to  handle    1,431    agencies. 

LOCAL  Issociation  oj  lu.n  t  /•  \ewspapers  and 

Radio  Stations  operates  in  Minneapolis-St.  Paul  area. 

Organization  serves  papers  and  radio!  I  stations  in  ad- 
visory capacity,  [pplicant  supplies  data  to  shou  financial 

responsibility  and  adequate  experience  in  advertising  field. 

Representatives  of  each  member  sit  in  committee  to  decide 

whether  recognition  should  In-  recommended.  Financial 
condition  of  each  agency  is  1  heeled  annually.  The  isso- 

ciation has  been  in  existence  |;;  years. 

LOCAL  In  Louisville,  A\..  all  stations  handed  together 

with  newspapers  last  February  to  male  uniform  recom- 

mendations for  recognition.  Credit  Men's  Issociation  in- 
vited executives  oj  stations,  papers  in  get  together.  Pur- 
poses of  checkups  on  agencies  are  similar  to  those  of  other 

organizations  capsuled  above.  There  are  prohahly  other 

groups  of  local  broadcasters  who  work  together  similarly. 

16  NOVEMBER  1953 
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What  admen  put  on  their  bullei 
#llu-liated  above  are  livelier  examples  of  what  the  ad- 

\erti<ing   agrnc\    executive  pins  to  his  bulletin  board. 

The)  arc  souvenirs  gathered  along  Madison  Avenue — 
mottoes,  expressions,  cartoons  that  tickle  the  fancy  of  the 

man   in   the  ad-agenc)    world. 
\\  lien  you  add  them  up  thej    reveal  s   ething  of  how 

the  adman  views  his  profession  and  his  associates. 

Time  or  the  lack  of  it — is  one  of  the  most  Frequently 
in.  ounten  'I  bulletin  board  themes. 

Herb  Noxon,  arl  direi  tor  » > f  outdoor  posters  at  McCann- 

I  rickson,  drew  the  cartoon  some  years  ago.  on  "Dead- 

line-." shown  abo\e.  Manx  another  agenc\  man  will  rec- 

ognize the  grim  gentleman  above  Herb's  draw  inn  board. 
Other  office  slogans  arc  directed  to  visitors:  "Come  back 

when  \on  have  a  little  less  time  to  spare"  and  ■"Don't  go 

awa\    mad — just  go  awa\  !" 
Some  of  the  people  who  contributed  to  sponsor's  collec- 

tion preferred  to  remain  anonymous.  One  executive 

recalled  this  description  of  the  advertising  field :  "The  peo- 

ple aren't  much — but  vou  meet  such  interesting  mone\  ! 

And  this  consoling  thought  for  the  harried  executive:  "Hap- 

piness can't   buy   mone\  !" 
The  motto  on  the  wall  of  Joe  Lincoln's  office  at  Young 

\  Ruhicam  is  a  simple  one:  "Don't  let  yourself  be  upset 

by  the  pinpricks  of  life. "  Across  the  hall,  fellow  media- 
bin  er  l!u-~  i  mini:  has  bis  own  formula:  "Ambition  hastens 

the  wa\   to  the  grave!" 

I  he  decoration  in  Dick  Keegan's  office  at  Sherman  & 
Marquette  i»  one  which  he  finds  useful.  It's  a  cartoon  from 
This   11  cell,  show  ins   a   man   advising  his  dog:   "Oh.   for 

ILL 



Oh  for  heaven
 

ST 

*  sake,  CHEEK  
UP" 

il  Ills A  short  iTpon  on  the  quips,  mottoes  and  bright  sa>  ing's 

which  decorate  the  offices  of  advert ising  agencies 

heaven's  sake  CHEER  LP!"  When  a  media  salesman 
drops  in  and  recites  his  troubles,  Dick  merel)  points  to 

the  cartoon  I  reproduced  above  I .  The  air  clears  imme- 
diately, says  Dick,  and  the  discussion  gets  down  to  facts. 

Much  quoted  and  displayed  in  advertising  agency  cir- 
cles these  days  are  the  word-  of  Lero\  i  Sat:  lid  i  Paige 

i shown  above).  The  promotion  department  of  Collier's 
ha-  been  distributing  copies  of  Satch's  ad\  ice  to  media  men. 

\  on  meet  a  change  of  pace,  though,  when  you  Step  into 

the  office  of  Dr.  Wallace  \.  Wulfeck,  vice  president  at 

William  Esty.  Dominating  one  wall  of  hi>  dignified  quar- 

ks are  the  framed  words  of  John  Stuart  Mill:  *' \  people 
may  prefer  a  tree  government  .  .  .  hut  if  the)  are  unequal 

to  the  exertions  necessar)  for  preserving  it  .  .  .  the)  arc 

unlikeh    long  to  enjo\    it." 

In  the  office  of  Red  (Edwin)  Reynolds,  T\  director  at 

Fletcher  I).  Richards,  the  decor  is  much  less  formal.  (,rin- 
ning  from  a  frame  is  a  photographic  portrait  of  J.  Fred 

Muggs.  the  chimpanzee  on  NBC  TVs  Today. 

George  Harrison,  account  executive  al  McCann-Erick- 

son,  ha-  a  (hart  showing  what  Harvard  men  (he's  one) 
are  earning  at  stated  periods  alter  graduating. 

Dick  Sutherland  is  now  at  McCann-Erickson,  but  at  the 

Kudner  agenc)  the)  -till  remember  the  slogan  he  had  on 

his  desk  there:  "Kindl)    restrain  your  enthusiasm!" 
\t   CBS,   Dave  Jacobson,   public   relation-  director   for 

l\.  has  a  sort   oi   three-dimensional   slogan,  hanging  on 

the  wall.    It   was  a  gift   of    Ewing   kranin.  who  not   it   in 

British  Columbia.    The  position  oi   Dave's  desk   puts  his 

I  Please  turn  to  page  '<'•>  I 
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Air  experts  say  some  firms  ignore  air  media  because— 

1 

2 

Print  is  more  tangible  than  air  ad- 

vertising. It's  easier  for  client  to 
visualize  print  campaign  in  advance 
and  then  merchandise  it  later. 

It's  more  trouble  to  buy  spot  air 

schedule  than  one  in  print.  It's 
easier  to  clear  ads  for  months  in 
advance   than   to    buy   time   weekly. 

3 

4 

Some  clients  dont  know  how  to  use 

air  and  don't  want  to  spend  money 
to  find  out.  Some  agencies  dont 
have  capable  air  departments. 

Some  firms  let  dealers  determine 
their  media  pattern,  especially  under 

co-op  programs.  And  dealers  tradi- 
tionally use  more  newspapers. 

JIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIlllllllllllllllll   Hill   I[!lll!lllll!!lll   Ullllllll!!!   Illllllllllll   Illlllllllll   I   Ill   II   II   MIIIUMIM   Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll   IIIIIIIIIIIIIIIIIIIIHIIIII 

Why  these  SI  advertisers  DOT 
use  air  media Part  13  of  SPONSOR'S  All-Media  Study 

reveals  some  reasons  are  baffling 

by  Ray  Lapica 

g    ou  can  sell   a   two-hole   priv)    1>\ 
air. 

And  a  million-dollar  yacht.  .  .  . 
And  an  island  off  the  coast  of 

Maine.  .  .  . 

But  Saks  Fifth  Avenue  doesn't  think 

you  can  sell  women's  clothing  as  well 
l>\    radio  and  television  as  by  print. 

And  Whitman  &  Son,  of  Philadel- 
phia, found  it  difficult  to  sell  candy  by 

TV  at  a  profit,  so  it  bowed  out. 
And  the  Lewyt  Corp..  which  spends 

nearl\  $3.5  million  a  year  on  print  ad- 
vertising, has  trouble  interesting  its 

distributors  in  using  radio  and  tele- 
vision to  sell  vacuum  cleaners. 

Since  radio  and  TV  are  two  of  the 

four  major  media,  win  doesn't  every- 
body use  them? 

How   many   advertisers  don't? W  hat  are  theii  reasons? 

\ir  these  reasons  valid? 

These  are  some  of  the  questions 
SPONSOR  set  out  to  find  answers  to  as 

an  important  phase  of  its  20-part  All- 
Media  Evaluation  Study. 

First,  a  list  was  needed  of  major 
advertisers  who  used  neither  network 

or  spot  radio  or  network  or  spot  TV. 

It  turned  out  nobody  had  one  — 
neither  the  networks,  nor  the  reps,  nor 

the  Broadcast  Advertising  Bureau  nor 

the  Station  Representatives  Associa- 
tion. 

So  sponsor  compiled  its  own  list  by 

culling  the  13,500  firms  listed  in  Stand- 
did  Advertising  Register,  National  Ad- 

vertising Investments  (PIB\  and  Ex- 
penditures of  National  Advertisers  in 

Xewsfxipers  i  AN  PA.  based  on  Media 
Records  I . 

To  eliminate  spot  users,  the  names 

were  checked  against  the  Executives' 
Radio-TV  Service's  Spot  Radio  Report 

and  the  Rorabaugh  Report  on  Spot 
Television  Advertising. 

The  result:  62  corporations  were 

found  in  the  over-S400.000  ad  budget 
class  which  apparently  were  spending 

no  money  in  either  air  medium;  137 

were  found  in  the  $200,000-to-$400,000 class. 

SPONSOR  mailed  a  questionnaire  to 
the  199  asking  them  what  media  they 
used,  how  much  they  spent  and  why 

they  were  ignoring  air,  if  that  were 
the  case. 

Thirty  answered,  a  15fr  response, 
with  17  stating  that  they  used  no  air 
media  and  13  revealing  that  they  were 

in  radio  or  TV,  although  there  had 
been  no  record  of  such  activity  in  the 
references   mentioned. 

If  these  low  figures  are  projected,  it 
would  indicate  that  not  more  than  100 

or     so     corporations     spending     over 

SPONSOR'S    All-Media    Advisory    Board 

George    J.     Abrams               ad    director,    Block    Drug    Co.,    Jersey    City  Marion    Harper   Jr.  president,    McCann-Erickson,    Inc.,    New   York 

Vinccnf    R.    Bliss                execjrive   v. p.,    Earle    Ludgin   &   Co.,   Chicago  Ralph  H.  Harrington  ad   mgr.,  Gen.  Tire   &   Rubber  Co.,  Akron 

Arlyn    F.    Cole          pres.,  Mac  Wilkins,  Cole  &  Weber,  Portland,  Ore.  Morn's    L.    Hite  president,    Tracy-Locke   Co.,    Dallas 
Dr.    Ernest    Dichtcr        pres.,    Inst,   tor    Research    in    Mass    Motivations  J.     Ward    Maurer  ad    director,    Wildroot   Co.,    Buffalo 
Stephens     Dictz     v. p.,    Hewitt,   Ogilvy,    Benson   &   Mather,   New  York  Raymond  R.  Morgan  pres.,   Raymond   R.  Morgan  Co.,  Hollywood 
Ben    R.    Donaldson      ad    &    sales    promotion    director.    Ford,    Dearborn  Henry   Schachtc  v. p.,    Sherman    &    Marquette,    New   York 
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1200,000   on    national    advertising    in      VJBXT  ISSMJEi  "What's  wrong  with  the         To  complete   iu   research,   sponbob 
this  countn  do  not  now   use  radio  oi      ""  '""/  '"""  ,""";'"'•'"''"'  wrvices."    Part     ,[„.„   interviewed   wine  J"  advertisers .     .  •  1   I     ill      SPONSOR]       fll    Mr, till     .S/li./v. television. 

\iiil  oi  these  between  a  fourth  and 
,i  third  are  w  holly  >>i  pai  iK   industi  ia {pending  ovei   1200,   I  a  yetxi   in  .ill 
manufacturers  and  therefore  have  no      media?     Motional     Idverlising   Invest- 
products  fi'i  sale  in  the  mass  consumer 
|>lll"lic. 

bj   phone  i"  find  oul  what  the) 
1 1  - 1 1 1  u'  -   whal   the)    were  spending   and 
ulis  the)  were  sta)  ing  ofl  the  air. 

The  results  "f  this  two-pronged  -ur- 
\i-s     b)    mail  and   phone     were  t }i«-u 

Huh      main      ad\  crtiscis     arc     there 

ments,    which    excludes    dauj     news- 

papers and   Bpol   radio  and    l\.   lists     tabulated.   The  l'<>\  on  this 
593  Buch  advertisers.  {Please  turn  to  pagi  86) 

Non-air  advertisers:  Their  agencies,  budgets  and  reasons 
ADVERTISING     AGENCY 

I8S3    AD    BUDGET 

I. 

2. 

3. 

I. 

.7. 

6. 

7. 

8. 

.9. 

10. 

II. 

12. 

13. 

It. 
15. 

16. 

17. 

18. 

1.9. 

20. 

21. 

22. 
2.1. 

24. 

25. 

20. 

27. 

28. 

2.9. 

30. 

31. 

AMI  Hit    l\    <    t\    (i). Cans,  i  ontainers Young  &  Huh, <  am  9222,098 
i/'///,  ANP  l  > 

AMERICAN   <)   XNAMID  Chemicals,   dyes  Hazard    tdvertising  .        2500,000 
(Calco  Chem.  Div.) 

AMERICAN   EXPORT  LINES      Travel  Cunningham  &  Walsh        9503,000 

il'lli.    IN/'/. 
4MERH   IA   GAS    ISSN.  Gas  promotion  McCann-Erickson; 

K.  t<  hum.  M.  Lead  & 

Grove  S8.10.000 
AM  ERIC  A\   HARD  Rl  KliER       Ace  combs,  rubber,  E.  H.  Howard,  W.  L.         999,945 

plasti.  products  Ton  in-  i  I'll!  i 
S.  AUGSTEIN  &  CO.  Women's  clothing  II. -nut.  Ogilvy,  Benson      9300,000 

£    Mather 

AMER.  SUGAR  REFINING^        Sugar  Ted  Bates  S3  1 1.3.9  1 lANPA) 

B1GEL0W  SAN  FORD   CARPET. Carpets  Young  &  Ruin,  am  9072,830 

'I'll!  i 

CUNARD  SS.  CO.  ...Travel  Cecil  &  Presbi  9503,000 
Kelly,    \ason  [PIB,    INPA) 

EASTMAh    KODAK-  Cameras,  him  J.  Walter  Thompson  92,317,222 
'I'll!.  4NPA) 

FLORIDA   FASHIO\s 
.Women's  clothing  Byrde,  Richard  £  Found  SI  17. .9  1.9 

tPIB,  AM'  I) FREE  SEWING    MACHIM       -.Sewing  machines .  Emm.    Wase)  9500,000 

GORHAM  CO.    Silverware  ...Kenyon   &  Eckhardt  9358,805 i  I'll!  i 

P.  H.  HANES  KNITTING  CO.      Woolen  goods  V.  W.    iyet  S  170,000 
HARPER  &  BROS*  Ranks  Denhard  &  Stewart  9251,485 

I   f  W  f  , 

IIICKOK    MAM  FACTl  RING       Men's  accessories  Kastor,  Farrell,  Chesley      8303,892 

&  Clifford  'l'IH> LAVORIS  CO.  _  Antiseptic  Addison  Lewis  9231,156 
i/'/rt.  ./Y/'.-Ji 

LEWYT  CORP.*  I  acuujn    r/eaners  //VA-s  £  Omr  S3. 12.7.000 

(S ffti 9258,665 /'.  «.    MALLOR)'- Electronic,  metallurgical     iitken-Kynett 

products Ml  TUAL  LIFE    1  V.   }.i  /nsurance 

NATIONAL  BOARD    OF  FIRE 
I  NDERWRITERS  Insurance 

PA.  GRADE  CRl  DE  OIL  iSSN.  Oil  promotion 
PENNZOIL  CO*  Oil 

Benton   &  Bowles 
8580,000 

/.  U.  IfatAes  8500,000 

Meldrum   &   Fewsmith       S2.70.000 
.Fu/Ver  £  SmfcA  &  /cos*     S  182.000 

-  I/O 

PINEAPPLE  GROWERS  ASSN. 

OF  HAWAII  Pineapple   promotion  J.    Walter    Thompson   .        SI. 7.70.000 

/'(  ROLATOR  PRODI  <  7">"  0,7  £  fuel  filter*  /.    ff"a/,<v   Thompson   .        S  17.7.000 

S  («i 
RAILWAY  EXPRESS     tGENCl    Express  service  Fuller  &  Smith  &  Ross :     S.700.000 

Ko/,/.    /T.   Or  (P/fl) 

SAKS  »TH  Al  E.  Women's  clothing  J.R.Flanagan  S230.810 

•/'//?  1 

S2.70..72.7 
JOHN  B.  STETSON  CO. 

I  .  S.  PLYWOOD  CORP. 

Me hats Ken  von    £   Eckhardt 

WH1TM4\  &  SON 

WORTHINGTO\     CORP.  dachinen 

>l'll!> 

Phwood.  doors,  glue  Kenyan  &  Eckhardt: 
E.  T.  Howard:  Fuller 
&  Smith  £  Ross  SI. 2.70. 000 

Candy  Ward    Wheelock  SI. 000. 000 

Chirurg 
9700,000 

KEY:    •I'll!    .in.l    AM'A    figures    lor    1951;    SAR    (Standard    Advertising    Register)    and 
other    figures     for  Using     spot     radio    announcements     in     North    Carolina.     TV 
participation    programs    in    Texas,    out    of    37    states.      ̂ Supplies    dealers    with    TV    film 
commercials.     'Harper  use.   s..me  TV   in  Los  Angeles  and  S«n  Francisco.     'Spent   $75,000 

on  radio  and  TV  irill  spend   I 

markets).    TV    3    markets,    all    coop.     "Mallory 

this   jrear.     "Spent    S2i  ooo   for   TV    1»53. 

"  \  a  product  aimed  at  con- 

turner   at   moment" 

"I'm. in.  is    \iil.t    lii    other 

manutui  tUTCrs" "  Magazines   &   neu  spapers I  mill    nunc     tl 
"Too  costh  :  uc  supplj  firms 

with  Tl    \pnts" 

"Budget  limitat 

"/  se  magazines  to  ha.  I 
toilers  u  ho  use 

"Testing  on  smalt  scale" 

"7  I    tun  i  ostly,  nex  er  tried 
radio    national!) 

"<  an't    get    one-minute    Tl 

spats  n t  want" "Need  color:    uill  use  • 

II  "
 

"Tl     too    expensive   for    rt 

turn   obtained" 
"Spot  radio  and  Tl    cost  too 

much    for   return" 
"<  nst  and  coverage'';  prefer 

magazines 
"Budget    limitations" "Fantastii  foi 

boot,  s" 

"Can't  sell  men's   belts  and 

jewelry   that   way" 
"I  ted  radio  15-20  years  ago: 

not   produi  tn  e" 
Hard  to  twitch  distributors 
train   ncu  spa: 

"II  oiil.l    hat  c    used     Tl      la- 

.  a'h   but  no  suitable  time" "National  •  umpaign  too 

pensive" 

"\..  t.i\  arable  committee  ac- 

tion  at  this   time" "Simple   matter  oi  dollars" 

"Depends  on   distributors" 

\o   reason    cited;    u^e   maga- 
zines, posters,  trade  papers 

"We're  atraid  to  stay   out 

Tl     but  must  test  more" 
Budget:    "against   scattering 

our   shots" 

"Haven't    had  prooi  air   can 

do  a  better  job" "  \  0  i<  '/v  to  find  value" 

"Need  color  and  visual  im- 

pression" 

Tl    "too  expensive,"  too 
hard  to  check  results 

"Doesn't  fit  media  needs" 

in    19"  I  goes    to  ra  I 
Hill    spend    under    $1.00(1    on    ra .! 



Since    '51     winter    coffee    drinking    is    up    20rr  . 

Reason:    There's    more     between-meals    drinking 

1  billion  more 
cups  of  coffee:  how 
spot  radio  helped 
Pan-American  Coffee  Bureau  spends  8500,000 

to  sell  women  on  taking  "eoffee  break" 

^ii  l'H6  one  of  the  most  popular 
hits  on  the  disk  jockey  programs  was 

''The  Coffee  Song."  It  was  the  song 
with  the  refrain  which  went  ".  .  .  for 

there  s  lots  n"  lots  of  coffee  in  Brazil." 
There  was,  too.  in  L946.  In  Eact, 

Brazil  had  roughly  400,000  metrir 

tons  ill  coffee  in  government  ware- 
houses at   that   time. 

For  the  past  year  another  coffee 
song  has  been  heard  on  the  radio. 
One  line  from  this  song  goes: 

.  .  .  Morning,  afternoon,  always  take 
Time  out  —  time  out  —  time  out  — 

time  out 

lime  out  for  a  coffee  break! 

People  are  taking  time  out  for  a  cof- 
fee  break  —  19.6%    more  this   winter 

Pan-American     Coffee     Bureau     is    "agent    of    foreign     governments,"     so     ad     copy     is     closely 

watched.     Attorney   John    J.    Leighton    (left)    checks    copy    with    bureau's    ad    chief,    John    Burns 

36 

than  in  the  winter  of  1951,  to  be  spe- 
cific. That  means  more  coffee  is  being 

drunk.  And.  coincidental!) .  the  Latin 

American  countries  no  longer  have  a 

coffee  surplus;  supply  and  demand 
now   are  equal. 

Sponsoring  the  musical  invitation 

to  "take  a  coffee  break"  is  the  Pan- 

American  Coffee  Bureau,  an  organiza- 

tion supported  by  11  coffee-producing 
countries.  One  of  the  major  aims  of 

the  bureau  is  to  get  people  in  the 
United  States  I  who  drink  twice  as 

much  Latin  American  coffee  as  the 

rest  of  the  world  combined  j  to  drink 
Mill  more  coffee. 

Research  convinced  the  coffee  bu- 
reau that  between-meals  occasions  for 

coffee  drinking  represented  the  best 

potential  new  market  for  coffee.  For 
the  last  year  and  a  half,  the  aim  of 

the  bureau's  consumer  campaign  has 
been,  basically,  to  sell  the  idea  and 

practice  of  the  "coffee  break. To  this  end  the  bureau  currently  is 

spending  about  SI. 5  million  a  year  for 

consumer  advertising,  one-third  of 
which  is  appropriated  to  spot  radio. 
\lniut  $1  million  goes  into  general 

consumer  magazines.  Television,  at 
this  writing,  does  not  figure  in  the 

bureau's   market   coverage  pattern. 
The  coffee  bureau  is  buying  color 

pages  in  such  magazines  as  Life,  The 
Saturday  Evening  Post.  Look  and 

Collier's.  The  bureau  believes  this  use 

"I  print  media  gives  it  dominant  pene- 
tration of  a  large  national  audience  to 

SPONSOR 



help  establish  the  "coffee  break." 
For  intensive  coverage,  especiall) 

in  reaching  the  housewife,  the  bureau 

uses  continuing,  year-'round  recorded 
minutes  on  i adio. 

I  lie  bureau  buys  about  135  stations 
in  mimic  90  markets:  usually  two  sta- 

tions per  market  in  "A"  markets,  one 
station  per  market  in  "B"  markets.  In 
its  "A"  markets,  it  buys  at  the  rate  of 
10 announcements  per  week;  in  its"B" 
markets,  five  announcements  per  week 
are  pun  based. 

The  bureau,  although  buying  inten- 

sive coverage,  doesn't  Btart  oil  by 
merel)  picking  tin-  most  powerful  or 
the  clear-channel  stations.  \ fu-r  buy- 

ing   station-    which    do    a    li * » < »t  1    job    of 
covering  it-  primary  marketing  ana-. 
the  bureau  "fills  in"  with  a  number  of 

'■|>ou<t"'  stations.  In  all  it  achieves  an 
estimated  potential  coverage  of  some 

()2'  <    of  the   I  .  S.  population. 
The  coffee  bureau  has  established  a 

policy  of  time  buying  calculated  to 
give  its  ad  agency  maximum  flexibility 
within  the  market  anil  Cop)  limita- 

tion-, according  to  John  \.  Burns,  the 

bureau's  director  of  advertising.  Burns 
reports  directly  to  Bureau  Manager 
Charles  (i.  Lindsay . 

Cunningham  \  Walsh,  which  han- 
dles the  radio  advertising,  i-  primarily 

charged  with  the  responsibility  of 

recommending    not    only    cop)     treat- 

WHY  THE  PAN-AMERICAN  COFFEE  BUREAU  USES  SPOT  RADIO 

I.  Radio  >pi>t  announcements  <mi  /»■  bought  <u  10:00  a. in.  mid 

.\A)()  p.m.,  the  natural  times  foi  <i  "<<>tir,-  break. 

— .     I  bout    I .'{.")  nulla  stations   m   roughly    (^<)  markets   reach 
^2' ,   <>l  everybody  in  the  I  nited  States. 

ti.  Radio  announcements  on  carefully   selected  stations  i>i<> 

vide  a  mass  audience  at  a  very  economical  <<>st. 

inent     hut     al-o     specifically      how      the 
chosen  media  shall  In-  used.  I  he  bu- 

reau account  i-  directly  supen  ised  b) 

an  agenc)  vice  president,  William 
Reydel,  who  with  Account  Executive 
Edward  F.  Franklin  work-  closely  with 
the  bureau. 

C&Ws  head  of  the  radio-TV  de- 

partment. John  Sheehan,  is  in  ((in- 
stant touch  with  Newman  McEvoy, 

media  chief,  and  Mike  Memhrado. 
timebuyer. 

The  audiences  delivered  and  the 

costs  thereof  are  audited  at  least  quar- 
tet l\.  Over  an  18-month  period,  al- 

though there  have  been  certain  buys 

unchanged,   there   ha-   been   virtuall)    a 

i  omplete    e\  olution     oi     availabilities 

purchased. I  he     Tan-  \mci  i<  an     (  loffee     luiicau. 

economically      a-     possible,     purcha-e- 
primarily  a  housewife  audience  during 
two  specific  daytime  periods.  I  he  bu- 

reau trie-  to  Inn  at  oi  ueai  L0:00  a.m. 

and  3:00  p.m.  "coffee  break'"  hours. It  fa\ors  participations  if  compatible 

v.  ith  this  "timely  copy  to  take  ad- 

vantage of  the  "pin-'"  inherent  to  local 
personality    programing. 

Only  full  minutes  are  bought  1>\   the 
coffee  bureau,  since  it  ha-  a  Bomewhat 

Complicated    educational    nies-ane.     Re- 
corded,  the  announcement-  are  intro- 

i  Please  turn  to  page  82) 

COFFEE    BREAK    IS    BIG    OFFICE    FAD,    AS    AT    MUTUAL    LIFE    INS.    CO.    (BELOW).     RADIO   SPREADS    HABIT   TO    WOMEN    AT    HOME 
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v/  What  they  get  paid 

v  Where  they  come  from 

v  How  long  they  hold  their  jobs 

v  Where  they  want  to  go 

*        # 

A  sponsor  study  based  on 

a  survey  of  85  timebuyers 

_/%_  timebuyei  who  buys  close  to  81  million  worth  of  time 
annuall)  was  deluged  with  telephone  calls  from  reps  one 

morning  a  few  weeks  ago.  The)  were  offering  him  availa- 
bilities ideally  suited  for  a  certain  bab)  food  account. 

"I  in  sure  the\"re  great."  the  timebuyer  told  them.  "But 

our  agenc)  doesn't  have  that  account." 
Ihc  reps  answered  him  disbelievingly,  somewhat  an- 

noyed at  him  for  holding  out  on  them.  After  lunch  that 

same  day,  the  timebuyer  received  a  memo  from  one  of  the 

agenc)    account   men: 
"Please  stop  b)  around  3  p.m.  Am  lunching  with  new 

client.  Health)  Tot  Bab)  Food.  We'll  talk  about  their  cam- 

paign this  afternoon." "Tm  usually  the  last  one  to  know  about  a  new  account." 

this  timebuyer  told  sponsor.  "And.  as  if  that  weren't  bad 
enough,  I'm  never  called  in  for  a  strategy  conference." 

This  timebuyer's  complaint  is  characteristic  of  the  prob- 
lems most  commonly  cited  by  85  respondents  to  a  recent 

surve)  conducted  b\  SPONSOR  among  500  timebuyers 

throughout  the  country.  Main  timebu\ors  pointed  out  that 

their  specialized  and  professional  abilities  are  rarely  used  to 

their  greatest  extent. 

sponsor's  surve\  ol  timebuyers  was  probably  the  largest 
such  stud)  ever  conducted  about  the  time  buying  field. 
Some  500  names  were  chosen  from  the  list  of  1.700  time- 

buyers  in  Time  Buyers  Register,  published  by  Executives' 
Hadio-TV  Service.  Agencies  from  every  state  in  the  union 
were  selected  in  proportion  to  the  total  number  of  agencies 
in  the  state.  There  were  small  agencies  where  the  buyer  is 

also  a  copywriter  and/or  account  executive:  regional  and 

medium-sized  agencies,  and  the  outstanding  major  agencies. 

The  buyers  were  asked  to  fill  out  a  one-page  question- 
naire and  write  additional  comments  on  the  back.  Eightv- 

five  timebuyers  responded  to  this  survev.  All  of  the  85 

questionnaires  returned  were  carefully  filled  out  and  the 

majority  of  respondents  offered  additional  written  com- 
ments. This  would  seem  to  indicate  that  the  survey  an- 

swers  were  made  with  care — and  interest. 

Questions  included:  age:  school  and  job  background: 
marital  status  and  family;  >alary:  expected  salary  within 

three  more  years  as  timebu\er:  size  of  agency  at  which  em- 

ployed: type  of  work  and  responsibilities  as  buyer:  ulti- 
mate ambition  in  the  agent  \  or  related  fields:  problems  in 

work.  Together,  the  results  of  sponsor's  surve\  constitute 
a  factual,  detailed  job  profile  of  the  time  buying  profession. 

Timebuyers'  salaries  range  from  approximate!)  83.500 
up  to  820.000  a  vear.  However,  salaries  above  815.000 
usually  implied  duties  beyond  straight  time  buying;  for 

example,  strategy  planning  as  radio-TV  director. 

Ihc  average  timebuver's  salarv  is  80.275  a  \ear  I  lump- 
ing together  returns  from  men  and  women  regardless  of 

size  of  agenc)  I.  Onh  17'<  of  the  85  respondents  fall  into 
the  $9,000-and-over  bracket   (see  chart  at  right).     Ml  but 

all  over  the  U.S. 
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THIS    WE    FIGHT    FOR:    Point    Three    in    SPONSOR'S 

platform    asks    full   recognition    for   timebuyers. 

3.  \Y(  fi<ih/  fur  timebuyer  statu*  at 

all  advertising  agencies  dealing  with 

an-  media  equal  fn  spacebuyer  status. 

- - 

SPONSOR 



Education Ambition Problems 

55%  are  college  graduates 
The   percentage  of  college  graduates 

among   male   timebuyers  is  68rr  ,   among 

women    38%.    Less  than    1%   of  all  time- 

buyers  have  a  degree   beyond   a    8. A.  or 

B.S.     Most   of   them   studied    business 

Many  want  to  be  media  chiefs 
Better  than    one-fourth   of   all   time- 

buyers    want   to    become    media    direc- 

tors.    The    majority    want    to    advance 

in   some   phase   of  agency  work,   others 

in  station  management  or  other  fields 

Chief  problem:  no  "inside"  info 
More    information    about    client    aims 

and   needs  is  major   need,  say  time- 

buyers.     Other    problems    listed:    lack 

of    adequate    research    tools,    little 

time    between    planning    and    buying 

two  of  the  14  timebuyers  who're  in  thi>  $9,000-and-ovei 
category  work  for  top  10  or  other  major  advertising  agen- 

cies. The  two  who  Ho  not  work  for  major  agencies  have 

functions  in  addition  to  time  buying.  I  One.  earning  be- 
tween $9,000  and  $10,000  a  year,  is  also  an  account  ex- 

ecutive at  his  agency — which,  incidental!),  has  under  LO 
employees.  The  other,  a  woman  earning  between  $12,000 

and  $1  1.1  KH)  a  \ear  at  a  medium-sized  agency,  is  also  media 
director  in  charge  of  the  department.) 

The  majority  of  male  timehuyers  who  responded  to  the 

questionnaire  are  employed  by  medium-sized  agencies, 
whereas  the  largest  number  of  women  respondents  are  with 

small  agencies. 

The  survey  indicates  that  timebuyer  salaries  at  small 
agencies  or  agencies  with  fewer  than  10  employees  have  a 

x 7.i  mii  i  ceiling;  that  hetter  than  00' ,'  of  timebuyers  work- 
ing for  small  agencies  earn  $5,000  or  less.  The  average 

salary  of  timebuyers  working  at  either  the  top  10  or  else  at 

major  agencies  is  ST. TOO.  ,,r  $1,500  more  than  the  average 
for  all  timebuyers. 

"We  just  don't  get  paid  what  our  job  is  worth.'"  re- 
marked the  head  timebuyer  of  a  major  West  Coast  agency. 

"But  it's  no  wonder."  he  said.  "'Look  at  all  the  women  in 

the  field." 

How   do  men-  and  women's  paychecks  compare? 
The  average  male  timebuyer  earn-  $7,400  a  year;  the 

average  ladv  timebuyer  makes  some  33 r  J  less,  or  $5,540. 
However,  in  time  buying  as  in  a  number  of  comparable 

fields,  the  average  male  employee  has  more  family  respon- 

sibilities than  his  female  counterpart.  Some  00'  ',  of  male 
timehuyers  are  married:  43$  61  them  have  children.  The 

average  one  of  these  "43  percenters"  has  two  children  to 
support  on  his  average  $7,400  income. 

The  average  lady  timebuyer  is  older  than  her  male  col- 
leagues— an  average  33. T  years  old  compared  w  ith  the  aver- 

age male  timebuyer's  31. T.    Only  43'T    of  the  lady  time- 
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buyers  are  married,  and  slightly  over  half  of  these  have 
children.  The  average  mother  among  timebuyers  has  1.8 
children. 

"Statu-  of  Women  in  the  United  States,"  a  detailed 

study  released  1»\  the  Women's  Bureau  of  the  L.  S.  Depart- 
ment of  Labor  on  2  November,  shows  that  the  average  pay* 

check  of  a  lady  employee  is  41'<  of  that  received  by  the 
average  working  man — or  a  greater  difference  than  exists 

[Please  turn  to  page  66) 

Chart    breaks   dmvn    annual    timebuyer 

income   by  sex  and   by  size  oi  ayeney 

AMOUNT    EARNED    ANNUALLY        NUMBER    OF    MEN"         NUMBER   OF   WOMEN* 

Under  S3. 000    ...  I  (c) 

S3,- 1.000            -i   (a,  b.  c,  e)  9   (a,  3c,   Id,  e) 
SI.-5.000            7  (a,  b,  3c,  2e)  9  (b,  3c,   Id,  e) 

S3.-C.000        'I    (2a,  lb,   l.\  d)  6  'a.  2c  d,  2e) 

S6,-7,00©        !•  (b,   Ic,  3d,  2e)  I   (a,  2,1,  e) 
S7.-8.000            ■  (a,  7c)  2  (2a) 
*«.-». 000       

$9,- 10.000     ....      2  (bi,  e*)  2  (a,  b) 

SJ0.-I2.000     ...      •',    j,'.  31,'  < i 

S 12,- 1  1.000     ...     I    a"  2    l,«.  ,-<) 
Over  SI  1.000    ...     2  (2bM) 

Total .  .  50  35 

"Chart  shows  number  of  timebuyers  out  of  85  respondents  who  fall 
into  each  salary  bracket  listed  at  left.  Letters  in  parentheses  refer 

to  siie  of  agency  at  which  each  respondent  is  employed.  Where  a 

number  precedes  a  letter,  e.g.  3c,  it  means  that  three  timebuyers 

earning  a  particular  salary  come  from  a  c-siie  agency.  Letter  a  means 

agency  is  top  10;  b,  major,  but  not  top  10;  c,  medium;  d,  small;  e, 

under  10  people.  OTHER  NOTES:  'head  buyer;  -account  executive; 

3media  director;  •'client  contact;   "'radio-TV  director. 
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What  Starch  has  discovered  about  TV  commercials 

THE  AUDIENCE  OF  A  NETWORK  TV  SHOW  IS  NOT  THE  AUDIENCE  FOR  ITS  COMMER- 

CIALS, DANIEL  STARCH  &  STAFF  STATE  AS  RESULT  OF  SIX-MONTH  TV  STUDY,  SOME 

66%  OF  VIEWERS  RECALL  AT  LEAST  ONE  OF  SHOW'S  COMMERCIALS,  STARCH  FOUND. 

SOME  COMMERCIALS  IN  NET  VIDEO  ARE  BETTER  THAN  OTHERS  AT  HOLDING  THE 

ATTENTION  OF  PROGRAM  VIEWERS,  OR  AT  GETTING  ACROSS  SALES  POINTS.  THE 

RANGE  OF  COMMERCIAL  NOTING  CAN  BE  AS  HIGH  AS  66%,  OR  AS  LOW  AS  15%. 

STARCH  MAKES  NO  CLAIM  TO  MAGICAL  MEDIA-BUYING  FORMULA  WITH  HIS  LATEST 
TV  FIGURES.  PRIMARY  USEFULNESS  OF  CHECKUPS  IN  WHICH  VIEWERS  ARE  ASKED 

TO  "PLAY  BACK"  TV  SALES  POINTS,  STARCH  FEELS,  IS  IN  IMPROVING  TV  COPY. 

Will  Starch's  new  TV  noting 
figures  upset  buying  strategy? 

One-third  of  average  network  TV  show's  viewers  don't  recall  any  of  the 

sales  points  made,  don't  see  any  of  show's  commercials,  says  Starch 

^Advertising  geiger  counters  clicked 
furiously  late  last  month: 

"41%  of  Viewers  Note  Commercials 

— Starch"  headlined  a  leading  broad- 
cast news  weekly. 

"Reallv  shows  us  what  our  clients 

pet  for  their  TV  money,"  >aid  an  ac- 
count executive  of  a  New  \ork  agency. 

"Ridiculous!  Media-wise,  it  proves 

nothing,'1  snorted  a  TV  research  ex- 
40 

pert  at  one  of  the  major  video  webs. 
The  radioactive  center  of  the  con- 

troversy—which is  still  going  on — was 

a  set  of  TV  commercial  "noting"  fig- 
ures prepared  by  Daniel  Starch  &  Staff, 

a  research  firm  widely  known  for  mag- 
azine readership  and,  more  recently, 

TV  checkups. 

Starch's  TV  director.  Jack  Boyle, 
took  the  wraps  off  the  findings   at   a 

workshop  session  of  the  Radio  &  Tele- 
vision Executives  Society  on  22  Octo- 

ber. Certainly,  the  figures  seemed  to 
be  explosive: 

•  41%  of  the  viewers  of  the  aver- 
age nighttime  network  TV  show,  Boyle 

reported,  see  any  given  commercial 
within  that  program,  compared  with 

a  "noting"  average  of  40%  for  maga- 
zine color  page  ads. 

SPONSOR 



•  I  lii-    I  \    "noting"    figure    went 
down  to  15'  i   at  worst  and  up  t>>  66'  i 
.a  best,  meaning  thai  a  third  <>l  the 
audience  i-  missing  the  best    I  \    net- 
work  commercials,  Boj  le  added. 

•  dii' ,  uf  a  program's  \  iewers  <l<> 
iee  at  least  one  common  ial  in  the  a\  • 
erage  T\  show  (as  contrasted  with  the 

II',  who  see  anj  spe<  ill.-  commer- 
i  ial  I .  But  that  leaves  at  leas)  a  third 

of  the  program  viewers  who  weren't 
recalling  an)  T\  network  commercials 
mi  the  average,  l!<>\  le  contended.  I  wo 
out  of  In  forget  them  at  best.  The 

range:  ■">.">' ,'   to  79( .  . 
Mmosl  overnight,  these  figures  were 

being  quoted  in  conference  rooms  and 
restaurants  from  Madison  Wenue  to 

Sunset  Boulevard.  The  reason  was  un- 

derstandable. In  the  klieg-lighted 
world  of  big-time  TV,  everyone  is  so 
.  o-i  conscious  that  an]  stud]  of 
I A  -  advertising  effectiveness  is  soon 
pounced    On,    hashed    up    and    then    re- 
bashed. 

Once  the  dust  settled,  however,  ad- 
men began  to  wonder.  Is  TV  no  more 

effective  in  holding  commercial  view- 
ers than  magazines  are  in  holding  ad 

readers?  Are  Starch's  TV  "noting" 
figures  the  basis  lor  future  media  buy- 

ing, particularb  in  choices  between  T\ 
and  magazines?  Do  the  Starch  figures 

explode  the  "captive  audience"  theorj 
that  a  large  majority  of  the  viewers  of 
a  TV  show  also  see  all  the  commer- 

cials? Do  TV  commercials,  even  those 

concocted  by  the  best  agencies,  need 
drastic  overhauling? 

Must  of  the  questions,  however. 
boiled  down  to  this:  What  do  the 

Starch   TV  figures  really  prove? 
Realizing  that  the  Starch  T\  study 

— and  possible  future  Starch  studies 
of  a  similar  nature  conducted  on  radio 

commercials — will  be  a  hot  topic  for 
months  to  come.  SPONSOR  sought  the 
answer  from  several  sources  for  the 
benefit  of  broadcast  admen. 

\  sponsor  editor  interviewed 

Starch's  Jack  Boyle  on  two  occasions 
following  the  initial  release  of  the  re- 

search firm's  T\  figures,  discus-dng 
everything  from  the  implication  of  the 

findings  to  the  methods  by  which  they 
were   compiled. 

Other  interviews  were  held  with  a 

number  of  agencv  research  chiefs,  some 

of  whom  are  planning  to  bin  Starch 
TV  studies.    \n.l  finalh  SPONSOR  talked 

research 

with  the  I  \  res<  an  h  executives  "I  the 

two  top  video  networks,  whu  are  n.it • 
urall]  com  ei  tied  h  ith  am  stud]  of 
I  \  -  commercial  impai  t. 

In  the  i  ..in se  nl  these  diw  unions 

and  interviews,  several  answers  ti>  the 

question  "I  w hat  the  Starch  I  \  stud] 

reall]  proves  were  cited.  In  highlight 
form,  the]   shaped  up  something  like 

tin-: 
1.  \lu~l  admen  agree  that  the  Man  h 

Stud]     is    probabl)     the    final    piece    ..I 
evidence  which  will  condemn  to  obliv- 

ion the  glib  theor]  that  all  the  I A 
viewers  who  watch  a  given    l\    Bhow 
see— and  remember — all  the  commer- 

cials in  the  program.  No  longer  are 
network  T\   salesmen  likel]   therefore 

to  make  pitches  in  which  magazine  au- 

diences, derived  from  March  reader- 
ship figures  measured  against  circula- 
tion, are  compared  directl]  with  gross 

audience  figures  based  on  program  rat- 

ings. 
2.  On  the  other  hand  the  Starch 

study,  result  of  a  six-month  series  of 

phone  checkups  on  some  5.0(H)  pro- 
gram viewers  in  various  markets,  is 

not  likel]  to  cause  an  overnight  revo- 
lution in  media  buying.  The  differ- 

ences between  the  techniques  used  in 

the  Starch  magazine  and  TV  research 

(see  box  at  right  (  rule  out  any  direct 

media  comparisons.  Starch,  inciden- 
tal! v.  was  the  first  to  agree  with  this. 

3.  Starch's  figures,  in  man]  ways, 

aren't  as  drastic  as  they  seem.  For  one 
thing,  the]  are  a  measurement  of  how 
well  a  commercial  is  remembered  with- 

in an  hour  after  a  network  T\  show 

— they're  not  an  impersonal  measure- 
ment of  whether  a  viewer  has  actuallv 

seen  [and  perhaps  later  forgotten  he 

saw)    a  commercial. 
For  another,  network  researchers  feel 

that  the  comparison  cited  by  Starch's 

Jack  Boyle  between  the  "noting"  fig- 
ures for  T\  and  magazines  is  a  mis- 

leading one.  Their  reasoning:  Color 

page   ads   have  an   average   noting   of 

b»'.  in  national  magazines.  \nv  spe- 
cific commercial  in  a  T\  show,  accord- 

ing  to  Starch,  has  a  noting  figure  of 

11%.  Vre  these  comparable?  No,  sa] 
the  network  T\  proponents,  because 

the  amount  of  time  spent  to  read  the 

average  color  page  ad  is  much  closer 

to  the  time  spent  in  viewing  any  sin- 
gle program  commercial  among  several 

in  a  show.  The  comparison,  network 
admen    feel,    should    be    between    the 

In','  figure  for  magazines  and  the 
(>(>',  "noting  one  or  more  commer- 

l  Please  turn  to  page  1 1 H . 

HOW  DANIEL  STARCH 

DETERMINES  TV  NOTING 

Interviewing  is  done  via 

phone  calls  during  the  hour 

following  live  net  work  TV 
telecast,  Market  list  is 

determined  by  client,  can 

be  as  little  as  one,  or  as 

high  as  30  cities,  Usual 

target  is  200  interviews 

by  Starch  researchers  with 
viewers  who  have  actually 

seen  the  show,  Respondents 

are  asked  to  "play  back"  the 
sales  points  made  during  a 

show's  commercials,  Answers 

are  broken  down  qualitatively. 

WHAT  ADMEN  SAY  ABOUT 

STARCH  TV  APPROACH 

Veteran  researchers  and 

leading  admen  feel  that 
Starch  TV  noting  figures 

cannot  be  used  to  make 

direct  comparisons  and 

cost-per-1 ,000  measurements 

between  air  and  print  ads, 

Reason:  research  techniques 

are  similar  in  Starch  TV 

and  mag  studies,  but  by  no 

means  identical.  Thus 

print  noting  and  TV  recall 

figures  are  not  comparable, 

do  not  give  new  "yardstick." 
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MAGES    PLANS    STORE    OPENINGS    TO    COINCIDE    WITH    NIGHT    OF    TV    SHOW,    TELECASTS    REMOTE    INTERVIEWS    FROM    STORE 

TV  ups  sales  $2  million  in  1 
years  for  Chicago  sports  store 
Mages9  S200.000  TV  budget  helps  sell  entire  family  on  sporting  goods 

%B  randma's  a  fishing  enthusiast. Pop 
likes  his  weekend  game  of  golf.  Mom 

goes  in  fur  picnics.  And  Junior  s  sold 
on  anv  sport,  from  baseball  to  ping 

pong. 

This  philosophy  "there's  a  sport 
for  everyone"  has  contributed  more 
than  any  other  single  factor  to  the 

success  "|  Chicago's  Mages  Mores  for 
Sport,  probabl)  the  largest  sporting 
goods  retailer  in  the  Midwest. 

Mages  was  a  pioneer  in  the  use  of 

television  1>\  a  sports  store  because  it 

believed  TV's  ability  to  tea  h  all 
types  "1  people  would  create  new  cus- 

tomers for  it-  •!   Is.    Previously  it  was 
one  o|   the  lew   sporting  i;   I-  firms  lo 

use  radio  programing,  It-  experiments 
have  paid  off. 

I  odaj .  two  years  after  it-  I  \  debut 
and  Four  years  after  it-  fn-t  radio  ven- 

ture, Mages  lii-  expanded  from  three 
I.,  seven  stores  in  the  Chi<  ago  area,  li 
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has  jumped  from  $3  million  to  $5 
million  in  annual  sales  volume  during 

the  two  years  <>n  television.  Mages  now 
allocates  over  two-thirds  of  its  8300.- 

000  annual  ad  budget  to  television. 

put-  ahout  10',  in  radio,  the  rest  in 

print  media. 
Thi-  year's  budget  represents  a  5093 

increase  over  1952.  Next  \ear  it  again 

plans  to  up  its  over-all  budget,  con- 
tinuing its  heavy  use  of  air  media. 

In  general  retail  sportswear  outfits 
are  reluctant  to  use  air  media  except 

lor  sponsorship  of  specific  sporting 
events,  such  as  tennis  matches.  The 

Mages  -tores  approach  can  provide 
valuable  tips  on  how  to  make  the  best 

■  I  radio  and  T\  for  others  in  the 

sporting   ll   Is  line. 

case    history 

Mages  two  air  vehicles  —  Mages 
Playhouse  on  television  and  Sporting 

Highlights  on  radio — were  chosen  by 

the  sponsor  and  his  agency.  Malcolm- 
Howard  Advertising.  Chicago,  because 

both  shows  had  the  broadest  possible 

audience  appeal.  Mages  Playhouse, 

televised  over  WGN-TV,  Chicago,  pre- 
sents one  feature  film  on  Mondays 

starting  at  10:00  p.m.  and  one  on 
Thursdays,  beginning  at  11:00  p.m. 

Sporting  Highlights,  a  15-minute  after- 
noon d.j  and  sports  show,  is  aired 

across-the-board  over  WIND.  Chicago. 

Mages  had  these  basic  problems  to 
solve  before  lining  up  its  TV  schedule: 

1.  If  it  sponsored  a  sports  show 
w  ith  a  definite  appeal  to  the  sports 
enthusiast,  it  would  probably  be  selling 

to  the  man  with  the  higher-than-aver- 
age  interest  in  sporting  equipment.  By 
the  same  token  it  would  be  limiting  its 

i  Please  turn  to  page  104) 
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Radio  network  auto  billings  in  '53  are  triple  '52;  TV  billings  are  double 

NETWORK   RADIO  AUTOMOBILE   BILLINGS:    '49-'53- NETWORK    TV    AUTOMOBILE    BILLINGS:    '49'53 

Jon.-Dec.  L949 
Jan, Dec.  L950 

Jan.  Dec.  L95] 

Jan.  -Dec.  L952 

(Jan.-Aug.  I5>.72 

Xian.'Aug.  HhV.i 

-  1,887,769 

82.371,080 

$1,593,072 si'.l  10,970 

$1,083,423 
s;;.2 10.772 

J  an, Dec.  L949 

Jan, Dec.  1950 

Jan, Dec.  1951 

J  an, Dec.  L952 

•Iff ii. -tiff/.  /.'>."» 2 •Iff  it. -liif/.  1953 

$1,108,216 
$4,043,656 
11  524,202 

$10,251,933 

$5,772,83  I $11,884278 
SOURCE:    nil    ll.  |i|  \ 

Automobiles  on  the  air 
He  hi  ml  increased  air  activity  are  important 

industry  trends.    Here's  the  full  story 

by  Alfred  ./.  .(«//,> 

^  ■   lot  of  advertisers  are  clamoring 

to  gel  into  network  T\  and  nobody— 
but  Dobod)  is  banging  harder  on  the 
gates  than  the  auto  industr) . 

Scratch  an  auto  firm  that's  a  non- 
user  of  network  I  \  and  one  will  get 
you  two  that  underneath  is  a  heart 

beating  madl)   For  the  glamor  of  video. 

I  liese  T\  eager-beavers  make  an  im- 
pressive li-t.  True,  their  interest  ma\ 

flag  "ii  <>  asion  but,  for  the  most  part. 
it  s  because  tlie  nighttime  situation  i- 
tighter  than  a  stubborn  clam.  CBS 

and  NBC  jusl  haven't  L'ot  a  half  hour 

to  -ell  and  there's  a  long,  anxious  queue 
of  sponsors  rubbing  their  hands  in  an- 

ticipation of  the  first  program  casual- 
ties. With  its  new  -how-  \]\{]  has  put 

together  a  sponsored  lineup  in  jig  time 
this  fall  and.  while  the  web  has  time  to 

sell,  the  available  slots  are  oppo-ite  the 

top-rated  programs. 
lake  a  look  at  those  auto-makers  on 

the  outside  pressing  their  noses  against 

network  T\  's  window  pane.  The\  make 
an  even  half  do/en:  Plymouth,  Dodge, 
Studebaker,  Oldsmobile,  Nash  and 

Packard.  Some  of  the  sextet  (as  well 

as  other  auto  firms  i  want  to  squeeze 

{Article    continued    next    page) 

Share  (percent)  of  netc  cor  tnarSn'l  by  uuto  tnanufavturt'rs 
COMPANY  1936  1941  1947  1949  1950  1951  1952 

Buich                                1.72 
8.27 7.77 

7.70 
8.17 

7.7.1 

7.17 

Cadillac                             .3.1 1.61 1.68 1.67 
1.61 

1.82 
2.12 

Chevrolet                        27.33 23.59 
20.2:i 

21.32 

22.  15 
21.08 

26.1 10 
Oldsmobile                       .1.2 1 K.I  8 

7.07 

5.68 

6.. 12 

.1 .  .1 7 

6.63 

.1.8.9 

6.96 
5.  18 6.68 5.24 

Pontiac                               .1.0  1 
6.  10 

ALL  General  Motors    13.08 17.32 
11. mi 12.89 1.1.38 12.83 

11.73 

Ford                               21. .9.9 lO.f  f 10.82 J  6.67 18.13 
17.01 

17.62 
l.ini  oln                             .  10 

..10 
.76 .78 

..11 ..11 
.70 

Win  itr\                                     .... 2.1.9 
18.811 

3.5  J 
21.0.9 

3.86 

21.31 

5.63 2  1.66 
1.61 

22.16 

».  17 

ALL  For,!                    22.45 22.79 

(Ju^sler                                 1.72 

lt.8'.i 

2.87 
2.70 

2.3.9 
2.9 .1 

2.72 

De  Soto                          1.32 2.11 2.30 
2.1  1 

1.82 
2.23 2.21 

Dodge                                 7.30 
.7.78 0.02 5.65 1.7  1 .1.90 .1.93 

Plymouth                          11.68 12.12 .9.87 
10. .91 8.6.1 

10.72 10.12 

ALL  Chrysler               2.1.02 21.17 
21.76 

21.10 
17.60 21.80 

21.28 

Kaiser*                                  .... 1.76 1.26 1.35 1.63 

.99 

Henry   J.                                 .... 
.23 

1.02 
.6.9 

H  tul  son                                      .01 I..90 

2.0.9 1.87 

2.63 

3.2.1 
1.51 

2.8.1 
2.80 

2.02 

2.12 

2.7« 
1.16 

1.91 2.77 

1.32 

1.8.9 Wash                                     .7.9 

3.  13 

I'nrknrd                   2.02 

1.66 

Studebaker                __    I. .9.9 
3.07 3.22 1.12 1.2  1 

1.66 3.80 
Willys]                .:tO .58 .71 

.58 

..11 
..11 .99 

.11.1.  Independents  ...       5.77 

.9.. ->8 

13. 1  J 13.. 18 12.12 12.62 
13.39 

ng  Frazer.     SOURCE:    \  \  fclnnuuca  as  compit<M Willy,  merged. 
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i.l  \l  It  XI    MOTORS 

Active  institutional  air  advertiser,  GM  uses 

Henry  J.  Taylor  news  on  ABC  Radio  Monday 

nights  8:00-8:15.  *Production  cost  $750.  (Pack- 
ard, also  on  ABC,  uses  saturation  news  package) 

LINCOLN-MERCURY 
Ed  Sullivan's  tours  are  popular  with  Lincoln- 
Mercury  dealers.  He  is  shown  above  during  one 

of  them.  His  "Toast  of  the  Town''  on  CBS  TV  is 

top-rated  auto  show.    "Production  cost:  $30,000 

It  USER 

Wm.  H.  Weintraub  Co.,  agency  for  Kaisl 

Henry  J  cars,  considers  "Lowell  Thomas  al 
News"  on  CBS  Radio  "one  of  the  keystorj 

its     ad     strategy.         'Production     cosh: 

POXTiAC 
Newest  of  car  salesmen  on  TV,  Dave  Garroway 

will  push  Pontiacs  during  upcoming  competitive 

auto  battle.  "Dave  Garroway  Show"  is  seen  Fri- 

day  nights   on    NBC.     ''Production   cost:   $25,000 

CHEVROLET 
Sales  leader  of  the  auto  industry,  Chevrolet  uses 
Dinah  Shore  on  NBC  Radio  and  TV  twice  a 

week,  though  in  different  slots.  She  is  now  in 

her    third     season.      'Production     cost:    $28,000 

lion   costs    are   weekly.    as    taker.   Irani    SPONSOR'S   Comparagraphs.    Where  show  Is  or.  radio  and  TV,  combined  costs  are  given. 

into  I A  lor  new  car  announcement 

blasts  and  then  get  out,  but  for  the 

most  part  the  net  thinking  is  long  term. 

This  eagerness  to  get  into  l\  is 

symptomatic  of  important  trends  in  air 

advertising  as  well  as  a  crucial  transi- 
tion in  tin'  nature  of  the  postwar  auto 

business.  In  this  article  SPONSOR  will 

i  1  i  cover  these  trend-:  i  2  i  describe 

the  reasons  foi  them;  (3)  delve  into 

what  i-  happening  in  the  auto  busi- 
ness, and  '  I1  show  what  ever)  auto 

nianiil.H  turer  <  together  with  thfir  deal- 
ers '  are  doing  in  radio  and  T\  . 

In  tli<'  first  place,  there  is  cleai -<  ul 
e\  ul.  in  e  "I  .in  in'  reased  interest  in 
both     I  \    and    radio.     The    fact    thai    a 

round-up 

number  of  auto  makers  haven't  been 
able  to  get  what  they  want  on  network 

I  \  ha-n  t  kept  down  auto  billings.  For 
the  first  eight  months  of  this  year, 

gross  time  billings  of  auto  manufac- 
turers were  more  than  double  the  com- 

parable 1().")2  figure,  according  to  Pub- 
lishers Information  Bureau.  The  fig- 

ures are:  1953,  $11,884,278;  1952. 

$5,772,834. 

\ntl  thai  i-n*t  the  whole  story.  PIB 
figures   show    thai    auto   makers   spent 

rlj  a-  much  during  the  last  four 
months  of  last  year  as  during  the  first 

eight  months  of  the  year.  If  the  same 

pattern  is  Followed  uross  TV  network 
time  billings  for  L953  will  top  $22 
million. 

Radio  network  time  figures  nail 
down  even  hauler  the  trend  to  use  of 

(he  air  anion-  •  .11    makers.    I  *  1 1  >  -bow- 

billings  for  this  year's  first  eight 
months  are  actually  triple  what  the 

auto  industry  spent  during  the  corre- 

sponding period  last  year.  1  And  these 
figures,  like  those  for  TV,  are  for  pas- 

senger auto  advertising  only.  I  The 

1953  figure  is  S3.240.772.  while  the 

1952  figure  is  si  .0;  13.423.  As  in  the 

case  of  network  TV,  if  the  1952  pat- 

tern of  spending  is  repeated  the  12- 
month  figure  for  auto  advertising  will 
be  twice  that  of  the  first  eight  months. 

Radio  and  TV  spot  spending  for 
autos  is  not  an  easv  figure  to  gauge. 

You  can't  talk  about  radio  and  TV  spot 
without  talking  about  what  the  deal- 

er- are  doing.  While  there  will  always 

be  auto  dcalei>  who  complain  that  the 

factor]  dominates  the  advertising  pic- 
ture, the  fat  t  remains  that  in  no  other 

industry  does  the  retailer  figure  so  im- 
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f  Kl  SI  Fit 

network  show,  "Medallion  Theatre"  on 
sells  all  four  Chrysler  Corp.  cars.  Usual- 

car  gets  one  show.  Above,  Henry  Fon- 

rs  on  show.    'Production  cost:  $27,500 

oi  nsuoitu  i 
"Doug  Edwards  and  the  News"  sells  Oldsmobile 
three  times  a  week  on  CBS  TV.  Network  lineup 

is  being  expanded  because  of  difficulty  in  slot- 

ting   another   show.     'Production    cost:    $13,000 

\\  II  I   I   S 

Prestige  programing  for  baby  among  autos  con- 
tinues with  N.  Y.  Philharmonic-Symphony  on 

CBS  Radio.  Air  activity  is  low  following  mer- 

ger    with     Kaiser.     'Production     cost:     $25  000 

,'  SOTO-PLY  JIOITII 

jeho  Marx's  "You  Bet  Your  Life"  is  one  of 
•it  broadcasting  properties  in  the  auto 

lasts.  It  is  on  NBC  Radio  and  TV,  but  on 

rent      days.       'Production      cost:      $26,000 

f.f  W  ft  If 

Sponsor    of    the 

MOTORS 

National  Collegiate  Athletic 

Association  grid  games  on  NBC  TV.  GM  splits 

commercials  among  all  five  passenger  cars  plus 

other  products.    GM  also  bought  station  breaks 

FORD 

"Ford  Theatre,"  sponsored  by  Ford  Dealers  of 
America,  uses  offbeat  commercial  delivery  of 

Dr.  Roy  K.  Marshall,  who  simplifies  technical 

aspects  of  Ford  car.    'Production  cost:  $23,000 

■i>-.>.  ■$■>,,.    |      ^~ 

portantl)  in  over-all  advertising  polic) 
and  activity.  It  can  safely  be  said  that 
while  the  final  decisions  on  advertis- 

ing policj  ma\  not  always  be  his,  at 
least  his  attitudes  are  taken  into  ac- 
count. 

The  reason,  of  course,  is  that  the 
auto  dealer  holds  an  exclusive  retail 

franchise.  However,  there  is  no  com- 

mon pattern  of  dealer-factory  relation- 
ships. In  some  cases  the  dealers  are 

organized  for  local  and  national  adver- 
tising activity  and  in  some  cases  the) 

aren  t.  Hut.  whatever  the  case  may  he. 

the  dealer  and  factory  advertising  set- 

up is  fantastically  complex.  Even  a 

word  like  "co-op"'  does  not  have  the 
same  meaning  among  all  auto  firm-. 

It  may  mean  factory  spending  of  ad- 
vertising funds,  it  may  mean  spending 

by  local  dealer  groups,  or  it  may  mean 

what  ii  ,-ounds  like:  local  spending 
from  a  fund  to  which  both  factory  and 
dealer  have  contributed. 

In  view  of  all  this.  SPONSOR  had  no 

eas)  time  tracking  down  the  facts 

about  radio  and  I  \  spot  activity.  How- 
ever, its  survey  of  all  the  auto  firms 

and  their  agencies  brought  out  this: 

Both  factory  and  dealer  are  in  an 

upbeat  frame  of  mind  about  radio 
spot.  Now  that  radio  has  weathered 

its  '"time  of  troubles"'  brought  on  by 
T\  .  advertisers  and  agencies  tend  to 
look  at  the  medium  with  clearer  eyes, 

assessing  its  usefulness  with  less  emo- 
tion. Dealers  buy  radio  because  it  is  a 

low-cost  nyjss  coverage  medium.  Be- 
cause it  is  cheap  it  more  often  than 

not  gets  the  nod  over  TV. 

Dealer  and  factory  have  been  buy- 

ing more  spot  radio  because  of  it-  se- 

lectivity, also.  In  the  advertising  lexi- 
con that  means  auto  radio.  The  auto 

driver  is  obviously  one  of  the  best 

prospects  for  those  who  make  and  sell 
cars.  And  the  timebuyer  knows  he  can 
best  be  reached  i  1  I  during  the  early 

weekday  morning,  (2)  during  the  late 
weekday  afternoon  and  (3)  during 
weekend  afternoon-.  The  high  auto 

listening  during  these  periods  has  been 

established  b)  Nielsen  Coverage  Serv- 

ice studies  as  well  as  those  b)  Hroad- 
cast  Advertising  Bureau. 

Pinpointing  the  auto  radio  is  not 

new.  It's  been  especially  popular  for 
years  in  the  nations  auto  capital — 
Detroit.  And  the  buyer  who  seeks  to 
reach  the  auto  radio  public  cannot  know 

for  sure  how  much  his  rating  has  been 

increased  by  auto  listening.  But  the 
i  Please  turn  to  page  94  i 
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CLEANING  WAX HOMES 

SPONSOR:  E.  L.  Bruce  C... \GE\<  A  :  I  Ihristiansen  Adv. 

CAPSULE  CASE  HISTORY  :  The  E.  L.  Bruce  Co.,  m 

of  Bruce  Cleaning  Wax,  sponsored  Mildred  Carlson's Home  Forum  show  over  WBZ,  Boston,  and  WBZA, 

Springfield,  for  a  few  months  before  deciding  to  test  its 

pull.  In  two  announcements  the  company  offered  free 

samples  of  the  wax  to  those  writing  in  for  them.  Within 

less  than  a  week  a  total  of  4,080  requests  for  the  sample 

had  been  counted.  Total  cost  of  the  two  announcements: 

$142.50.   The  slum   is  aired  daily,  9:30-9:45  a.m. 

\\  I!/.    Bn-tull 
WBZA,  Springfield 

PROGRAM:  II     Forum 

SPONSOR:  Hoffman  Hon.-  AGENCY:   Dii:t 

CAPSULE  CASE  HISTOID  :  KRIZ  put  Hoffman  Hon* 

out  of  business — temporarily — in  the  Phoenix  area.  HJ- 
man  bought  65  announcements  weekly  last  spring.  Costd 
the  announcements:  8150  weekly.  In  less  than  five  wei$ 

Hoffman  had  sold  a  total  of  337  homes  ranging  fni 
$9,000  to  $12,000  apiece,  had  to  cancel  the  schedule  i*- 

cause  it  was  completely  sold  out.  According  to  J% 

Woodhams.  Hoffman  ad  manager,  the  KRIZ  campaix 

"materially  facilitated"  the  sale  of  the  337  homes. 

KRIZ,  Phoenix PROGRAM:  Announce™ 

STORE  SALE 
. 

results 

..-j 

SPONSOR:  Levine's  Dept.  Store  AGENCY:  Din 

CAPSULE  CASE  HISTORY:        Levine's  Department  Stoi 
in  Alice,  Tex.,  had  its  annual  sales  event  coming  up  ai 

had  to  choose  between  newspapers  and  radio  because 
a  limited  budget.    Radio  ivas  chosen  because  of  its  low 

cost-per- 1.000.     The  store  signed  for  a   schedule   of  1 
announcements  over  KBKI  during  two  days.    Accordii 

to  John   Minor,  manager  of  Levine's,  police  had  to   e 

called  in  to  handle  the  traffic  on  the  day  of  the  sale,  ar' 
the  doors  had  to  be  closed  repeatedly  to  keep  people  oi 

Cost  of  the  announcements:  897.50. 

KBKI,  Alice.  Tex. PROGRAM:    Announcemen 

CORNICE  PLANS PREPARED  MIXES 

SPONSOR:  McKnighl  Hardware  VGENl  \  :  Norman  Burk 

CAPSULE  CASE  HISTOID  On  the  very  first  Home 

Craftsman  of  the  Air  show  for  McKnight  Hardware  the 

sponsor  offered  listeners  free  plans  for  making  window 

cornices.  Immediately  after  the  end  of  the  five-minute 
show  laired  Saturdays  at  12:45  p.m.),  the  station  was 

swamped  with  calls  requesting  the  plans.  The  switch- 
board operator  was  recalled  to  duty,  and  she  registered 

a  total  of  163  calls  that  afternoon.  The  Monday  mail 

brought  151  cards  requesting  the  plans.  The  show  costs 

the  sponsor  %  12.7~>  weekly. 
WJAS,  Pittsburgh I'KOI.K  \M:    Home  (  Lift-man 

oi  the   \ir 

HOT  WATER  HEATERS 

SPONSOR:  Martha  Whit.-  Mill- AGENCY:  Nol.le-Du 
CAPSULE  CASE  HISTORY:  This  sponsor  offered  SK 

a  week  on  43  radio  stations  carrying  Martha  VThi 

Biscuit  Time  for  the  best  recipe  using  self-rising  flour  i 
corn  meal.  The  mail  return  for  the  first  two  montl 
showed  that  WSM  drew  more  mail  than  the  other  A 

stations  combined :  65'  <  of  the  total  mail  received.  Tl 
WSM  mail  came  from  15  states,  the  sponsor  report 

The  program  is  heard  over  WSM  across-the-board  froi 
5:45  to  6:00  a.m.,  costs  8198.15  weekly. 

WSM,  Nashville PROGRAM:  Martha  Whil 
Biscuit  Tim 

INSURANCE 

SPONSOR:  Y  Horowitz  8  Sons  \U-\<  5f:  Coi  8  Tanz 

CAPSULE  CASE  HISTORY:  A  special  promotion  of 
Permaglas  Hot  If  ater  Heaters  began  6  July  on  the 

Famous  Voices  diou  over  11  II'  mired  Monday  through 
Thursday,  9:45-10:00  a.m.*.  Price  of  the  heaters   uas 
$99.50.  In  less  than  half  an  hour  the  sponsor  received 

a  call  from  his  Philadelphia  distributor.  "Our  switch- 
board has  been  swamped  with  <<dls  from  IT  Philadelphia 

retailers,"  he  said.  "The  price  quoted  should  hare  been 
199.95,  they  all  told  me,  not  $99.50!"  PS.:  Dunn-  that 

tame  week,  1!'>  Permaglas  heaters  were  sold  as  a  direct 
result  of  thi-  radio  advertising  at  $99.95  apiece.  Cost 

oj  the  week's  programs  jot  Permaglas:  $90. 
WIP,  Philadelphia  PROGH  \M    Famous  \ 

SPONSOR:  Wilmark  Insurance  Co.  AGENCY:  Direr 

CAPSl  II  (  \SE  HISTORY:  The  Drew  Pearson  Shov 

was  bringing  in  more  calls  than  the  sales  departmen 
could  handle  for  the  Wilmark  Insurance  Co.,  so  th< 

sponsor  dropped  the  show  after  the  13-week  period  ua 

over.  It  the  end  of  Wilmark's  last  broadcast  over  WSAl 
the  above  facts  were  stated  in  a  minute  announcement 
in  which  it  teas  mentioned  that  the  program  uas  availabh 

for  sponsorship.  The  next  day.  14  interested  advertiser: 
contacted  WSAI.  The  show  is  now  sponsored  for  5a 

weeks  by  the  Brotherhood  of  Railway  Clerks.  Cost  Oj 
each  weekly  15-minute  ]>rogram  is  8125. 

WSAI,  <  incinnati  PROGRAM:  Drew  Pean 



Some     people    are     born     leaders 

like    WCAU,    Philadelphia 

TELEVISION     National    spot    advertisers    place    24% 

more   program  segments  with   WCAU-Television   than 

with   Station    B,   38%    more  than  with   Sfotion   C. 

RADIO— National    and    local    sponsors    advertise    with 

greater  frequency  and   spend   more   money  on 

WCAU-Radio  than    on   any   other    Philadelphia    station. 

Sources  upon  request 

The   Philadelphia   Bulletin   Radio   and  TV   Stations      •       CBS  Affiliates       •       Represented  by  CBS  Radio  and  Television  Spot  Sales 
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CITY  &  STATE 

AIKEN,  S.  C. 

HARTFORD,  CONN. 

LA  CROSSE,  WIS. 

PHILADELPHIA,   PA. 

SAGINAW,   MICH. 

I.     >«•«*  coiisinMiioii   permits* 

CALL CHANNEL 

NO. 
DATE  OF 
GRANT 

ON-AIR 
TARGET 

POWER 

(KWI" 

STATIONS 

ON  AIR 
SETS  IN MARKETt (000) LETTERS VISUAL AURAL 

WAKN-T\ f      54 18 21  Oct. 

21  Oct. 

17 

209 

9 
112 

0 

0 
NFA 

WONS-TV 
NFA 

WKBH-TV 8 28  Oct. 
100 

50 0 NFA 

WIBG-TV 
23 

21  Oct. 
1,000 501 

3           1 
,700  VHF 

51 

28  Oct. 

26 

13 

1 46  UHF 

LICENSEE  4   MANAGER 

Aiken  Electronics  Adv. Corp. 

General-Times   TV    Corp. 

WKBH    TV    Inc. 

Dally    News    TV    Co. 

Booth    Radio   &    TV    Stns. 

RADI 

REP!' 

H-R    R.i 

Taylor 
Radio  R( 

If.     \<»n-  stations  on  air* 

CITY  &  STATE 

BUTTE,  MONT. 

BUTTE,  MONT. 

CHAMPAIGN,  ILL. 

COLUMBIA,  S.  C. 

COLUMBUS,  GA. 

DAYTON,  OHIO 

ELMIRA,    N.    Y. 

HARRISONBURG,  VA. 

KEARNEY-HOLDREGE, 
NEB. 

LAKE  CHARLES,  LA. 

NEW  ORLEANS,  LA. 

ROCHESTER,  N.  Y. 

ROCHESTER,  N.  Y. 

SPRINGFIELD,  MO. 

STOCKTON,   CAL. 

TEMPLE-WACO,  TEX. 

TULARE-FRESNO,  CAL. 

WHEELING,  W.   VA. 

YUMA,   ARIZ. 

CALL 
LETTERS 

CHANNEL 
NO. 

ON-AIR 
DATE 

POWER    (KW)' NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt 

(000) 

LICENSEE  &  MANAGER 
REP 

KOPR-TV 

KXLF-TV 

WCIA 

WIS-TV 

WDAK-TV 

WIFE-TV 

WECT 

WSVA-TV 

KHOL-TV 

KTAG-TV 

WJMR-TV 

WVET-TV 

WHEC-TV 

KYTV 

KTVU 

KCEN-TV 

KCOK-TV 

WTRF-TV 

k;va 

4 

6 

3 
10 

28 

22 
18 

3 
13 

25 

61 

10 

10 

3 

36 

6 

27 

7 

11 

1  Sept. 

1  Sept. 

7  Nov. 

7  Nov. 

6  Oct. 

26  Oct. 

29  Sept. 

10  Oct. 

13  Nov. 

1  Nov. 

1  Nov. 

1  Nov. 

1  Nov. 

15  Oct. 

7  Nov. 

1  Nov. 

9  Nov. 

24  Oct. 

29  Oct. 

18 

2 25 

106 

5 12 

5 

8 56 

1 50 

20 

20 

12 

12 

100 

12 

100 

29 

8 

1 

15 

53 

3 

7 

3 

4 

30 

0.6 25 

10 10 

6 

7 

50 

7 

50 
16 

ABC,  CBS 

NBC,  DuM 

NBC 

ABC,  NBC 

NBC 

CBS,  NBC 

CBS,  DuM 

DuM 

ABC,  CBS 

ABC,  CBS 

ABC,  NBC 

NBC 

DuM 

NBC,  CBS, 
ABC 

DuM 

NFA 
NFA 

NFA 

53    VHF 

12  UHF 

300   VHF 

15  UHF 

NFA 

20  VHF 

NFA 210   VHF 

190  VHF 

190  VHF 

29  VHF 

NFA 

NFA 

445   VHF 

Copper    Bcstg.    Co  Hollingb Ed    Cooney 

TV    Montana  Walker Jim    Manning 

Midwest   TV    Inc.  Hollingb. 
H  arry    Y .    M  aynard 

WIS-TV    Corp.  Free  & 
G.    Richard    Shafto  Peters 

TV    Columbus  Headley- 
Roy   E.    Martin  Reed  T 

Skyland     Bcstg.     Corp.  Headley 
Ronald     B.     Woodyard  Reed  T 

El-Cor  TV  Everett- 

Walter  A.    Valerius  McKin 

Shenandoah    Valley    Bcstg.        Devney 
Corp. —  Frederick  L.  Allman 

Bi-States    Co.  Meeker 
Duane   L.    Watts 

: 

KTAG-TV    Inc.  Adam  Yo  I 

Supreme    Bcstg.  Boiling 
James    E.    Gordon 

Veterans    Bcstg.  Bollin 
E.     F.     Lyke 

WHEC    Inc.  Everett  - McKim 

Springfield    TV  Hollingb* 
J.    G.    Wardell 

San     Joaquir.    T'cstrs.  Hollirgbc Knox    La    Rue 

Bell     Pub.     Co.  Hollingbe 

Harry    Stone 

Sheldon    Anderson  Forjoe 
J.    Alan    Rinehart 

Tri-City    Bcstg.  Hollingb*' 
Robert   W.    Ferguson 

Valley    Tcstg.  Grant Walter  Styles 

Total     I  .S.     stations    on     air. 
mil.    Honolulu     (6     Vol 

No.  of   markets   covered 

BOX  SCORE 
\  of  post-freeze  OP'S  grant- 

'.102         ed   (excluding  22  educational 
grants;  23  Oct.  '53)   

I8.>  No.  of  grantees  on  air   

No.  of  TV  homes  in  U.S.   (1 

Oct.  '53)  _--   25,690.000$ Percent    of    all    U.S.    homes 

with  TV  sets  (1  Oct.  '53)  o6%§ 

156 

•Both   new    ('  I'    •    and    nations    colne   on    the    air    listed   here   tre   thoae   which    occurred    between obtained    In   thai    :  .ns    are 

cmuMMwl  tn  be  on  tlie  air  when  commercial  oparatlcn  nans,    "rower  that  recorded 
In  FCC  applications   and   imendmenta  of   Individual   grantees      'Information  on   the  number  of  tela 
in   market*   an>  .mated    as   being    from    NBC    Raaearch,    consists   of   estimate!    from   the 
alatlona   or    rein    and    muit    be    deemed    approximate      (Data   from    NBC    Bcscarch    and    Plannlnc 

48 

I  ereentages  on  homes  with  sets  and  homes  In  TV  coverage  arras  are  considered  approximate  ' 
most  cases,  the  representative  of  a  radio  station  which  is  granted  a  C.P.  also  representa  the  n 
J  \  operation  since  at  presstlme  it  is  generally  too  early  to  confirm  TV  representation!  of  mi 
granteej,  51  Da  SOB  lists  the  reps  of  the  radio  stations  in  this  column  (when  a  radio  station  b 

NFA      N  ires     available    al     presstlme    on    sets    in    mark. r   stations    share   time   on   the   same   channel 

SPONSOR 
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PASSPORT  fo  adventure... 

for  the  whole  family 

BIFF  BAKER,  U.S.A. 
FIRST  RUN. ..available  in  over  120  TV  markets! 

•  26  half-hour  films,  already  completed  .  .  . 
produced  in  Hollywood  expressly  for  TV 

•  Network  quality  at  local  prices 

•  A  new  and  different  family  adventure 
series. .  .without  the  conventional  blood  and 

thunder .  .  .  safe  and  satisfying  for  the  kids 

•  Full  of  overseas  intrigue  and  color  with 
Alan  Hale,  Jr.  and  Randy  Stuart  as 
an  American  husband  and  wife  behind 

and  in  front  of  the  Iron  Curtain 

•  For  local  and  regional  advertisers- 
two  young,  fresh  American  stars  to 

help  merchandise  products. 

Check  your  nearest 

MCA-TV  office  for  first  or 

re-run  availability  and 

private  audition  screening 

TODAY! 

another  advertising  I  ̂SHOWCASE  ON     ILM  from 

NEW  YORK:  598  Madison  Avenue  -  Plaza  9  7500 

CHICAGO:  430  North  Michigan  Ave.  -  DEIaware  7-1 100 
BEVERLY  HILLS:  9370  Santa  Monica  Blvd  -  CRestview  6-2001 

SAN  FRANCISCO:  105  Montgomery  Street- EXbrook  2  8922 

CLEVELAND:  Union  Commerce  Bldg.-CHerry  1-6010 
DALLAS:  2102  North  Akard  Street  -PROspect  7536 
DETROIT:  1612  Book  Tower  -WOodward  2  2604 

BOSTON:  45  Newbury  Street -COpley  7  5830 

MINNEAPOLIS:  Northwestern  Bank  Bldg.-LINcoln  7863 

ATLANTA:  611  Henry  Grady  Bldg.  -  LAmar  6750 



inninmiiiiiii lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

TV  film  shows  recently  made  available  for  syndication 

Mllllllllllllll!lllllllll!!!lllllll!ll!lll!!l!!lll!lllllllll!!lllllllll!l 

Programs   issued   since   July    1953.     Next   chart   will  appear    14    December 

III 

lllllllll 1 

Show  name  Syndicator  Producer  Length  Price  Range*         No.  in  series  Show  name  Syndicator  Producer  Length  Price  Range*        ' 

ADVENTURE 

Adventure  Is  My         Lakeside    TV  Hal    H.    Harrison     12' 2    mln.         open 
Jab 

Junila    Macabre  Guild     Films  Radio   &    TV  15    min. 

Packages    Inc. $50-400 

39 

CHILDREN'S 

Animal    Tlmo  Sterling    TV  Sterling    TV  15    min. 

Jump    Jump    of 
Holiday    House 

Goodman Mary  &   Harry 12    min. 

Hlckox 

King    Calico 
Kling Kling 

12   mln. 

The  Cinnamon  B ar Fitz    & Assoc. Gilwln    Prod. 15    min 

Tlmo    for    Beany         Consolidated   TV       Bob    Clampett  30    min. 
Sales 

on    request  104 

50%  of  air 
time  65 

$22-142  65 

50%   of  Class   B  26 

unlimited 

Uncle    Mistletoe  Kling 
Kling 

H'2    mln.  $25-156 2U 

1    Led   Three 
Zlv Zlv 30  mln. Lives 

Inner   Sanctum NBC  TV    Film 

Sales 

Galahad   Prod. 26'  2  mln 

Je*    Paleeka Guild    Films Guild    Films 30  mln. 

On   Stage   with Dynamic  Films Dynamic   Films 
15  mln. 

Monty     Wooley 

Puis*   ef  the   City       Telescope I ;   .     mm $50-750 

39 78 

13 

26 

=  Racket  Squad ABC    Film 

Syndication 

Hal    Roach   Jr.         30    mln. 

Secret    Chapter  Guild    Films  Ron    Ormond  15    mln. 

Sovereign    Theatre      Stuart    Reynold!       Sovereign    Prod.       26    min. 

The    Playhouse  ABC    Film  Meridian  Corp.         30    min. 

Syndication 

MUSIC 

$50-400 

100%   Class  A 

Oklahoma     Chuck- 
wagon   Boys 

Lakeside    TV 

Opera    &    Ballet  Lakeside    TV 

|  Operettas  &  Ballets     Hoffberg   Prod. 

Werner    Janssen 

Series 
George     Bagnall       Janssen 

&    Assoc. 

Lewis  &   Clark         I2'/j    mln.         $25-500 

Transatlantic   TV     12' 2    mln.  open 

Hoffberg    Prod.         13    min.  open 

15    min.  on    request 

COMEDY 

1 
Life   with 

Elizabeth 
Guild    Films Guild  Films 30  mln. 

open 
39 

DOCUMENTARY 

How    Does   Your 

Garden   Grow 

Intl.    Film 
Bureau 

Intl.    Film 
Bureau 

30  mln. 

26 

Your     Zoo 

Reporter 

Video  Pictures Video  Pictures 30  min. 

13 

Wild    Life   In 

Action 

Lakeside   TV Lakeside    TV 12'  2    mln. 

$25-500 
26 

Wonders   of   the 
Wild 

Sterling     TV Borden     Prod. 15    min. 26 

DRAMA,    MYSTERY 

Badge    714 NBC  TV   Film 

Sales 

Mark  VII  Prod. 26' i  min. 

4lt 

Boris     Ka/loft Official    Films Hannah    Wein- 
stein 

26'  2    min. on    request 

26 

Captured NBC  TV  Film 

Sales 

Phillips   Lord 26'  2  min. 

26t 

Flash    Gordon MPTV 
Inter-Continen- 

tal    TV 
30    mln. 

13 

General    Elettrle 

Theatre 

Stuart    Reynolds Sovereign    Prod. 25    min. 
100%    Class   A 26 

Hawaiian    Paradise     George     Bagnall       Franklin 
&.    Assoc. 

Sterling    TV  Sterling     TV 

This    Is    Hawaii  George     Bagnall       Franklin 
&    Assoc. 

15 

mln. 

on    request 

15 min. on     request 

30 

mln. 

on    request 

This  World  of  Ours     Sterling    TV  Dudley    Pictures        ll'i    min.         on     request 

VARIETY 

Interviews    of    the       Academy   Films         Academy   Films         15   mln.  $50-400 
Century 

Kling  Kling 

Ray    Forrest    Show      Sterling    TV  Sterling     TV 

Old   American 

Barn    Dance 

26'2    mln.  $50-675 

30    min.  on     request 

NEWS 

United    Press- 
United    Press 

Movietone  News 
30   min. 

on    request wfjltc: 

Movietone  News 
15   min. 

SPORTS 

All-American Consolidated 
Sportsvision 30  mln. 

2- 

Game   of   Week TV  Sales 

Boxing    from 

Kling 
Kling 

26'/2    min. 

$40.50-675 
2 Rainbo 

Madison    Square 
Du    Mont 

Wlnik    Films 26'/2    min. 

$55-500 

2 
Garden l2'/2    mln. 

Play   Golf  with 
Consolidated Sportsvision 

15  min. 

13! 

the    Champions TV   Sales 
Shooting 

Princeton Princeton 30  min. on   request 

1- 

Straight Film  Center Film  Center 

T.:e    Referee 

Kling Kling 

30  min. ' 

TRAVEL 

•Where  price   ranee   is  not   Riven,    it   has   not   yet   been   fixed,   or   syndicator   prefers  to  give  price  only  on   request.     +  Run   originally  under  another  title,  now  being 
rc-rclcascd.      §Availablc   in    black-and-white    or   color.      SPONSOR   invites  all  TV    film   syndicators  to   send   information  on   new  films. 

50 
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Yes,  a  host  of  important,  forward-looking  national  and  regional  advertisers  like  those  shown 

on  the  dock  above  are  ticketed  firm  for  passage  aboard  "Big  Mo."  Many  other  well-known  mer- 

chandisers are  negotiating  for  choice  spots  on  KSTM-TV,  St.  Louis"  new  ABC-TV  outlet.  You'll 
be  missing  a  choice  bet  for  reaching  a  large  segment  of  this  rich,  Mississippi  valley  market,  if 

you  don't  reserve  space  aboard  "Big  Mo"  .  .  .  today.  Yes,  to  put  your  product  in  good  company 
.  .  .  phone,  wire  or  write 

H-R  TELEVISION  INC. NEW     YORK  «  CHICAGO  •  SAN     FRANCISCO  •   LOS    ANGELES 

ST.  LOUIS 
AFFILIATED    WITH     AMERICAN     BROADCASTING    COMPANY    AND    RADIO    STATION     KSTL 

16  NOVEMBER  1953  51 



that  combines  mass  appeal  with  a  stirring  program 

content  that's  unique  in  television. 

The  jungle  locale  .  .  .  the  exciting  shots  of  wild  animals  .  .  .  the  Hollywood-scaled 

production — give  Ramar  pay-off  audiences  in  any  time  period,  against  any  com- 

petition. Ratings  like  24.1  in  Philadelphia  .  . .  21.8  in  Detroit .  .  .  30.7  in  Houston 

are  typical  of  Ramar  performance. 

Avoid  Identity-Loss  with  RAMAR 

With  Ramar,  there's  no  chance  of  sponsor  mis-identification  because  of  confu- 

sion with  similar  program  types.  There  can't  be  any  confusion  with  Ramar 

because  there's  no  other  show  like  Ramar  on  television. 

No  wonder  this  TPA  package  is  smashing  all  distribution  records.  If  you're 
interested  in  a  sure  sales  builder,  write  or  wire  for  remaining  availabilities. 

«l 
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YOU 

can  now  show  your  client 

three  musical  ideas  on  his 

product  for  radio  and  tele- 

vision for  only $75 

Consider  Song  Ads  as  the 

small,  specialized,  success- 

ful branch  of  your  agency 
specializing  in  service  to 

your  clients  for  musical 

radio-TV  ideas. 

^ C  0  M  P  A  N  YJZ 

5927  Sunset  Blvd. 
Hollywood  28.  Call 

Hollywood  5-6181 

1 
1 
I 
1 
1 
1 
1 
1 
1 -A 

Uttllittt 

wrxi 
MARKS 

THE 

SPOT! 

in  western  Massachusetts, 
where  more  and  more  na- 

tional spot  advertisers  are  im- 

proving local  coverage  at  low- 
est cost  per  thousand.  Only 

full-time  independent  station 
serving  Springfield,  W  I  XL 
has  the  largest  7::5()  to  8:00 
\M.  audience  ol  any  station 
in  the  .in. i. 

For  a, 'mis  iiml  othet  information, 
call  Larry  Reilly,  Gen.  Mgr.} 
II  rXl  ,  Springfield,  Mass.K94768, 
m  mix  office  "i  the  Walkei  Repre- 

lotion  Co.,  fur. 

{Continued  from  page  10) 

that  may  well  be  considered  to  be  begging  the  question  since 
it  founded  its  credo  and  gained  its  momentum  after  the  fact. 
Now  along  comes  radio,  in  its  dire  need,  and  the  decision  is 

made  to  offer  hunks  of  shows  to  advertisers,  suggesting  that 

they  parlay  their  messages  from  morning  to  night  over  num- 
bers of  network  shows  rather  than  pre-empt  any  one  vehicle. 

This  attempt  to  provide  new  flexibility  for  the  advertiser 

may  actually  be  talking  him  into  giving  up  one  of  radio's 
biggest  values — that  solid  sponsor-program  identity  I  men- 

tioned before. 

Furthermore,  it  has  this  harmful  effect  on  the  medium 

psychologically:  It  underscores  the  belief  that  radio,  with  its 

decreasing  numbers  of  listeners,  is  also  attracting  less  faith- 

ful viewers.  Whether  or  not  this  is  the  case,  I  can't  say.  But 
until  proved  I'd  doubt  it.  People  haven't  changed.  Only  the 
mechanical  devices  they  put  into  their  homes. 

Therefore,  it  is  safe  to  say,  until  proved  to  the  contrary, 

that  sole  ownership  of  Fibber  McGee  &  Molly  as  a  half-hour 
entity  would  serve  an  advertiser  more  soundly  than  a  random 

minute  cut-in  to  a  15-minute  segment  out  of  a  five-day-a-week 

strip.  And  I'm  not  even  taking  into  consideration  what  is 
sure  to  happen  story-wise  when  the  half-hour  version  is  blown 

up  into  a  quarter-hour  strip  and  then  sliced  up  five  times. 

Perhaps  the  half-hour  version  for  just  13  weeks — or  just 

the  eight  weeks  prior  to  Christmas — or  the  two  months  of  the 
colds  season  would  have  been  a  really  brilliant  buy  advertis- 

ing-wise. I  realize  this  is  all  very  well  for  me  to  say  and  that 
there  were  dozens  of  competent  salesmen  trying  desperately 

to  market  the  show  on  these  or  any  other  bases  before  the 

strip  idea  was  put  into  effect.  But  it  may  be  that  the  expedient 
was  the  wrong  thing  and  proper  approach  to  the  selling  could 
have  put  the  deal  over. 

Anyway — out  of  the  necessity  of  the  moment,  one  of  the 
great  properties  of  the  Radio  Era,  Fibber  McGee  &  Molly,  is 

now  offered  in  this  grape-shot  plan.  It's  hard  to  believe  that 
this  show  in  its  half-hour  form  so  recently  was  one  of  the 
finest  efforts  of  show  business,  and  that  association  witli  it 

was  something  hundreds  of  astute  as  well  as  wealthy  advertis- 

ers stood  by  hoping  against  hope  that  they  could  buy.     *  *  * 

Do  you  always  agree  with  the  opinions  Bob  Foreman  expresses 

in  "Agency  Ail  Libs"?  Bob  and  the  editors  of  SPONSOR  would  be 
happ\  to  receive  and  print  comments  from  readers.  Address  Bob 
Foreman,  c   o  SPONSOR,    10  E.  49  St. 
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T.  I  story  board 
i  column  ipOHtOrtd  l>>    one  itf  the  Icadinn  film   producer*  in  tvlcvixion 

S  A  It  IC  A 

NEW     YORK.    200    EAST    56TH     STREET 

CHICAGO      16    EAST    ONTARIO    STREET 

A  hard-hitting,  ethical  stoi\  I<>i  BC  tablets  and  powdei  is  told  by  SARRA  in 
one-minute  and  20-second  TV  spots  with  only  ;i  Bash  <>i  the  headache  sul 
Eerer.  Laboratory  background  shots  indicate  the  scientifu  reliability  of  the 
remedy.  \\\  illustrated  equation  has  the  lone  ol  a  medical  prescription. 
Strong  product  identification  unites  with  a  sincere,  simple  sales  message  to 
make  a  deep  impression.  Created  l>\  SARRA  lax  B.  C.  Remedy  Company, 
through  Harvey  Massengale  Company,  Inc. 

SARRA,  Inc. 

New   York:    200    East   56th    Streel 

Chicago:     10    Fast    Ontario    Street 

Gaiety,  gusto  and  strong  product  identification  are  the  essence  ol  the  thre< 
sets  of  five  20-second  spots — with  10  second  adaptations — created  1>\  SARRA 
for  Campbell  Taggart  Associated  Bakeries.  Animation  is  set  to  a  rollicking 
theme  song  and  different  instrumental  arrangements  adapt  it  to  a  variety  ol 
settings.  The  animation  was  so  planned  that  it  could  be  used  loi  three  dif- 

ferent brands  ol  bread — Kainbo,  Fair-Maid  and  Colonial — with  a  minimum 
of  alteration. 

SARRA,  Inc. 
New   York:    200   East  50th   Street 

Chicago:    10    East    Ontario    Street 

SARRA  deftly  combines  live  action  with  animation  in  an  unusually  effective 
one-minute  commercial  to  sell  Encore  Cigarettes.  The  cigarette  box  opens . . . 
the  cigarette  Hies  out.  lests  on  an  ash  tray  and  magically  lights  while  a  moving 

message  appears  on  its  side  to  spell  out,  "IT  FILTERS  I  III  s\lokl  .  .  ." The  message  is  cut  off  by  the  filter  and  smoke  emerges  from  the  filtet  tip  to 

lotin  the  words,  "BUT  NOT  THE  TASTE."  Live  action  photography  per- 
sonifies quality  with  a  smarth  dressed  \uung  lady  in  a  luxury  setting.  \  final 

close-up  shot  ol  the  package  climaxes  product  identification.  Created  by  the 
Agency,  fnc.  and  produced  l>\  SARRA  Eoi   the  United  States    robacco  Co. 

SARRA.   Iiic  . 
V  w   York:    200   East  50th   Street 
Chicago:    16   East   Ontario   Street 
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a   forum  on   questions  of  current  interest 

to   air  advertisers   and   their   agencies 

Ms  it  wise  to  use  sex  appeal  in 

radio  and  television  commercials? 

Should  radio  and 
television  cop) 

have  sex  appeal? 

Certainly.  But  I 
believe  that  radio 

listeners  and  tele- 
vision  viewers 
want  to  dream  up 

their  own  specific 
sex  situations. 

Mrs.  Brown  This  applies  es- 

peciall)  to  radio, 
probably  the  most  intimate  of  all  me- 

dia. Radio  sneaks  up  on  a  woman  in 

her  living  room — or  in  her  bathroom 
— or  in  her  bedroom — and  usualh 
finds  her  alone.  Catch  a  woman  alone 
in  her  bedroom  and  convince  her  that 

there  is  one  land  only  one!  shampoo 
that  will  make  her  hair  shinier  and 

softer  to  the  touch — and  you  will  make 

a  sale.  And  you  won't  have  to  say  a 
word  about  a  man  to  do  it.  She  11 

dream  one  up. 

I  believe  that  the  average  woman 
will  doubt  me  if  I  tell  her  that  one 

home  permanent  will  make  all  men 
fall  in  !«>ve  with  her.  And  if  she  doubts 

this  sex  claim,  won't  she  doubt  m\ 

honest  claims  of  product  superiorit\  .' 
\iicl  what  woman  wants  all  men.  any- 

way? The  average  woman  carries 
around  in  her  head  a  picture  of  one 
particular  man.  Who  am  I  to  produce 
a  new  man  who  might  be  much  less 

satisfactory  to  her?  Each  to  her  own. 
I  sa\ . 

Tele\  ision  leaves  less  to  the  imagina- 
tion than  does  radio — so  the  writer  has 

to  think  in  terms  of  specific  pictures. 

\ncl.  certainly,  sex  appeal  in  pictures 

i-  often  sales  appeal.  Rut  even  here  I 

prefer  not  to  start  with  -ex — but  to 

start  with  good  strong  proof  of  prod- 
l*  t  superiorit]  and  then  trail  off  into 
sex. 

5fes,  maybe  a  man  should  be  shown 
a-  an  accessor\  for  the  woman  in  the 

final  •  loseup.    But  for  mj  client-  mon- 

ey that  man  will  be  just  a  tiny  sugges- 
tion of  a  man.  A  male  shoulder,  may- 
be. And  let  the  viewer  dream  up  any 

male  head  in  the  world  to  go  above 

that  shoulder.  That's  not  what  I'm  in- 
terested in. 

I'm  interested  in  the  feminine  head 
leaning  against  that  male  shoulder.  And 

ma)  that  womanly  head  have  the  soft- 
est, shiniest,  prettiest-curled  hair  in  the 

world.  With  that  in  mind,  I  know 
what  III  continue  to  talk  about. 

Mrs.  Jean  Brown 
The  Biow  Co. 

New  York 

Bathing  beauties 
are  wonderful  to 
have  around 

when  you're  sell- 
ing bathing  suits. 

Or  even  reducing 

pills! 
But  please  don't clutter  that  dem- 

onstration of  Vi- 
Miss  Murdoch  taminized    Fish 

Food  with  a  five- 
sei  >md  take  of  Lorelei  on  the  rocks. 

I  nless,  of  course,  you  can  manage  to 

have  her  feeding  a  school  of  goldfish 

by  hand. 
Actually,  television  commercials  have 

long  since  graduated  from  the  "put  a 
gal  in  a  swoon  suit  in  the  foreground 

and  to  h  —  with  the  product"  era.  It's 
only  once  in  a  great  while  that  some 

spendthrift  wastes  footage  on  extrane- 

ous closeups  of  "low-cuts." We  have  learned,  the  hard  way,  per- 

haps, that  it  takes  more  than  a  captive 
audience  (and  how  captive  is  captive?  I 
to  sell  our  wares.  It  takes  imaginative, 

persuasive,  visual  commercials  built 
around  product  benefits  instead  of 
around  the  ladies  who  extol  them. 

In  all  seriousness,  even  in  those  com- 

mercials    i  radio  as  well  as  television) 

where  a  woman's  beauty  and  charm 
are  the  intangibles  you  sell,  it  seems 

to  me  that  cheesecake  can  easily  be 
overdone. 

Here  at  Ludgin's.  we  believe  that  it 
is  far  smarter,  as  well  as  more  effective, 

to  let  our  ladies  reflect  product  bene- 
fits,   not    billboard    them.      Goodness 

knows,  it  isn't  easy,  but  it  can  be  done. 

Witness    Dorothy     Jarnac's    delightful 
dance  pantomimes  spelling  out  the  ad- 

vantages of  Stopette  Spray  Deodorant. 
Florence  G.  Murdoch 

Earle  Ludgin  &  Co. 
Chicago 

The  "sex  appeal"' 
we  talk  about  in 

advertising  bene- 

fits from  defini- tion: it  is  simply 

an  appeal  to  the 

sex  instinct  — 
male  and/or  fe- 
male. The  marketing 

of  some  products 

is  largely  depend- 
Cosmetics.  home 

Miss  Byrne 

ent  on  this  instinct, 

permanent*,  deodorants,  sheer  stock- 

ings— they're  on  the  counter  primarily 
because  women  know  men  are  looking 

their  way.  How  about  deodorants  for 
men.  after-shave  lotions,  hair  tonic, 

padded  shoulders — even  razor  blades ? 
Men  are  out  to  attract  the  opposite  sex. 

With  this  in  mind  Fd  say  sex  appeal 

in  advertising  is  as  here-to-stay  as  sex 
itself.  To  omit  it  in  radio-TV  commer- 

cials for  such  products  would  be  sales 
suicide  for  them  in  these  i  or  an\  ' 
media.  And  to  pass  up  sex  appeal  as 

a  contributing  sales  factor  in  other 

products  would  be  poor  advertising. 
The  wisdom  of  using  the  appeal  is  then e\  ident. 

Of  course,  there  are  other  considera- 
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tions,  In  radio  .mil  television,  there  is 

tin-  H\ <•  factor  a  \ oil c  a  lovelj  [ace, 
an  attractive  figure  to  enhance  the 

appeal.  In  using  sex  appeal  in  these 

media,  the  copywriter  must  first  ti- 
me  nut  "how"  and  then,  "hovi  much." 
Tin-  rule  el  thumb  here  is:  the  appeal 
i-  aimed  ai  a  unman  'a  desire  to  attract 
■  man.  and  vice  versa.   Let  g   I  taste, 

moral  sense  ami  the   FCC  guide  the 
writer  as   he   Beta   to   work. 

\licr  all.  advertising  dollars  are 

wasted  when  the  listener  viewer  be- 
come- mine  interested  in  the  Bex  than 

the  sales   message. 
Sheila  Byrni 

Radio  iV.    /  /     Director 
Robert   fcf.  Gamble  Jr..    Idv. 

II  ashington 

There  is  quite  a 

difference  be- 

tween commer- 

cials u  ilh  Bex  ap- 

peal and  sex-y 
commercials. 

Actually  it  is 
rather  difficult  to 

produce  an)  real- 
1\  good  radio  or 
TV  commercial 

without  libidinal 

\  beautiful  voice  always  has 
some.     \n  attracli\e  personalis   of  an\ 

age    is   hound    to    have    -c\    appeal. 

\K  nun  specialt]  happens  to  he  TV 

food  commercials  in  which  a  person- 
alis is  seldom  shown,  yet  1  would  nol 

he  surprised  if,  at  am  moment,  some 

|is\(  hiatric  researcher  should  "prove" 
that,  even  here,  there  is  a  rather  potent 

sex  appeal  --  food  and  sex  being  so 
closel)  allied  mi  the  unconscious  levels 
of   the   mind. 

Where  sex  appeal  i-  natural  to  the 
personality  delivering  the  commercial, 

or  a  legitimate  part  of  the  selling  mes- 
it  can  be  a  powerful  salesman: 

where  it  is  an  obvious  "gimmick"  it 
can  backfire  in  laughs  <>r  yawns  or 

outrage,  particularly  from  the  televi- 
sion audience. 

Television  has  a  diabolical  wax  of 

magnifying  anj  insincerity.  We  need 
onlj  look  at  the  list  of  early  television 

hit  personalities,  now  at  liberty,  to 

draw  the  conclusion  that  tongue-in- 
cheek  sex.  per  se,  is  short-time  box  of- 

fice in  Mr.  and  Mrs.  Smith's  living room. 

Sex  is  certainly  here  to  stay  in  sales- 

[Please  turn  to  page  113) 

content. 

ITS  NEWS.. 

when  WBZ-TY  has 
NEWS  for  sale ! 
And  it's  good  news  for  advertisers  with  courage  enough 
to  challenge  a  superstition. 

Not  so  long  ago  superstition  crowed,  "Daytime  tele\ision 

can't  pa)  off."  We've  scotched  that  claim  a  hundred 
times  over. 

Now  superstition  chortles,  "People  won't  watch  a  T\  news 

program  at  noon." 
W  HZ-TV  says  they  will!  So  were  backing  our  belief 

with  one  of  the  liveliest,  timeliest  news  programs  ever 

televised.  . 

NEWS    AT    NOON 

A  15-minute  program  of  local,  na- 
tional and  world  news,  combining 

the  latest  headlines,  film  highlights 

from  I  nited  Press,  stories  on  the 

local  scene,  and  a  complete  report 

on  the  day's  personalities  and  events. 

"News  at  Noon"  runs  Monda\  through  Friday,  from 

12:00  to  12:15. .  just  the  right  time  to  capture  housew  he- 

taking  their  "noon  break."  Want  to  reach  them  with  a 

sales  message?   Do  it  through  "News  at   Noon." 

NBC  Spot  Sales  will  be  glad  to  give  you  full  detail-  and 

realistic   rate-. 

WBZ-TV 
BOSTON 
CHANNEL     4 

WESTI  NG  H  O  U  S  E      RADIO      STATIONS       Inc 

WBZ  •  WBZA  •  KYW  •  KDKA  •  WOWO  •  KEX  •  WBZ-TV  •  WPTZ 
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DBOI 
(  hristmas   programs  on   loval  tevel   readietl   by  W  orl  cl 

II  you  want  to  find  out  how  to  do 
an  effective  Christinas  promotion,  the 

place  to  go  is  to  the  local  level.  When 

it  comes  to  tying  in  with  holiday  at- 

mosphere, there's  no  one  cannier  than 
a  retailer. 

You  can  get  a  good  idea  of  the  va- 
riety, the  pep,  and  tasteful  hard  sell 

that  localities  put  into  their  Christmas 
selling  hv  studying  a  recent  Christmas 

D.   Lawrence,   R.  Friedheim  check  World  shows 

package  issued  by  the  World  Broad- 
casting System.  World  is  a  music  ser- 

vice which  provides  radio  stations  with 
transcribed  music,  programs,  jingles 

and  other  recorded  specialties.  And  for 

Christmas  it  puts  together  a  sledful  of 

special  commercials  and  shows  suit- 
able for  local  selling. 

Here's  the  variety  of  things  availa- 
ble  for  local-level  advertisers: 

Open-end  Charles  Coburn,  titled 

Jingle  Bells'  Happiest  Christmas. 
Four  special  holiday  half-hour  pro- 

gram- i  The  Prince  of  Peace,  Tinsel  & 

Holly.  We  Wish  You  More  in  '54  and 
/   Promise). 

A  daily  half-hour  program  called 
Simla  X  His  Christmas  kids,  on  which 

la  .il  children  would  appear. 

\  dairj    half-hour  program  of  mu- 
sic   and    shopping    suggestions,    titled 

The  Christmas  Shopping  Bag. 

Thirty  jingles  sung  by  The  Jesters 
as  announcement  lead-ins. 

Looking  over  some  of  World's 
Christmas  material  in  the  picture 

are  Dick  Lawrence  (left),  sales  man- 

ager, and  Robert  Friedheim,  vice  pres- 

ident of  the  transcription  firm.  "The 
annual  World  Christmas  programs," 
Pierre  Weis,  general  manager  of 

World,  said,  "have  become  an  annual 
broadcasting  event  in  many  local  mar- 

kets." *  *  • 

LHFer  \\  l\  I  in  black 
after  2  months  on  air 

In  the  wake  of  tales  of  UHF  woe, 
the  first  UHF  station  in  a  VHF  market 

announced  that  it  now  is  operating  in 

the  black — two  months  after  it  made 
its  debut. 

The  station  WTVI,  is  located  in 

Belleville,  111.,  a  St.  Louis  suburb. 

WTVI  programs  about  62  hours 

weekly,  and  80rr  of  this  time  is  sold, 
according  to  Joseph  J.  Weed,  presi- 

dent of  Weed  Television,  the  station's 

national  representative.  "Conversion 
to  UHF  Channel  54  is  averaging  500 

sets  daily,"  Mr.  Weed  noted.  He  said 
that  by  19  October  there  were  127,000 
converted  receivers  in  the  WTVI  view- 

ing area.  "And  service  men  report  they 
are  30  to  60  days  behind  on  conversion 

orders,"  Mr.  Weed  said. 
The  station  is  a  Du  Mont  affiliate 

and  also  carries  a  number  of  CBS  TV 

programs. 

•  •  • 

More  firms  switching  to  closetl-circuit  TV  meetings 

Going  to  hold  a  product  demonstra- 
tion? Let  television  help  you.  Six 

meetings  and  product  demonstrations 
using  TV  were  held  during  the  past 

few  weeks,  including  the  first  large- 
screen  color  TV  show. 

New  York:  Color  TV  was  utilized  by 

the  Frank  H.  Lee  Co.  (Lee  and  Dis- 

ney hats)  in  a  men's  fashion  show. 
More  than  700  representatives  of  the 

men's  wear  industry  saw  the  show  in 
the  Hotel  Plaza  grand  ballroom 

through  facilities  of  Theatre  Network 
Television,  Inc.  The  field  sequential 
color  TV  system  was  employed. 
New  York:  Esso  Standard  Oil  Co. 

told  1,800  sales  and  advertising  men 

in  14  cities — ranging  from  Boston  to 

New  Orleans — about  the  petroleum 

company's  "greatest  product  advertis- 

ing campaign  '  in  the  firm's  history. Viewers  were  told  that  in  addition  to 

Esso's  regular  radio-TV  advertising 
(the  £550  Reporter  is  on  55  radio,  13 

TV  stations)  a  large  number  of  radio- 
TV  announcements  had  been  pur- chased. 

South  Bend:  One  of  the  most  un- 

usual closed-circuit  telecasts  was  being 

conducted  by  WSBT-TV.  The  station 
arranged  the  circuit  after  Notre  Dame 

Football  Coach  Frank  Leahy  was  con- 
fined to  the  hospital  a  fortnight  ago. 

Every  afternoon  Leahy  watched  the 
televised  scrimmage  from  his  hospital 

room,  and  the  closed-circuit  facilities 
were  to  be  maintained  as  long  as  he 

was  in  the  hospital,  according  to  Neal 

B.  Welch,  WSBT-TV  manager. 

Chicago:    The   Apt   Shoe   Manufac- 

Men's  fashion  show  on  TV,  staged  by  Frank  H.  Lee  Co.,  was  first  closed-circuit  telecast  in  color 
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luring  Co.  u-~n\  television  u  part  <>f 
its  pr   >ii(>n  during   the  Shoe  Fair, 
an  annua]  footwear  trade  meeting. 
I  iiu-iial  aspect  <>l  the  promotion  v\;t~ 
thai  a  commercial  T\  station,  \\<.\- 
TV,  carried  the  \pi  programs,  which, 

although  designed  principall)  for  t  h«  >-«• 
in  the  shoe  industrj  attending  ih<-  fair, 
had  general  audience  appeal  through 
qm  df  Eddie  Bracken  and  othei  well- 
known  personalities.  The  programs 
were  telecasl  from  1 1 :00  t<>  1 1 :30  p.m. 
on  three  buo  essive  daj  -. 

Los    tngeles:  "Open  circuit"  T\   al- 
-ii    w.i~    used      -aid    to    have    liccn    for 

tin-  first  time  on  tin'  Wea\  Coast  —by 
Sunsel  Oil.  producers  of  Golden  Eagle 
Gasoline.      I  lie   companj     wanted    to 
reach  more  than  1.01)0  employees  in 

2'2~  Golden  Eagle  service  stations 
within  the  Los  Vngeles  area.  The  com- 

pany   wanted    to    tell    the    employees 
about  a  new  product  designed  for  au- 

tomatic-drive cars.  finallv  decided  to 

air  the  meeting  over  KTTV.  Visual 
aids  and  product  demonstrations  were 

planned  for  the  event,  according  to 

J.  I).  Sterling,  president.  He  added 
that  a  survey  showed  the  televised 

meeting  enjoyed  91','    attendance. 
Seattle:  Make-up  demonstrations  us- 

ing  various  cosmetics  formed  the  basis 
for  a  closed-circuit  telecast  in  the  Bon 

Marche  department  store.  With  Eddie 

Arnold  and  other  personalities  provid- 
ing entertainment  portions  of  the  tele- 

cast, the  week-long  demonstration  drew 

"the  biggest  crowds  outside  of  the 
Christmas  season."  There  were  30  TV 
receivers  in  various  parts  of  the  store. 
The  shows  originated  from  the  store- 

main  corner  window,  drew  "crowds" 
of  spectators.  The  telecast  was  handled 

h\  KOMO-TV,  which  plans  a  debut 
1 1  December.  *  *  • 

Briefly  .  .  . 

Good  musk  programing  is  stretching 
radio  listening  hours  in  Philadelphia. 

according  to  WTI.Y  Philadelphia's 
sole  FM-only  station  has  just  released 
the  results  of  a  market  study  complet- 

ed 1>\  Audience  \nal\sl-.  Inc..  a  Phila- 

delphia research  firm.  The  sur\e\ 

show-  that  13.2'  I  of  438  representa- 
tive households  do  more  radio  listen- 

ing now  than  a  year  ago.  and  listening 

by  33.2',  of  the  WFLN  audience  av- 
erages between  four  and  five  hours 

daily.  Another  significant  fact  revealed 

by  the  survey:  FM  ownership  is  defi- 
nitelv  on  the  increase  in  Phillv.  *  *  * 

maximum 

TOWER  HEIGHT 
maximum 

POWER 

maximum 

RESULTS 
coming   to 

WTAR-TV 
JANUARY  FIRST 

Our  new  1049-foot  tower  and  100,000 

watts  power  will  give  advertisers  the 

only  to/a/  primary  coverage  of  America's 
Miracle  Market  —  Norfolk,  Portsmouth, 

Hampton,  Warwick,  Newport  News  and 

contiguous  area  of  Tidewater  Virginia 
and  North  Carolina. 

Within 

Grade  A 

Within Grade  A 
and  Grade  B 

Within Grade  A. 

Grade  B  and 
100  mv  Line 

Population 

784.690 

1.156.000 

1.600.400 

Effective 

Buying  Income 
$1,073,371,850 $1,415,186,000 $2,040,385,800 

Retail  Sales $702,570,950 $919,355,950 
$1,406,713,050 

Families  in  Area 207.825                295.655 
419.335 

Doto    from    SALES    MANAGEMENT'S    Survey 
of  Buying  Power,  Moy    10,    1953. 

WTAR-TV 
Norfolk 
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She's  making  up  her  shopping  lis: 

i    .* 



Ii  the  daytime 
She's  one  of  2(>  million  television 

housewives  who— before  the  stores  close 

today- will  spend  (204,000,000. 

And  every  day  she  also  spends  26  million 

hours  with  television  in  the  daytimt  — 

an  ideal  time  to  get  her  attention  and 

get  on  her  shopping  list. 

You  can  do  this  best  through  the  10 

stations  represented  by  CBS  Television 

Spot  Sales.  During  the  past  two  years. 

these  stations  have— 

. . .  doubled  in  daytime  audiences— 

with  13.500.000  different  viewers 

...doubled  in  daytime  economy— 

with  costs-per-M  as  low  as  34  cents 

...tripled  in  sponsor  participation— 

with  2,000  messages  weekly. 

So  if  you'd  like  to  get  to  housewives  while 

they  are  deciding  what  to  buy.  the  best 

time  and  place  is  daytime  and .  . . 

CBS  Television  Spot  Sales 
Representing  «rCBS-TV,  N. ■«  York;  WCAU-TV,  Philadelphia; 

wtof-tv.  Washington;  wbtv.  Charlotte:  WMRR-TV.  Jacksonville; 

wabt.  Birmingham;  wrrm-tv.  Chicago;  kli  i.-tv.  Galveston- 

Houston  ;  ksi-tv.  Salt  Lake  City  ;  ksxt.  I.os  Angeles  and 

CTPN,  i'bs  Television  Pacific  Network. 

Sourc-r  on  request 



EVEN  MOHAWK  WATCHES 

WHEN 

Jo  smoke  signals  from 

Mohawk  any  more — 
folks  are  too  busy 

watching  WHEN  to 
build  a  fire! 

And  Mohawk,  N.  Y.,  is  only 

one  of  more  than  250  com- 

munities covered  exclusively 

by  WHEN.  Over  2VS  million 

people  in  26  counties  look  to 

WHEN  for  shopping  informa- 

tion (and  2Vi  million  people 

have  a  lot  of  shopping  dol- 

lars). Don't  you  be  low  man 
on  the  totem  pole  in  upstate 

New  York  -  GET  COMPLETE 

COVERAGE  OF  THIS  IMPOR- 
TANT MARKET  WITH  WHEN. 

SEE    YOUR    NEAREST 

KATZ    AGENCY 

MEREDITH 
STATION 

agency  profile 
George  Wolf 

Director,    Radio-TV    Department 

Geyer   Advertising,    New   York 

"Getting  a  weak  TV  show  on  prime  network  time  today,"  George 
Wolf  told  SPONSOR,  "is  like  trying  to  walk  into  Twenty-One  in  a 

pair  of  tennis  shorts.    Not  that  it's  impossible.    Just  unlikely." 
One  of  TV's  young  veterans,  George  has  watched  the  big  spenders 

in  network  TV  carve  themselves  franchises  in  prime  time.  Only  the 

top-quality  show  has  a  chance,  he  feels. 

"There's  the  same  competition  for  show  package  control  between 

the  agencies  and  networks  in  TV  as  there  was  in  radio,"  he  explains. 
"Today  the  networks  won't  let  an  agency  or  independent  package 
come  on  the  air  unless  they  feel  it  can  pull  good  ratings  against  the 

other  nets."  And,  George  adds,  this  competitive  situation  is  much 
to  the  good  of  the  medium,  making  new  sponsors  conscious  of  quality 

programing  as  well  as  of  low  cost-per-1,000. 
In  his  eight  years  of  agency  TV  work,  George  has  had  more  than 

a  nodding  acquaintance  with  quality  programing.  As  director  of 

radio-TV  production  for  Foote,  Cone  &  Belding  until  two  months 
ago,  he  supervised  such  programing  as  The  Clock,  Stop  The  Music 
and  Tales  of  Tomorrow. 

At  Geyer  George  is  currently  immersed  in  heavy  spot  schedules 
for  several  accounts,  as  well  as  program  shopping  for  Nash  and 
Kelvinator  who  are  expected  to  return  to  network  sponsorship  shortly. 

"Top  management  at  this  agency  is  extremely  TV-conscious,"  says 
George.  And  with  Geyer  billing  at  the  rate  of  $20  million  this  year, 
George  expects  to  keep  his  TV  producers  increasingly  busy. 

As  color  TV  looms  on  the  horizon.  George  has  been  reevaluating 

his  plans  for  film  commercials,  preparing  to  go  into  the  new  medium. 

which,  he  says  will  be  to  black-and-white  TV  what  sound  was  to  the 
movies.  But  he  feels  that  it  is  still  somewhat  premature  to  rush  into 
color  production. 

"" \\  e've  got  a  lot  of  problems  to  consider  still,"  he  remarks. 

"There's  the  matter  of  finding  the  most  desirable  film  stock  for 
projection,  and  here  even  broadcast  engineers  are  not  yet  in  accord. 

Redesigning  of  packages  might  make  today's  color  commercials 
obsolete.  Besides.  SAG  limits  length  of  time  during  which  a  film 

commercial  nun  be  shown  to  two  years." 
\\  lien  not  off  on  a  busman's  holiday  of  TV  script  writing.  George 

joins  his  wife  and  six-\  ear-old  son  for  the  favorite  family  recreation. 

That's  watching  TV,  of  course.  *  *  * 
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The  FIRST  Television  Service 
to  Waco  and  Central  Texas! 

Channel  J 4 
Affiliated  with  A  B  C  and   Du  Mont 

Television  Networks. 

KANG-TV  is   the  first  primary 

and  secondary  T 

in  the  Central 

Texas  Market 

CLYDE    WEATHERBY 

President    and    Ccneral     Manager 

BOB   H.   WALKER 

Station    Manager 

JAMES   H.   SMITH 

Director    of    Engineering 
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85TIMEBUYERS 

I  Continued  from  page  39  I 

in  time  buying.  This  survey,  however, 
includes  all  sorts  of  work  categories 

from  factors    labor  to  professions.) 

How  do  women  timebuyers  at  the 

major  agencies,  in  particular,  stark  up 
against  their  male  colleagues? 

The  average  male  respondent  from 

the  top  10  and  major  agencies  in  the 

countrj  (combined)  is  31.5  years  old 
and  earns  S7.930  a  year.  The  average 

lady  timebuyer  from  the  top  10  and 

major  agencies  is  36.1  years  old  and 

earns  $7,440.  In  other  words,  in  large 

agencies  there  is  less  discrepancy  be- 

tween  women's  and  men's  salaries,  hut 
it  takes  women  longer  to  reach  time- 

buyer's  status. 
SPONSOR'S  respondents,  of  course, 

were  not  confined  to  the  major  aj:cn- 

cies.  I  Ik*  3Urve)  covered  agencies  of 

every  size  in  every  state,  and  here's how  employment  in  five  agency  size 

categories  broke  down  among  spon- 

sor's 85  respondents.  Men:  10',  in 

top  10  agencies:  26'  ',  in  major  agen- 
cies, but  not  among  the  top  10;  36rr  in 

medium-sized  agencies:    10',    in  small 

Long    Island's    amazi 
Nassau    County    ranks 

4th 

nationally  in  EFFECTIVE 

BUYING  Power:  $8,071.00 
59%   above  U.  S.  average 

(Sales  Management) 

* 

WW  IM Li B b  the  voice  of  Long  Island,  has  a  larger  daytime 

audience  in  the  big  booming  major  LONG  ISLAND  MARKET 

than  any  network  or  combination  of  independents  .  .{Conlan) 

Recommended   by   Ram  beau 

VTHLI AM  1100 

FM   98.3 

agencies;  129?  m  agencies  with  fewer 
than  10  employees.  Women:  lT/i  in 

top  10  agencies:  9%  in  major  agen- 
cies, but  not  among  the  top  10;  29% 

in  medium-sized  agencies;  31%  in 

small  agencies;  14%  in  agencies  with 
fewer  than  10  employees. 

"Time  buying  is  comparable  in  dol- 
lar volume  and  responsibilit)  to  the 

job  of  government  or  heavy  industry 

purchasing  agents,"  commented  a  time- 
bu\er  from  one  of  the  top  New  York 

agencies.  "Yet  our  job  doesn't  have 
the  prestige,  salary  or  career  opportu- 

nity which  is  offered  by  other  indus- 

tries to  their  purchasing  agents." 
To  see  how  purchasing  agents  in  in- 

dustries other  than  radio  and  TV 

fared,  sponsor  turned  to  the  National 
Industrial  Conference  Board.  NICB 

surveys  pegged  average  annual  income 
of  industrial  purchasing  agents  at 

$14,700  in  1944.  Figures  for  1953  are 
not  available.  However,  taking  into 

consideration  the  rise  in  individual  na- 

tional income,  it  is  probable  that  the 

average  for  1953  would  be  somewhere 
in  the  vicinitj  of  819,000. 

The  trend  in  industry  has  been  for 

employment  of  more  and  more  techni- 
cally trained  personnel,  e.g..  engineers, 

in  a  purchasing  capacity.  As  the  tech- 
nical and  educational  requirements 

for  industrial  purchasing  agents  have 

increased,  the  proportion  of  women  in 

the  field  has  remained  small — only  be- 

tween 5  and  ~'  i  of  industrial  purchas- 
ing agents  are  women. 

In  terms  of  career  advancement  a 

purchasing  agent  in  industry  is  able  to 
reach  top  management  status  right 

within  the  purchasing  field.  The  v. p. 
in  charge  of  purchasing  with  a  big 

company  such  as  General  Electric. 
Ford,  Westinghouse,  has  prestige  and 
salarv  comparable  to  the  v. p.  in  charge 
of  sales  or  advertising. 

The  timebuyers  career  pattern  is 
not  so  clear  cut.  There  is  no  realb 

defined  pattern  of  training  for  the  job 

nor  promotion  from  it.  Of  the  <>5  re- 

spondents to  sponsor's  survey,  the  50 
male  timebuyers'  ambitions  broke down  as  follows:  10  want  to  become 

media  directors:  13  want  to  be  ac- 
count executives;  eight  want  to  be  in 

radio  or  T\  station  management;  two 

want  to  be  ad  managers  of  large  man- 
ufacturers: si\  want  to  head  their  own 

agency  :  one  wants  to  do  creative  writ- 
ing; one  wants  to  be  a  high  school 

principal;  eight  were  undecided:  one 

wants  to  retire  —  '"seriousK .'"  he 
added. 
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After  two   years   experimentation   we've   devised   new  methods   and 

equipment  to  bring  top  caliber  programming  to  tow  budget  advertisers. 

TIME  FOR  CRIME  h  designed  to  give  an  advertiser  a  top  quality 

program. 

TIME  FOR  CRIME  is  designed  tO  give  an  adiertiser  an  a/nazingl) 

loir  production  cost. 

TIME  FOR  CRIME  is  designed  to  give  an  adiotiur  more  com- 

mercial time  yet  keep  the  viewer  literally  glued  to  bis  seat. 

"TIME  FOR  CRIME" A  5  minute  mystery  drama  series 
[1ME  FOR  CRIME  is  an  entirely  new  concept  in  television 

dramas.  After  two  years  experimentation  by  TV,  radio  and 

movie  experts  a  new  program  format  was  devised.  A  format 

that  enables  the  low  budget  advertiser  to  have  the  prestige 

of  a  sponsored  program  yet  the  flexibility  of  a  spot  campaign. 

Though  using  a  time  proven  mystery  formula,  the  series 

was  prepared  to  run  but  5  minutes.  This  includes  three 

minutes  and  fifteen  seconds  of  suspense  filled  drama,  as  well 

as  opening,  closing  and  full  middle-commercials  —  so  ar- 
ranged as  to  keep  the  solution  following  the  full  middle 

commercial. 

To  keep  the  standards  of  the  production  high  the  series  is 

shot  especially  for  television  in  full  motion  picture  tech- 

nique, directed  by  a  top  motion  picture  director  and  de- 
signed, photographed  and  technically  prepared  by  a  staff  of 

Academy  Award  winning  movie  makers.  The  creators  and 

writers  are  all  leading  New  York  mystery  writers  with  a 

long  list  of  top  film,  radio  and  television  credits. 

Contact  our  office  for  further  information  about  TIME  FOR 

CRIME.  Let  us  screen  a  group  of  sample  showings  in  this 

series  in  your  office. 

G.U.Y. 

CREDITS 

EXECUTIVE  PRODUCER:  Mendc  Broun,  Associate  producer  of 

NBC's  "Inner  Sanctum." 

DIRECTOR-PRODUCER:  George  Busby,  General  Manager  and 

Associate  producer  of  such  pictures  as  "Red  Shoes",  "Tales 

of  Hoffman",  "Stairway  to  Heaven",  etc. 

WRITERS:  All  New  York  staff  with  credits  including  "Inner 

Sanctum",  "Barry  Craig",  "Bulldog  Drummond",  etc. 

CAST:  Cast  of  established  stage  and  screen  artists  plus  a  carry 
over  lead. 

COST:  $2,300  per  episode  —  buyer  has  script  approval  plus 
two  years  rights. 

Productions 
17    East   42nd  Street      •      /V>u"    York    17,   IVeic   York 

Mlrrav  Hill  2-0810 
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Fourteen  of  the  35  women  timebuy- 

ers  in  sponsor's  survey  stated  that 
time  buying  was  their  ultimate  ambi- 

tion, though  one  added,  rather  nos- 

talgically, "I'd  prefer  a  vine-covered 

cottage.  .  .  ."'  Eight  lady  timebuyers 
hope  to  become  media  directors  even- 

tually; four  want  to  be  account  execu- 
tives; two  want  to  be  partners  in  the 

agency ;  four  would  prefer  to  concen- 
trate on  creative  writing;  two  were  un- 

decided. One  would  like  to  own  an 

independent  TV  film  production  stu- 
dio  in  llie  near  future. 

What's  the  educational  background 
of  the  average  timebuyer? 

About  55%  of  all  the  timebuyers 

responding  are  college  graduates.  Of 

these,  less  than  1%  have  a  degree  be- 
yond a  B.A.  or  B.S.  The  percentage  of 

college  graduates  among  the  male  time- 
buyers  is  higher  than  that  among  the 
ladies:  68%  of  the  men,  38%  of  the 
women. 

And  now  a  fact  for  those  who  blame 

low  salaries  for  women  upon  women's 
proverbial  instability  in  a  job:  The  av- 

erage lady  timebuyer  has  been  in  her 

/You? — .4  Second  Printing  to  Meet  Your  Demand 

"22  Television  Talks" 
BNI 

Transcribed  from  the 

TV      CLINICS 

Sold  out  in  its  first  edition,  "22  Television  Talks,"  the  bible  of  TV 
information,  is  back  in  supply  again.  The  twenty-two  subjects  embrace 
all  important  aspects  of  television  programming. 

WHAT   RADIO   AND  TV 

EXECUTIVES   SAY — 

"In  our  opinion,  the  finest  book 
published  on  TV.  The  TV  men 
whose  talks  and  comments  fill 

this  volume  get  right  down  to  the 
level  of  every  individual  now  in 

the  industry  or  about  to  enter  it." 
GEORGE  HICGINS,  KMBC, 

Kansas  City,  Mo. 

"BMI's  'Twenty-Two  Televi- 
sion Talks'  is  a  reading  must  at 

KXLY  TV." 
ED  CRANEY,  KXLY-TV, 

Spokane,  Wash. 

"The  book  pools  the  knowl- 

edge of  today's  TV  leaders.  It 
gives  inestimable  benefit  for 

present  and  future  TV  person- 

nel." 

HUGHO.  POTTER,  WOMI, 
Owensboro,  Ky. 

"Anyone  interested  in  TV 
should  read  'Twenty-Two  Tele- 

vision Talks'.  They  are  an  edu- 
cation within  themselves  —  a 

must." R.  W.  ROUNSAVILLE,  WQXI, 
Atlanta,  Ga. 

The  book  is  a  practical  symposium  of 

TV  data  by  men  of  wide  experience 

and  recognized  pioneers  in  television. 

In  addition,  a  good  portion  of  its 

more  than  260  pages  is  devoted  to 

condensed  transcripts  of  the  QUES- 

TION and  ANSWER  sessions  of  the 

Clinics.  These  intense  general  dis- 

cussions by  the  broadcasters  attend- 

ing the  Clinics  raised  such  TV  topics 

as  how  to  make  use  of  films  .  .  .  how 

to  cut  costs  .  .  .  how  to  build  or 

remodel  a  plant  .  .  .  hoiv  to  maintain 

public  service  .  .  .  how  to  hold  an 

audience  .  .  .  and  how  to  direct  the 

other  TV  operations. 

Published  by  BMI  at  $6  and  made 

available  as  an  Industry  Service 

at  the  cost  of  transcribing  and 

printing — $3.60. 

Order    Your    Copies    Today. 

imi B KOADCAST 
580   Fifth   Ave. 

MUSIC,     Inc. 
New    York    36,    N.    Y. 
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Hollywood Toronto Montreal 

job  for  4.9  years.  The  average  male 
timebuyer  has  been  in  his  job  for  4.2 

years. 

What  did  timebuyers  do  before  they 
became  timebuyers? 

Everything  from  being  a  mail  boy 

or  secretary  to  assistant  account  execu- 
tive, agency  researcher  and  fiction 

writer.  There  is  no  clear-cut  route  in 

the  agency  business  from  one  job  to 

another  to  timebuyer  and  on  to  a  well- 
defined  promotion. 

Here's  a  glimpse  at  the  job  histories 

of  those  who  responded  to  sponsor's 
survey  of  500  timebuyers  throughout 

the  country.  The  21  men  who  buy  time 

either  for  one  of  the  top  10  or  for 

smaller  but  still  major  agencies  have 

the  following  job  backgrounds:  six 

have  previous  agency  experience  in  ra- 
dio and  TV  or  market  research;  two 

were  assistant  account  executives;  one 

did  traffic,  another  was  in  the  mail- 

room;  a  third  was  spacebuyer.  In 

other  words,  11  out  of  the  21  had  pre- 

vious agency  experience.  Five  of  the 
21  had  previously  been  salesmen  either 
with  one  of  the  networks  or  with  a 

station  rep.  Two  had  previous  sales 

experience,  one  as  assistant  sales  pro- 
motion manager  for  a  manufacturer, 

the  other  in  a  department  store.  An- 
other timebuyer  had  previously  worked 

on  a  radio  station  in  varying  capacities 
from  announcer  to  writer  to  salesman. 

Two  timebuyers  were  magazine  writers. 

The  nine  lady  timebuyers  who  work 

at  major  agencies  have  the  following 

job  backgrounds:  three  were  secretaries 

in  their  department;  one  was  an  esti- 
mator; three  held  radio  station  jobs; 

one  was  an  accountant  for  a  station 

rep.  One  lady  timebuyer  had  previous- 

ly bought  machinery  for  ships — which 
again  suggests  the  parallel  made  earlier 
with  industrial  purchasing  agents. 

Most  valuable  of  the  information 

emerging  from  sponsor's  survey  which takes  in  a  cumulative  380  years  of 

time  bu)  ing  experience  among  the  85 

respondents  —  are  criticisms  and  sug- 
gestions about  the  problems  an  average 

timebuyer  faces.  These  constructive 
criticisms,  it  would  appear,  are  well 
worth  the  careful  scrutiny  of  agency 

top  management. 
Said  a  timebuyer  from  one  of  the 

major  New  York  agencies: 

"Greater  recognition  of  our  function 
among  agency  top  management  would 
probably  result  in  our  being  provided 
with  more  of  the  essential  research 

tools  that  timebuyers  need  to  make 
I'stimates    and   choices   anion"    availa- 
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WITH 

J.ou  attract  a  real  crowd  in  the  billion-dollar 

Mountain-West  market  when  your  strategy 

calls  for  KSL  Radio  because  KSL  Radio  rallies 

an  audience  that  beats  the  strongest  competi- 

tion bv  113.2%.  KSL  Radio,  with  a  whopper 

of  a  Hooper,  will  excite  huge  crowds  when  it 

cheers  for  your  product  with  its  50,000  watt 

voice.  The  crowd  is  always  with  KSL  Radio. 

Throughout  58  counties,  fighting  against  107 

other  stations  all  at  once,  KSL  Radio  runs  awaj 

with  one-third  of  the  entire  listening  audience. 

Attract  all  of  the  Billion-Dollar  Mountain-^  est 

market  with  KSL  Radio. 

SALT   LAKE   CITY,    UTAH 

CBS   Radio   Network      •    50,000  Watts 

Represented   by  CBS  Radio   Spot   Sales 

Source     Hooperatings,  Feb  ,  1953 
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bilities.  Also,  top  management  might 
bring  about  closer  cooperation  between 

account  supervisors  or  executives  and 

the  radio-TV  department  so  that  each 
timebuyer  would  be  complete!)  up  to 

date  on  his  client's  problems  and 

aims." A  timebuyer  from  one  of  the  top  10 
agencies  remarked: 

"In  the  past,  I've  worked  on  inter- 
national accounts,  where  my  recom- 

mendation*, estimates  and  buying  were 
far  more  independent  than  for  clients 

placing  campaigns  in  the  U.S.  Since 

radio  and  TV  abroad  are  fairly  un- 
charted, my  choice,  based  on  market 

knowledge,  was  far  more  recognized 

than  in  the  case  of  a  comparable  pur- 
chase in  the  U.S. 

"This  doesn't  mean,  however,  that 
time  buying  abroad  is  Utopia.  On  the 

contrary.  I've  got  problems  of  cop) 
control  and  translation  and  govern- 

ment regulations!" 
Complained  the  lady  timebuyer  of 

one  of  the  major  New  York  agencies: 

"My  experience  has  been  that  buy- 
ers are  not  allowed  to  attend  pre- 

campaign  meetings  where  sales,  distri- 
bution, coverage,  budgets,  etc.,  are 

discussed.    Therefore,  buying  is  done 

somewhat  in  the  dark  as  far  as  objec- 
tives are  concerned. 

"Spacebuyers  get  more  information 
to  work  with  because  they  do  get  to 

many  more  meetings. 

'"Regarding  budget,  it  is  not  an  un- 
common practice  for  us  to  get  an  as- 

signment such  as:  'How  about  a  budget 
for  the  Southwest  for  X?'  Then  we 
have  to  dig  to  find  out  if  the  product 
has  distribution,  where,  is  it  to  be  a 

long-term  or  a  short  intensive  cam- 
paign, does  the  campaign  require  long 

copy  or  would  breaks  work,  who  buys 

the  product,  etc.  This  information 

should  largely  be  provided  for  us." 
(The  timebuyer  whose  comments 

are  quoted  above  has  been  doing  the 

job  for  15  years,  and  is  in  the  $10,- 
000-a-year  bracket.) 

Another  lady  timebuyer.  from  a 

small  Midwestern  agency,  who  has 

been  in  her  job  for  five  years  and  is 

now  earning  $6,000  a  year,  felt  that 

her  agency  recognizes  the  importance 
of  media  buying: 

"This  agency,  perhaps  because  it  is 
small,  definitely  does  count  the  media 

buyer  as  part  of  the  important  team  on 

every  account.  Complete  information 

is  provided  media  before  any  purchase 

(ad) man's  best  friend! .  .  .  and  look  at  the  big  dog  carrying  it! 

When  sponsors  want  the  most  for  that  shrinking 

advertising  buck,  WBNS  Radio  comes  to  the  rescue 

.  .  .  with  low  cost  per  listener  .  .  .  and  with  more  lis- 

teners than  any  other  station  in  Central  Ohio!  And 

WBNS  is  top  dog  with  loyal  listeners  because  it  has 

top  programming.  Latest  Pulse  Ratings  show  ALL 

20  top-rated  programs  heard  in  Central  Ohio  are 
heard  on  WBNS! 

CBS  for  CENTRAL  OHIO 

COLUMBUS,     OHIO 

is  contemplated.  This  includes  sales 

objectives,  sales  problems,  seasonal 
considerations,  etc.,  as  well  as  budget 

with  which  to  work.  If  the  setup  were 

any  other  way,  I  could  not  consider 

doing  the  job." A  timebuyer  from  a  major  Midwest- 

ern agency,  who's  been  in  his  job  for 
two  years,  and  is  in  the  S6,000-a-year 
income  bracket,  explains  his  duties  as 
follows: 

"Our  work  includes  research  and 

advisory  information  on  several  ac- 

counts. It's  our  job  to  sell  the  clients 

as  well  as  buy  for  them." 
The  head  timebuyer  of  a  six-man  de- 

partment in  one  of  the  major  Eastern 

agencies  pointed  to  another  problem 
faced  by  timebuyers: 

"I  believe  there  is  proper  recogni- 
tion for  timebuyers  here  but  far  too 

heavy  a  load  is  placed  on  individual 

buyers  to  allow  for  reflective,  careful 

consideration  of  all  factors  when  buy- 
ing. Timing  is  always  too  tight.  This 

seems  to  be  a  commonplace  problem 

among  other  agency  timebuyers  too, 

according  to  the  trade  gossip." The  timebuyer  of  a  small  agency, 
whose  ambition  is  to  climb  from  the 

$7,000-a-year  to  the  SlO.OOO-a-year  in- 

come bracket  and  then  retire  "serious- 
ly," analyzed  the  major  time  buying 

problem  this  way : 
"Most  account  executives  and  main 

clients  like  to  make  decisions  and  rec- 
ommendations on  the  basis  of  two  or 

three  points:  (1)  Program  fits  budget. 
(2  I  It  is  aired  at  an  appropriate  time 

for  the  audience  desired.  (3)  The 
client  likes  to  listen  to  the   program. 

"Whether  program  is  'right'  for  the 
product;  whether  similar  programs 

have  had  successes  or  failures  in  pro- 

moting similar  products;  whether  pro- 

gram is  good  for  the  'fast  sale'  but  bad from  an  institutional  standpoint: 

whether  reports  from  audience  rating 
services  can  be  relied  on  implicitly, 

etc.,  are  frequently  waved  aside  as  in- 
consequential. The  main  reason  here: 

The  account  executive  or  client  doesn't 
have  the  familiarity  with  the  medium 

that  the  timebuyer  has,  and  would 
rather  make  decisions  based  on  points 
which  thev  can  check  with  their  own 
knowledge. 

"The  attitude  of  'anyone-can-buy- 

time",  just  give  them  a  Pulse  (or  what- 
ever l .  a  program  log  and  a  telephone, 

is  far  too  prevalent  and  is  mainly  re- 

sponsible for  so  much  ineffective  ad- 

vertising  and  low  timebuyers'  salaries." (Please  turn  to  page  80) 
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North  Carolina  s 

FIRST  Post-Freeze  VHF! 

WSJ  S 

CHANNEL 

Winston-Salem 
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**The  Tar  Heel  Golden  Triangle" 

^interconnected   television    — ^/ filiate 

National    Representative:  The    Headley-Reed    Company 
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There's  no  Puzzle  about  a 

SUPER  SIGNAL 

SUPER 

CHANNEL < 

SIGNAL 

•  RIGHT  TRANSMITTER  SITE. 

KRON-TV's  site  provides  "area-wide"  coverage  certainty. 

•  ANTENNA  HEIGHT.  KRON-TV's,  highest  in  San  Francisco 

at  1441   feet,  "sees  further." 

•  MAXIMUM  LEGAL  POWER.  KRON-TV's  100,000  Watts  has 
blanketed  Northern  California  since  February,  1953. 

•  TOP  RATED  NBC  and  Local  Programs. 

KRON-TV  leads  consistently. 

•  GREATEST  DEPENDABILITY. 

KRON-TV's  double  antenna  system  and  automatic 

standby  generator  minimize  "discrepancies." 

•  SELLING  POWER.  Fit  these  pieces  together  and  you  have 

KRON-TV's  Super  Signal  — the  solution  of  your  sales  problem. 

FREE  &  PETERS,  INC. 

National  Representatives 

L1E©GJWQ SAN    FRANCISCO  U 
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vetnber     1953 TV  COMPARAGRAPH  OF  NETWORK  PF 

MON  DAY 

Arthur  Godfrey' 
Kellogg.  Burnett 
Knomark.    Mogul 
110-10:15   alt   das 

1  llnt'l     Cellucotton 
FC&B;  Snow  Op 

Maxon   alt  das 

|  Star-Klst   Tuna 
m.w    10:30-45 

Rhoades  &   Davis 

Ding   Dong 
School 

(Ch  m-f 
(sponsored th.  f) 

fu, 

No    network 
programing 

all    wk 

No    network 
programing 

m-f 

Lever:    pepsodent 

m.w    10:45-11 
McCann-Erickson 

Arthur     Godfrey* 
Pillsbury    Mills 

I1    m.w    11-11:15 Uo  Burnett 

Liggett  &  Myers: 
chesterfields 

m.w    11:15-30 
Cnghm   &    Walsh 

'  Strike   It    Rich Colgate:  tthpst: 
vel.  super  suds, 

palmollve.    fab, 
ajax 

64NY  L 
m.w.f 

Esty  $8000 

Valiant    Lady 
On    Mis:    blsqltT 
47NY     m.w.f     L 
DFS   shr  $10,000 

No    network 
programing 

m-f 

Love   of   Life 
Amor    Home    Pr 

65NY       m  f       L 
Blow  $8500 

Search  for  Tom'w 
P&G:  jovt 

"B3NY       m-f       T, 
Blow   $8500 

i. iiiilinq      Light 
PAG:  ivorv.  du7t 
55NY       m-f       L 
Compt        $10,000 

No   network 
programing 

all  wk 

Glamour  Girl 

Hy         m-f         L 

Hawkins     Falls 

Ch  m-f         L 

The  Bennetts 
Ch  m-f         L 

Three   Steps  to 
Heaven 

NY         m-f         L 

Follow    Your 

Heart 
NY         m-f         L 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

Gftrrv    Moorp 
Masland:     rugs 
51NY  T. 
A&C        (see  bel) 

Hoover  Co 
"7NY  L 
Burnett 

y4hr  $2038 

Double   or 
Nothing 

Cnmnbell    Soup 
42NY  L 

m-w-f 

Ward 
Wheeloek       $8000 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 

programing 

Art     Linkletter 
T^ever:    surf 

30Hy     m.w.f     L 
Ayer       (see  bel) 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

Pillsbury     Mills: 
flnur,    mires 

29Hy      m-th      L 
LB     %hr     $4000 

Big    Payoff 
Coleate:    fab. 

chlorophyll    tth- 
pst. eashmr  bqt 

62NY     m.w.f     L 
(sus    tu.th) 

Paul    Dixon 
Show 

m-f  3-4 
(Participating 
segs  available; 
see  cost  below) 

Esty 

Bob    Crosby 
Show 

Hy         m-f         L 

$8500      Vitamin  Corp: 
-     rybutol,   juvenal 
lOCinc  L 

m    3:45-55    seg 
KFCC 

Kate    Smith 

m-f  3-4 
James   Lees: 

carpets 

D'Arcy      3:30-45 

Hhr $3,100 

Action    In 
the  Afternoon 

■     Western   drama 

£    Phil; 

River Ilrand 
Rice .Mills 

one    10- 
min 

seg 

Donahue & Coe 
lOmin: 

$400 

Corn    Prods    Rcf 

3:45-4 C  L  Miller 
50NY  L 

>4hr      $3500 

No    network 

programing 

m-f 

TU  ESDAY WEDNESDAY 

Arthur  Godfrey* Kellogg.  Burnett 
Knomark.     Mogul 
      alt-das 
Int'l  Cellucotton 
FC&B;   Sni.iv  Ctb 

Maxon   alt  das 

General  Mtrs: 
Frlgidalre  Div 

tu.th    10:30-45 

FC&B   

Tonl   Co 

tu.th    10:45-11 
Weiss  &    Goller 

No    network 
programing 

all   »k 

Ding    Dong 
School 

Minnesota 

Mining    &    Mfg: scotch  tape 

ICh       tu  onl       L I 
BBDO   4hr  $985 

Glamour    Girl 

Hy         m-f         l. 

No   network 
programing 

m-f 

Arthur     Godfrey* National    Blsc 

u.th     11-11:15 
McCann-Erickson 

Pillsbury    Mills 

.  tu.th     11:15-30  ' 
Leo    Burnett 

Hawkins  Falls 

Ch         m-f         L 

Arthur     Godfrey* 
I  gg,    Burnett Knomark.     Mogul 

j  10-10:15    alt    das] Int'l     Cellucotton 

FC&B:  Snu     i M  axon         alt-d»*l 
Star-Klst   Tuna 

m.w    10:30-4r, 

Rhoades  &  Davis 

Lever:    pepsodenti 

»    10:45-11 

No    network 
programing all  wk 

No   network 
programing 

m-f 
Strike    It    Rich 

m-f 

sus  tu.th 
NY  1/ 

The    Bennetts 

Ch  m-f         L 

Three  Steps  to 

Heaven 
■NY         m-f         L 

No    network 

programing 

m-f 
Follow   Your 

Heart 
NTY         m-f         L 

Valiant  Lady 
Tonl  Co 

47NY      tu.th      L 

(LB     shr     $10,000
 

Love  of  Life 

Amer  Home  Pr 
m-f    (see  mon) 

Biow   

Search  for  Tom'w 
P&G:  joyt 

m-f   (see  mon) 

Biow   

Guiding    Light 

P&G:  Ivory,  duzt 
m-f   (see  mon) 

Comptoti 

Arthur     Godfrey* Pillsbury    Mills 

m.w      11-11:15 
Leo    Burnett 
Liggett  &  Myers  i 

chesterfields 
m.w     11:15  30 

Cnghm    &    Walsh 

Strike   It   Rich 
Colgate 
m.w.f 

(see  mon) 

Esty 

Ding     Dong 
S.hool 

Ch  m-f  L. 
(sponsored   tu 

th.f) 

Glamour    Girl 

Hy         m-f         L 

Hawkins   Falls 

Ch  m-f  L, 

prot 

No    network 
programing 

m-f 

The    Bennetts 

Ch  m-f  L. 

Three  Steps  to 

Heaven NY         in  f         I 
Follow    Your 

Heart 
NY        m-f        L 

No 

prog 

No   network 
programing 

all   wk 

No   network 
programing 

m-f 

No   network programing 

m-f 

No   network 
programing 

m-f 

Garry  Moore 
Cats  Paw  Rubber 
56NY  I. 
Levyne  (see  bel) 

Pillsbury  Mills: 
ballard  biscuits 
48NY  L 

C-M     %  hr    $2038 

Valiant  Lady 

General    Mills 

m.w.f    (see   moc' DFS.   K-R 
Love  of  Life 

Amer     Home    Pr m-f   (see  mon) 

Blow   

Search  for  Tom'w 

P&G:    Joyt 

m-f    (see  mon) 

Blow   

Guiding     Light P&G :  Ivory,  duzt m-f   (see  mon) 

Comnton 

No    network 
programing 

all   wk 

No    network 
programing 

m-f 

No 
prog 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

I'll    Buy  That 

Seeman     Bros: 
aixwick 

37NY  L 
tu.  th 

1st  15  min 

Weintraub    $4000 

Art  Linkletter- 

Kellogg:  all  pr 

38Hy  L 

LB         tu  2:30-45 

Pillsbury    Mills 

m-th   2:45-3 
LB     %hr     $4000 

No   network 
programing 

m-f 

Garry   Moore Purex    Corp: 
FC&B      (see  bel) 

Best    Fds:   rlt, 
shinola 

No    network 
programing 

m-f 

54NT 

Ludgin 

L 

%hr 

$2038 

No   network 
programing 

m-f 

Big    Payoff 

m-f NY    sus  tu.th     L 

Bob    Crosby 

Show 
Amer   Dairy 

Ass'n 

33Hy  L 

tu.th    3:45-4 

see 

Campbell-       i4hr 
Mithun  $3100 

No    network 
programing 

m-f 

No    network 

programing 
m-f 

Double  or  Noth'g 
Campbell  Soup 

m.w.f    (see   mon) 

Ward     Wheelock 

No    network 

programing 

m-f 

Paul    Dixon 

Show 
m-f  3-4 

lOCinc  L 
(Participating 

segments    avail- 

able) 

Kate   Smith 

m-f     3-4 
Consolidated 

Cosmetics 
alt     tu     3:15-30 

BBDO   

!     Borden    Co: 

instant   coffee 

tu  3:30-45 

DCSS   

Dow     Chemical 

tu    3:15-4 McJ&A 
lONY  L, 

%hr    $3500 

$400 

m-f 

15mtn:    $1350 
Hhr:  $3200 

No   network 
programing 

m-f 

Welcome  Action    In 
Travelers  the    Afternoon 

P&G:     prell,  m.f 
ivory    snowt        Turn  to  a  Friend  phila                    L 

DICh                     L  NY         m-f         L  (see   mon) 

No    network        DFS    '.jhr    $1200 
programing 

m-f 
On  Your  Account 

NY         m-f         L 
P&G   tu.    w,    f 

sus    m,  th 

Ern    Westmore 
Show No    network 

programing 

m-f 

No    network 
Programing 

m-f 

No    network 
programing 

m-f 

Atom   Squad 

Phila       m-f      L 

Gabby  Hayes 

Quaker  Oats 
32NY     m.f     30L 

Per  prrnv S&M  $1750 

Howdy    Doody 
Standard  Brands: 
royal    puddings, 

gelatin 
53NY  48L 

m.'h    5:45-6 

Bate*  *4hr  $1600 

Welcome  Trav'lrs P&G:    prell. 
ivory    snowt 

(see  mon) 

DFS 

On  Your  Account 
P&G:  tide 

SIXV  L tu.  w,  f 

Benton  &  Bowles 

$6500 

Art Linkletter 
Lever surf 

m.w. 

th 2:30-45 

Ayer 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    i 

prog 

Nc    i 
prog 

Pillsbury    Mills 
m-th   2:45-3 
(see  mon) 

Leo  Burnett 

Big   Payoff Colgate 

m.w.f 

(see  mon) 

No    network 
programing 

m-f 

Esty 
Paul    Dixon 
m-f  3-4 (Participating 

segments  avail- 

able) 

lOCinc  1 

Kate    Smith 
m-f     3-4 Landers.  Frary  & 

Clark:      universal 

elec    appliances Goold    &    Tierney w3:30-45    stl0/14 , 

Bob    Crosby 

Show 

Hy         m-f         L, 

'.hr 

$3100 

Gerber   Prods 

baby    foods 

3:45-1 

Arcy 

BONY  L 

No    i 

progi 
S0> 10-mln  seg: 

$400 

Khr    $3500 

_  _  .      .  Action    in 
Turn  to  a  Friend       the  Afternoon 

NY         m-f         L  phila       m-f       L 

(see  mon) 

Ern 

NY 

Westmore 

Show m-f        L 

No    network programing 

m-f 

No    network 
programing 

m-f 

Welcome  Trav'lrs 

P&G:  prell         Turn  to 

ivory   snowt        ̂ -y 
(see  mon) DFS 

Atom   Souad 
Phila       m-f       L 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 

programing 

m-f 

Gabby   Hayes 
KY         m-f        L sus  tu 

Howdy  Doody 

Kellogg   Co: 
rice    krispiest 

48NY  44L 
LB  (see  bel) 

tu.th  5:80-45 
Colgate:  tthpst 

51NY  5:45-6  48L Bates  Vinr  $1550 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

On   Your  Account 

P&G:  tide 

tu,  w,  f Ern     \ 
S 

Benton  &   Bowles 

Atom   Squad 

Phila       m-f       L 

Gabby  Hayes 

NY     co-op  w     L 

II   

H  u»dy    Doody 

Continental  Bkg: 

(wo
nde

r  bread,
 

hoste
ss  

cakes 
35
NT
  

29L 

Khr: 

Bite*  $1550 

No   1 

prog 



tOGRAMS Daytime    16    November    1953 

THU RSDAY FRI  DAY 

Arthur  Godfrey* 
Kc  ii.i;  -  Burnett 
Kn  .'iii.uk,  Mogul 
Hi- Hi  15    all    das 

riming 
n  r 

network 
raining 
m-f 

lull     Cellucotton 

FCA.B;  Snow  I'm Maxon         alt  das 

General    Mtr«: 

IFrlg
ldalr

e  Dlv lu.Ih    10:30-4
5 

FC4VB   

Tonl  Co 

tu.th    10:45-1
1 

Weiss   
 
&    Geller 

Arthur     Godfrey' 
Natl    IlUcult 

tu. Ill    11-11    15 
McCann-Erickson 

l'illsbury     Mills 
tu.th     111.  30 

Leo    Burnett 

Strike    It    Rich 

NY         m-f         L 
•us  tu.th 

SATURDAY 

No    network 
programing 

all  wk 

Ding  Dong  School 
Scott    Paper    Co: 

Scott    towels. 
culrlte    wax    ppr. 

iconics 
43Ch  38L. th  only 

JWT     u.hr    $985 

Glamour    Girl 

Hy         m-f         L 
11    16    only: 

i. (mil.  i      Thanks- 

glv'g  Day  Parade 
I'lul.i  i. 

No    network 
programing 

m  r 

Wheel    of 
Fortune 

No    network 
programing 

m-f 

network 
riming 
of 

Valiant  Lady 
Tonl   Co 

tu.th    (see  tu) 
Leo    Burnett 

Love  of  Life 
Amor   Home  Pr 

m-f    (see  mon) 
Blow 

Hawkins   Falls 

Ch         m-f         L 

The    Bennett* 

Ch         m-f         L 

Three  Steps  to 

Heaven 

NT   m-f   L 
Follow  Your 

Heart 

NT        m-f        L 

$2675 

No    network programing all   wk 

Ding     Dong 

School General  Mills: 
cereals,    mixes 

36Ch  L 

f  only 

Tatham-  Hhr   Moselle 
Laird  $985   Elsen 

Toots  I  e 

Hippodrome 
Sweets     Co    of 

Amer:  tootsle  rl» 
NY  L 

$4500 

No    networK 
programing 

No   network 
programing 

all  wk 

No   networl 
programing 

Smllln'    Ed McConnell 

Glamour    Girl       Brown   Shoe  Co 

Hy         m-f         L  54NY  F 

Burnett 

$4500 Hawkins   Falls 

Ch         m-f         h 

No   network 

programing 

m-f 

I'll    Buy   That 

NT  L 

Strike    It    Rich 

Colgate 
m.w.f 

(see  mon) 

No    network 
programing 

m-f 

The    Bennetts 

Ch         m-f         L  Gardner 

Space   Patrol 
Ralston-Purlna: 
wheat   chex,    rice chex 

32Hy  L 

$6500 

Winky   Dink 
and   You (Jack   Barry) 

NT  L 

No   network programing 

letwork 
amine 

Search  for  Tom'w I'M:  Joyt 

m-f   (see  mon) Blow   

Guiding  Light 
P&G:  ivory.  duit 
m-f  (ae*  mon) 

Compton 

No    network 
programing 

all  wk 

-       lal     Thanks- 
giving  Da     i" i    28  only 

Macy's   Thanks- 
giv'g  Day  Parade 

11-12    noon 
W>  L 

Esty 

Three    Steps   to Heaven 

NY        m-f        L Follow   Your Heart 

NT        m-f        L 

No    network programing 

Rod    Brown   of 
the     Rocket 

Rangers 
Gen  Fds,  Post 

Cereals    I)iv 
14NY  L 

Tom   Corbut 
Space   Cadet lnt'1  Shoe  Co: 

red   goose   shoes 27NY  L 

alt  wks 

No   network 
programing 

No    network programing 

m-f 

No    network 
programing 

m-f 

etworfc 
'amlng 
o-f 

Garry   Moore 
Swift   &    Co 

59NY      th-onl     L JWT   
Norge  Dlv. 

Borg- Warner 
63NT     th-onl     L 
JWT    Vilir    $2038 

I'll     Buy    That 
Seeman    Bros: 

airwlck 
tu,  th   1st   15  min 

Weintraub 

No    network 
programing 

m-f 

11/26  only 
2  30    15   

Oldsmobile    Press 
Box    Preview 

01  '  mbl  dlv.  i:\i 
NT  I. 
D    P    Brother 

2    i".     to    rone] 
NCAA    Football 

Game     (I'tah    \- I'.l    ;'h..ln       *i  itllnp 
il  Motors 

SallLakeC  L 

No    network 
programing 

m-f 

Valiant   Lady 

General  Mills 
m.w.f    (see  mon) 

DFS.   K-R 
Love  of   Life 

Amer  Home  Pr 
(m-f  (see  mon) 

Biow   

Search  for  Tom'w 
P&G:  Joyt 

m-f   (see  mon) 

Biow   

Guiding  Light 
P&O:  Ivory,  duzt 
m-f  (see  mon) 

Compton 

No   network 
programing 

m-f 

Garry    Moore Converted   Rice 

54NT  I. 
LB  (see  bel) 

Kellogg  Co: 

Y&R  $7500   D'Arcy  $8000 

No    network 
programing 

all  wk 

No    network 
programing 

m-f 

No    network 
programing 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

The  Big  Top 
National  Dairy 

Prods:  sealtest 

ice  cream,  seal- tost  dairy  prods 

MPhila  L 

No   network 
programing 

all   wk 

Ayer 
$14,000 

Lone  Ranger 
General  Mills: wheatits.    klx 

6NT  J? 

No   network 
programing 

DFS 

$15,000 

LB      Hhr     $2038 

Art Linkletti  r 
Green Olant    Co: 
canned peas,  corn ■1  lily 

th-onl     L 
LB (see  bel) 

Pill, bury    Mills 
m-th   2:45-8 

LB    Vt  hr    $4,000 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

Double  or  Noth'g Campbell  Soup 

m.w.f 
(see  mon) 

Ward  Wheelock 

Art    Linkletter 
Lever:    surf 

m.w.f     2:30-45 

Ayer   

Kellogg:  all  pr 
28Hy  tu.th  L 

LB     %hr     $4000 

No    network programing 

m-f 

No    network programing 

m-f 

No    network programing 

No   network programing 

No   network programing 

Oldsmobile    Pri 
Box   Preview 

Oldsmbl  div.  G 
KNT 

13  min  befori NCAA  ftbi  g,t 

Brother  $27 

NCAA    Footba 
Game General  Motor 

83Var 
starting   timi 

Varies    from    1 to  4:15  pm) 

-  -"n  hr  bdcs 

Kudner        n 

No    network 
programing 

No   network programing 
No   network programing 

Football   Game 

(cont'd) 

ctwork 
'amlng 
i  f 

Big     Payoff 
NY         m-f         L 

bus  tu.th 

Bob    Crosby 
Show 

KM    M, 

|  Ui   3:30-45   seg Dairy 

tu.th     . 
I, 

Campbell- Mlthun 

Paul  Dixon 
Show 

m-f  3-4 

I. 
I  Participating 

avail 
able) 

Kate   Smith 

m  f  :i  I 

Corp 

FC&B 

Doeskin 

Grey  3:30-45 
Slmonlz   Co: 

auto     finishes th    9 

SSCB 
■'■"NY  L 

No   network 
programing 

m-f 

Action    In 

a  Friend      '"•    Afternoon 
m  f         I.    a       m  f       I. 

ifestmore 
now 
in   f  L No    network 

programing 

m-f 

Thinkiglvlng 
Festival 

I. 

.«ily 

Victor    Bennett 

For  lOmln 

$400 !ihl    $3500 

No    network 
programing 

m-f 

Welcome  Trav'lrs I'm:     prell. 

Ivory   anovrt 

(see   moni  Turn  to  a  Friend 
n\         m-f        L 

DFS 

On  Your  Account     Ern     Westmore 
NY         m  f         L  Show 

tus   m,    th         NY         m-f        L 

No    network 
programing 

m  I 

Atom   Squad 
Phils       m-f       L 

Gabby    Haves 
Minute    Maid 

S2NY     th  onl     I, 
Bates  $3,500 

Ho»dy    Deody 
Kellogg    Co 

lu  th     (see    tu) 
Lee    Burnett 
standard    Brands 

m.Ui    5:45-6 isse  asooi 
Bat** 

Bia     Payoff Colgate 
m.w.f 

(see  mon) 

Esty   

Bob    Crosby 

Show 

■ mi*    a 

Bt     1  2 

Mhr 

Burnett        $3100 

Action    In 

the    Afternoon Phlla       m  f       I, 
(see  mon) 

No    network programing 

m-f 

Paul    Dixon 

Show 

m-f  3.4 

lOCinc  L 
(Participating 

segments    avail- 

able) 

Kate   Smith 

m-f  3-4 

V4     hr:    $3500 

No    network 
programing 

10  min: 

$400 elcome  Trav'lrs P&G:     prell. 
Ivory    snowt 

(see  mon) 

No    network programing 

DFS 

No    network programing 

m-f 

No    network 
programing 

m-f 

No    network programing 

m-f 
On  Your  Account P&G:  tide 

tu.  w.  f 

No    network programing 

' 

Horse    Racing 

NY  "L 

No    network programing 

No    network  _     ..    ,,     „ 

programing  Football    Game (cont'd) 

Football     Ga 

(cont'd) 
No    network programing 

enton  &   Bowles 

No    network programing 
m  f 

Atom   Squad 

Phlla       m-f       L 
Gabby  Hayes 

Quaker  Oats m.f 

SAM   

Howdy    Doody 

Luden's 

Matties      5:30-45 
Welch   Grp  Juice 

DCSS  all lni'1   Shoe 

HH4M  alt 

49NY  46L 

5:45-6 ithx    $1550 

Pontiac  Seorebd 
Pontiac  div,  GJ1 

83Var  I 
15  min  after  gtr 

Mc.J&A        $275( 

No    network 
programing 

No    network 
programing No    network programing 

! 

11   28  only 
4:30-6  pm 

NBC  TV   Opera 

Thr:     'Macbeth' 

NY  I 



YOU  SHOULD  KNOW. .  TTRIPLE  THREAT''  JOE 
Joe-  '"Sports  Page"  show  is  broadcast  on  T\  and 
Radio.  Monday  through  Friday,  from  11:08  to  11:13 

P.M.  His  record  proves  he's  a  "Triple-Threat"  top- 
notcher  all  the  way. 

Joe  Croghan  Rl  NS  rings  around  the  competition — 

with  ratings  30"-'  higher  than  "the  other  two'"  com- 
bined .  .  .  KICKS  faster  and  farther  than  all  other  TV 

Sportscasters  in  Maryland — nightly  audience  more 

than    twice    that    of    the    combined    competition    .    .    . 

/'  ISSES  ratings  of  popular  telecasts  of  major  sport 
events  and  big  name  feature  personalities. 

Baltimore  is  the  "hottest"  sports  town  in  the  countrs 
toda)  .  .  .  with  big-league  baseball,  big-league  football. 
bii:-league  basketball,  and  big-league  soccer  .  .  .  And 

Joe  Croghan  is  the  "hottest"  >portscaster  in  Baltimore! 

Get  the  facts  and  you'll  know  that  "Triple-Threat  Joe'' 
is  your  man  on    1 A    and  Radio  in  Maryland. 

Nationally  Represented 

by  Henry  I.  Christal  Co. WBAL  wWBAL-TV 
ationally  Represented  by 

Eduard  Fetry  &  Co. 

RADIO   BALTIMORE     •     NBC   AFFILIATE     •     TELEVISION    BALTIMORE 
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85  TIMEBUYERS 

(Continued  from  page  70) 

A  timebuyer  from  a  medium-sized 

agen<'v  in  the  Pacific  Northwest  com- 
mented succinctly: 

"There  is  not  enough  close  contact 
between  the  buyers  and  clients,  so  that 

the  buyers  are  not  aware  of  all  the 

problems  market  by  market. 

"Buvers  are  not  consulted  to  do  fu- 

ture planning  for  the  clients." 
Said  the  timebuyer  of  a  major  New 

York  agency: 

"Assistance       (presentations,      etc.) 

from  the  industry  has  been  so  little  and 

so  ineffective  (through  lack  of  hard 

facts)  that  I  know  we  are  missing  ra- 
dio and  TV  billing  we  could  get  with 

proper  backing.  Stations  battle  among 
themselves  for  established  radio  and 

TV  budgets.  They  don't  fight  half  as 
hard  to  create  new  budgets.  If  I  had 

more  industry  help,  and  if  I  had  more 

time  to  sit  in  on  early  stages  of  plan- 
ning. I  know  the  agency,  client  and  the 

industry  would  benefit,  because  I  know 

radio  and  TV  can  sell,  but  it's  some- 
times hard  to  prove  this  conclusively 

to  others."  *  *  • 

WE  BELIEVE 

We  believe  when  we  see  the  unswerv- 

ing faith  of  our  farm  friends  and  neigh- 
bors planting  their  fields  to  winter  wheat 

which  will  rise  in  the  Spring. 

Our  belief  is  reaffirmed  at  this  Thanks- 

giving sea>on  as  we  see  bins  and  granaries 

overflowing  with  this  year's  harvest  that 
will  soon  feed  hungry  people. 

We  believe  that  WIBW  has  an  obliga- 

tion to  these  farm  families  ...  an  obliga- 

tion oi  uetvice.  That  is  why  our  entire 

program  structure  has  always  been  geared 

to   their   needs,   their  best   interests,   their 
advancement. 

We  believe  that  our  29-year  adherence 

to  these  principles  has  been  solely  respon- 

sible for  making  WIBW  the  most-listened- 
to  station  among  Kansas  farm  families. 

■  <Pt<-<^__ 

Gen.  Mgr.  WIBW 
C.B.S.   Radio  for  Kansas 

BULLETIN  BOARDS 
(Continued  from  page  33) 

head  at  the  lowest  part  of  it.    It's  a totem   pole. 

The  carefully-contrived  insult  is  one 
of  the  most  highly  prized  of  sayings. 

Among  the  choicer  of  those  seen  in 
this  category  are: 

"If  I  am  polite  to  you,  please  ex- 

cuse me." 

"I'd  like  to  help  you  out.  Which 

way  did  you  cpme  in?" "Why  don't  you  go  for  a  long  walk 

on  a  short  pier?" Circulation  Associates,  a  direct  mail 

house,  is  responsible  for  a  good  num- 
ber of  the  slogans  seen  around.  This 

company  prints  them  up  as  promotion- 
al pieces,  obtaining  some  of  them  from 

Fred  Gaymer,  of  Cincinnati,  who 
makes  a  sort  of  business  of  it. 

Other  gadgets  which  festoon  the  of- 
fices of  radio  and  television  people  are 

gifts  from  radio  and  TV  stations.  In 
the  office  of  Bill  Lewis,  commercial  di- 

rector of  radio  and  TV  at  Geyer,  you'll 
find:  a  three-times  normal  Texas  trout 

fly,  from  KLIF,  Dallas,  Tex.,  an  en- 
larged coffee  cup  from  WBNS,  Colum- 

bus; a  desk  pad  from  WGRD,  Grand 

Rapids;  a  swizzle  stick  from  WO  WO, 
Ft.  Wayne;  a  pottery  studio  building 
from  KMBC,  Kansas  City. 

WPTR,  Albany,  is  responsible  for 
the  certificate  in  the  office  of  MacDon- 
ald  Dunbar,  chief  timebuyer  at  Ted 

Bates  &  Co.  Dunbar,  according  to  the 

flourishes  and  scroll-work,  is  made  "A 
full  member  of  the  honorary  order  of 

Patroons,  in  the  heart  of  Patroonland" —i.e. — WPTR's  environs.  It's  dated 
1949. 

And  a  gal  timebuyer  at  Y&R  got 
a  brush  from  WOLF,  Syracuse,  to  help 

in  "brushing  off  wolves." 
Frank  Gilday  got  rid  of  the  slogan 

he  had  on  his  desk  for  a  number  of 

years  at  Cecil  &  Presbrey.  where  he's 
radio  and  TV  director.  It  stated:  "They 

said  it  couldn't  be  done — so  I  didn't 
even  try!"  Finally  they  decorated  it 
with  fan<\  satin  and  a  nice  box,  and 
sent  it  off  to  a  client. 

But  a  ou  have  to  stop  in  at  the  office 
of  Frank  Silvernail.  manager  of  the 

time-buying  department  at  Batten.  Bar- 
ten.  Durstine  &  Osborn.  to  find  the 

framed  comment  that  most  delights  ad- 

vertising men.  It's  an  illustration  from 
Lewis  Carroll's  Alice  in  Wonderland. 
"  'Here,  you  see.'  said  the  Red  Queen, 

"it  takes  all  the  running  you  can  do  to 

stay  in  the  same  place.'  '  *  *  * 
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SHALL   WE    SKIP   OAK    HILL,  W.  YA.? 

NO,   NO,   NOI-UNLESS  YOU   HATE 

TO   BUY   RARE   RADIO   BARGAINS! 

STATION   COVERAGE   DETAIL  BY  NCS  AREAS 

Total 

Radio  Homes 

in  Area 

STATE 

NCS  Area 

County 

No.  of 

Counties 

DAYTIME 

4-Week  Cum. 

Weekly 
Averag 

e  Day 

NCS  Circ 

v:: 

NCS  Circ. 

%  ;;:
 

NCS  Circ. V 

WEST    VIRGINIA 

20,370 FAYETTE 1 18,490 90 18,220 

89 

10,150 

49 

18,190 GREENBRIER 

MONROE 

SUMMERS 

3 15,490 

85 

15,130 83 

6,720 

36 

(6,940 KANAWHA 1 
10,310 

15 
7,180 

10 

4,410 

06 

14,570 LEWIS 

BRAXTON 

DODDRIDGE 

GILMER 

4 
3,110 

21 
2,280 

15 

1,680 
11 

18,2(0 LOGAN 1 
2,780 

15 

1,960 

10 

1,020 

05 

19,440 MERCER 1 
8.000 

41 
6,480 

33 

3,990 

20 

14,290 NICHOLAS 

CLAY 

WEBSTER 

3 11,450 80 11,080 77 
6,620 

46 

23,930 RALEIGH 1 20,220 

84 

19,610 

81 

8,540 

35 

12,290 ROANE 

CALHOUN 

JACKSON 

WIRT 

4 
2,720 

22 1,990 

16 

1,460 
11 

16,750 WYOMING 

BOONE 

2 9,630 

57 
8,610 

51 

6.730 

40 

B5  030 10  TOTAL 

21 

102.200 

92  S4XJ 
51  320 

r'c  of  Radio  Homes  in  Area 

We'd  be  the  first  to  admit  that  Oak  Hill. 

West  Virginia,  doesn't  measure  up  to  the 
market  potentials  of  New  York  (or  even 

New  Haven!).  But  there's  more  to  it  than 

you'd  think.  For  instance,  where  else  in 
America  can  you  get  so  many  listeners  for  so 

little  money — 102,200  daytime  families  for 

a  cozy  S21.60?    (1/j  hour,  26-time  rate.) 

We  don't  yet  have  a  representative  —  but 
even  so,  our  national  business  is  constantly 

growing,  with  happy  results  for  all  con- 

cerned. Let  us  tell  you  more  about  us,  includ- 
ing availabilities.  Please  write  direct  to 

Robert  R.  Thomas,  Jr.,  Manager,  at: 

WOAY 
OAK   HILL,  WEST  VIRGINIA 

5000  Watts,  Daytime 

20,000  Watts  FM 



PAN  AMERICAN  COFFEE 
[Continued  from  page  37) 

duced  by  an  original  jingle  which 
leads  into  a  male  announcer  who 

gives  simple  recipe-type  instructions 

for  the  proper  home-brewing  of  cof- 
fee. The  transcription  is  closed  with 

a  reprise  of  the  "coffee  break"  jingle. 
The  bureau  has  found,  incidentally, 

that  it  usually  gets  an  adequate  ad  lib 

lead-out  by  the  local  personality. 
A    typical    morning    announcement 

goes  like  this: 
SINGERS: 

In  the  morning,  'round  about  10 
Do  you   begin  stoning  up,  long  about 

then? 

\eed  a  fresh  start  then  you  should  take 

Time  out  for  a  coffee  break. 
In  the  afternoon  about  three 

Here's  a  good  tip  for  you  and  me 
Quicken  up!    Sharpen   up  —  Stop  and 

take 

Time  out  —  time  out  —  time  out  —  time 
out 

Time  out  for  a  coffee  break. 

ANNOUNCER:  There's  nothing  like 
a  cup  of  coffee  when  you  need  a  lift  . . . 
and  for  better  coffee  follow  the  simple 

recipe  of  the  Pan-American  Coffee  Bu- 
reau.  Have  your  coffee-maker  sparkling 

clean.  I  se  two  level  tablespoons  for 

each  six-ounce  cup  of  fresh,  cold  water. 
Never  boil  coffee  ...  or  warm  it  over. 

Make  it  fresh,  make  it  often.  Give 

yourself  a  coffee  break  and  get  what 
coffee  gives  to  \  ou. 

SINGERS: 

Morning,  afternoon,  alivays  take 
Time  out — time  out — time  out — time 

out 

Time  out  for  a  coffee  break! 

"You  can  print  our  jingle  and  com- 

mercial announcement,"  Burns  told 

sponsor,  "but  make  sure  you  say  that 
it  is  copyrighted,  1952,  by  the  Pan- 
American  Coffee  Bureau,  with  all 

lights  reserved.  It  has  been  so  popu- 

lar," he  explained,  "that  some  stations 
and  others  have  tried  to  pick  it  up  for 

their  own  use." 
While  it  usually  is  difficult,  if  not 

impossible,  for  an  institutional  client 
to  trace  advertising  effectiveness,  the 
Fan-American  Coffee  Bureau  believes 
that  it  has  more  than  an  indication  of 
favorable  results. 

From  its  continuing  studies  of  bev- 
erage consumption,  the  bureau  knows 

that  between  meals  coffee  drinking,  in 

a  two-year  period  up  to  1953,  has  in- 
creased about  20'  <  .    While  the  bureau 

We  keep  il  under  our  hat! 

The  famous  KOA  hat  (size:  50kw) 

covers  the  Western  Market  like  the 

sky  blue  sky. 

In  the  302  counties  of  twelve  states 

served  by  KOA-Radio  dwell  1,033,100 

families  — 53.2%  of  them  rural. 

Last  year's  Western  Market  income 

rem  to  $5-billion.  Western  Market 

retailers  rang  up  $4-billion  in  sales. 

Suggestion:  Sell  your  product... 

buy  KOA-Radio. 

50,000  WATTS 

850  KC 

CALL  PETRY 

DENVER 

Coven  The   Wesf...£W/ 

FOR  FOOD  ADVERTISERS:  1  LEAGUE     AMERICA'S  MOST  FOOD-CONDITIONED  AUDIENCE 

does  not  credit  its  ad\ertising  as  the 
sole  reason  for  the  increase,  it  would 

seem  significant  that  there  has  been  a 

healthy  proportion  of  the  increase  ac- 
counted for  h\  at-home  consumption. 

i  his  is  the  market  which  receives  con- 
centrated attention  via  radio. 

Average  consumption  per  person 

per  day  in  the  winter  of  1951,  before 

the  coffee  bureau's  "coffee  break"  ra- 
dio campaign  started,  was  2.36  cups. 

In  the  winter  of  1953  it  was  2.48  cups, 

an  increase  of  5' <  . 
"This  gain  does  not  sound  spectacu- 

lar when  stated  as  a  percentage  or 
even  as  an  increase  of  0.12  cups  per 

person  per  day,"  the  coffee  bureau 
statisticians  say.  "It  means  merely  one 
more  cup  per  day  for  each  eight  per- 

sons in  the  population  eight  years  of 

age  or  over.  However,  there  were 
about  107  million  people  whose  coffee 

drinking  was  sampled  in  this  study, 

and  if  one-eighth  of  them  were  to 
drink  one  more  cup  per  day  during  a 

90-day  period  this  winter,  it  would 
mean  an  increase  of  a  billion  cups  of 

coffee.  Thus,  small  changes  in  the 

rate  of  drinking  can  result  in  a  large 

change  in  the  number  of  cups  of  coffee 
drunk  by  millions  of  people  during 

one  season  of  a  year.  ' The    Pan-American    Coffee    Bureau 

j  has  been  in  existence  some  17  years. 
'  Headquartered  in  New  York,  the  bu- 

reau's staff  of  30  people  carries  on  a 

continuing,  national  promotional  pro- 

gram on  behalf  of  coffee.  The  national 
advertising  program  is  one  part  of 

the  bureau's  activity,  which  also  in- 
cludes public  relations,  publicity,  pro- 

motional and  educational  efforts. 

The  bureau,  according  to  its  letter- 
head, is  "an  instrumentality  of  the 

governments  of  Brazil.  Colombia, 

Costa  Rica.  Cuba.  Dominican  Repub- 
lic. Ecuador.  El  Salvador.  Guatemala. 

Honduras,  Mexico  and  Venezuela." 
Total  operating  budget  for  the  bu- 

reau is  derived  from  a  10<*  per  bag 
"tax"  on  coffee  exported  from  the  11 
member  nations  to  the  Lnited  States 

I  a  bag  of  coffee,  by  the  way.  weighs 

132.276  pounds).  In  1952  the  U.  S. 

imported  19.007,845  bags  of  coffee 
from  Latin  America.  Latin  American 

countries  contributed  93.7'  <  of  all 
coffee  brought  into  the  nation  I  Africa 
contributed  6.1'  <  ) . 

\  alue  of  the  coffee  imported  by  the 
I  nited  States  from  Latin  America  was 

$1,297,204,705.  It's  estimated  that  cof- 
fee is  the  basis  for  a  $2.5  billion   in- 
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'aid 
In  WOW  land . . .    EVENING  IS  EVEN  BETTER 

335, 700  radio  families  confirm  it: 

•t! 

WOW  Average 

Ratings 136.1% 

Sett  in  Use 

36.1% 
more 

122.6% 

22.6% 
100% 

100% 

more 

f 

6.00-9:00  A.M. 6:00-9:00  P.M. 6:00-9:00  A.M. 6:00-9:00  P.M. 

Comparison    WOW    Average  Ratings,  Sets  in  Us* 

6-9  A.M.  vs.  6-9  P.M.  Mon.-Fri.  6-9  A.M.  equals   100% 

'Source:  Pulte  of  Omaha  Area,  Jan. -Feb.  1953 

We  have  it  in  black  and  white — evening  radio  time  is  even 
better  than  early  morning  which  has  always  been  a  splendid 
buy  considering  listeners  per  set,  audience  turnover  and 

family-type  audience. 

Take  a  second  look  at  these  figures  from  a  Pulse*  survey  of 
335,700  families  in  four  states  comparing  the  three  hour 

periods  6-9  P.M.  with  6-9  A.M.  Monday  through  Friday: 

36.1%  higher  average  ratings  on  WOW  in  the  evening. 

22.6%  more  sets  in  use  in  the  evening. 

But  WOW,  Omaha,  a  well-managed  station  with  colossal  radio 
coverage,  is  not  a  hand-picked  example.  Evening  radio  offers 
a  much  bigger  audience  than  early  morning  in  many  other 
markets  coast  to  coast,  even  including  mature  television 
markets,  and  the  cost  per  thousand  comparison  is  highly 
attractive. 

Every  advertiser  and  agency  should  have  the  percentages 

proving  that  evening  radio  is  today's  biggest  bargain.  Call 
your  John  Blair  man  today! 

This  is  one  in  a  continuing  series  of  advertisements  based 

on  regular  syndicated  audience  measurement  reports. 
To  achieve  a  uniform  basis  of  measurement,  the  radio 

stations  chosen  for  this  scries  arc  all  John  Blair-rcpre- 
sented  outlets  ...  all  in  major  markets. 

JOHN 
BLAIR 
&  COMPANY 

REPRESENTING  LEADING 

RADIO  STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN   FRANCISCO      •      LOS    ANGELES 



dustr)  in  llie  U.  S. 

It  might  be  argued  that  the  hureau's 
advertising  campaign,  by  getting  more 
people  to  drink  more  coffee,  does  more 

than  merely  sell  coffee  for  Latin  Amer- 
icans. Seven  Latin  American  nations 

plan  their  economic  life  around  coffee 

and  it  is  coffee  which  provides  a  sub- 
stantial portion  of  the  funds  used  by 

Latin  Americans  in  purchasing  more 

than  $3.3  billion  worth  of  goods  annu- 
ally from  the  United  States. 

In  the  United  States,  5,535,246,000 

gallons  of  coffee  were  consumed  dur- 

ing 1952.  More  than  twice  as  much 

milk  was  drunk  i  13.469,250,000  gal- 
lons I . 

Following  coffee  in  popularity  is 

beer  (2,578,211,000  gallons).  Soft 
drinks  M.794.833,000  gallons)  and 

tea  1 1,241,250,000  gallons)  were 
fourth  and  fifth  in  the  United  States 

on  the  basis  of  consumption.  Canned 
and  frozen  fruit  juices  rank  sixth 

(388,050,000  gallons  I. 

So  far,  the  Tea  Council's  $1  million 
television  campaign  apparently  has 

not  affected  coffee  consumption.    An- 

FREE  &  PETERS,  INC., 

NBC   •  5000  WATTS 

970  KILOCYCLES 

Exclusive  National  Representatives 

thorn  Hyde,  executive  director  of  the 
Tea  Council  of  the  L.S.A.,  in  a  speech 

to  the  eighth  annual  convention  of  the 
Tea  Association  of  the  U.S.A.  at  White 

Sulphur  Springs,  W.  Va.,  last  Septem- 
ber said  that  tea  consumption  is  up. 

But  he  added,  "Coffee  prices  have 
risen,  but  coffee  consumption  is  going 

up  about  as  fast  as  tea,  so  it  is  doubt- 
ful—-in  the  home  market  at  least — that 

coffee  price  increases  have  helped  us 

much"  (emphasis  supplied). 

Who  are  the  biggest  network  radio- 
TV  advertisers  among  U.  S.  coffee 

companies? 
sponsor,  on  the  basis  of  Publishers 

Information  Bureau  records  and  other 

available  information,  ranks  the  larg- 
est national  air  media  advertisers  in 

this  order: 

General  Foods  I  Maxwell  House,  In- 

stant Maxwell  House,  Sanka  and  In- 

stant Sanka  I  ;  Borden  Co.  (Borden's 
Instant  Coffee)  ;  Standard  Brands 
Chase  &  Sanborn  and  Instant  Chase 

&  Sanborn)  ;  M.  J.  B.  Co.  (M.  J.  B. 

Coffee) ;  S&W  Fine  Foods  (S&W  Cof- 
fee) ;  and  Hills  Bros.  Coffee  Inc.  I  Hills 

Bros.  Coffee  I . 

In  1952,  PIB  indicates  that  General 

Foods  spent  about  SI. 5  million  on  net- 
work radio  and  S1.4  million  on  net- 

work television — not  including  consid- 
erable talent  charges.  General  Foods 

also  uses  spot  radio  and  TV  in  from 
one  to  a  couple  dozen  or  more  markets 
at  different  times  of  the  year. 

The  Borden  Co..  which  surprisingly 

ranks  Number  Two  on  the  basis  of 
available  data,  is  estimated  to  have 

spent  approximated  $360,000  for  its 
regular  and  instant  brands  on  network 
television  I  not  including  talent  costs). 
No  network  radio  was  used.  Borden 

Co.  is  a  spot  radio  and  TV  advertiser 

for  a  varying  list  of  products. 
Standard      Brands      spent 

$213,000  for  network  TV.   It  also  uses 

spot  radio  in  a  number  of  markets. 

Other  national  companies  are  esti- 

mated to  have  spent  much  less  on  net- 
work air  media,  but  several  are  heavy 

users  of  spot  radio  and  TV.  J.  A. 
Folger  \  Co..  for  instance,  is  using 

-pot  in  about  29  markets:  Butter  Nut 

Coffee  (Paxton  &  Gallagher  Co.)  is  in 
about  seven  markets:  Hills  Bros,  is  in 
about  seven  markets. 

It  should  be  noted  that  the  largest 

hall  dn/en  coffee  roaster-packers  sell 

onlj  about  one-half  of  all  the  coffee 
sold  in  the  I  nited  States.  The  other 

5(1',  or  more  is  sold  by  regional  and 

local  companies.  *  *  • 

roughly 
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Only  a  combination  of  stations 

caifyjcover  Georgia's 
najor  markets. 

The  Georgia  Trio 
WAGA 

5000  w 
590  kc 

CBS  Radio 

represented 
individually  and 
as  a  group  by 

The  KATZ  AGENCY,  INC. 

The  TRIO 

offers  advertisers 
at  one  low  cost: 

• 

CONCENTRATED 
COVERAGE 

• 

MERCHANDISING 

ASSISTANCE 
• 

LISTENER  LOYALTY 
BUILT  BY  LOCAL 
PROGRAMMING 

• 

DEALER  LOYALTIES 

In  3  major  markets 
NEW  YORK  CHICAGO 

16  NOVEMBER  1953 
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"No,  we  don't  recommend  it 

for  CITY  driving!" 
When  you  advertise  in  Kentucky,  you  don't  have  to  hit  the 
road  and  cover  the  wide  open  spaces.    Most  of  the  State's  business 

is  done  within  a  gentle  drive  from  WAVE'S  tower! 

The  Louisville  Trading  Area  accounts  for  51.3%  of  Kentucky's 
food  sales  .  .  .  59. K'  -  of  its  drug  sales.   WAVE  covers  this 
concentrated  area  thoroughly,  and  also  tosses  in  a  quarter-billion- 
dollar  slice  of  Southern  Indiana — all  without  waste,  at 

budget-wist  cost! 

How  about  it      want  to  get  going,  now? 

5000  WATTS  "•*»    B 

NBC    AFFILIATE         •  LOUISVILLE 

Free  &  Peters,  Inc.,   Exclusive  National  Representatives 
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31  ADVERTISERS 
^Continued  from  page  35) 

you  the  31  leading  firms  SPONSOR  dis- 
covered were  not  using  air  media.  It 

also  lists  their  agencies,  their  ad 
budgets  and  one  major  reason  they 

cited  for  ignoring  radio  and  television. 

What  is  sponsor's  over-all  conclu- 

sion from  this  surve\  './ 
First,  it  completes  the  shattering  of 

the  myth  that  "advertising  is  a  sci- 
ence" and  that  advertisers  are  intense- 

ly concerned  with  media  evaluation. 
Earlier  articles  in  this  Media  Series 

began  to  undermine  this  myth.  This 
article  should  demolish  it  entirely. 

Second,  this  survey  demonstrates  a 

crying  need  for  media  testing  and 

evaluation.  Too  main  advertisers  don't 
seem  to  know  why  thev're  using  the 
media  they  do.  or  what  the  results  are. 

And  quite  a  few  seem  scared  to  death 

to  experiment. 
( To  get  this  material  SPONSOR  went 

directly  to  the  advertiser,  bypassing 

his  agency,  except  in  those  cases  where 
the  ad  manager  referred  the  inter- 

viewer to  his  agency.  Perhaps  the 
results  would  have  been  less  damaging 

to  the  belief  that  media  selection  is 

based  on  careful  analysis  and  testing 

had  agencies  been  consulted  exclusive- 

ly by  SPONSOR,  i The  reasons  advertisers  offered  for 

not  using  two  of  the  most  powerful 

media  yet  devised  broke  down  into 
these  10  categories: 

1.  Product.  They  either  had  no 

product  thev  thought  the  public  would 
want,  or  its  use  was  restricted  and 

they  felt  the\  didn't  need  a  mass  me- dium, or  they  felt  their  product  was 

too  expensive  or.  contradictorily,  too 
cheap  for  use  of  mass  media. 

2.  Expense.  Advertisers  spending  up 

to  $1  million  a  year  told  SPONSOR 
radio  and/or  T\  was  too  expensive 
for  them.  V\  hat  were  thev  using? 

Magazines  and/or  newspapers,  which 

traditionally  have  higher  cost-per- 
1.000  circulation  than  radio. 

3.  Distribution .  Some  advertisers 

said  radio  ga\  e  them  too  much  cover- 

age—  where  their  product  wasn't  sold. 
Others  said  radio  didn't  give  them 
enough  where  they  wanted  it.  These 

and  others  additionally  pointed  to  T\  'a 
gaps  in  coverage.  Inability  to  match 
circulation  of  the  medium  with  distri- 

bution of  the  product  was  a  common 
complaint.  Yet  some  of  these  adver- 
tisers  admitted  using  consumer  maga- 

zines  or   trade   papers   with   a  circula- 
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Northern  Ohio's 
Badge  of  Authority 

These  names 
arrest  attention  .  .  . 

Reliable  reporting  of  latest  news 

. . .  last  and  accurate  on-the-spot 
coverage  .  .  .  makes  listeners 

keep  tuned  to  W'GAR. 

& 

CHARLES   DAY 

WCiAR's  news  director 
dominates  a  dinner- 
hour  audience  at  6 

with  the  Day's  News. 

JIM  MARTIN 

Three  early  morning 
news  casts  have  driv- 

ers and  shift  workers 
quoting  Martin 
throughout  the  day. 

1 

fj 
JACK   DOOLEY 

Summarizes  the  day's news  events  daily  at  5 
P.M.  and  11  P.M. 

JACK   PERKINS 

Covers  weekend  news 
events;  frequently  fea- 

tures on-the-spot  re- 
ports and  interviews. 

Able  coverage  by  these  top-flight 
newsmen,  in  Northern  Ohio's 
oldest  established  radio  news 

room,  gives  listeners  what  they 
want.  No  wonder  they  give 

W'GAR  the  "badge  of  authority!" 

In  Northern  Ohio 

WGAR 
THE  SPOT  FOR  SPOT  RADIO 

C  level  ond 

50,000  watts 

CBS 
c\ 

Eojtern  Office:   at  ^j 
665  Fifth  Ave  .  N  Y  C 

Represented  by  The  Henry  I    Christol  Co. 
In  Canada  by  Radio  Time  Soles,  Ltd..  Toronto 

linn  iii  .in j  one  '  ounl v  i bal  you  «  ould 

•  i '  ii  1 1 1  (hi  l  he  1 1  ngers  •  •  I  y  oui  t  w(  > 
hands. 

1.  Radio  and  in  1 1  "flopped." 
Some  advertisers  had  ii  ied  "n>-  oi  the 
■  ithei  .in  medium.  I  oi  one  "I  se\ ei al 

reasons  lack  "I  i  ontinuit) .  l'"<kI 
spots,  programs  oi  copj  oi  because  oi 
smartei  strateg)  bj  the  competition 

the  .in  campaign  didn'l  work.  This 
<  om  Lnced  the  advei tisei  ail  media 

\-  ere  nol  for  him.  Some,  like  I  a\  <>i  i-. 
tried  radio  L5  oi  20  years  ago;  it  was 

"nol  produt  t  i  >.  e.  I  he  firm  hasn'l  tried it  since. 

5.  Habit.  I  In-  word  wasn't  used, 

but  several  advertisers  said,  "We've 
.i I  w  a \  ̂   1 1 — * ■<  I  nothing  but  newspapers," 
or  "We're  selling  with  print.  >u  wh) 

should    we    1 1  \     air    media'.''"    oi    "Out 
agencj    doesn't  think   it's  a  g   I   idea 
tu  switch  media  now.  ETabil  is  en- 

trenched in  main  advertising  sanc- 
tums. 

6.  Dealers'  lack  oj  enthusiasm.  I  his 
i-  a  serious  one.  Several  national  ad- 

vertisers  with  co-op  programs  told 
sponsor  tli<-\    would   be  glad   to   pa) 
for  more  radio  and  I  \  usage  bul  the 
dealers  or  distributors  or  franchisers 

just  weren't  interested.  Or  just  as 
fatal,  the  latter  thought  a  successful  air 

campaign  consisted  of  one  announce- 
ment on  one  station  ever)  two  weeks. 

When  nothing  happened,  the)  went 
back  to  print. 

7.  Timidity  at  the  top.  StranueK 

enough,  this  reason  was  cited  b)  two 
advertising  executives,  who  said,  in 

effect:  "We'd  use  more  radio  or  T\  if 

top  management  wasn't  afraid."  One 
added:  "Or  fickle.  He  explained: 
"We've  had  a  dozen  radio  slums:  the 

longest  ran  2(>  week-.  We've  nevei  had 
a  consistent  campaign.  \<>  umi'ri 
nothing  much  happened. 

8.  Cant  get  good  time  oi  programs 
or  both.  Cunard  Steamship  Co.,  a 

$563,000  advertiser,   i-  one  firm   that 

would  like  to  use  mini'  I  \  .  hut  can't 

gel  the  right  one-minute  spot-.  It's 
especiall)  interested  in  New  York, 

Chicago,  Philadelphia  and  Boston. 
Brillo  would  like  to  use  more  TV  but 

can't   get   the  time  it   want-. 
9.  Copy.  No  advertiser  used  cop) 

,i-  an  ex<  use  for  not  using  either  radio 
or  TV.  but  -nine  stressed  that  the) 
needed  color  to  -how  the  product.  Both 

I  .  S.  Plywood,  a  $1.2  million  adver- 
tiser, and  Eastman  Kodak,  a  $2.3  mil- 

lion advertiser,  expect  to  use  coloi  T\ 
when  it  arrives. 

in.     iren't  sure  how  best  to  act  in. 

When  Customers 

Tell  Dealers: 

It  proves  your  messages 

have  the  ring  off  authority! 

WGAR  commands  the  respect  of 
a  large  listening  audience  because 
of  authoritative  news  reporting, 
outstanding  shows  and  special 
events,  both  local  and  CBS.  This 

buying  audience  is  yours — to  ring 
up  results  in  cash  registers! 

ADVERTISERS   GET 

RESULTS    ON    WGAR 

Sales  results  obtained  through 
use  of  WGAR  are  reflected  in 
the  number  of  years  both  local 
and  national  advertisers  have 

been  with  Cleveland's  Friendly Station! 

22  1  advertisers   3-5  years 
94  advertisers   6-10  years 
17  advertisers.  ...11-15  years 
16  advertisers,    over  16  years! 

WGAR   S    PLEDGE 

Based  on  2  3  years'  experience, "W'GAR  secures  from  its  staff 
and  its  clients,  careful  prepara- 

tion and  delivery  of  advertising 
messages  to  maintain  high 

standards  and  good  taste." 

Listeners  quote  W'GAR  because 
they've  learned  to  respect  its  voice 
of  authority.  We  invite  yon  to  share 
the  impact  of  this  voice  for  your 
sales  messages. 

In  Northern  Ohio 

WGAR 
THE  SPOT  FOR  SPOT  RADIO 

Cleveland 

50,000  wotij Pi 

*%; 

■J58/         CBS 

N   '  Eostern  Office:    OI 

665  Fifth  Ave  .  N  Y  C. 
Repre«ent«d  by  The  Henry  I    Chrntol  Co 

In  Conodo  by  Radio  Time  Sole*.  Ltd  .  Toronto 
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Some  firms  are  anxious  to  get  into 
either  air  medium,  usually  TV,  but 

haven't  satisfied  themselves  that  they've 
got  the  right  approach.  Purolator 
Products,  of  Rahway,  N.  J.,  which  will 
spend  over  SI  million  on  advertising 

and  promotion  next  year,  for  example, 

has  run  a  test  or  two  of  TV  this  year 

and  will  run  some  more  before  making 

up  its  mind.  It  says  candidly:  "We're 
in  the  position  of  being  afraid  not  to 

be  in  TV." 
In  summary  the  main  reasons  why- 

advertisers  don't  use  radio  or  TV  are 

ill  product,  (2j  budget  limitations, 
I  3 1    inability  to  trace  results. 
What  do  the  air  experts  in  the  spot, 

network  and  rep  business  say  about 
this? 

They  attributed  the  failure  of  some 
consumer  advertisers  to  use  either  air 

medium  to  these  basic  reasons: 

1.  Print  is  more  tangible  than  air 

advertising.  It's  easier  for  the  adver- 
tiser to  visualize  the  campaign  in  ad- 

vance and  to  merchandise  and  pro- 

mote it  later  when  it's  a  magazine  or 
newspaper  schedule. 

for  quick,  easy  reference 

to  your  copies  of 

SPONSOR 

get  the  durable  new 

Sponsor  binder 

looks  like  a   million 

costs  only 

$4. 

SPONSOR 
40  E.  49th  St. 

New  York   17 
Q  $4  one  binder 

]  $7  two  binders 

Please  send  me  Binder  holding  13  issues  and  bill  me  later. 

\arne 

Firm 

tddress    

Zone  Suae 

2.  It's  more  trouble  to  buy  a  spot 
radio  or  TV  schedule  than  one  in 

newspapers.  One  network  executive 
said:  "It's  so  easy  for  an  agency  to 

get  13  or  26  ads  approved,  and  they're 
through.  Nobody  says  Life  didn't  do 
well  in  Cincinnati  last  week,  but  plen- 
t\  of  advertisers  will  call  an  agency 

about  a  radio  market  when  sales  (or  a 

rating  I  drop.  So  lots  of  agencies 

would  rather  forget  the  whole  thing." 

3.  Some  advertisers  don't  know  how 

to  use  radio  or  TV  and  don't  want  to 
spend  the  money  to  find  out.  One 

radio  man  said:  "Agencies  may  not 
have  a  capable  radio  department  and 
therefore  assume  radio  is  a  dead  duck. 

Radio  on  the  other  hand  has  neglected 

to  keep  the  advertiser  and  his  agency 

informed.  I've  been  the  first  man  in 
some  towns  selling  radio  since  the 

war." 

4.  Too  often  the  client  is  "insu- 
lated" from  radio  I  it  could  be  TV  too) 

by  his  agency,  which  tells  him,  "No, 
this  is  not  for  us."  Or  conversely,  the 
agency  is  not  prepared  to  force  the 
issue  and  insist  that  the  client  use 
either  air  medium  when  some  risk  is 

involved.  "Let  well  enough  alone"  is 
a  common  philosophy  so  long  as  sales 
are  moving   ahead. 

5.  The  influence  of  dealers,  brokers, 

buyers  and  distributors  is  sometimes 
enormous.  Some  firms  let  the  dealers 

determine  their  media  pattern,  espe- 

cially under  co-op  programs.  What 

happens  then  is  that  newspapers  alone 
are  used,  or  air  media  are  misused. 

One  radio  expert  took  this  crack  at 
TV:  "Sometimes  the  dealers  stampede 

the  firm  into  using  TV  when  it  should 

be  using  radio!" 
sponsor  asked  one  air  media  expert 

for  a  rule-of-thumb  in  selecting  media, 

and  here  is  what  he  said:  "For  my 

money  I'd  use  all  four  media — dollar 
for  dollar  —  for  you  get  results  with 

each.  I'd  use  TV  for  impact,  radio  for 

its  great  coverage  and  low  cost,  news- 

papers and  magazines  because  they  re 

tangible.  ' 

Why  isn't  more  effort  made  to  sell non-air  users? 

Here  is  the  explanation  given  by  one 

radio  salesman:  "It's  too  much  work, 

and  we're  too  busy  with  regular  users 
to  go  after  new  business  except  the  big 

advertisers — and  they're  few  and  far 
lift  ween.  It's  too  much  work  because 
of  three  reasons:  First  you  got  to  sell 
the  medium,  then  the  station  or  net- 

work and  finallv  the  property  (pro- 
gram i.     When    business   gets   tougher. 

SPONSOR 



we'll  all  go  aftei  the  non-users.    Mean- 
lime  we're  living  high  off  the  hog." 

sponsor  interviewed  some  20  adver- 
tisers in  three  states  foi  theii    -use 

or  limited  use  oi  aii  media.  Follow- 

ing is  a  capsule  description  oJ  the  ad- 
vertising practices  oi  some  ol  them, 

di\  ided  b)  categoi  j  : 

irwrcl:  Vmerican  Export  Lines 
spends  $50  1,000  on  print.  It  feels 
"ma-a/inr-  ami  newspapers  plaj  a 
bigger  role  in  building  passenger  traf- 

fic "  than  do  air  media.  It  ha-  nevei 
tried  the  latter.  Cue  reason:  It-  aver- 

age sale  i>  for  a  $200  1 1  i } »  (a  luxurj 
item);  it  feels  much  aii  circulation 
would  be  wasted.  Edmund  P.  Roberts 

i-  ad  manager,  Cunningham  ̂ \  Walsh 

the  agenc\  and  Cal  (liegerich  the  ac- 
<  Hunt  executive. 

Cunard  Steamship  Co..  a  $5(>,'i.ooo 
spender  on  print,  uses  no  air  now  but 

disagrees  with  Vmerican  Fxport.  espe- 
ciall)  regarding  TV  .  It  lias  filmed  a 
one-minute  West  Indie-  cruise  com- 

mercial and  hopes  to  get  some  good 

-pots  on  TV  station-  in  New  York, 

ho-ton.  Chicago  and  Philadelphia, 

["ravel,  it  says,  has  a  visual  appeal 
which  TV  can  get  aero--.  Howard  \\  . 

Kramer  is  ad  manager  and  public  re- 
lations director.  Cecil  &  Presbrej  and 

Kelly,  Nason  are  the  two  agencies. 

Hooks:  Harper  &  Bros,  spends  $251,- 

l«">.~>  on  new -paper-,  a  little  on  partici- 
pations in  two  TV  hook  programs  in 

Los  Angeles  and  San  Francisco.  Radio 

and  TV  .  it  feels,  "are  fantastical!)  ex- 
pensive for  hook  publishers  because, 

whatever  the  audience  is.  not  all  of  it 

i  •  hook  buyers.  Its  too  expensive  to 

tr\  to  change  the  ta-te-  of  people,  so 
media  reaching  book  buyers  onl)  are 

used."'  Harper's  never  took  an  appro- 
priation for  one  book  and  tested  it 

against  a  newspaper.  I  sual  expendi- 
ture on  one  book:  $900  to  SI. 500. 

Rook  ad  manager  is  Mrs.  Frances 

Lindlej .  Agency  is  Denhard  &  Stew  art. 
FmMmi:  Saks  S  Co.  has  14  stores. 

Saks  Fifth  \\enue  alone  spends  S230.- 
810  on  magazines  plus  much  more  on 
newspaper-.  Saks  will  tr\  air  media 

"'if  anyone  shows  us  we  could  do  bet- 
ter." It  tried  TV  announcements  for 

its  fur  storage  service  three  years  ago, 
little  sinee.  Colleen  I  tter  is  sales 

promotion  director.  Lillian  Heiferman 

the  advertising  manager  of  Saks  Fifth 

Avenue.   J.  R.  Flanagan  is  the  agency. 

S.  Augstein  \  Co.,  women's  clothing 
manufacturer,  spends  $300,000  nation- 

ally on  space  hut  hacks  its  retailers  on 

a    50-50   co-op    basis    in    their    use    of 

LOWEST  COST 

MAJOR 

STATION  BUY 

IN  THE 

DETROIT  AREA 

MEASURE      YOUR  ADVERTISING 

"DOLLAR     DISTANCE"     IN     TERMS 

OF     SALES     RESPONSE!      CHOOSE 

CKLW,  THE  LOWER  COST  MAJOR 

STATION  TO  GET  YOUR  ADVER- 

TISING   MESSAGE    ACROSS    IN 

THE  DETROIT  AREA!  .  .    AND 

WATCH  YOUR  SALES  CHART 

GROW  up...  UP.  .  .  UP! 

Adam  J.  Young  Jr.,  Inc. 
National  Representative 

Guardian  Building Detroit  26,  Mich. 

J.  E.  Campeau,  Pres. 
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radio,  T\  and  newspapers.  "We  do 
national  magazine  advertising  for  them 
to  tie  in  with  locally  at  the  times  they 
find  hest  and  featuring  the  styles  they 

think  best  to  promote,"  says  Adver- 
tising  Manager  Charles  B.  Strauss. 
Hewitt.  Ogilv\.  Benson  &  Mather  is 
the  agencj . 

Florida  Fashions,  a  mail-order  house 

producing  low-cost  women's  dresses, 
spends  sU7.<)]<)  i  I'll!  an. I  \NPA  fig- 

ures) for  print  advertising,  nothing 
for  air.  It  tried  T\  in  L951  and 

dropped  it  because  "too  much  confu- 

sion resulted":  Orders  did  not  give 
complete  information  (right  sizes,  for 

example  I  :  customers  refused  the  C.O.I). 
package,  not  having  the  read\  cash. 

The  firm  felt  the  returns  did  not  jus- 
tify the  cost.  Jack  Danowitz  handles 

advertising;  Byrde,  Richard  &  Found 
is  the  agenc) . 

Candy:  Stephen  F.  Whitman  &  Son 

of  Philadelphia  thinks  TV  is  "the 
greatest  medium  there  is" — and  won'l 
spend  more  than  a  few  pennies  of  its 

Si  million  ad  budget  on  video  this 
coming  year.  Reason:  It  feels  TV  is 

too  expensive  for  selling  candy  —  al- 
though   Mars  atul   Peter    Paul,   for  ex- 

ample, are  concentrating  their  million- 
dollar  budgets  on  both  air  media.  In- 

stead \\  hitman  is  going  into  its  first 

national  newspaper  campaign  at  the 
recommendation  of  its  agency,  Ward 

\\  heelock,  of  Philadelphia.  It  has  been 
traditionally  in  magazines.  In  TV 
Whitman  had  a  segment  of  Shoiv  of 
Shows  for  39  weeks  three  years  ago, 
later  used  20-second  announcements  in 
35  markets.  For  New  York  it  used  sis 

announcements  a  week.  In  Philadel- 

phia it  is  still  using  one  announcement 
a  week.  Whitman  has  not  tried  radio. 

Julian   Barksdale  is  sales  manager. 

Express  service:  Railway  Fxpress 

Agency  will  spend  close  to  $500,000  on 
print  media  through  Fuller  &  Smith  & 
Ross  and  Robert  W.  Orr  this  year,  but 

nothing  for  air.  Reason:  It  feels  it 

can  best  reach  its  potential  market — 
businessmen  in  shipping  departments 

— through  print  media  and  is  opposed 

ti  "scattering  our  shots."  The  com- 
pany did  use  a  radio  announcement 

campaign  several  years  ago  in  New 
^  ork.  Victor  Dell  Aquila  is  advertis- 

ing manager. 
Insurance:  Mutual  Life  Insurance 

Co.  of  New  York  is  spending  $500,000 

1000  WATTS 

Forjoe  and  Company 

S,  E,  Dora-Clayton  Agency 
All   this  and   Hoopers   too! 

on  print  media  this  year,  very  little  on 
radio.  Reason:  It  feels  a  national 

ladio  or  TV  campaign  would  be  "too 
expensive";  it's  restricted  by  law,  as 
are  all  insurance  firms,  as  to  amount  it 

can  spend  to  acquire  new  business. 

Russell  V.  Vernet  is  advertising  direc- 
tor:  Benton  &  Bowles  the  agen<  \ . 

National  Board  of  Fire  Underwriters 

is  also  spending  8500,000 — on  insti- 
tutional-type advertising.  It  used  net- 

work radio  about  six  years  ago,  hasn't 
since  for  a  remarkable  reason:  It  is 

governed  by  committees,  and  there  has 

been  "no  favorable  committee  action" 
on  air  advertising  for  some  time. 
Theodore  W.  Budlong  is  advertising 

manager;  J.  M.  Mathes  the  agency. 
Plytvood:  The  U.  S.  Ply  wood  Corp. 

has  a  $1.25  million  budget,  of  which 

half  goes  into  print  and  the  other  half 
for  non-air  advertising  and  promotion. 
It  uses  no  air  media  for  its  plywood, 

doors,  glue.  Micarta  and  other  prod- 
ucts because  ill  it  wants  color  and 

\  isual  impression :  l  2  )  it  wants  na- 
tional circulation.  It  hopes  to  do  some- 
thing with  color  TV  when  it  arrives. 

Richard  S.  Lowell  is  advertising  man- 
ager; Kenyon  &  Fckhardt  the  agency. 

Oil:  Pennsylvania  Grade  Crude  Oil 

Association  of  Oil  City,  Pa.,  is  spend- 

ing S250.000  on  consumer  magazines 

this  year.  It  has  been  concentrating  on 
them  almost  exclusively  for  30  years. 

"Budget  limitations"  keep  it  from 

using  radio  or  TV.  It  has  "no  preju- 
dices" against  either.  W.  C.  Wrenzel  is 

executive  manager;  Meldrum  &  Few- 
smith  of  Cleveland  the  agency. 

Pennzoil.  another  Oil  City  resident, 

spends  $408,145  on  magazines,  an 

additional  sum  I  "just  a  trace,"  less 
than  5r <  I  on  spot  radio  in  50  mar- 

kets, TV  in  three  markets  (all  co-op). 

Its  position:  "Our  media  pattern  de- 
pends mostly  on  the  distributors.  If 

they  want  radio  or  television,  we  go 

along.  We  sell  only  oil.  There's  no 
waj  we  can  control  the  dealers,  who 
handle  other  oils  too.  So  we  have  to 

depend  on  public  acceptance  to  sell 
our  brand.  And  as  a  result  we  depend 

on  national  magazines  for  our  main 

advertising  effort,  and  merchandise 

them  to  beat  the  band."  F.  F.  John- 
son is  advertising  and  sales  promotion 

manager:  Fuller  &  Smith  &  Ross  of Cleveland,   the  agency. 

Cans:    Vmerican  Can  had  Ben  Bernie 
anil  All  the  Lads  on  NBC  Radio  from 

1935  to  L937  when  it  introduced  the 

beer  can.  has  used  no  network  adver- 
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Communist  machine-gun  fire  dropped  him  In 

combat.  But  whole  blood  kept  him  alive,  saw 

him  through  the  hospital.  He  thanks  you  (or 

his  life. 

She'd  been  exposed  to  polio.  A  new  serum, 
Gommo  Globulin,  made  from  blood,  helped 

ward  off  the  dread  disease.  She  thanks  you 

for  her  life. 

A  tornado  whipped  suddenly  across  her  home 

town.  She  was  badly  injured  by  falling  debris. 

But  a  quick  operation,  several  transfusions 

pulled  her  through.  She  thanks  you  for  her  life. 

~|Tife£  grated  I  people  say : 
*  We're  HERE... 

because  uou  Ware THERE  ! 

Each  one  of  these  people  is  alive  today  because  some- 
one gave  blood. 

If  you've  given  blood  before,  you  know  how  easy  it  is 
— how  quick  and  painless.  And  you  know  what  a 

wonderful  feeling  it  is  when  you  realize  that  what  you've 
done  may  give  another  person  his  life. 

Now  you  are  asked  to  give  blood  .  .  .  again  and  again. 
And  you  can  do  it  safely  every  3  months. 

Because  America's  need  for  blood  has  increased 
enormously — for  our  armed  forces,  for  accident  and 
disaster  victims  at  home,  for  new  disease-fighting  serums. 

Many  a  life  hangs  in  the  balance!  Will  you  help? 
Call  your  Red  Cross,  Armed  Forces  or  Community 
Blood  Donor  Center  today! 

BUSINESS    EXECUTIVES 

CHECK    THESE   QUESTIONS 

If  you  can  answer  "yes"  to  most  of  them,  you  -and  your  company- 
are  doing  a  needed  job  for  the  National  Blood  Program. 

o 
o 
o 
o 

HAVE  YOU  GIVEN  YOUR  EM- 
PLOYEES TIME  OFF  TO  MAKE 

BLOOD  DONATIONS' 

HAS  YOUR  COMPANY  GIVEN 
ANY  RECOGNITION  TO 
DONORS? 

DO  YOU  HAVE  A  BLOOD 
DONOR  HONOR  ROLL  IN  YOUR 
COMPANY? 

HAVE  YOU  ARRANGED  TO  HAVE 

A  BLOODMOBILE  MAKE  REGU- 
LAR VISITS? 

o 
o 
o 
o 

HAS  YOUR  MANAGEMENT  EN- 
DORSED THE  LOCAL  BLOOD 

DONOR  PROGRAM? 

HAVE  YOU  INFORMED  EM- 

PLOYEES OF  YOUR  COMPANY'S PLAN    OF   CO-OPERATION? 

WAS  THIS  INFORMATION 

GIVEN  THROUGH  PLANT  BUL- 
LETIN OR  HOUSE  MAGAZINE? 

HAVE  YOU  CONDUCTED  A 

DONOR  PLEDGE  CAMPAIGN  IN 

YOUR  COMPANY? 

o HAVE  YOU  SET  UP  A  LIST  OF 

VOLUNTEERS  SO  THAT  EFFI- 
CIENT PLANS  CAN  BE  MADE 

FOR  SCHEDULING  DONORS? 

Remember,  as  long  as  a  single  pint  of  blood  may  mean  the  difference 
between  life  and  death  for  any  American.,  the  need  for  blood  is  urgent! 

NATIONAL   BLOOD   PROGRAM 

GIV 

...give  it  again  and  again 
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ti>in^  since.  It  spends  some  $225,000 

a  year  on  institutional-type  advertis- 
ing, occasionally  buying  a  little  spot 

radio  when  a  new  plant  is  opened  or 

to  commemorate  "Commercial  Can- 

ning and  Freezing  Week"  (late  in 
October).  But  until  it  comes  up  with 

a  product  "directed  at  the  ultimate 

consumer,"  it  expects  to  stay  off  the 
air.  Whitney  King  is  advertising  and 

marketing  manager;  Young  &  Rubi- 
cam  the  agency. 

Oil  filters:  Purolator  Products,  Rah- 
\\a\.  \.  J.,  manufacturer  of  an  oil  and 

fuel  filter,  the  former  for  automobiles, 

wants  to  get  into  TV  on  a  bigger  scale 

bul  is  going  ahead  slowly.  It  will 

spend  over  $1  million  next  year  on 
advertising  and  promotion  with  half 

jioing  into  consumer  and  trade  maga- 

zines. The  TV  budget  is  undecided  be- 
cause it  feels  more  testing  is  necessary. 

To  date  Purolator  has  tried  several 

programs  on  a  local  basis  (Cincinnati 
and  Cleveland)  and  intends  to  run 

some  more  tests.  James  Lightburn  is 

assistant  to  the  vice  president;  J.  Wal- 
ter Thompson  the  agency. 

Vacuum  cleaners:  LewW  Corp.  is 

probably  tops  among  major  manufac- 
turers of  consumer  products  not  using 

a  lot  ol  radio  or  television.  Of  its  $3.4 

million  ad  budget,  only  $75,000  is 

j:oing  into  radio  and  TV  this  year  and 

I . < » - -■  i b  1  y  as  much  as  S125,0U0  next 

year,  all  co-op.  The  reason  is  a  nice 

reverse  twist:  Lewyt's  top  management 
wants  to  use  more  spot  radio  and  TV 

hut  most  distributors  prefer  newspa- 

pers  ($2.5  million  of  that  piece  of 
i  liange  is  going  into  newspapers).  So 

ll;e  company  is  making  a  considerable 

effort  "to  sell  local  distributors  on  ra- 
dio and  television."  It  now  sends  out 

recorded  radio  commercials  and  TV 

film  instead  of  the  old  mimeographed 

scripts.  But  "newspapers  are  the 
easiest  thing  for  the  distributors  to 
handle;  they  get  them  quick  action, 

and  historically  appliances  have  been 

sold  via  newspapers,"  so  Lewyt  doesn't 
expect  sensational  results  overnight. 

Additionally  "distributors  don't  have 

the  know  how"  or  experience  and  will 
consider  one  or  two  announcements  a 

week  a  satisfactory  radio  or  TV  cam- 

paign.  Lewyt  has  just  run  several 
campaigns,  ranging  up  to  4.000  to 
5.000  announcements  in  Detroit  and 

1.000  in  one  month  in  Louisville,  to 
show  the  distributors  what  can  be 

done.     A   $10,000  campaign   has   just 

In  this  5-Station  Market, 

Any  way  you  look  at  it 

PULSE  OF  SYRACUSE 

April,  1953 

1 
£  ̂L  15-Min.  Periods,  6  a.m.  to  Midnight 

WSYR  FIRST  ...  in  50  periods 
WSYR  SECOND  in  22  periods 

72 (rfcof'l  all  thtrt  if) 

NIELSEN  1952 

I 
WSYR  FIRST 

by  47%  to  212X 

SAMS  1952 

i 
WSYR  FIRST 

by  29.8>    to  239 /> 

] 
] 

HUMMUS* 
NBC  Affiliate  .    Write,   Wire,  Phone  or 

Ask  Heodtey-fteed 
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begun  in  Philadelphia  using  The  News 

on  \\ TIL-TV  for  three  months.  Lewyt 

has  kept  a  close  check  on  results  and 
will  show  them  around  to  other  dis- 

tributors to  stir  up  interest  in  success- 
ful wa\s  to  use  air  media.  Donald  B. 

Smith  is  advertising  and  sales  promo- 

tion manager;  Hicks  &  Greist  is  the 

agency. 
Gas:  American  Gas  Association  used 

a  cooking  program  over  a  split  radio 

network  some  time  ago,  "couldn't  hold 
the  network  together"  and  hasn't  tried 
the  air  media  since.  But  it  serves  its 

company  members  with  TV  commer- 
cials. It  will  spend  around  $850,000 

on  advertising  this  year.  Norval  D. 

Jennings  is  advertising  manager;  Mc- 
Cann-Erickson  and  Ketchum,  McLeod 

&  Grove  I  Pittsburgh  I,  the  two  agen- 
cies. 

Carpets:  Bigelow-Sanford  Carpet  Co. 

claims  to  be  the  leader  of  the  carpet 

field,  yet  it  spends  $672,830  on  maga- 
zines and  nothing  on  air  media  with 

the  exception  of  commercials  mailed 
to  dealers.  It  used  Paul  Winchell  and 

Jerry  Mahoney  and  the  Bigelow 
Theatre  on  TV  several  years  ago  but 

dropped  out  on  the  grounds  that  TV 

was  "too  costly"  for  a  rug  firm.  How- 
ever, it  is  watching  the  success  of  such 

TV  users  as  Lees  and  Masland  with 

great  interest.  Don't  write  Bigelow- Sanford  off  when  color  TV  arrives.  R. 

Richard  Carlier  is  advertising  man- 
ager; Young  &  Rubicam  the  agency. 

Cleansers:  Brillo  Manufacturing  Co., 

maker  of  Brillo  cleanser  and  soap 

pads,  is  spending  $664,626  on  print 
but  not  much  on  TV  and  nothing  on 

radio.  It's  using  20-second  announce- 
ments in  the  15  leading  TV  markets 

plus  Racket  Squad  on  WABC-TV,  New 
York.  It  would  like  to  use  a  lot  more 

television  "but  we  haven't  been  able  to 

buy  what  we  want."  So  when  "we 
can't  get  TV  coverage,  we  go  into 

newspapers.'"  Brillo  has  used  spot  and 

network  radio  in  the  past,  doesn't  now because  it  feels  the  cleanser  and  the 

pads  have  to  be  demonstrated  to  be 
sold.  John  H.  Loeb  is  advertising 
manager:  JWT  the  agency. 

\\  hy  don"t  some  advertisers  use  the 
air  media? 

One  who  does  said  in  looking  over 

the  above  list:  "For  everv  advertiser 
who  ignores  the  air.  there  are  a  dozen 
in  each  of  the  categories  you  cited  who 
have  used  either  radio  or  TV  success- 

fully. For  an  advertiser  not  to  use  any 
one  of  the  major  media  is  not  so  much 

SPONSOR 
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a  reflection  on  the  medium  as  on  the 

fact  thai  In-  hasn't  learned  how  to  use 

il!"    *  *  * 

SPONSOR9*   JI«*«li«  Study 

Published  Co  d«*«»: 
"^  on  <  an  order  these  article* 

now  in  wait  till  the  book  ap- 

pears .u  the  close  of  the  series. 

(Introductory  article,  "Why 
SPONSOR  sp'-iit  8  months  eval- 

uating media"  published  6  April 
1953  ' 

1 .  II  In   ex aluate  media? 
(20  April  L953). 

2.  Media  Basit  .■>     /  newspapers, 
direct  mail,  radio,  magazines 
i  t    May    1953). 
3.  Media  Basics  II     T\  .  business 

papers,    outdoor,    transit 
(18   May    1953). 
I.  //fir  /(i  <  hoose  media,  part  I 
1 1  June  1953). 

."».  //<>!<  /o  choose  media,  pan  // 
i  15  /««<-   1953). 

C  What  you  should  know  about 

I  id  's  [-media  study    I  29  ////(<• 
L953). Supplementary   article  on 

same  topit  :   "/.s   Life's  media 
Study  lair  to  radio  and  77  ?"    i  <; 
achate).    13  /u/y    1953. 

7.  Beware  oi  these  media  research 
pit  tails,  part  1    (27  /u/j    1953). 

8.  Beware  o)   these  media  research 
pitfalls,  part  II   1 21  August  1953). 
9.  //<)«    72  leading  agencies  evaluate 
media    1 7    September    1953). 

„'^ 

Sta 
Same  old  story 
in  Rochester  .  .  . 

WHEC  WAY 
OUT  AHEAD! 
Consistent  audience  rating 
leader  since  1943. 

WHEC 
ROCHESTER,    N.Y.jL 

5,000   WATTS      \ 

taprtMafofc'v*!  ...  ''*■' IvHITT  MillNNir.    lac,   N«w  Yark.  Ch.c.go 

If  I  *.  O'COMNEU  CO  .  l*i  Ar.g.1..,  tan  Francitca 

JO.  linn   91  agencies  evaluate 
media    (21    September    1953). 
J  J.  linn   MUX)  evaluates  media 
(5  o,  tube  1953). 

J  2.   //(>«    /-.hi//   Mogul  tests  media 
weekly  jot  Him  a  I  19  ()•  tuber  1953). 
13,   ////i   (Aese  .11  corporations 

don't  use  air  media    i  16    \  member 
1953). 

To  /»«•  publishvtl: 

I  I.    II  hat's  u  rung  uith  air  and 
print  measurement  services 

J.».  77,  «•  <7/<"/,/  wAo  //i7  $1 
million  on  its  media  test. 

Jfi.   //')(('   iV>   set    an  a   "fool- 
/  roof    media    sales    test. 
17.  Psychological  aspects 

oj  media. 
J  ft.   Sales   impact  of  radio  and   77  . 
lit.    Vew  media  evaluation  and 
resean  h  del  elopments. 

20.  spi Is.-' ir's  i  ont lusions. 

CARS  ON  THE  AIR 
i  Continued  from  page  45  I 

development  of  more  precise  time  buy- 

ing methods  as  well  as  keener  radio 

promotion  has  led  to  an  increasing 

number  of  purchases  aimed  at  reach- 

ing America's  millions  of  motorists  in 
their  cars. 

Another  important  factor  in  the  auto 

makers'  salaams  to  the  broadcasting 
media — and  this  applies  primarily  to 

network  TV — has  been  the  impact  of 

the  personalis  -salesmen.  Two  of  them 

stand  out:  Ed  Sullivan  for  Lincoln- 

Men  urv  on  CBS"  Toast  of  the  Town 
and  Groucho  Marx  for  De  Soto  on 

NBC's  You  Bet  1  our  Life.  In  terms 
of  television  both  have  had  long  li\es 
as  car  salesmen.  Ed  Sullivan  recentb 

celebrated  his  fifth  anniversary  on  the 
air  and  Groucho  Marx  is  now  in  his 

fifth  season. 

The  success  of  the  pair  I  in  both 

cases  the  dealers  are  crazy  about  them. 
SPONSOR  was  told  I  had  a  lot  to  do 

with  emergence  of  TV's  newest  car 
salesman.  He  is  Dave  Gam>wa\  and 

his  boss  is  Pontiac.  In  a  sense.  Dave 

Garrowax  is  not  new  to  selling  autos. 

He  s  had  lots  oi  experience  on  NBC's 
earl)  morning  show  Today,  which  has 

i  i  favorite  among  auto  manufac- 

turers, especially  when  the  new  mod- 
els come  out. 

While  ilu  Garrowa)  touch  has  add- 

ed an  interesting  dimension  to  TV  en- 
tertainment Pontiac  had  more  than 

that  in  mind  when  it  bought  the  half- 

hour  Dave  Garrowaj  slum  which  is  on 
NBC  Iri.lav   nights  at  8:00.    Paul  Fo- 

ley, vice  president  of  MacManus,  John 
\  \ilains  and  Pontiac  account  execu- 

ti\e.  told  sponsor: 

"Pontiac  chose  this  particular  show 

because  of  its  interest  in  using  televi- 

sion as  a  selling  i  italics  Foley's  I  ad- 
vertising medium  rather  than  strictly 

as  an  entertainment  vehicle  to  which 

an  unrelated  selling  message  is  ap- 

pended. Pontiac  feels  that  personal 

salesmanship  is  the  key  to  successful 

use  of  TV  in  selling  durable  consum- 

er goods." 

\\  bile  Pontiac  is  congratulating  it- 

self over  latching  on  to  a  first-rate  TV 

salesman,  other  car  makers  are  beat- 

ing the  talent  bushes  to  flush  out  per- 

sonalis-salesmen  of  their  own.  By  the 

looks  of  things  they'll  need  them,  since 
the  auto  business,  for  the  first  time 

since  World  War  II.  is  facing  what 

is  commonly  called  a  "normal,  com- 

petitive market." 
The  fact  of  the  matter  is  that  the 

postwar  auto  boom  is  over — and  the 
car  makers  know  it.  So  chalk  up  an- 

other reason  for  heavier  radio  and  TV buying. 

When  the  auto  manufacturers  speak 

of  a  "normal,  competitive  market'  they 
mean  that,  with  postwar  car  hunger 

appeased,  the  replacement  market 

phase  of  auto  selling  has  taken  over. 
The  first  signs  of  a  serious  slippage  in 

sales  appeared  late  in  the  summer  and 

led  to  a  rash  of  one-day  blitz  sales, 

which  is  still  going  on.  (See  "How 
saturation  radio  put  the  razzle-dazzle 

in  Ford  one-day  sales"  sponsor.  19 
October    1953.  i 

By  the  end  of  this  \ear  there  will  be 
about  44  million  passenger  cars  in  the 

I  ,S.  compared  to  about  25.000.000  at 

the  end  of  World  War  II.  About  70« , 
of  I  ,S.  families  now  own  cars  and  in- 

dustry statisticians  figure  that  the  per- 

centage won't  go  much  higher  except 
if   there   is   a   substantial   leap   in    the 

SMALL    BUDGETS   MAKE   BIG   SALES 

IN    THIS    OVER-A-MILLION    MARKET 

Ask  RAMBEAU  about  national  adver- 

tisers and  their  "Small  Budget  Success 
Stories'     on   KEYD. 
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Junior  Coon  of  Morning  Sun 

Unii  Fourth  Prize  in  tin;  1 1  inn  Class 

Iih  His  llnisli  I ■  1 1 1 1 1 1 11 ! i 

/ 

y 
'  f! 

I  here  were  twent)  pi izes.  It  took 
Prof.  I..  \  .  ( lolling  of  Iowa  State  Col- 

lege, and  his  cohorts,  six  hours  i"  judge 
all   tin-  entries.    No  quiz   program — no 
\li~»     Rheiimolcl      no    t\-sa\.       I  his    was 

WMT's  Farm  Gadgel  Show  at  the  Iowa State  Fair. 
Nn!  I < > r i lz  ago,  when  the  Hull  Street 

Journal  discovered  Iowa,  it  pointed  out 
that  lowans  ~|icc(lil\  be  ame  skilled 
workers  when  industr)  moved  in.  Mosl 
faun    l>o\>   art'  good    mechanics,    having 
taken  a  tractor  aparl   (and  reassembled 
ill    while  still    in   hiiih   -  1 1  >  >>  >  I .    The  ̂ iik 

have  dexterous  fingers,  fine  For  wiring 
intricate  electronic  hook-ups. 

I  In-  ingenuit)   of  I o wans  inspires  in- 

dustrial  growth.  '  oiling  Radio  ol  I  edai 

Rapids     I  annual     |i<i\  roll     "1 6     million  • 
grew  out  ol  gadgets  developed  l>\  a 
radio  ham  to  improve  short-wave  recep- 

tion. Sheaffei  -  self-filling  fountain  |i<-n 
came  about  because  ol  a  jeweler's  im- 
patien*  e  h  ith  e .  edi  opper-filled  barrel 

pens.  Maytag's  3,500  employees  owe 
theii  jobs  to  a  me<  hani<  all)  -minded 
farm  boj  who  made  hand-powered 
washing  machines,  Bubsequentlj  added 
electric    motors. 

\\  \l  I  -  interest  in  gadgetrj  isn'l  en- 
tirelj  altruistic.  One  ol  these  days  Borne 
lowan  i*  going  to  invent  a  new  birthd  i\ 
for  Jack  Benin.  We  want  lo  he  in  on 

the  ground  floor. 

WMT   and  WMT-TV 
(IBS    for    Eastern    Iowa 

Mail  Address:  Cedar  Rapids  National  Kept:  The  Katz  Agency 

y 

<; 

X      l 
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The  TIME 
of  Your  Life— on  the 

•»  MONEY  ' 
the^WNNY  SIDE 

OF  THE  DIAL 

5000 
Watts 

Serving  the 
GREATER  PITTSBURGH 

Metropolitan 
Area... 

NATIONAL  REP. 

George  P.  Hollingbery  Co. 

KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KWJJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 
spot  announcements  during  a  4 

week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 

from  the  dealers  own  place  of 
business. 

ALL   FOR   #700.00 

Support    your     local     distributors 
with   this   hard   hitting 

economical   spot  pack- 

age. 

PORTLAND  5, 
OREGON 

Natl    Reps      BURN-SMITH    CO 

productivity  of  the  I  .S.  econoim. 
Even  if  the  economy  expands  at 

about  its  normal  rate  of  about  2%  per 

year,  the  auto  industry  figures  that 

auto  production  will  have  to  be  cut 
down  below  its  1953  rate.  Despite  the 

recent  dip  in  auto  sales  1953  has  been 

a  good  year — the  second  best  year  in 
auto  history.  Most  estimates  assume 
that  about  6  million  cars  will  be  sold 

this  \ear. 
As  the  lines  of  battle  are  drawn  for 

L954,  two  questions  come  to  mind: 
(1)  Can  Ford,  now  in  second  place, 
succeed  in  its  mighty  effort  to  catch  up 

to  Chevrolet,  sales  leader  of  the  in- 

dustry? (2)  Will  the  independents 
hold  on  to  the  increased  share  of  the 

market  the\  captured  after  World  War 
II? 

So  much  for  the  industry  back- 
ground. Now,  what  about  the  specific 

facts  on  radio  and  T\  ?  Here,  corpora- 
tion by  corporation  and  car  by  car,  is 

the  storv  of  how^  the  air  media  have 
been  used  and  are  being  used: 

(■(■iicni/  Motors:  As  a  corpora*io  i, 

General  Motors  i?  more  active  in  insti- 
tutional air  advertising  than  any  other 

firm.  GM's  size  indicates  one  reason 
why  this  is  so.  Its  leading  institutional 

effort  is  the  Henry  J.  Taylor  commen- 

tary program,  Your  Land  and  Mine, 
on  ABC  Radio  even  Monday  night 

from  8:00  to  8:15.  Last  year  the  pro- 

gram's average  lineup  was  about  175 
stations  until  December,  when  it 

jumped  to  about  320  stations.  The 
lineup  now  is  about  330  stations. 

GM  also  gets  prestige  plugs  on  the 

National  Collegiate  Athletic  Associa- 
tion football  games,  telecast  on  NBC 

TV,  which  GM  bought  primarily  for 

its  five  cars,  trucks  and  Frigidaire,  sta- 
tion breaks  and  all. 

Other  GM  institutional  shows  dur- 

ing this  year  and  last  include  (1)  the 

seven  and  one-half  hour  coverage  of 
the  Coronation  of  Queen  Elizabeth  II 
on  NBC  Radio  and  TV  2  June,  (2)  the 

Presidential  Inauguration  on  NBC  TV 

20  January,  (3)  the  GM  Motorama  of 
mi'h  cars  on  CBS  TV  16  Januarv  I  GM 

also  bought  NBC  TV  's  Today  for  eight 
days  in  January  this  year  to  introduce 
it-  new  cars),  and  (4  i  the  Fisher  Bodv 

Craftsmen's  Guild  Scholarship  Ward 
Dinner,  which  was  on  NBC  Radio  and 

TV  18  August  this  year  and  on  ABC 
Radio  and  TV  and  I)u  Mont  last  year, 

and  (5)  (hir  Yuletide  Square,  a  one- 
shot  Christmas  show  on  NBC  T\  on 

Christmas  Day,  1952. 

Ford  Motor  Co.:  While  not  as  active 

as  GM  in  promoting  itself  institution- 
alK  Ford  almost  made  up  for  it  with 
its  Fiftieth  Anniversary  TV  show  on 
both  NBC  and  CBS  15  June.  Gros- 

lime  costs  alone  came  to  nearly  $200,- 
000  and  the  talent  was  even  more.  The 
show  was  seen  on  69  \BC<outlets  and 

56  CBS  station-. 
Chrysler  Corp.:  Last  July,  Chrysler 

Corp.  began  its  Medallion  Theatre  on 
CBS  TV  I  10:00-10:30  p.m.  Saturda>  I . 

It  advertises  all  four  Chrysler  cars  and 

is  a  straight  selling  proposition.  The 

corporation's  only  recent  institutional 
effort  was  a  one-shot  program  called 
Progress  on  CBS  Radio  last  15  June. 

Getting  into  TV  late,  Chrysler  ended 

up  opposite  the  last  half  hour  of  Your 
Shou  of  Shoivs.  Its  last  Nielsen  rating 
was  21.2.  A  drama  show,  Medallion 
Theatre,  directed  at  the  family,  is  on 

115  stations.  The  agency,  BBDO,  has 

a  factory  and  dealer  O.K.  to  shoot  for 
167  stations,  which  is  a  record  of 

some  kind  on  TV. 

Chevrolet:  The  top  selling  automo- 

bile of  recent  times,  Chevrolet  is  rep- 
resented on  the  American  road  by  ap- 

proximately 10  million  current  owners. 

It  looks  like  it's  headed  toward  recap- 
turing the  more  than  25%  of  the  U.S. 

market  it  had  before  the  war. 

Besides  the  NCAA  telecasts  Chevro- 
let has  one  network  TV  show  and  is 

building  up  a  second  one  in  a  rather 
unusual  way.  Its  current  showcase  is 

the  15-minute  Dinah  Shore  program 
twice  a  week  on  NBC,  now  in  its  third 

season  for  Chevrolet.  Gross  time  and 

talent  costs  per  week  are  $55,000.  The 
second  show  is  Chevrolet  Showroom. 

now  sponsored  by  New  \ork  area 

dealers  on  WABC-TV.  Campbell- 
Ewald  has  gotten  approval  for  the 
show  from  dealer  groups  in  Detroit, 

Philadelphia  and  Cleveland  and  it  will 

be  seen  in  Detroit  beginning  20  No- 
vember. The  intention  is  to  build  an 

ABC  network  for  the  show  in  this  step- 
l>\  -step  fashion. 

Ford:  The  Ford  Dealers  of  America 

have  sponsored  Ford  Theatre  on  NBC 
TV  since  October  1952.  During  the 

previous  summer,  the  Ford  vehicle  was 

the  then-new  Mr.  Peepers  and  that  was 

preceded  by  Ford  Festival.  By  the 
looks  of  things  Ford  Theatre  is  here  to 

stay  since  the  dealers,  who  have  their 
say  through  a  committee,  like  it.  The 
show  is  distinctive  for  its  commercials. 

Dr.  Roy  K.  Marshall,  the  commercial 

spokesman,   explains  technical  aspects 
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sponsor  is  a  grand  gift  for  the  advertising  man 

because  it  gives  him  useful  facts  the  year  'round  — 
radio  and  TV  facts  he  gets  no  other  place 

For  a  distinctive,  appreciated  gift  —  give  sponsor 

to  the  advertising  man  ! 

And  you  can  give  this  26-times-a-year  gift  at  special 

holiday  rates!  One  subscription  is  $8.  But  if  you 

enter  three  or  more  subs,  they're  just  $5  each! 

25  or  more  subscriptions  —  $4  each. 

Please 

Name: 

Sign   gift  card: 



One  sub  $8 

Three  or  more  —  $5  each 

25  or  more  —  $4  each 

sponsor:  Please  enter 

subscriptions, 

total  cost 

Payment  enclosed,  or 

Please  bill 

If  your  own  subscription  is  to  be  included, 

please  check: 
Renew*  Start  sub 

(*Will  be  added  to  present  term) 

40  East  49th  St.,  New  York  17,  N.Y. 



of  auto-  in  a  simplified  wav  and 

doesn't  mention  Ford  until  the  <•"<!  « » f 
the  commercial. 

Although  Ford'a  radio  network 
show,  Bob  Trout  and  the  Sews  (CBS), 

w  .i -  dropped  last  June,  dealer  radio 
v  I  tot  activitj  ha-  been  speeded  up  in 
recent  months  alter  a  period  ol  quiet. 
Spot  radio  i>  being  bought  in  ever) 
one  <>f  Ford-  33  Bales  districts. 

Plymouth:  The  Plymouth  dealer  -<-t- 
ii|i  is  unique  in  the  auto  industry. 
There  i-  no  such  thing  as  a  dealer  who 
handle-     onl)      1M\  mOUth.        I  here     are 

either  Chrysler-Plymouth  or  De  Soto- 

Plymouth  or  Dodge-Plymouth  dealer-. 
Consequently,  there  has  been  no  dealer 

organization  like  Ford  and  Chevrolet 
dealers  have.  \nd.  until  tlii-  fall,  there 

has  been  no  co-op  advertising  budget. 

The  premiere  of  a  Plymouth  <-<>-<» j » 
budget  portend-  some  aggressive  ad- 

vertising. It  has  been  estimated  that 

Plymouth  will  spend  $6  million  on  ad- 
vertising this  year.  I  he  co-op  budget 

i-  expeeted  to  add  another  Si!  million 

during  1954,  according  to  trade  re- 

ports. 
Pl\  mouth    has    no    network    -how    of 

its  own  at  present  It  share-  commer- 
cial time  on  Medallion  Theatre  and  oc- 

casionall)    gets    mentioned    on    the    De 
Soto  l\  show,  You  Bet  )  our  Life. 

However,  V  \\  .  \ver  i-  shopping  for 

a  network  show  to  give  Plymouth  ad- 
vertising on  the  air  a  continuity  it 

hasn't  had.  at  least  so  far  as  recent 
years  are  concerned. 

Last  spring.  Plymouth  bought  a  10- 
week  hurst  on  TV  using  ABC  Album. 

which  wa-  refilled  Plymouth  Play- 
house. There  were  even  shorter  bursts 

on  I'\  last  year.  Plymouth  sponsored 
the  Kast-\\  est  professional  football 

game  on  Du  Mont  and  bought  into  To- 
day during  five  days  in  November  to 

push  the  new  model.  \\er  also  went 

in  for  saturation  program  buys  on  net- 
work radio  during  November  of  L952. 

In  a  four-day  campaign  it  bought  nine 
programs  on  NBC  and  CBS  Radio: 
Gunsmoke.  Junior  Miss.  Mr.  Chame- 

leon, The  Lineup.  Henry  Aldrich.  Ja- 
son and  the  Golden  Fleece.  Judy 

Canova.  Meredith  If ilson's  Music 
Room  and  Red  Skelton, 

Buick:  The  best-selling  car  after  the 

"low-priced  three"  is  Buick.  It  almost 
overtook  Plymouth  in  1950,  and 

pushed  Dodge  out  of  fourth  place  in 
L947. 

Buick    is   spending    most    of   its   air 
money    on    the    BuicL-Berle   Show   on 

\l!(       l\         i  hat    make-    quite   a    pot    ol 

money .  neai lv  14  million  a  yeai ,    I  n- 
cept  for  new  cai  announcements  Buick 

leaves  spot  to  the  dealers,   Berle  i-  now 
on    i   e  than    I  III  stations,  83  of  them 

live.  The -how  is  heavily  promoted  by 
Buick  to  the  dealers  and  l>\  NBC  i<>  its 
affiliates. 

I  ike  oihei   GM  cars,   Buick  has  its 
-hare    of    commercial-    on     the     NCAA 

broadcasts.  Last  season  the  Buick  <ii- 
cua  Hour  was  "N  every  fourth  week  in 
the  Berle  Texaco  Stai  Theatre  -l<>t  but 

the  -how  didn't  exactly  sel  the  world 
on  liic  For  it-  new  car  announcements 

thi-  coming  January .  Buick  i-  expected 
to  repeat  it-  network  radio  saturation 

buys  of  previous  years.  In  January 

I1)")!',  for  example,  Buick  bought  -even 
-how-.  In  January  1953,  the  figure  was 

nine  plus  one  week  of  Today  on  tele- 
vision. The  radio  -how-  were  all  one- 

-In.t-. 

Pontine:  Starting  out  after  the  war  in 

sixth  place  in  sale-.  Pontiac  jumped 

into  fifth  place  in  1948.  It  i-  now  set 
for  the  1954  auto  sweepstakes  with 
what  it  (<msiders  a  cra<  kerjack  l\ 
salesman  l)a\  e  Garroway.  MacManus, 

John    \     \dam-.    the    Pontiac    agency, 

sold  the  idea  ol  a  i  ,ai  roway  -how  i. 
<  lienl  but  had  a  lot  of  trouble  ̂ - « - 1 1 1 1 1 _- 
it    -lotted    thi-    fall.     NBC    tried    I"    lib. 

Pontiai  into  putting  the  -how  opposite 

/  Love  Lucy  i  with  talent  and  produc- 
tion <  o-l-  f . .  i    free  i    and  when  that   wa- 

turned  dow n  tried  to  -ell  a  j >< •■  1 1 < >n  of 
Youi  Shou  oi  Shows  with  Garroway 

doing  the  commercial.    Finally,   NBC 
moved  the  R(  /  /  ictot  Shou  with  Den- 

nis   Das     oppo-ile    Lucy     and    tin     new 
Dave  Garroway  Shou  moved  into  the 

emptied  -pot.  ;;:iii>  in  8:30  p.m.  on Fridays. 

Pontiac  ha-  a  double-barreled  Bell- 

ing weapon  on  I  \  on  Saturday  -.  It 
ha-  it-  portion  of  commercials  on  the 
\(!\\  games  pin-  the  Pontiai  Score- 

board, which  i-  on  1.")  minutes  follow- in-  the  \< !  \  \  games. 

OldsmobUe:  Like  Pontiac,  Old-mo- 
bile i  No.  -i\  in  car  sales)  has  commer- 

cials "ii  Nl   V  \  games  plus  a   15-min- 
llte  football  -how  ol  it-  own.  I  he  lat- 

ter, dubbed  the  OldsmobUe  Press  Box 

I'm  ieu .     plei  ede-     the     \<     \  \     -ami--. 
OldsmobUe  had  been  shopping   f"i   a 
new  network  T\  -how  but  finding  it 

difficult  to  gel  the  right  -how  and  the 
right   slot   it    ha-  -ettled,   for  the  time 

SEATTLE  -TAC0M  A 
in    the    center    of    the    fabulous 

PUGET  SOUND  AREA 
i  Served    by     KTNT-TV' 

The   Puget  Sound  Area 
Cannot    Be    Purchased    by 

Buying  One  City  Alone 

The  Grade   A   Contour  of 

KTNT-TV  completely 

encompasses  the  entire 

city  limits  of: 

SEATTLE 
TACOMA 

BREMERTON 

OLYMPIA 

KTNT-TV CHANNEL    11 

125.000   WATTS 

Affiliated    with 

CBS  and  DuMont  Television  Networks 

REPRESENTED    NATIONALLY    BY 
WEED    TELEVISION 

KTNT-TV    AREA 
QUICK   FACTS  AND   FICURES 

Population  Distribution 
City    of    Seattle  37  65°0 
Balance    of    King    County  21.37°0 Pierce    County 

i  Including    Tacoma  '  22.22°0 
Balance    of    Areas 

West    and   South  18.76°0 

TOTAL    <1.250.0OO  100.00°o 
Grade     A     contour     covers    over     1.000.000 
people:     Grade    A    and     B     contour    covers 
over    1,250.000   people;    INFLUENCE    AREA 

covers    over     1.500.000    people 
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being,  for  expanding  its  iegular  net- 
work show  on  CBS  TV,  Doug  Edwards 

and  the  News.  This  quarter-hour  early 

evening  -how.  sponsored  by  Olds  three 
times  a  week,  is  now  on  32  stations  and 

the  agency,  D.  I*.  Brother,  is  shooting 
at  a  target  of  47  stations  by  the  end  of 
December. 

As  for  spot,  Oldsmobile  is  in  more 

than  20  TV  markets.  Radio  spot  ac- 

ti\it\  is  mostly  that  of  individual  deal- 
ers with  about  400  markets  getting  a 

stead\  diet  of  announcements  and  pro- 
grams. The  factory  buys  another  L50 

markets  or  so,  most  of  them  small. 

Hodge:  Dodge  hasn't  been  doing  so well  since  the  war.  In  1946  it  was  in 

fourth  place  in  sales  but  by  1950  it  had 

slid  to  eighth  place.  It  recovered  some- 
what, copped  sixth  place  in  1951  and 

1952  but  now  is  running  in  seventh 

place. Kxcept  for  Medallion  Theatre,  Dodge 

is  not  represented  on  the  networks.  It 
had  some  bad  luck  with  a  TV  show  on 

ABC  in  1950.  It  was  called  Show  Time 

U.S.A.  and  it  left  a  bad  taste  in  the 

client's  mouth  for  a  while.  There  are 
reports,  however,  that  the  agency. 

Grant  Advertising,  has  been  looking 

around  for  a  proper  TV  vehicle. 

WHBF 
♦CBS 

Adds    up    to — 

BETTER  QUAD-CITY 
COVERAGE  AT  NO 
INCREASE  IN  COST! 

Les  Johnson,   V.P.   and    Gen.    Mgr. 

I 

I 
I 
I 
I 

whbf  ;: 
TEtCO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

ttprcsantcd  by  Avtr> -Knadtl.  lit. 

Dodge  will  spend  about  SI. 3  million 
on  spot  radio  and  TV  this  year  and  its 

dealers  are  expected  to  lay  out  an- 

othei  >' '1)0,000  on  spot.  In  introducing 

the  '54  model  last  month,  the  factory- 
dealer  schedule  was  as  follows:  (1) 

for  the  top  100  radio  markets,  an  av- 
erage of  three  announcements  a  day 

for  21  days,  (2)  for  the  top  50  TV 

markets,  one  announcement  a  day  for 

14  days.  Spot  activity  is  not  continu- 
ous. The  previous  radio  spot  campaign 

look  place  in  May  (88  stations  for  two 
weeks)  and  June  (121  stations  for  two 
weeks) . 

Lincoln  -  Mercury:  Toast  of  the 

Town,  sponsored  on  CBS  TV  Sunday 

nights  by  Lincoln-Mercury  dealers, 
stands  out  from  all  the  other  network 

auto  shows.  It  is  a  double-pronged 
broadcasting  and  promotion  package 

that  provides  national  coverage  on  the 
air  and  selective  local  impact  via  the 

tours  of  the  show's  personality-sales- 
man, Ed  Sullivan. 

The  tours  started  out  two  years  ago 

with  a  "Modern  Living"  promotion 
theme  centered  around  the  Lincoln.  It 

worked  well  and  was  extended  to  in- 
clude the  Mercury,  too.  About  a  dozen 

key  cities  are  selected  for  visits  each 
year.  The  tours  involve  department 
store  tie-ins,  fashion  shows,  addresses 

to  women's  clubs,  local  charity  tie-ins. 
the  greeting  of  Ed  Sullivan  by  promi- 

nent local  political  figures,  parades — 
in  other  words,  the  works. 

Besides  laying  out  money  for  the  net- 

work show  and  Ed  Sullivan's  tours, 
dealers  are  active  in  radio  spot  and,  to 

a  lesser  extent,  TV  spot.  The  factory 

recently  bought  four  weeks  of  spot  ra- 
dio to  supplement  a  dealer  drive  and 

dealer  groups  began  a  spot  radio  cam- 
paign on  21  October  which  will  run 

well  into  this  month. 

Studebaker:  The  largest  of  the  inde- 

pendents in  terms  of  car  sales,  Stude- 
baker  has  been  in  ninth  place  the  past 

four  years.  It  is  primarily  a  spot  ad- 

\<-iiiser,  the  only  recent  network  effort 

consisting  of  a  four-week  participation 
in  ///  Star  Revue  on  NBC  TV  last 

March.  The  participations  were  bought 

to  plug  the  new  '53  model.  Studebaker 
and  its  ad  agency,  Roche,  William-  & 
Clean  are  definitely  interested  in  a 

regular  T\  network  show  but  can't  see 
where  they'll  find  themselves  a  good slot. 

Studebaker  uses  spot  radio  in  all  the 

principal  markets  of  the  U.S..  except 
for   New    York   and   Chicago.    (>\er  the 

years  it  has  built  a  "network"  of  sta- 
tions which  it  uses  regularly.  About 

95/c  of  the  client's  spot  radio  consists 
of  newscasts,  many  of  them  aimed  at 
car  drivers.  A  limited  number  of  mar- 

kets have  spot  TV,  bought  by  dealer 

groups.  These  markets  are  New  York. 
Philadelphia,  Chicago,  Milwaukee,  St. 

Louis,  Detroit,  Boston  and  Los  An- 

geles. 

Chrysler:  The  Chrysler  Division  of 

Chrysler  Corp.  has  never  been  verv 

busy  on  the  networks.  Its  onlv  air 

advertising  now  is  via  Medallion  Thea- 
tre. Two  years  ago  the  division  spon- 

sored Treasury  Men  in  Action  on  NBC 

TV  for  13  weeks.  The  factory  was  ac- 

tive in  spot  last  year  but  not  this  and 

has  bought,  instead,  a  heavv  news- 

paper schedule  this  fall  for  its  '54 models,   which  are   already   out. 

Dealer  spot  radio  co-op  money  has 

been  spent  in  nearly  300  markets  dur- 
ing 1953.  For  TV,  the  market  figure 

is  less  than  25.  Dealers  have  bought 

such  films  as  Foreign  Intrigue  (De- 
troit). Dangerous  Assignment  (Wash- 

ington) and  Famous  Playhouse  (Chi- 

cago). The  New  York  Chrysler-Plvm- 
outh  dealers  have  just  bought  Stork 
Club,  which  started  28  October. 
IXash:  The  second  largest  independent 

in  terms  of  sales,  Nash  has  been  pushed 

out  of  10th  place  by  the  Chrysler  Di- 
vision. Both  factory  and  dealers  are 

heavy  spot  users  and  an  air  campaign 

is  being  readied  for  the  new  car.  out 

20  November.  Nash's  agencv.  Gever 
Advertising,  is  in  the  market  for  a  net- 

work TV  show. 

De  Soto:  Nothing  warms  the  cockles 

of  a  De  Soto  dealer's  heart  so  much  as 

hearing  a  customer  sav  "Groucho  sent 
me."  And.  according  to  De  Soto's 
agency.  BBDO.  he  hears  it  quite  often. 

Agency,  factorv  and  dealer  alike  con- 
sider the  Groucho  Marx  show.  You  Bet 

Your  Life  (on  both  NBC  TV  and  Ra- 
dio), one  of  the  hottest  network  prop- 

erties on  the  air.  This  is  the  fifth 

season  it  has  been  selling  for  De  Soto 

and  the  "Tell  "em  Groucho  sent  you" 
phrase  is  now  used  in  newspapers  as 
well  as  TV. 

De  Soto  dealers  have  been  spending 

more  money  on  radio  spot  this  year 
than  last  while  spot  TV  expenditures 

are  running  about  the  same.  For  in- 

troducing the  '54  car.  which  came  out 
)  November,  the  factorv  used  teasers 

in  -pot  radio  and  TV  for  a  period  of 
about  two  weeks  before  the  premiere 

and  followed  through  afterward  with 
another    10   davs   or   so    of   announce- 
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BILL  MICHELSEN  -Colorado*  PULSE  lead 

ing  video  newscaster  presents  th«  latrst 
daily  over  KBTV.  The 

latest  local,  regional,  and  international 
news  is  reported  vividly  by  film  and  local 

reports. 

'«^K 

OZIE  WATERS  —  Denver  s  outstanding 
cowboy  personality  with  the  highest -rated 
multi-weekly  program  in  Denver.  20,000 
card-carrying  members  in  his  Colorado 
Junior   Rangers! 

EDDY  ROGERS  —  Remembered  by  patrons 
of  the  Rainbow  Room  ond  the  French 
Casino,  New  York.  This  foremost  composer, 
pianist,  violinist,  and  his  famous  guests 
accompany  spinning  platters  thirty  minutes 
daily   Monday   through    Friday. 

Place  your 
products  in  the 

hands  of  these 
KBTV-DBXVER 
stars  who  enjoy 

t       top  ratings.      ' 
They've  proved 

they  can  sell. 

They  can  sell 
for  you! 

VINCE  MONFORTE  — Professionol  meteor- 

ologist Vince  Monforte  brings  Channel  9 
viewers  all  the  weather  news  twice  daily 

and  is  rated  as  one  of  Denver's  top  TV personalities.  By  means  of  maps  and 
charts,  he  tells  the  complete  national  and 
local  weather  story. 

FRANCES  O'CONNOR— Conducts  "Menu 
Matinee.''  Formerly  on  Assistant  Editor, 
"Better  Homes  ond  Gardens, "  Director 
"Tasting-Test'   Kitchen. 

HAL  TAFT— Hal  is  host 
for    the    popular    after- 

I  noon  '  Koffee  Klatsch  ' 
during  which  time  noted 
guests     chat      and      sip 

|  coffee.       Hal's      guests 
I  have  been  representa- 

ves   of    nearly    all    the 
I  arts  and  sciences. KBTV 

»E  HEkulu,  manager 

JERRY  LEE,  Commercial  Manager 
STUDIOS  AND  OFFICES:  1089  BANNOCK  STREET 

DENVER,  COLORADO 

CHANNEL 

ABC-TV 9 DENVER ABC-TV 

Contact  Your  Nearest  Free  &  Peters  Representative 
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incuts.  Practicall)  e\er\  T\  market 

ami  nearl)  151)  radio  markets  were 

boughl  for  tlif  new  car  campaign, 

supplemented  b\  dealer  activity. 
Cadillac:  Taking  the  leadership  in 

tlic  high-priced  car  field  awaj  from 
Packard  for  the  second  time  in  1950, 
Cadillac  has  held  on  to  it  ever  since. 

This  leadership  and  the  fact  thai  it  is 

now  popular!)  considered  the  rich 

mans  car  has  given  Cadillac  more  free 

advertising  and  publicity  than  anj  oili- 
er automobile  except  the  Model  T. 

Cadillac  spot  advertising  <>n  the  air 

has  been  light  and  its  network  adver- 

tising not  particularl)  steady.  It  spon- 
sored the  Cadillac  Choral  Symphon) 

on  CBS  Radio  for  13  weeks  last  spring 

and,  of  course,  is  sold  during  its  share 
of  the  NCAA  telecasts. 

Cadillac's  agency,  MacManus,  John 
&  Adams,  also  handles  Pontiac  and  the 

network  operations  of  both  cars  have, 
within  the  past  two  months,  projected 

the  agencj  into  a  respectable  position 
in  the  TV  hillings. 
Pochard:  Strong  a<ti\it\  in  network 

radio  and  spot  has  marked  Packard's recent  air  advertising.  In  September 

Packard  bought  ABC  Radio's  weekend 
news  package,  which  consists  of  24 

five-minute   news   periods   each   Satur- 

daj  and  Sunday.  Packard  bought  the 

package  for  13  weeks  following  Chev- 

rolet'- purchase  of  it  for  the  same 
amount  of  time  during  the  summer. 
Packard  had  a  spot  radio  campaign 

in  L50  market-  during  the  summer  and 
followed  it  up  with  another  drive  in 

September.  The  factory  hasn't  been 
buying  spot  TV.  though  the  dealers 
have  been  using  it  a  little.  Network 
I  \  advertising  during  the  past  two 

\ears  includes  sponsorship  of  the  Pres- 
idential Inauguration  on  CBS  and  a 

L3-week  bu\  of  Rebound  on  13  Du 

M<.nt  stations  during  November  and 

December  1952.  and  January  1953. 

The  agency,  Maxon.  has  its  eyes  peeled 
for  a  TV  network  show. 
Hudson:  Now  ranking  15th  in  sales. 

HikUoii  has  slipped  badl)  since  the  end 
of  World  War  II.  In  1946  it  ranked 

ninth.  However,  for  the  entire  post- 
war period  it  has  a  slightl)  larger  share 

of  the  auto  market  than  during  the  five 

vears  preceding  Pearl  Harbor. 
Hudson  was  in  network  TV  in  1951. 

when  it  sponsored  Billy  Rose  on  ABC. 

It  didn't  work  out  too  well  and  Hud- 

son hasn"t  done  anything  in  network TV  since.  Hudson  West  Coast  dealers 

sponsor  the  Edward  R.  Murrow  radio 
show  on  the  Columbia  Pacific  Network. 

%ViVlO»«in9fo#./ 

■ 

O*  Tfe^O&iMfinat-  &*,„ 

...NBC 

FULL  lOOkw  POWER 

CHOICE  CHANNEL  4 

7%&  Denser  /Zhfcte 

CALL   PETRY 

Hudson's  latest  spot  announcement 
campaign  is  in  about  400  markets, 
with  90S  of  the  outlets  being  radio 
stations. 

Willys:  With  the  Willys-Overland  Co. 

merged  into  Kaiser  Motors,  advertising 

for  the  Aero-Willys,  launched  last 
year,  has  quieted  down  temporarily 
while  integration  of  the  two  companies 

and  their  dealers  goes  on.  Prestige  ad- 
vertising on  the  air  is  still  the  prime 

selling  strategy  with  Willys  renewing 

its  sponsorship  of  the  New  'i  ork  Phil- 
harmonic-Symphony concerts  on  CBS  I 

Radio.  However,  sponsorship  of  Om- 
nibus on  CBS  TV  was  not  renewed. 

During  the  summer  W  illys  kept  its 

high-class  programing  on  CBS  Radio 

alive  by  broadcasting  concerts  of  vari- 
ous music  festivals  held  abroad  and  it 

also  telecast  on  alternate  weeks  a  series 

of  Ben  Hecht  plays  on  CBS  TV.  Nei- 
ther the  Willys  division  nor  its  dealers 

are  very  active  in  spot  right  now. 
Kaiser:  There  is  little  doubt  that  the  i 

Kaiser  motor  cars  are  in  serious  trou- 

bles. Kaiser  sales,  which  were  practi- 
cally tied  w  ith  W  illys  last  year  at  about 

41.000  cars  apiece,  have  tumbled  this 

year  and  the  Henry  J  has  tumbled  with 

it.  Sears.  Roebuck  has  quietlv  discon-  i 
tinued  sales  of  the  Allstate,  the  Sears 
version  of  the  Henrv  J. 

Except  for  dealer  group  advertising. 

which  has  quieted  down  pending  inte- 
gration, there  is  no  indication  that  the 

Kaiser  and  Henrv  J  air  advertising  is 

tapering  off.  Kaiser  is  just  as  active 
in  spot  as  last  year.  In  some  markets. 
Kaiser  is  switching  from  spot  radio  to 

spot  TV.  Individual  dealers  are  also 
active.  The  Kaiser  agency.  W  illiam  H. 

W  eintraub  Co..  estimates  that  individ- 

ual dealers  together  spend  "several  mil- 

lion dollars  a  \ear"  on  spot  radio  and TV. 

Since  June  of  this  year  Kaiser  has 

been  sponsoring  the  Lowell  Thomas 
news  shows  on  CBS  Radio.  They  are 

i  onsidered  '"one  of  the  ke\  stones  of 

the  current  advertising  program."'  ac- ( urding  to  John  B.  Morris,  vice  presi- 

dent in  charge  of  marketing  and  media 
for  the  W  eintraub  Co.  As  for  network 

TV,  Kaiser  bought  into  \BC  TVs 

Today  three  to  five  times  a  week  from 

April  through  Julv.  Today  was  also 
bought  last  year  during  May.  Last 
\ear  Kaiser  also  bought  a  segment  of 

)  our  Show  of  Shows  on  NBC  TV  for 
four  months,  starting  in  February,  and 

sponsored  Ellery  Queen  on  14  ABC 
l\  stations  during  the  first  13  weeks 

of  the  vear.  •  *  * 
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ARY  HAS  ROOM 

FOR  ONE  MORE 

ADVERTISER! 

Sell  Your  Product  on 

"Mary  McAdoo  At  Home" 
—Highest-Rated  Local -Live 

Women's  Show  in  Los  Angeles! 
For  3  years  the  Security-First  National  Bank  of 
Los  Angeles  has  achieved  remarkable  tested  results 

from  the  "Mary  McAdoo  at  Home"  TV  program. 
And  the  Pfaff  Sewing  Machine  Distributor  in 
the  Southwest  is  now  in  its  third  26-week 
cycle  of  sponsorship.  A  third  segment  of 
this  program  is  now  available!  Mary 
McAdoo,  gracious  hostess,  welcomes 
famous  people  from  the  fields  of 
Art,  Science,  Literature,  Education, 

Fashion,  Medicine,  etc.  She  demon- 
strates the  art  of  happy  home  life  to  a 

loyal,  receptive  audience ...  so  loyal 

that  this  is  the  highest-rated,  local-live 

women's  show  in  Los  Angeles ! 

CO-SPONSOR  1  SAYS- 

"Bank  customers  of  15  and 

25- years'  standing  have 
requested  8,500  I.D.  cards 

offered  exclusively  on  "Mary 
McAdoo  at  Home.'  We  are 
consistently  pleased  with  the 
fine  response  obtained  from 

this  show." 
Security-First  National 
Bank  of  Los  Angeles 

NBC  HOLLYWOOD 

ft    i  v 

LET  MARY 

SELL  YOUR 

PRODUCT 

HERE 

Channel  4} 

CO-SPONSOR  2  SAYS- 
"Almost  all  of  the  100  Pfaff 
Sewing  Machine  distributors 
in  Southern  California  report 

that  'Mary  McAdoo  at  Home' has  created  more  floor  traffic 
and  home  demonstrations 
than  any  other  single  form  of 

advertising  we  have  used." A.  C.  Weber  &  Co. 
Pfaff  Distributor 

'"Mary  McAdoo  at  Home"  is  televised  over 
KNBH  on  Monday.  Wednesday  and  Friday, 

1:  00  -  1:  30  p.m.  Here  is  your  opportunity  to 
televise  your  sales  story  in  top  company,  on 

a  top-rated  quality  program.  For  details  con- 
tact KNBH.  Hollywood,  or  your  nearest  NBC 

Spot  Sales  Office. 
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MACES  ON  TV 

(Continued  from  \><tiie  42) 

audience,  generally,  to  men — men  with- 
in definite  age  brackets. 
2.  If  it  chose  a  show  with  more 

general  appeal,  it  would  have  to  con- 
vince  the  average  viewer  that  sports 

are  a  \  ital  part  of  his  life.  Sporting 

goods  fall  into  the  category  of  luxury 

items,  and  the  typical  viewer  is  by  no 
means  sold  on  the  necessity  of  buying 

sports  equipment  before  he  hears  the 
commercials. 

3.  Sporting  goods  stores  carry  vir- 
tual!) thousands  of  items  ranging  from 

fishing  tackle  to  skis.  Is  it  best  to  men- 
tion as  main  different  items  as  possible 

in  each  telecast,  or  should  you  concen- 
trate on  just  one  item  for  the  entire 

commercial  time'.-'  If  \ou  decide  to 
plug  only  one  item  per  broadcast,  bow 
do  \ou  select  it? 

Mages'  Advertising  Manager  Morrie 
Mages  and  Account  Executive  Arthur 
M.  Holland  solved  the  first  problem  by 

choosing  the  wide-appeal  approach. 

"We  decided  to  go  into  television 
because  it  was  a  new  and  exciting  me- 

dium," says  Morrie  Mages.  "We  felt 
it  bad  enough  novelty  and  appeal  to 

get  results.    But  television  isn't  cheap 

UNNATURAL 
RESOURCE 

A  few  flowing  words  on 
Channel  4  in  Amarillo  can 

tap  the  unnatural*  re- 
sources of  the  Texas  Pan- 

handle— a  market  gushing 
at  the  rate  of  $553,963,000 

retail  sales  per  year. 

Vmarillo   tops    the    nation    in 
per  capita  retail  -;ilr~. 

Natl.  Rep.   (after  Dec.   I) 

THE     KATZ    AGENCY 

KGNC-TV 
I  Amarillo 

for  the  advertiser.  To  make  it  pay  we 

have  to  get  our  message  across  to  the 

largest  number  of  people  possible. 

That's  win  we  wanted  a  show  that  had 
something  for  every  member  of  the 

family." Feature  pictures  were  chosen  be- 
cause thev  filled  this  first  requirement 

of  Mages'  air  strategy;  they  had  uni- 

versal appeal.  But  the  store's  presi- 
dent, Irving  Mages,  felt  that  program- 

ing alone  wasn't  enough  to  do  the 
trick. 

"Once  you've  got  the  viewer's  atten- 

tion for  your  show,"  Art  Holland  told 
SPONSOR,  "you've  got  to  keep  it  during 
the  commercial.  We  feel  that  drama- 

tic, attention-catching  commercials  are 

the  best  way  to  win  new  customers." 
To  achieve  this  dramatic  effect  Hol- 

land conceived  a  device  called  "Mo- 
ment of  Madness"  for  every  Mages 

commercial  during  which  specials  are 
offered. 

A  noise  simulating  a  thunderbolt 

accompanied  by  a  portion  of  a  Spike 

Jones  recording  introduces  each  "Mo- 

ment of  Madness."  Typcial  "specials" include:  a  dozen  golf  balls  for  $2;  a 

refrigerator  bag  for  $2;  thermos  jug 

for  S3;  fishing  tackle  outfit  for  $10; 
three-shot  shotgun  for  $18. 

The  "Madness"  commercial  for  golf 

balls  sold  over  3,000  dozen  balls — the 
entire  stock — by  noon  of  the  following day. 

Mages  commercials  stress  its  tremen- 
dous buying  power,  showing  boatloads 

of  bicycles,  warehouses  of  surplus 
stock.  Shots  of  huge  quantities  of 

products  are  used  effectively  to  make 
the  point  that  quantit\  Inning  means 

low  prices.  It's  a  device  other  retailers 
who  advertise  on  television,  no  matter 
what  kind  of  store  they  own,  could 

adapt  to  suit  their  own  purposes. 

Another  important  point  Mages 
stresses  i<  the  fad  that  it  carries  every 

brand  name  famous  in  sports  equip- 

ment. The  longest  commercial  is  spot- 
ted at  the  beginning  of  the  show,  just 

before  the  start  of  the  movie,  Charles 

\.  \\  ilson.  WGN-TV  sales  promotion 

manager  pointed  out  to  sponsor. 
Whenever  possible  Mages  holds  its 

store  openings  on  the  night  of  one  of 
ii-  T\  -hows.  It  inns  a  sale  in  con- 

junction with  the  opening,  and  carries 
a  remote  telecast  from  the  store  over 

the  program  with  Jack  Brickhouse, 

\\C\-I\  sports  announcer,  interview- 
ing celebrities  and  customers. 

Jn-t  as  important  as  plugging  par- 
ticular  items.  Ir\ing  Mages  believes.  i» 

getting  across  the  message  that  par- 
ticipating in  some  sport  is  healthful 

and  good  for  everyone  in  the  family. 

"Selling  sporting  goods  isn't  at  all 
like  selling  a  piece  of  furniture,  for 

example,"  Irving  Mages  says.  "You 
don't  have  to  make  anyone  see  why  he 
needs  furniture.  But  you  do  have  to 
create  a  demand  for  sporting  goods. 

"That's  why  we  try  to  sell  people 
on  the  idea  of  buying  sports  equipment 

as  well  as  on  specific  items." To  solve  the  problem  of  multiple  vs. 

single  product  plugging  Mages  com- 
mercials follow  the  seasons.  At  this 

time  of  the  year,  for  example,  most 

commercials  are  talking  up  such  items 
as  roller  skates,  shotguns,  bowling 

bags,  jackets  with  school  colors  and 
end-of-season  golf  club  sales. 

According  to  Irving  Mages,  head  of 

the  family  firm,  "Radio  and  television 
work  best  for  us  when  the  items  have 

been  carefully  selected  for  both  gen- 

eral appeal  and  good  value.  We  more 
than  compensate  for  the  low  prices  of 

our  'specials'  by  tremendous  volume." 
All  of  Mages'  TV  commercials  are 

done  live  by  Jack  Brickhouse,  WGN- 
TV  sports  announcer,  and  Morrie 

Mages,  the  firm's  ad  manager,  against 
a  backdrop  of  a  store  interior.  Morrie 

feels  it's  important  to  have  a  sports 
figure  deliver  the  commercials  because 
it  lends  authority  to  the  sales  pitch. 

In  radio,  too,  the  program  personali- 

ty. Howard  Miller,  is  a  well-known 

local  sportscaster.  He  delivers  the  com- 
mercials in  addition  to  giving  latest 

sports  news  and  spinning  disks. 
In  line  with  its  effort  to  create  more 

interest  in  sports  for  all  members  of 

the  family  Mages  annually  sponsors  a 

variety  of  events  designed  to  stimulate 
excitement  about  sports. 

One  of  the  most  popular  is  its  an- 
nual "Go,  Go  Sox"  tour.  Mages  ar- 

ranges for  a  few  hundred  Chicago 

\\  hite  Sox  fans  to  visit  New  York's 
Yankee  stadium  and  witness  a  game 
between  the  White  Sox  and  the  Yanks. 

The  first  Mages  store  for  sporting 

equipment  was  opened  in  the  early 
Twenties  by  Henn  Mages,  father  of 
the  four  brothers  who  now  run  the 

business.  A  few  years  later.  Irving, 

now  president  of  the  firm,  joined  his 
father  in  the  enterprise. 

Sam  Mages,  now  the  merchandising 

manager,  and  Morrie.  present  ad  man- 
ager, came  in  during  the  late  Twenties. 

Ben,  now  serving  as  stores  director, 
was  last  to  join  during  the  Thirties. 

•  •  • 
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The  Other  Big  Market 
In  Nebraska! 
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tfte  ft/****  Stat  has 
W  K  Z  O — Kalamazoo 

IrVKZO-TV— Grand  Rapids  —  Kalamazoo 
WJEF  —  Grand  Rapids 

KOLN  —  Lincoln    Nebraska 

KOlN-TV-UncoM,  Nebraska 

Associated  wilh 
VVMBO— Poorio,  H/inofs 
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STARCH  TV  NOTINC 

[Continued  from  page  41  I 

cials"  figure  for  TV,  putting  TV  65% 
ahead. 

4.  Agencyinen,  network  researchers 

and  Starch  see  eye-to-eye  on  the  ques- 
lion  of  what  the  Starch  study  seems 

to  prove  regarding  commercial  effe< ■- 
liveness  that  some  TV  network  com- 

mercials hold  viewer  attention  more 

successfully  than  others.  And,  most 

admen  agree,  the  qualitative  aspects 

of  the  Starch  TV  study — that  of  ask- 
ing viewers  t<>  recall  TV  sales  points 

and  play  them  back  to  interviewers — is 
an  invaluahle  aid  in  improving  TV 

commercial  copy  and  visual  gimmicks. 

The  quartet  of  pro  and  con  points 
cited  above  are  highlights.  The  admen 

and  researchers  interviewed  amplified 

some  of  them  in  detail,  particularly  the 

second  point  concerning  the  media  im- 

plications of  Starch's  findings.  None 
of  them  saw  an\  evidence  in  the  Starch 

figures  that  a  new  type  of  cost-per- 

1.000  buying  —  cost-per-ad-impression 
in  magazines  vs.  cost-per-commercial- 

impression  in  TV — was  likely  to  he- 
come  standard  advertising  practice. 
None    felt    the   existence   of   the   Starch 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

r\icnmona 

W  M  B  G 

WOOD 

W  T  V  R- - 
First  Stations  of  Virginia 

WTVR        BI.I,    TV    Inc. 

WMBG       The    Boiling    Co. 

study  automatically  refuted,  for  in- 
stance, the  statement  made  recently  in 

SPONSOR  by  BBDO  President  Ben  Duf- 
fs that  "a  mathematical  formula  can- 

not he  used  to  compare  two  or  more 

different  media." Here's  win  : 
Even  if  the  differences  in  research 

technique  between  Starch  magazine 

and  Starch  TV  checkups  were  over- 
looked (the  magazine  research  is  based 

on  personal  "aided  recall";  the  TV 
research  on  telephone  interviews  which 

are  a  mixture  of  "aided"  and  "un- 

aided" recall:  the  sample  sizes  are  dif- 
ferent), no  clear-cut  comparison  is  pos- 

sible. 

Take  the  case  of  an  advertiser  who. 

we'll  say,  is  running  a  page  ad  in  a 
magazine  with  5.000.000  circulation 
and  who  has  a  TV  program  which 
reaches  5.000.000  homes.  Which  is 

better?    Let's  see. 
The  effectiveness  of  the  TV  pro- 

gram can't  be  judged  by  simply  tak- 
ing 41',  of  the  5,000.000  viewing 

homes  and  calling  that  the  "commer- 
cial audience"  for  any  given  commer- 
cial in  the  show.  Why?  Because,  ac- 

cording to  American  Research  Bureau, 

there  are  2.8  viewers  per  set  for  the 

average  evening  network  TV  show.  Ac- 
cording to  broadcast  media  research- 

ers, you'd  have  to  take  41%  of  14,- 
000,000  viewers,  rather  than  a  per- 

centage of  the  homes.  That  means 

5,750,000  people.  How  are  these  5,- 
750.000  commercial  viewers  distrib- 

uted? One-person-plus  for  each  home? 
Nobody  knows. 

But  that  isn't  entirely  fair  to  mag- 
azines. Print  media  researchers  say 

that  magazines — like  Life,  Satevepost, 

Look — are  passed  around  from  hand  to 
hand  in  a  family  unit,  thus  increasing 

a  magazine's  basic  circulation  by  two 
to  six  times.  Consumer  magazines  are 
also  read  at  a  later  date  in  everything 

from  attics  to  hospitals  to  dentists'  of- 
fices, boosting  the  total  circulation  to 

which  a  magazine  ad  may  or  may  not 

be  presented,  print  media  researchers 
add. 

Then.  too.  there  is  the  matter  of  im- 

pact. Psychologists  will  tell  you  that 

the  printed  page  and  TV's  picture-and- 
sound  work  on  a  person's  subconscious 
in  different  ways.  Who  can  sa\  wheth- 

er T\  -  "advertising  impression"  la<t- 
Longer  than  magazines?  Or  vice-versa? 

I  here  s  the  question,  too,  of  the 
amount  .if  time  people  spend  with  the 

advertising  in  magazines  and  the  com- 

mercials   in   '1  \    shows.    Some  people 

may  read  a  given  magazine  ad  slowly, 

digesting  every  word  and  picture;  some 
ina\  give  it  hardly  a  glance.  Some 

viewers  (Starch's  average:  one  out  of 
three)  dash  off  to  the  kitchen  or  the 

bathroom  when  a  commercial  starts, 

or  else  turn  down  the  audio  portion 

and  fidget  while  TV's  Dick  Starks  and 
Betty  Furnesses  silently  pantomime  the 

advertiser's  pitch.  But  the  majority 
gi\e  the  commercial  their  undivided 

attention  and  receive  the  double-bar- 

reled impact  of  sight-and-sound  selling. 
\\  Inch  of  the  two  media  has  the  strong- 

est ultimate  effect? 

And,  what  about  costs?  What  do 

you  compare?  Should  an  advertiser 
compare  the  commercial  cost  of  one 

commercial  in,  say,  a  half-hour  show 
i  it  could  be  roughly  one-third  of  the 
total  program  cost  I  with  the  cost  of  a 
page  ad  in  a  magazine?  Or,  do  you 

compare  the  total  cost  of  the  show 
with  the  cost  of  the  printed  ad? 

Finally,  what  about  the  question  of 

sponsor  identification?  TV  drama 
shows,  like  the  editorial  copy  next  to 

ads,  offer  little  or  no  opportunity  for 

a  low-pressure  "background""  plugs. But,  what  advertising  impression  land, 

ultimately,  sales  effect  i  do  the  trade- 
marked  backdrops  have  in  quiz,  panel 

and  variety  TV  programs? 
And   so   on   and  on. 

"Well,  if  the  Starch  TV  stud)  doesn't 
provide  a  formula  for  comparing  two 
or  more  media,  or  an  accurate  guide  to 

buying  network  TV  time,  what  does 

it  provide?"  you  may  ask. 

Here  is  Jack  Boyle's  answer: 
"Media  comparison  in  our  TV  study 

of  commercial  recall  is  incidental.  It 

was  primarily  designed  as  a  means  to 
test  and  improve  commercials.  We 

haven  t  suggested  to  any  advertiser 
that  he  use  our  figures  as  a  major 

factor  in  buying  media.  That's  a  choice he  must  make  himself,  depending  on 

the  nature  of  his  product,  the  audience 
he  wants  to  reach  and  other  factors. 

"We  do  suggest  to  the  two  dozen 
advertisers  who  use  this  TV  service 

that  they  use  it  to  test  their  commer- 
cials against  others,  both  their  own 

and  their  competitors',  and  to  look  for 
ways  to  improve  the  attention-holding 
qualities  of  the  commercial  as  well  as 

impact  of  copy  points." Boyle  points  out  a  t\  pical  case.  Two 
appliance  manufacturers  have  similar 
product  lines.  Both  sponsor  TV  net- 

work drama  shows  of  a  somewhat  sim- 

ilar nature  and  price.  And  their  com- 
mercials are  roughlv  similar. 
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SOUND 

ANNOUNCER: 

This  is  Gen.  Nathan  Bedford 

Forrest,  the  famous  Confederate 

cavalry  officer  who  coined 

the  phrase  "first  with  the 

most " . PICTURE 

Tight  shot  of  Gen.  Nathan 
Bedford  Forrest  statue. 

0 
SOUND 

In  Memphis,  WMCT  is  certainly 

■first  with  the  most" 
in  television  programming  and 
technical  know-how. 

PICTURE 

Show  title  to  right. 

<£^ 

in  programming 

±zps£ 
in  know-how 

0 
SOUND 

For  five  years  -  since  1948, 
TV  sets  in  the  Memphis  area 
have  been  tuned  to  WMCT 
exclusively. 

PICTURE 

Show  medium  shot  of  homes  with 
antennas. 

.ce^ 

<s£^H 

0 
SOUND 

Today,  we  know  that  225,000 
TV  sets  with  and  without  low 

band  antennas  pick  up  WMCT 
clearly. 

PICTURE 

Show  title  to  right. 

Z2S.000 
TVhomes 

© 
SOUND 

So,  to  sell  Memphis,  you  need 
WMCT,  the  station  that  is 

clearly  "first  with  the 

most"  for  its  advertisers. 
PICTURE 

Show  title   to   right. 

WMCT 
Memphis' 

First  TV  Station 
WMC  —  WMCF  —  WMCT 

CHANNEL    5     •    MEMPHIS     •    NBC    AFFILIATE Also  affiliated  with  CBS,  ABC  and  DUMONT 

National   Representatives  Own,^  ,nA   ^j  u.. 
The  Branham  Co. 

Owned  and  operated  by 

The  Commercial   Appeal 
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But  the  middle  commercial  for  the 

first  advertiser  recently  produced  the 

following  score  in  a  Starch  checkup: 

(>(>' i  of  program  viewers  contacted 
(200 — representing  perhaps  1,000 

phone  <alls  i  said  they  saw  the  com- 

mercial. And  •").">',  rould  recall  one  or 
more  of  the  main  sales  points. 

The  second  advertiser's  middle  com- 
mercial was  remembered  by  a  little 

more  than  40%'  of  the  viewers  contact- 
ed. Only  28$  could  recall  the  primary 

sales   points. 

The  first  advertiser's  commercial  is 
obviously  above  average  in  impact, 

since  the  general  average  for  recall- 

ing a  specific  commercial — as  men- 
tioned earlier — is  41%.  The  second 

advertisers  commercial  is  average — 
no  more. 

Then  there  is  the  matter  of  "memorv 

value'"  or  impact  of  TV  commercial 
copy,  that  is  the  combination  of  sound 
and  sight.  Boyle  feels  that  the  Starch 
studies  can  tell  an  advertiser  a  great 

deal  about  how  well  his  sales  points 

are  getting  across  to  an  audience, 
based  on  how  well  the  audience  re- 

members them. 

(Incidentallv .     Starch's     TV     study 
made  no  direct  reference  to  something 

which  has  long  been  noted  in  Starch 

magazine   checkups.     Ads    concerning 

things  people  are  usually  highly  inter- 
ested in  anyway — cars,  movies,  travel 

and  vacations  —  invariably   get  better 

'"noting"  scores  than  do  ads  concerning 

things    like    household    products.      In 

other  words,  an  advertiser's  TV  com- 
mercials ma\   well  have  a  low  memory 

score  because  of  the  nature  of  his  prod- 
uct.   But  at  the  same  time,  the  cumu- 

lative effect  of  many  of  these  commer- 
cials will  sell  plenty  of  merchandise.  I 

When  an  advertiser  orders  a  Starch 

TV  commercial  study,  he  will  of  course 

get  a  set  of  figures  concerning  the  per- 
centage of  program  viewers  who  saw 

and    remembered    a   commercial,    and 

other  data.    He  will  also  be  provided 
with  a  list  of  verbatim  answers  given 

to  the  interviewer's  question  which  asks 
viewers  what,  precisely,  they  remember 
about  a  commercial. 

Here  s  a  typical  sampling  of  these 
verbatim  answers  from  viewers.  As 

main  as  200  answers  of  this  sort, 
broken  down  ]>\  men  vs.  women,  un- 

aided vs.  aided  are  furnished  to  adver- 

tisers for  subsequent  use  in  preparing 
T\  commercials. 

Q.  "\\  hat  was  brought  out  about  the 
(refrigerator  product  name!  in  this 

commercial  ?" 
SPONSOR 



\.    "]  I.i-  the  ni-u  is  pe  freeze]  i  om- 
partmenl     and  the  things  in  the  door. 
Or, 

"Shelves  roll  out  ii  automatically 
defrosts  « I » > « > i  opens  eas)  lots  oJ 

■pace  in  freezer  compartment.1     '  h, 
"Trade  in  old  box  now  gel  good 

price  lots  "I  space  and  j  ou  can  open 
door  with  j  "in  hands  lull.     I  >r, 

"Shelves  in  <1         roll-oul  storage 
drawei  for  vegetables  and  meal  and 

it  ,1,  frosts  itself."    <>r. 

"  Ml  thai  Btorage  Bpace  and  the)  de- 
frosted themselves  you  open  the  dooi 

with  your  elbow     shelves  on  the  door 

others  Blide  out." 
I  bese  are  jusl  a  Bample  ol  the  2(X  •- 

odd  reactions  recently  gathered  for  a 

refrigerator  manufacturer  bj  Daniel 
Stanh  &  Staff.  Their  use  in  preparing 
future  T\  commercials  is  obvious. 

There'-  another  important  angle  to 
Starch's  copj  testing  the  relationship 
between  the  amount  of  time  spent  get- 

ting a  sales  point  across  and  the  ability 
of  viewers  to  recall  this  point. 

In  a  recent  program  commercial  for 

a  big-budget  video  network  advertiser, 
some  2395  of  the  commercial  was  de- 

voted   to   getting   aero—   a   particular 
Bales   point.     It   gOl    aeros>.    tOO.     Some 

I  .  of  the  viewers  recalled  the  sales 

point  later.  But,  in  the  same  commer- 

cial, some  17' <  of  the  time  was  spent 
promoting  another  sales  feature.  Only 
f  .  of  the  viewers  recalled  it.  Other 

percentages  varied  similarly. 

The  agency    receiving   this  type  of 

information    now    has   -ome    important 

clues  to  work  with  in  improving  the 

Commercial.  Some  -ales  point-  are  get- 

ting  across  just  fine.  Bui  other-  are 
not.  Attention  can  now  he  paid  to  im- 

proving the  weak  one-.  partieularK 

when  the  relationship  to  their  impor- 
tance in  the  commercial  (and  in  the 

advertiser-   sales   strategy)    i-   known. 
Is  this  the  outer  limit  of  the  Starch 

study's  usefulness  to  TV    advertisers? 
By  no  means.  Starch  feels. 

The  Biow  agency,  for  example,  is 

current!)  planning  to  use  Starch's  sur- 
vey methods  in  two  Northeast  I  .  x. 

T\  markets  to  test  the  relative  elTtv- 

li\eness  of  two  types  of  spot  TV  com- 
mercial- for  one  advertiser.  The  tech- 

nique will  he  similar  to  the  "split-run" 

ads  in  magazines.  Cop]  "A"  will  be 
used  in  Market  "A,"  and  Cop]  "B"  in 
Market  "B"  for  lour  week-.  \  Starch 
checkup  will  he  made.  Then,  usiiii:  the 

same  time  slot-,  the  -pot  1  \  commer- 

cials will  he  swapped  between  the  two 

markets    and    another   Stanh   checkup 

^■fcflW 

LITTLE  ROCK 
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Kenyon  Brown,  Pres. 
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will    he   made. 

Iliow  also  plans  In  juggle  time  slots 

around  prior  to  Future  checkups.  Ob- 

ject: ti>  get  a  clue  as  to  whether  it's 
better  t<>  be  in  Front  of,  or  Following,  a 

high-rated  T\  show  with  announce- 
ments. 

Cecil  &  Presbrey,  which  feels  that 
the  Starch  T\  stud)  is  primaril)  a 

"creative  tool  rather  than  a  media 

studv."  lias  a  different  trick  up  its  re- 
search department  s  sleeve.  C&P  is 

thinking  of  cheeking  the  recall  of  com- 
mercials  in  participation  or  segmented 

programs  (such  as  Today,  Show  of 
Shows,  Paul  Dixon.  Kate  Smith  i 

against  the  reeall  ol  commercials  in 

programs  sponsored  bv  onl)  one  ad- 

vertiser. Actually,  it's  said  to  be  a 
checkup  on  how  mam  commercial  ad- 
\ertisers  you  can  get  into  one  show 

before  the  point  of  diminishing  returns 
sets  in. 

The  Starch  research  organization 

plans  to  have  special  clinic  sessions 
with  agencies  wherein  certain  broad 

principles  and  guideposts  to  good  com- 
mercial practice  will  he  discussed, 

i  Samples:  Commercials  with  more  than 
five  scenes  per  minute  tend  to  be  con- 

tusing, although  some  advertisers  insist 

CBS 

IN  THE  LAND 

MILKandljpNEY 

WBAY 
GREEN  BAY 

5,000  WATTS 

on  having  fast-moving  commercials  of 
up  to  20  scenes.  Word  delivery  of 
inure  than  135  words  per  minute  is 

confusing,  although  some  clients  have 
their  TV  sales  personalities  spiel  off  at 
the  rate  of  220  words.  Commercials 

with  no  more  than  three  main  selling 

points  seem  to  have  the  best  recall 
\alue.  hut  more  can  be  included  if  all 

the  points  are  related.  | 

"We  may  even  do  some  pre-testing 

ol  commercials  in  story-board  form." 
Starch's  Jack  Boyle  told  sponsor. 
"Agencies  will  show  us  what  they  in- 

tend to  do  in  their  commercials,  and 

our  stall  will  give  them  clues  as  to  how 

well  they're  likely  to  succeed.  We  can't give  the  full  answer,  of  course,  but  we 

can  certainly  detect  the  very  obvious 

mistakes." 
Are  Starch's  techniques  really  brand 

new? 

They  are  —  and  they  aren't.  For 
nearly  two  \ears  now  Gallup  &  Robin- 

son of  Princeton,  N.  J.,  have  been  pro- 

viding  agencies  with  what  G&R  calls 
"Television  IMPACT  Service."  In 

many  ways,  the  two  techniques  — 
G&R's  is  the  older — are  similar  and 
the  end  products  comparable. 

Gallup  &  Robinson's  samples  are 
-mailer — they  sample  400  viewers  via 
personal  interviews  of  whom  perhaps 

80  may  have  caught  a  particular  show 

if  it  has  a  20  rating.  Starch's  usual  tar- 
get is  200  viewers  who  saw  a  particular 

show,  which  may  mean  as  many  as 

1,000  phone  calls  if  a  program  was 
rated  at  20.  G&R  also  interviews  dur- 

ing the  next  20  hours  whereas  Starch 
calls  w  it li i ii  the  hour. 

However.  G&R  probes  much  more 

deeply,  making  "depth  interviews"  to determine  whether  or  not  commercial 

viewers  intend  to  buy  a  particular 

product — as  well  as  how  much  thev 
remember  about  the  commercial,  char- 

acteristics of  the  users  of  a  given  brand 

in  a  product  field,  relationship  be- 
tween brand  users  who  are  regular 

v  iewers  of  a  show  vs.  brand  users  who 

don  t  see  the  show  and  other  qualita- 
tive  research    nuggets. 

Gallup  &  Robinson  conducts  special, 

periodic  I  \1  PACT  clinics  for  agencies 
and  advertisers. 

So  far.  G&R's  research  has  provided 
plentv  of  working  data  for  TV  adver- 
tisers  who  use  theii  service,  but  little 

dynamite  f<n  luncheon  conversations. 
since  the  research  firm  has  not  released 

am  over-all  or  average  figure-  For  I A 
commercial  viewing.  G&R,  incidental- 

ly, has  conducted  a  similar  continuing 

magazine  study  since  1949. 

Data  of  a  relatively  similar  nature 

are  also  provided  to  national  adver- 

tisers by  New  York's  Schwerin  Re- 
search Organization,  which  tests  out 

TV  commercials  before  a  "captive  au- 
dience" of  several  hundred  people  in  a 

i-mall  theatre.  Sehwerin's  tests  result 

primaril)  in  a  set  of  "like  and  dislike" curves,  but  thev  serve  a  similar  pur- 

pose in  providing  agencies  and  adver- 
tisers with  clues  by  which  the  attention- 

getting  qualities  of  commercials  —  as 
well  as  their  impact  on  viewers — can 
be  improved.  Schwerin.  who  works 
closely  with  NBC.  even  formulated  last 

year  a  sort  of  laboratory  arrangement 
whereby  advertisers  could,  at  low  cost, 

pre-test  their  video  commercials. 
Similar  work  has  also  been  done  by 

the  research  department  of  CBS.  which 

uses  the  Lazarsfeld-Stanton  Program 

Analyzer  I  the  "Big  Annie")  to  mea- 
sure "like  and  dislike"  among  captive 

groups. 
What  about  Starch's  cost  for  a  study 

done  on  a  particular  TV  show? 
According  to  Starch,  the  following 

can  be  used  for  a  rough  rule-of-thumb: 

For  a  regular  report  from  200  pro- 
gram viewers  when  the  program  has  a 

rating  of  around  20  the  cost  is  S400. 

This  is  an  "open  study."  available  to 
anyone  who  wants  to  buy  it.  A  private 

studv  would  cost  about  50'  '<  more.  The 
base  cost  rises  somewhat  if  a  great 

many  calls  have  to  be  made — because 

of  low  program  rating — to  complete 
between  100  and  200  completed  inter- views. 

However.  Starch  charges  here  only 

for  the  additional  out-of-pocket  field 
costs  to  secure  the  minimum  number 
of  interviews  an  advertiser  wants. 

•  •  • 

ACCREDITING  AGENCIES 
^Continued  from   ]>age  31  I 

Bradstreet  reports  to  augment  general 

reputation  or  credit  ratings:  two  said 

"personal  knowledge":  four  said 
"hunches,"  "by  guess  and  by  God," 

"hit  or  miss."  "pravers":  one  said 

"good  question";  three  said  "repre- 
sentatives": four  said  they  relied  on 

whether  or  not  the  agencv  was  a  4A's 
member;  several  said  they  relied  on 
whether  or  not  the  agency  had  recog- 

nition from  ANPA,  PPA  or  other  rec- 

ognizing  groups — a  fact  they  can  de- 
termine by  glancing  at  the  agency's 

listing  in  Standard  Advertising  Regis- 

SPONSOR 



A sk   your   national   representative 
You  re  on  the  verge  of  a  decision, 

and  a  problem. 

What  business  papers  to  pick 

for  your  station  promotion.'' 

Its  no  problem  to  kiss  ojf, 

for  your  choice  can  have  a  tellitig 

effect  on  your  national  spot 
income. 

But  where  to  get  the  facts? 

The  answer  is  simple.   Ask  your 

national  representative. 

He  knows.    His  salesmen  get  around 

They  learn  winch  business  papers 

are  appreciated,  read  and  discussed 

by  buyers  of  broadcast  time. 

His  is  an  expert  opinion. 

Don't  overlook  your  national 

representative. 

s 
ponsor the  magazine 

radio  and  TV 

advertisers use 



/(•/   or    WcKittrick's.    To  the  question, 
What  air  media  group  do  vou  think 

should  handle  a  —  x  —  t « - 1 1 1  of  national 

agerw  \  recognition?,  these  were  the 

answers:  19  said  "N  VRTB";  LO  -aid 
"BAB";  one  said  "N  \ Kill  01  BAB  or 

National  Hep  organization";  one  said 
"sponsor  or  Broadcasting;  two  said 

"NARTB  or  HAH":  one  said  "SRA"; 
two  said  "set  up  a  special  group  for 

recognition  purposes  only." 
Broadcasting,  incidentally,  carried 

an  article  b)  Harold  A.  Soderlund. 
commercial  manager  of  KFAB,  Omaha, 

in  June  1945  calling  for  recognition 

of  agencies  through  the  NAB. 

Of  an  agency  which  had  gone  out 
of  business,  leaving  stations  with  bags 
of  mail  orders  for  Christmas  to\s.  un- 

paid bills  for  the  time  and  angered 

listeners.  Broadcasting  said  this:  "The 

chances  of  stations"  being  euchered  in- 
to fraudulent  advertising  would,  of 

course,  be  considerably,  reduced  if  an 

active  agency  recognition  system  ex- 
isted in  radio-TV.  On  occasions  when 

the  question  of  establishing  such  an 

organization  has  arisen,  broadcasters 
have  seemed  disinterested. 

".  .  .  In  the  absence  of  a  central 
bureau,  broadcasters  must  be  their 

own  policemen  .  .  ."  (5  February  1951 
issue  i  . 
While  broadcasters  are  the  ones 

most  immediate!)  concerned  with  agen- 
c)  recognition,  agencies  replying  to 

SPONSORS  questionnaire  were  also  pro- 
recognition.  Of  18  agencies  replying 
16  said  there  should  be  a  national  rec- 

ognition effort;  one  said  "no'  :  one 
passed. 

The  agenevman  who  dissented  is  Ira 

P.  \\  einstein,  president  of  The  Schram 

\il\crtising  Co.,  Chicago.  He  said: 

"\ii  almighty  group  passing  on  who 
maj  and  who  ma)  not  place  air  time 

i-  discriminating  and  politicking." 
Ira  \\  einstein  s  comment  is  a  re- 

minder that  those  who  would  analyze 

another  man's  business  must  tread 
lightly. 

\  recognition  system  does  not  call 

foi  agreement  b)  various  media  to  re- 
in-.- business  from  non-recommended 

.i  -'-n  ies.  I  hat  might  be  .i  case  of  act- 
ing in  restraint  "I  trade.    Instead  the 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minul'-s  hunting,  fishing  and  outdoors  with 
Dave  Newell  Hi^h  rl.iss  panri  type  entertain 
mrnt.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbej  Street  Phone:  EXpreii  1-1355 

Pittiburgh  19,  Pa. 

understanding  is  that  the  central  body 

is  making  a  recommendation  to  the 

medium  that  it  recognize  a  certain 

list  of  agencies.  It  is  then  up  to  the 
medium  to  decide.  (Man)  continue  to 

do  business  with  non-recommended 

agencies.  I Recommendation  cannot  be  done  on 

an  arbitrary  basis  but  must  have  gen- 
eral criteria  which  are  made  known 

publicly.  The  law  is  not  rigid,  how- 
ever, on  the  question  of  w-hat  is  dis- 

criminatory. An  attorney  with  many 

years  of  experience  in  the  advertising 
field  told  sponsor  that  criteria  used  to 

evaluate  agencies  might  vary  with  cir- 
cumstances. A  man  of  known  good 

character  in  the  agency  business  might 
be  allowed  to  retain  recognition  despite 
financial  difficulties  where,  in  general, 

sound  financial  status  is  a  requirement 

for  recognition. 
Considerable  confusion  has  grown 

out  of  use  of  the  two  words  "recom- 

mendation and  "recognition."  Some 

of  the  re  pondents  to  sponsor's  survey 
said  they  were  for  "recognition"  of 
agencies  but  against  "recommenda- 

tion." 

Presumably  these  respondents  meant 

that  they  did  not  feel  media  should 

recommend  a  specific  agency  to  a  cli- 

ent. But  the  word  "recommendation" 
as  it  is  used  by  ABP,  PPA  and  other 

media  groups  is  not  recommendation 
in  that  sense. 

Several  industry  veterans  contacted 

b\  sponsor  expressed  the  opinion  that 
there  were  station  groups  in  some  cities 

which  provided  for  recognition  locally. 
sponsor  was  unable  to  make  a  survey 
to  determine  how  many  there  are  in 
time  for  this  report.  But  two  such 

groups  were  contacted.  One  is  the  As- 
sociation of  Twin  City  Newspapers 

and  Radio  Stations,  operating  in  the 
Minneapolis-St.  Paul  market;  the  sec- 

ond is  a  group  of  all  the  stations  and 

dailj    newspapers  in  Louisville. 
Members  of  the  Twin  City  group 

are:  Minneapolis  Star-Tribune,  St. 
Paul  Dispatch.  Pioneer  Press  and  The 

Farmer-,  Stations  WCCO,  WCCO-TN 
KSTP,  KSTP-TV,  WRY  KEYD 

WDGY,  \WIIY  WI.OL  Wl'BC. 
The  organization  has  been  in  exist- 

ence about  18  years.  Ii  was  formed 

"i"  protect  the  legitimate  agency"  and 
"("  pa)  commissions  onl)  to  those 

equipped  to  give  agenc)  service.'"  The fa<  t  thai  newspapers  and  broadcasters 
work  together  on  the  problem  in  the 
market  does  not  -tcm  from  dual  own- 

ership.   Onl)   two  of  the  station  mem- 

bers share  ownership  with  newspapers. 

Here's  how  the  organization's  secre- 
tary. K.  M.  Hance.  described  the  op-i 

cration  to  SPONSOR: 

"Our  association  works  only  in  an 

advisory  capacity  and  its  decisions  are 

in  no  way  mandatory  upon  its  mem- 
bers. The  applicant  agency  must  sup- 

ply sufficient  data  to  show  financial  re- 
sponsibility and  adequate  experience 

in  the  advertising  field.  If  representa- 
tives of  each  member  sitting  as  a  com- 

mittee consider  the  applicant's  quali- 
fications adequate,  recognition  is  rec- 

ommended. Annually,  the  financial 
condition  of  each  recognized  agency 

is  checked  by  the  secretary  to  forewarn 
the  members  if  an  agency  seems  to  be 

slipping.  Other  than  this  annual  check- 
up, the  association  does  not  act  as  a 

credit  clearing  organization;  this  phase 

of  the  work  is  left  up  to  the  credit  de- 
partment of  each  member.  We  do  not 

delve  into  the  advertising  policies,  copy 

or  layouts,  or  any  other  phases  of  the 

preparation  of  advertising.  .  .   . 
"...  I  think  it  well  to  stress  that  a 

recognition  organization  would  be  use- 
less unless  radio,  TV  and  the  news- 

papers in  a  given  market  all  cooper- 

ate.  .   .  ." 

Membership  of  the  Louisville  group 

includes  WKYW.  WHAS,  WAVE. 
WKLO,  WINN.  WGRC.  WLOU, 

WHAS-TV,  WAVE-TV.  WKLO-TY. 
The  Courier  Journal  and  the  Louisv  ille 
Times. 

Here's  how  F.  Eugene  Sandford, 

president-treasurer  of  V\  KV  V\  de- 
scribed the  founding  of  the  group  to 

SPONSOR: 

"In  February  1952,  the  Louisville 

Credit  Men's  Association,  affiliated 
with  the  National  Association  of  Cred- 

it Men,  invited  an  executive  of  each 
radio  and  TV  station  and  the  press  in 
Louisville  to  a  luncheon,  to  consider 

the  formation  of  an  advertising  media 

credit  group  for  Louisville,  whereby  a 

monthly  round  table  discussion  of  ac- 
tual credit  experience  with  advertisers 

and  agencies  would  be  held  at  a  lunch- 

eon meeting.  I've  been  chairman  of 
this  group  since  its  organization,  and 

realizing  the  value  of  a  uniform  pro- 
cedure and  policy  for  recognition  of 

legitimate  advertising  agencies  by  ra- 
dio and  TV  stations,  presented  the  idea 

to  the  media  group.  It  was  well  ac- 
cepted, but  has  taken  a  considerable 

length  of  time  to  get  it  into  actual  op- 

eration." 

1  he    Functions    of    the    organization 
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ire  to  detei  mine  w  hat  agencies  in  t li<- 
local  advertising  field  are  legitimate 

ami  entitled  to  the  1 5'  -  i  ommission ; 

jo  pass  on  the  i  redil  standing  ol  agen- 
,  ies ;  to  prevent  indiscriminate  i< 
nition  ol  agem  ies  and  gel  unifoi  m  pro 

cedure  on  recognition  among  the  vaii- 
ous  media. 

sponsor  asked  GeneSandford  wheth- 

ci  he  thought  t fur i-  was  a  need  for  a 
naiion.il  9) Btera  ol  agenc)  rex  ognition. 
His  answer : 

Yea.   There  is  a  genuine  need  lor  a 

national   system   in    view    ol    the  treinen- 
dous  growth  ol  so-called  advertising 
agencies  (some  ol  which  arc  better 
known  as  house  agencies  that  have  onl) 
one  reason  for  existence  \i/.  to  chis- 

el a  commission  from  the  advertising 

media,  which  in  realit)  is  a  camou- 
flaged refund  to  the  advertiser  i .  Radio 

and  I  \  should  welcome  such  a  nation- 

al system  to  provide  quickl)  actual 
facts  for  determining  the  true  status 

ol  an  advertising  agency . 

\\  ho  should  organize  the  national 
system  J     Said  Sandford: 

"  That  i-  the  $6  I  question.  I  might 
suggest  I  1  I  National  Association  of 
Credit  Men.  who  have  hundreds  of 

affiliated  credit  men's  association- 
throughout    the    U.S.;     I  -  I      \n\     other 

reputable  credit  gathering  organiza- 
tion operating  on  a  national  basis; 

(3)  a  separate  organization  supported 

b)   the  media  group;   (4)   <>r  perhaps  a 
new  department  might  be  formed  of 
the  National  Association  of  Radio  and 

Television  Broadcasters. 

Because  he  has  so  recently  gone 
through  the  experience  of  helping  to 

organize  a  recognition  svstem,  SPONsok 

asked  Gene  Sandford  for  his  descrip- 

tion of  the  difficulties  such  an  organ- 
ization faces.  He  felt,  incidentally,  the 

difficulties  on  the  local  level  would 

carry  over  to  a  national  operation. 

This  is  Sandford's  list: 

"Getting  a  media  group  of  a  city  or 
an  area  to  realize  the  henefits  of  such 

an  organization  and  to  agree  to  work 

together  as  a  unit. 

"Making  sure  that  the  media  group 
does  not  become  a  pressure  uroup  and 
that  the  evaluation  of  agencies,  old  or 
new.  is  on  a  sound  hu-iness-like  and 
reasonable  basis. 

"Making  certain  that  the  media  group 
is  properlv  organized  and  functions  in 
a  manner  that  will  not  create  legal 
questions;   viz.   restraint  of  trade,  etc. 

"Insuring  newly  formed  advertising 
agencies,     large     or    small,     of    being 

judged  on  thei  i   mei  its. 

"Making  Bure  thai  the  basii  la.  tot 
foi  the  media  group  approval  ol  an 

advertising  ■  <>•  )  -hall  he  it-  credit 
-tain-,  aftei  all  fai  tors  have  been  <  are- 

full)  weighed,  bik  h  as:  Mi  ii-  tun* 
t ions    a-   an    independent    i  onti a<  tor; 

i  2  i  it-  pi  ni'  ipals  being  ol      I  > epu- 
tation  with  reasonable  advertising  ex- 

pel I'm  e  and  ability;  I  3  I  assuran  e 
that  the  agen  \  does  not  rebate  an) 

portion  ol  commission  to  advertisers, 

directl)  or  indirectl)  ;  and  I  1 1  thai 
tin  agenc)  has  an  acceptable  financial 

status."  *  *  * 

SPONSOR  ASKS 
i  Continued  from  page  59  I 

man-hip.  But  on  television,  one  ol  the 
best  ways  to  lav  an  egg  is  to  begin 

with  the  Big  Idea:  "Let's  make  it  good 
and    -ex-v. 

\l  \t!(.\Ki:r  \Y.   Ih  <:hen 

Group  Head,  Copy  Dept. 

I .  II  alter  Thompson  Co. Chicago 

I  feel  there  are 

numerous  modi- 
fications neces- 

sary before  the 
above  quest  ion 
can  be  answered, 

hut  it  boils  down 

to  two  important 

points  -good last  e  and  the 

product  involved. As  the  saving 

goes,  what  is  good  for  one  man  is  not 

necessarily  good  for  the  other.  The 

same  applies  to  products  what's 
good  advertising  for  one  product  is 

not  necessarily  so  for  the  other.  It 

would  appear  improper  or  at  least  not 

i nt t  lligent  to  use  sex  appeal  for  cer- 
tain  products. 

There  have  been  certain  clever,  ani- 

mated cartoon-  employing  sex  appeal 
which  have  been  highly  effective,  vet 
non-offensive  in  TV   commercials. 

If  T\   and  radio  can  keep  awav   from 
an    indiscriminate  use  of  sex  in  their 

advertising  and  can   maintain  a  sense 

of  "good  taste,     sex  appeal  can  be  a 
great    asset.      I  he    minute    it    is    over- 

played, the  result  will  be  dulled. 

Jean  Lierkr 
//  rsley     I •><(><:.     \<!i. 

Veic  )  ork 

Miss  Lieber 

|  Within  l5Mib 
$  ©fthfetotfer 

westbe  greatest concentration  of 

wywg  power  served bY^Y  Single  station 
anywhere/ 
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CLEVELAND'S CHIEF    STATION 

5,000   WATTS  — 850   K.C. 

BASIC  ABC   NETWORK 

REPRESENTED 

BY 

H  •  R   REPRESENTATIVES 

f 

CLEVELAND'S  C/ue{  STATION 

•        \  Reasons   Why 
^i  The  foremost  national  and   local  ad- 
^q  vertisers     use     WEVD     year     after 
101  year  to  reach  the  vast 

2  Jewish   Market 
1^0     (if   Metropolitan    N«-\\    York 

I.    Top    adult    programming 

^—  2.    Strong  audience   Impact 
fg^tt  3.     Inherent  listener  loyalty 
■^01  4.     Potential    buying    power 

Send  tor  a  copy  ot 

"WHO'S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WIMi      I  1  T- 1  I  •»     \»  ..i     46th     Si. 
Nr»    York    19 

Managing    Director 

Thomas    It.    Murray   has   been    elected   a 
lire    president    oj    the    Coca-Cola    Bottling    Co. 
o)    \ew    York,   Inc.,   in    charge  oj  radio  and   Tl  . 
The  company  is  the  largest  Coke  bottling  unit 
and  the  biggest  operation   oj  its  kind  in   the 

world.    It   spends    "a    bulk"    of   its    advertising 
appropriation   on    radio-TV.     Murray   will   act   as 
liaison    between   the   bottler  and  the    William 

Est}    Co.,    its   agency,   as   well  as   the    Coca-Cola 

Co.    oj    Atlanta's    agency,    IPArcy    Advertising, \  eu     )  nrl:    and   St.    Louis. 

Ted  Bergmann.  on   1  January  1954 

bet  omes    director   oj   broadcasting   jor   the   Allen 
B.  Du   Mont  Laboratories.  Inc.    He  is  to  succeed 

Chris  J.   (fitting   (see  "Newsmakers  in  adver- 

tising,'' 2  November  1953 1 .    With  Du  Mont  since 
1917.  Bergmann   has  been  general  manager  oj  the 

n '-tui irk  jor  the  past  six  months.    I  nder  his 
management  Du  Mont  sales  have  shown  an  annual 

10$    increase  since  1951.    Bergmann  was  chairman 

oj  the  NARTB  committee  which  standardized  Tl' contracts,  a  system   now  nationally  used. 

Richard  de   Rochemont,   a   vice  firesi- 
dent    oj   J.    Walter    Thompson    (o.     Umd    former 

.March   of   Time  producer  I.   believes   there's 
a   cultural  lag   between    TV's   technological 
cm  cl/emc    and    its    programing.     He    says 

movies   found   themselves   in    trouble   not 
entirely     because    oj    Tl     competition    but 

because   people   over   30   discovered   the   movies 
had    nothing   to    offer   them.     Agencies,    he 

■  s,   must    work   to   make  sure  the  same 

thing    doesn't    happen    to    television. 

Oliver  Treyz.   on    1   November  became 
director  oj  ABC.    Radio  Network;   he  reports  to 
Charles  T.   Ayers,   vice  president  in  charge  oj 
the  network.     With   ABC  since   1948,    Treyz 

has  -    director   oj   sales   presentations 
and  director  oj   research   and  sales  development. 

In    announcing    Treyz's    promotion,   as    well   as 
that   oj   Slocum    Chapin   to   director  oj  the   Tl 
network.    ABC    President    Robert    Kintner    said 

".   .   .   Our  objective   is  to   improve   further 
our   radio   and   television   programing.    .   .    ." 
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Wherever  You  Go 

In  The  NEW  Pittsburgh  ... 

&K.&// 

in  program  "Firsts Pittsburgh  is  going  places  .  .  .  and  so  is  K.QV!  Latest  Pulse 
figures  prove  that  KQV  has  almost  twice  as  many  top  rating 
shows  as  its  nearest  competitor.   Between  6:30  A.M.  .and 

11   P.M.,  KQV  programs  rank  first  38%  of  the  time.  The 
second  ranking  station  is  first  only  21  %  of  the  time. 

Number  of  Program  Firsts  by  Quarter-Hours* 
6:30  A.M.  to  11  P.M. 

Station  Firsts 

KQV  125 

Station  "B"  70 

Station  "C"  54 

Station  "D"  47 

Station  *'E"  0 

It's  just  another  way  of  saying  that  if  you  want  to  sell  the 

profitable,  "going-places"  Pittsburgh  market,  your  best  bet 
is  the  station  that's  going  places  .  .  .  KQV! 
"Total  Vi   Hours  Measured — 330Monday  thru  Friday 

KDV 
CBS  Radio  I  I  in  Pittsburgh 

National  Representatives:  WEED  &  CO.  New  York  •  Boston  •  Chicago  •  Detroit  •  San  Francisco  •  Los  Angeles 
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SPEAKS^ 

Agency  recognition 

Kveryone  seems  agreed  that  the  air 
media  should  recommend  agencies  to 

stations  for  recognition.  (See  article 

page  29.) 
Yet  alone  among  the  major  media, 

radio  and  TV  have  no  such  machinery. 

Cost  i-  the  l>ig  problem. 

But  if  it  pays  newspapers,  maga- 
zines, business  papers,  farm  papers 

and  outdoor  to  have  such  machinery, 

it  would  certainly  pay  air. 

The  advantage  is  obvious:  Stations 

and  sponsors  would  have  a  yardstick 
K\  which  to  judge  an  agency  not  only 

as  to  credit  rating  but  experience  and 
abilit\    as  well. 

Besides  this  obvious  advantage  there 

i-  an  equallv  important  one:  No  agen- 
cy would  dare  apply  to  a  national  air 

media  organization  for  recommenda- 
tion and  to  local  stations  for  recogni- 
tion if  it  had  no  capable  radio  and  TV 

department.     SPONSOR    ha-    uncovered 

enough  evidence  to  show  that  air  me- 

dia, principally  radio,  are  too  often 

relegated  by  some  sponsors  and  agen- 
cies to  the  mortuary  only  because  the 

agenc)  isn't  equipped  to  handle  a  ma- 
jor air  effort. 

The  problem  of  agency  recommenda- 
tion and  recognition  cannot  be  post- 

poned much  longer,  sponsor  hopes  the 
NARTB  board  a<ts  on  it  favorably 
when  it  meets  this  coming  January. 

♦        «        * 

Why  they  don't  use  air  media 
The  two  most  shocking  things  SPON- 

SOR uncovered  in  its  investigation  of 

wh\  some  national  advertisers  don't 
use  air  media  (see  page  34)  were  these: 

1.  A  few  advertising  executives — 

the  minority,  we  hasten  to  add — feel  it 
is  up  to  the  medium  to  prove  it  can  do 

the  job.  Heretofore  SPONSOR  felt  every- 
one agreed  it  was  up  to  an  advertising 

department  to  discover  for  itself  by 

careful  testing  which  medium  or  com- 

bination sold  its  company's  products 
best. 

2.  Some  firms  had  tested  either  ra- 
dio or  TV  (one  did  so  15  or  20  years 

ago),  decided  the  medium  was  "not 
productive"  and  dropped  out.  How 
were  the  tests  run?  In  one  case  the 

company  used  as  few  as  one  announce- 
ment a  week  on  a  single  TV  station  to 

cover  a  major  market. 

\\  hat's  the  best  way  of  testing? 
There  is  probably  more  than  one 

way.  But  Lewyt  Corp.  (vacuum  clean- 
ers), which  is  listed  as  a  non-air  ad- 

vertiser in  sponsor's  study  because 
only  $75,000  of  its  S3.4  million  budget 
went  into  air  media  this  year,  is  now 

engaged  in  interesting  its  distributors 

in  the  selling  power  of  radio  and  TV. 

In  Detroit  it  ran  4,000  to  5,000  ra- 
dio announcements  in  a  month.  In 

Louisville  4,000  announcements.  In 

Philadelphia  it's  just  started  a  three- 
month  campaign  on  WFIL-TV  using  a 
news  program  that  will  cost  $10,000. 
(All  campaigns  are  co-op.) 

We  predict  that  Lewyt  will  be  a  ma- 
jor air  advertiser  before  long. 

*        •        * 

Starch  counts  'em 

First  figures  on  Starch's  "Immediate 
Recall"  Surveys  of  TV  Commercials 

will  undoubtedly  stir  up  a  hornet's nest. 

Sponsors  will  welcome  the  new  serv- 
ice, as  they  have  profited  by  every 

other  research  development  in  adver- 
tising in  the  past. 

The  low  figures  on  how  many  view- 
ers see  and  remember  the  average  TV 

commercials  will  obviously  shock  some 

people.  They  should — for  they  point 
up  something  the  industry  has  long 

known:  Most  TV  commercials  are  pe- 
destrian at  best  and  soporifics  at  worst. 

So  learn  what  you  can  about  the  new 

Starch  technique.  I  Gallup  &  Robinson 

of  Princeton,  by  the  way,  have  a  some- 

what similar  system  called  "Television 

Impact  Service.") Don't  use  it  to  buy  media. 
Use  it  for  what  it  was  invented  for: 

(1)  to  establish  the  extent  to  which 

v  iewers  of  a  program  watch  each  com- 
mercial, (2)  to  establish  how  well 

you're  getting  your  sales  points  across. 
sponsor's  analytical  "Will  Starch's 

new  TV  noting  figures  upset  buying 

strategy?"  starting  page  40  explains the  whole  thing. 

Applause 
The  RFD's  do  it 

On  27  November,  when  the  Radio 

Farm  Directors  open  their  annual 

meeting  at  the  Hilton  in  Chicago,  the 
industrx  will  be  treated  to  another 

rare  example  <>f  li<>w  a  group  "I  farm 
ialists  sell  themselves  to  national 

advertisers. 

Frustrated  1>\  the  lack  of  hard  sell 

of  farm  radio  1>\  industry  leaders,  the 

l!l  D's  Im\ e  taken  it  mi  themselves  to 

-how  the  way.  In  a  series  "f  practical 
mi  in    -ales   clinu  -    re<  entl)    held    in 

Kan-. i-    (  it)  .    (  hi.  ago   and    New     i  "ik 

these    top-notch     farm    expert-    have 
shown  the  commercial  boys  a  thing  oi 

two.  Their  agenda  for  the  early  No- 
vember clinic  in  New  York,  for  exam- 

ple, included  such  standout  buyers  as 
Chuck  Calkins,  radio  and  TV  director 

of  Conklin  Mann  &  Son  Advertising, 

New  York;  Rod  Erickson,  manager  of 

radio  and  TV  account  planning  at 

Young  &  Rubicam,  New  York,  and 
Bill  Brown,  Gardner  Advertising  Co., 

St.  I  "iii-. 
These  men  expressed  their  enthusi- 

asm !<t  farm  radio — and  the  increas- 

ing importance  the  subject  is  getting  at 

their  agen<  ies.  They  talked  about  the 

fa-t  growth  of  farm  TV.  Tlie\  encour- 

aged the  mam   agenc)   men  in  the  au- 

dience, some  from  distant  cities,  to 
investigate  this  market  fully. 

At  the  New  York  meeting,  for  ex- 

ample, Bill  Brown  quoted  Maury  Ma- 
lin,  advertising  manager  of  Ralston 

Purina's  chow  division,  as  saying: 
"There  has  never  been  an  offer  in  our 

experience  involving  both  radio  and 

printed  media  where  radio  hasn't  deliv- ered at  half  the  cost  of  print. 

In  our  opinion  farm  radio  is  due  for 

a  big  upsurge  in  buyer  interest — both 
for  farm  industry  and  consumer  ac- 

counts. When  this  materializes,  you 

.an  pat  your  RFD  on  the  back.  He 
had  a  hand  in  it. 
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MAIL'BAGS  are 
MONEY "BAGS  in  the 
Heart  of  America! 

Hi 

?>* 

% 

T^ 
It's  an  accepted  fact  in  radio  and  television  that 

audience  mail  response  is  literally  "money  in  the 

bank."    It  indicates  not  only  interest  but  also  conviction 
and  confidence.    KMBC-TV,  although  still  very  much 
a  child,   is  an  extremely  husky  child  and  already  has 

inspired  that  confidence  among  the  more-than-300 
thousand  television  set  owners  living  in  the  Kansas 

City  market  area.    In  a  short  term  promotion  with 

TV  Preview  Magazine,  KMBC-TV  received  almost 
12,000  mail   responses.    And,  at  the  time 

the  offer  was  made,  KMBC-TV  had  been  on 
the  air  less  than  a  month! 

Radio-wise,  The  KMBC-KFRM  Team  has  always  enjoyed  a 

tremendous  mail  return.    "Rhymaline  Time,"  popular  daily 
early-morning  program  has  had  12,397  pieces  of  mail,  January 

through  August  of  this  year.    Bea  Johnson's  "Happy  Home" 
received  5,683  letters  during  the  first  six  months  of  1953, 

and  Sam  Molen  drew  413  requests  from  4  announcements 

on  his  "Morning  Sports  Page."    The  letters  have 
come  from  227  counties  in  23  states. 

Yes,  indeed,  in  the  great  Kansas  City  Primary  Trade 

Area,  mail  bags  are  money  bags— at  least  where 
KMBC-KFRM  and  KMBC-TV  advertisers  are  concerned, 
because  where  there  is  one  individual  in  the  Heart 

of  America  who  will  write  a  letter,  there  are  hundreds 

who  respond  to  the  sales  messages  by  simply 

opening  their  well-filled  purses  and  buying  the 
products  they  hear  advertised  or  see  demonstrated 

on  the  radio  or  television  station  that  they  tune  to 

most  frequently.    KMBC-KFRM  and  KMBC-TV,  Kansas 
City,  are  represented  nationally  by  Free  &  Peters. 

KMBCTV 
BASIC  AFFILIATE  CBS  TELEVISION  NETWORK       SHARING  TIME  WITH  WHB  TV 

KANSAS     CITY,     MO 

CBS  RADIO  FOR  THE  HEART  OF  AMERICA 





, 
M  I 

NAT 

i 

IOCAS 

5" rme  Radio  and  I  advertisers  use 

Got  a  drug  on  the 
market? 

RECEIVED 
53 

If  your  produces  dra^gin^.  look 
at  the  case  history  of  the  drug 
manufacturer  who  had  absolutely 
no  distribution  in  Northern 

California.  Confined  by  a  small 
budget  and  no  sales  force  at  all,  he 

asked  kcbs  to  prescribe . . .  and 

took  participations  on  "Waitin'  for 
Weaver"  three  times  weekly. 
Within  a  scant  3  months,  his  sales 

report  revealed  that  his  product 
had  distribution  all  the  way  from 

the  San  Francisco  Bay  Area  to 

Oregon,  and  was  selling  by  the  gross 
in  95%  of  the  drug  stores  in  this 
entire  area !  Thanks  solely  to  KCBS. 

Of  kcbs  this  advertiser  says:  "A 
most  remarkable  accomplishment... 

terrifically  effective!"* 
Whether  yours,  like  his.  is  a  special 

problem  or  an  over-all  rundown  sales 

condition,  we'll  supply  the  remedy. 
Call  us  or  CBS  Radio  Spot  Sales. 

San  Francisco  •  50.000  ■  l\Vs  D  9 

Represented  by  CBS  Radio  Spot  Sales 

30  NOVEMBER  1953 
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CAMPBELL'S  do 
ES    A    COM  P  LETE    JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS 

\ICHMONB0f      _ 
VAVENS  &  MAR  TIN  INC.  ~ 

FIRST     STATIONS     OF     VIRGINIA 

WMBG 
WCOD 

WTVR 

A  row  of  Campbell  labels  is  a  flag  of  quality  and 

the  signature  of  a  complete  job.  In  the  testing 

kitchen  and  on  the  line,  trained  eyes  and  skilled 

hands  carefully  select  every  ingredient.    Recipes 

are  sampled  and  new  servings  are  created.  Housewives 

know  how  important  it  is  to  suit  individual  tastes, 

that's  why  Campbell's  is  their  first  choice. 

How  about  ingredients  that  go  into  fine  entertainment 

and  public  service?    Havens  &  Martin,  Inc.,  Stations 

follow  the  example  set  by  their  advertisers.  All 

the  elements  of  top  programming  are  given  individual 

attention.  The  results  are  large  and  loyal  audiences 

for  WMBC,  WCOD  and  WTVR.    join  the  other  advertisers 

who  are  using  the  First  Stations  of  Virginia. 

WMBG  am  WCOD   m  WTYI 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 



Who  will  succeed   Among  numerous  names  being  submitted  to  HAH's  nominating  committee  as 
Bill  Ryan  at  BAB?   successors  to  President  Bill  Ryan  are  Niles  Trammell,  Maurice  Mitchell, 

Frank  White,  Ed  Kobak,  Kevin  Sweeney.   Ex-NBC  President  White  told 

SPONSOR,  in  effect,  "No,  thanks."   Ryan  leaves  1  February. 
-SR- 

TVAB  becoming   Where  do  you  go  for  tv  data?   Networks  don't  know  what  spot  is  doing. 

more  necessary   Spot  doesn't  follow  network  advertisers.   Nobody  keeps  track  of  those 

who  don't  use  tv  or  why.   There's  no  accurate,  up-to-date  count  of 
sets  by  county — or  circulation  figures  by  station.   Reason?   There's 
no  Television  Advertising  Bureau.   For  SPONSOR  analysis  of  problem  and 

what  other  media  are  doing,  see  "Should  there  be  a  TVAB?"  page  29. 
-SR- 

Radio,  tv  set   Radio  and  tv  set  sales  continuing  to  move  substantially  ahead  of  last 
sales  over  1952   year.   RETMA  reports  4.5  million  radios  (excluding  car),  4.3  million 

tv  sets  sold  at  retail  first  9  months  this  year  compared  with  4.3  mil- 
lion radios,  3.4  million  tv  sets  same  1952  period. 

-SR- 

3  case  histories   SPONSOR'S  3  case  histories  this  issue  give  you  5  distinct  approaches 
offer  air  tips   to  better  use  of  air  media.   See  "How  General  Foods  gets  the  most  out 

of  tv  for  Minute  Rice,"  page  40,  "Why  all  11  banks  in  Kingston  use 

radio,"  page  32,  "How  Lewyt  gets  dealers  to  use  more  radio  and  tv,"  36. 
-SR- 

Wheatena  spending   Well  over  §500,000  or  biggest  part  of  Wheatena's  1953-54  season  ad 
$500,000  on  radio   budget  going  into  spot,  regional  radio.   Rahway,  N.J.  firm  using  morn- 

ing newscasts  over  110  stations,  70  on  2  regional  nets — Don  Lee,  Yan- 

kee.  Firm  highly  pleased  with  results  of  last  season's  radio  campaign 
running  from  September  through  March. 

-SR- 

It's  "radio"  and   JWT's  Stanley  Resor,  Joseph  Katz  Co.'s  Joe  Katz,  ABC's  Ernest  Jahncke 
"tv" from  now  on   are  some  of  big  names  voting  in  SPONSOR'S  "capitalization"  poll.   For 

results,  see  "The  case  for  lower  case — TV  becomes  tv  in  SPONSOR,"  34. 

-SR- 
400,000  tv  sets   Henri  F.  Chevrier,  CBC's  statistician,  in  New  York  on  business  trip, 
now  in  Canada   reports  400,000  tv  sets  now  in  Canada  with  4  stations  on  air,  3  CBC 

(CBFT,  Montreal,  CBLT,  Toronto,  CBOT,  Ottawa)  and  one  private  (CKSO- 
TV,  Sudbury).   Four  more  scheduled  for  next  few  months:  Hamilton,  Win- 

nipeg, Vancouver,  Windsor.   CBC  will  have  host  of  new  air  data,  1  Jan. 

-SR- 

Don't  misuse   NBC's  Hugh  Beville,  Starch's  Jack  Boyle  both  agree  new  Starch  tv  re- 
Starch  tv  data   call  technique  for  commercials  can't  possibly  be  compared  with  maga- 

zine  "noting"  figures.   One  reason:  Respondent  sees  magazine  ad  but 
isn't  shown  tv  commercial.   As  result  of  controversy  stirred  up  by  16 
November  article,  SPONSOR  asked  Beville,  Boyle  to  discuss  Starch  tech- 

nique further.   See  "Beware  of  these  misuses  of  Starch  tv  data"  p.  42. 

I   I 
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lation  Offlres    10  E     l>th  St      New   Tot*.  17      $s  a  year  in  I"    s      $:•  elsewhere.     Entered  as    second  class  matter  29  January  1919  at  Baltimore.  MJ.   postofflce  under  Act  3  Marrt 



Ill  I'Oll  I    TO  SPONSORS   fur    50   November    1953 

Tv  Code  helps 
raise  standards 

4  suits  affect 

use  of  radio,  tv 

Weber  offers  some 

advice  to  media 

Cordon  Cray  new 
WOR  manager 

Mazur  gives  Tv 
some  advice 

Sponsors  will  be  interested  to  know  most  tv  station  members  now  screen 

films  and  copy  to  check  possible  violations  of  NARTB's  Tv  Code.   Tv 
Code  Review  Board's  "First  Report  to  People  of  U.S."  gives  valuable 
insight  into  how  much  is  being  done  on  voluntary  level.   P.S.:  Your 

pitch  man  shouldn't  talk  more  than  125  wpm  under  code . 
-SR- 

Note  these  4  recent  court  cases  of  importance  to  sponsors:  (1)  Su- 

preme Court's  agreement  to  review  3  cases  brought  against  nets  by  FCC 

in  effort  to  ban  giveaway  shows  on  radio,  tv ;  (2)  Supreme  Court's 
ruling  that  baseball  is  not  business,  therefore  not  subject  to  anti- 

trust legislation;  (3)  District  Federal  Court  ruling  National  Football 

League  can't  curb  telecasts  of  outside  games  when  team's  away  and 
can't  curb  radio  broadcasts  under  any  circumstances;  (4)  suit  of  33 
members  of  Songwriters  of  America  for  $150  million  damages  against  16 

radio,  tv  concerns,  record  companies,  music  publishers  charging  con- 
spiracy to  monopolize  market  for  music.   Dissolution  was  asked  of 

Broadcast  Music,  Inc.,  NARTB.   Neither  group  is  worried.   Reason: 
ASCAP  has  made  similar  charges  in  past  without  success. 

-SR- 

Every-medium-has-its-troubles  dept.:  Swift's  Ad  Manager  Ray  Weber  told 

Georgia  Daily  Newspaper  Assn.  recently:  "Please  tell  your  reps  to  sell 
newspapers,  and  don't  try  to  undersell  other  media.   Tv  is  here  to 
stay,  but  some  reps  still  tell  us  how  bad  it  is."   Weber's  advice  to 
newspaper  publishers  can  be  applied  just  as  well  by  broadcasters,  es- 

pecially radio:  "Count  your  blessings.   Sell  what  you  have." 

-SR- 
Gordon  Gray,  new  general  manager  of  WOR,  WOR-TV,  New  York,  is  veteran 

broadcaster.   He's  been  v. p.  charge  Eastern  office  WJR,  Detroit  and 
WGAR,  Cleveland,  for  past  2  and  one-half  years,  was  previously  v. p. 
and  member  of  board  of  WIP,  Philadelphia.   By  time  he  takes  over, 

WOR-TV  should  be  broadcasting  from  Empire  State  Building.   "We'll  be 
on  the  tower  before  Christmas,"  station  official  told  SPONSOR. 

-SR- 

Much  quoted  (and  debated)  "The  Standards  We  Raise"  by  Wall  St.  banker 
Paul  Mazur  argues  energetically  that  mass  consumption,  not  mass  pro- 

duction, is  now  key  to  stable  American  economy.  Advertising  is  vital 

to  keep  up  these  standards,  he  says.  Of  tv:  "The  new  medium  of  tele- 
vision must  learn  to  use  much  better  its  probably  unprecedented  power 

to  sell  more  and  new  goods,  more  and  new  services,  more  and  new  ideas." 

Yeie  national  spot  ratlio  antl  tv  business 

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,   start,   duration 

Block       Drug.       Jersey       Polidcnt 
City.     N| 

Cristy    Chemical    Corp. 
Worcester.    Mass 

Cristy    Chemical    Corp. 
Worcester.    Mass 

Ceneral    Electric.    Ash- 
land.    Mass 

Lcderle    Labs.    NY 

Cristy  Dry  Cas  (gaso- 
line  line  anti-frcezc' 

Cristy  Dry  Cas  i  gaso- 
line  line   .1  n 1 1   freeze 

Tclecrown    Div 

M    6    R    Dietetics     Co 
lumbus      Ohio 

|ohn      Morrcll     6      Cc 
Ottumw.v    Iowa 

|ohn      Morrcll      0      Cc 
Ottumwa.    Iowa 

Entire     animal     biologi- 
cals.    feed    line 

Proam     i  dehydrated 
cream    prods) 

Pride    meats 

Pride    meats 

Cecil  &   Presbrey,   NY 

Humbert  &   Jones.   NY 

Humbert  &  (ones.   NY 

N     W     Aycr.    NY 

Conklin  Mann  and  Son. 
NY 

Benton  &   Bowles     NY 

N     W.    Aycr,    NY 

N     W     Ayer.    NY 

Top      60      tv      mkts      throughout     Tv:     60-sec    films;    1    (an;    13    wks 
country 

30  radio   mkts   in    East.    Midwest      Radio:     60-sec   anncts;   mid-Dec;   8  wks 

6    tv   mkts   in    East.    Midwest  Tv:     10-sec   films;    25    Dec;  6  wks 

6    tv    mkts    in    Cal,    Colo.    Wash       Tv:     60-sec   partic;   mid-Nov;   5  wks 

31  mkts  in    Midwest,    Southwest       Radio:    5-min    Farm    Dir    progs    5    ti    wk; 
10-min    farm    orogs    3    ti    wk;    15-min 
progs    2    ti    wk;    4    (an:    52    wks 

Major    11    radio    mkts  Radio:     60-sec   anncts;    4    Jan;   39   wks 

12    Midwest    radio    mkts 

6   Midwest   tv  stns 

Radio:     60-sec   anncts;   mid-Jan;   39   wks 

Tv:    annct  campaign:   mid-Jan;   39  wks 
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ONLY  k    I  TV  STATION 

I  MAUCH   CHUNK 

q  IEHICHION 

Blankets  the  ENTIRE 
GREATER  LEHIGH  VALLEY  AREA 

PENNSYLVANIA'S     <  RD  MARKET 

mr  pa: 

iis^uu  .bur: 

A '  \ 

ALLENTOWN?-^--*^  * 

"This  map  show?  Grade  A,  of  reliable  coverage  ara««  as  published  by  strongest  stations 

in  New  York,  Philadelphia,  and  AII«nto*.i-B?»hleh*m-£.ision  are*  (44th  market  in  U.S.)" 

ALLENTOWN-BETHLEHEM-EASTON   METROPOLITAN   DISTRICT 

MEW  YORK  •         CHICAGO  •         SAN  FRANCISCO HOLLYWOOD      •       ATLANTA        •        PHILADELPHIA 
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advertisers  use Volume  7  Nurr.c 
30  November  J5. 

ARTICLES DEPARTMENTS 

Should  there  he  a  TV  Advertising  Bureau? 

Every  other  advertising  medium  has  a  promotion  arm.  Article  gives  details 

on    how    bureaus   function,    discusses    need    for   such    a    body    in    tv 

ll/ii/  (iff   I  f   hunks  in  Kingston  use  radio 

Low  cost-per- 1,000,  wide  coverage  sold  all  of  Kingston,  N.  Y.'s  II  banks  on 
radio.    They   are   finding   hard-sell   approach   effective 

TV  becomes  tv  in  SPONSOR 

Effective  this  issue,  SPONSOR  is  abolishing  typographical  "discrimination" 

against  radio,  will  print  both  "radio"  and  "tv"  in  lower  case.  Poll  of  2,000  adver- 
tisers  and    broadcasters   helped    resolve    question 

ffou*  Irici/i  is  selling  its  distrihutors  on  radio 
Vacuum  cleaner  manufacturer  is  pushing  saturation  co-op  radio  to  its  distribu- 

tors  by   cutting   disks   and    publicizing    air   successes 

M  hoi  video  tain'  recorders  will  mi'an  to  sponsors 
Will    video   tape    recorders    revolutionize   the    tv    industry?     SPONSOR    discusses 

probable   effects   of  new   development   on    advertisers 

If oic  tv  dot's  the  most  ior  Minute  K'u-r 
Postwar  General  Foods  rice  brand  stretches  impact  of  two  split-sponsorship 
network  tv  shows  by  launching  recipes  on  video,  following  through  in  print  and 

in    super    market    displays 

Bi'tvitre  of  these  misuses  of  Stareh  tv  figures 
Researcher  Hugh  Beville  of  NBC  points  out  pitfalls  advertisers  should  avoid  when 

using      the      recall     technique;      Daniel      Starch's     Jack      Boyle      gives     rebuttal 

Free  A  Peti'rs  clinics  muff  spot  prohlems 

Rep  firm's  experts  and  its  radio  and  tv  stations  hold  confab  in  Chicago  to 
sharpen   up  their  advertising   and   operating  techniques 

COM  I  NC 

What's  wrong  with  the  rating  sg stems? 
Part   14  of  SPONSOR'S  All-Media  Evaluation   Study   points  up  the  good   and   bad aspects   of   air   and    print   measurement   services 

Hon-  abstract  art  sells  eofiee 
New  technique   devised    by   Earle   Ludgin   &   Co.   of   Chicago   for   coffee   commer- 

cial   has    created    sensational    effect    in    Midwest  f  f     ifi'V. 
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rhings  have  changed 

in  ARKANSAS,  too! 

\ 
7 

HETHER  you  sell  shampoo  or  shoes,  sportswear 

iark  plugs     there's  a  Ear  bigger  potential  for 
in  Arkansas  today,  than  you  probably  realize. 

U  Sales  art  running  251.7%  ahead  of  ten  years 

's  lif, mi  a  h'ys  change  in  Arkansas  radio,  too. 

'a  50,000-wat1  KTIIS  in  Little  Rock,  CBS,  and  the 

ate's  only  Class  1-B  Clear  Channel  station.  KTIls 

rers  primary  daytime  coverage  of  1,002,758  persons 

Imon    than   100,000  of  whom  <ln  not  receivi    primary 

Vytinu  servici  from  any  other  station  I   [nterfer- 

ree  daytime  coverage  adds  another  2,369,675 

Ijoplf  and  includes  practically  all  of  Arkansas. 

It  your  Branham  man  give  you  tin'  whole  KTIls  story, 

Management   fijrures 

0,000  Watts •    • CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 



«1 1& 
LET 

KLX 
NEWSCASTS 

DO  A  SELLING  )0B 
FOR  YOU! 

News    Every    Hour 
on    the    Hour 

18  Hours  a   Day 

COMBINED  FACILITIES  OF 

THE  OAKLAND  TRIBUNE 

AND  THE  AP  WIRE  SERVICE 

COMPLETE  COVERAGE 

STOCK  MARKET 

FARM  NEWS 

HOMEMAKING 

SPORTS 

LOCAL-STATE-NATIONAL 

For  Further  Derails  Contact 

^*3% 

No.    1    in   News   •    Sports   •    Music 

THE    TRIBUNE    STATION 

TRIBUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  S ationally  by 

Burns-Smith    Company 

Mian  Sacks,  J.   U  alter  Thompson,  New  York, 
is  about  to  look  over  availabilities  on  a  wide  list 

of    radio   and   tr   stations  for   the    1954   Ford 

campaign    which    will   open    in    January.    "The 
new   line,   too,   is   promoted   out   oj   dealer   funds, 

but  in  an  agency-coordinated  effort."  Al  explains. 
"Right  now  we're  on  the  air  with  used-car  copy.  In 
this  campaign,  the  proportion  of  radio  to  tv  varies 
from  one  district  to  another,  because  each  local 
dealer  is  treated  as  an   individual  client.    For  the 

new  cars,  however,  we  use  a  uniform  formula." 

Charles   V.  Davis,   v.p.  of  Barnes-Chase  Co., 
Los  Angeles,  bought  tv  for  an  unusual  purpose: 
a  sales   meeting  for  Golden   Eagle   Gasoline   district 

managers,  supervisors  and  station   managers.    "All 
em  plot  ees   were   told  to   watch   KTTV   on   23 

September    10:00-10:30   a.m.,"    Chuck    explains. 
"During  this  televised  meeting,  the  men  were  told 
about    a    big   new   radio   promotion    drive   and    were 

given  answers  to  possible  customer  queries."  The 
campaign  itself  ran  through  October  and  November 
over    KBIG.    KFWB.    KMPC    in    Los    Angeles. 

■41   Long,  Dancer-Fitzgerald-Sample,  New   York, 
followed    the   P&G    pattern    when    he    bought 
schedules  in  100  to  150  radio  and  tv  markets  for 

the  firm's  new  detergent  Oxydol.   "First  we  tested  the 
cop3   thane,  length  of  commercial,  media  combina- 

tion and  other  campaign  factors  in  some  tightly 

controlled  test   markets."    Al   explains.   "Then   we 
bought  coast-to-coast  and  market-by-market  as 

Oxydol  appeared  on   grocery  shelves."  By  November 
sales  figures  showed  that  the  campaign  had  been  a 

sint  ess.    Al  is   now  planning  schedules    tor   '51. 

Rvatrive  J.  Scher,    Moselle  and  Eisen,  New 
York,  keeps  close  check  on  Tootsie  Hippodrome 
in   50    ABC    Tl     markets   and   TV   Teen    Club   in   30 

I IH    Tl    markets  tor  The  Sweets  Co.  of  America. 

makers  of  Tootsie  Rolls,  "l/t   concern  is  to  see 
that   our  shows  are  preceded  and   followed   by  the 
kind  of  telecasts  that  will  appeal  to  the  youngsters 

we're   trying  to   reach,"   explains   Beatrice.     This 
time   requirement   means   that    Beatrice   has   to   know 
the  program  schedules  as  well  as  availabilities 
and  audience   composition    lor   over    150   stations. 

SPONSOR 



She  Stocks  Her 
Pantry  With 
Mueller's  First 

Amidst  the  toughest  competition 

Muellers  sales  have  climbed  steadily. 

They  are  still  the  number  one  maca- 

roni and  spaghetti  products  in  the 

Rochester  buying  area.  Mueller's 
ranks  first  in  sales  in  competition  with 

ten  local  and  national  products  with 

wide  distribution. 

Mueller's  have  been  in  the  market 

generations  and  have  used  WHAM 

Radio  for  nearly  a  decade  to  maintain 

their  wide  distribution  throughout 

Western  New  York's  123  shopping- 
trading  areas.  WHAM  Radio  has  con- 

sistently increased  the  housewife's 

preference  and  purchase  of  Mueller's 

products. 
When  you  have  a  product  to  sell 

that  has  mass  appeal,  WHAM  Radio 

is  the  mass  medium  in  the  Upstate 

New  York  market  where  the  esti- 

mated food  bill  for  1952  was  consider- 

ably more  than  $391,500,000. 

LET WHAM SELL  FOR  YOU 

The  STR0MBERG  CARLSON  Station,  Rochester,  N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.    HOLLINGBERY    COMPANY,    National    Representative 

30  NOVEMBER   1953 



Great  strides  are  continually  being  made  in  farm 

progress,  as  evidenced  by  the  new  Corn  Picker 
and  Sheller  shown  at  the  Show. 

r»» 

ABOVE  Actual  demonstrations  showed  interested 

spectators  the  greater  yield  resulting  from  scien- 
tific soil  treatment. 

BflOW.  Winners  of  Land  Judging  Contest,  which 

was  one  of  many  competitive  events  held  at  the 

WLS  Farm  Progress  Show. 

1      • 

i 

How  WLS  Ser\* 

. . . and  Wh 

m 

75,000  Midwestern  farm  people  ...  by  conser 
ative  estimate  of  the  Highway  Police  Patrol 

attended  the  first  Annual  Farm  Progress  Sho- 
sponsored  by  WLS  and  held  near  Armstrong,  111 
nois  on  October  2,  1953. 

They  came  by  auto  .  .  .  10,000  cars.  They  cam 
by  airplane  ...  165  privately  owned  planes.  The 
came  by  train  and  bus.  They  came  to  see;  to  liste 
to  learn.  They  came  because  they  knew  WLS  coul 
be  depended  upon  to  show  them  the  newest  d« 
velopments  in  farm  and  home  equipment  ...  14 
such  exhibitors;  the  latest  in  crop  production  de 

Clear  Channel  Home  of  the  National  Barn  Dane 

890  Kilocycles— 50,000  Watts— ABC  Networ 

Represented  by  John  Blair  and  Compan 

Thousands   of   enthusiastic    listeners   had    a    chance   to   see    as    well 

as  hear  their  favorite  WLS  Stars  at  the  WLS  Farm  Progress  Show. 

.:.-. 1 



-m:\ 

itrm.  Listeners 

fl Holds  Them! 

'elopments  and  the  entertainment  which  they 
?njoy  most  and  listen  to  regularly. 
The  crowd,  vast  as  it  was,  represented  only  a 

mall  percentage  of  the  Midwestern  farm  people 

vho  consistently  depend  on  WLS  for  news,  infor- 
nation,  helpful  service  and  entertainment.  They 

•an  be  reached  more  effectively  and  more  eco- 
lomically  through  WLS  than  through  any  other 
ingle  source.  May  we  show  you  the  figures? 

New  plowing  equipment  which  ottrocted  much 
attention  from  midwestern  formers  at  the  WLS 

Farm  Progress  Show.  ■ 

*. m        *       ■    §  v 

ABOVE  Winners  of  Tractor  Driving  Contest,  who 

demonstrated  their  skill  by  most  effectively  ma- 
neuvering their  machines. 

BELOW.  Martha  Crane,  WLS  Home  Maker,  inter- 

viewing housewives  as  she  broadcast  her  pro- 
gram from  the  WLS  Farm  Progress  Show. 



■'■  ■    : 

WHAT'S  A 
SALESMAN 

WORTH? 

Worth  his  salt!  Same  is 

true  when  you  hire  a  radio 

station  in  a  billion  dollar 

market  -  San  Diego. 

We  figure  it  this  way. 

KSDO  is  the  Number  One 

station  in  San  Diego,  ac- 

cording to  HOOPER  and 

NIELSEN.  We  have  the  most 

listners  .  .  .  so,  naturally 

we  do  the  best  selling  job. 

May  we  show  you  why 

we're  worth  OUR  salt? 

KSDO 
1 130  KC      S000  WATTS 

Representatives 

Fred  Stubbins  —  los  Angeles 

Ooren  McGavren  —  San  Francisco 

John  [  Peorson  Co.  -  New  York 

by  Bob  Foreman 
Dear  Joe: 

It's  good  to  hear  from  you.  Sure.  I'll  he  glad  to  discuss  a 

"program  idea"  with  you.  But  before  we  actually  get  to- 

gether, I'm  going  to  be  completely  frank.  The  reason  I  say 
this  is  that  I've  been  asked  to  give  my  humble  (and  ill- 
founded)  opinion  of  tv  ideas  hundreds  of  times  in  the  past 

five  or  six  years  and  nearly  every  request  was  prefaced,  as 

yours  was,  with  the  remark:  "Before  I  tell  you  my  idea,  what 

can  I  do  to  protect  it?" This  rather  unflattering  regard  for  my  integrity  and  the 

dubious  trust  that  so  many  idea-merchants  place  in  the  busi- 
ness  which  employs  me  makes  my  hemoglobin  curdle. 

In  fact,  that's  one  reason  I  welcome  the  request  coming 
from  an  old  friend  like  yourself.  I  feel  free  to  reply  in  kind, 

to  level  with  you,  and  to  render  my  opinion  in  the  most  un- 
ii niched  terms.  I  seldom  get  an  opportunity  like  this,  my 

friend,  so  I  hope  you'll  forgive  my  taking  full  advantage  of  it. Now — to  the  tilt. 

Joseph,  before  you  discuss  your  brainchild  with  me  (leery 

that  I  will  swipe  it  and  become  rich  by  means  of  my  cunning 

plagiarism),  let  me  first  deliver  a  preamble  about  ideas  in 

general. 
In  the  first  place,  nobody — but  nobody — in  this  business — 

whether  he  works  for  an  agency,  network,  advertiser  or  pro- 

gram packager — wants  to  look  at  any  idea  coming  from  an 

amateur.  Not  yours  or  anyone  else's.  We  look  at  them  only 
because  these  brainstorms  are  usually  coughed  up  by  friends 

(as  in  your  case)  or  the  friend  of  some  client's  president. 
Now  stop  screaming!  I  can  hear  you  shrieking  that  my  at- 

titude i-  what"-  wrong  with  t\  and  win  there's  such  an  ap- 
palling dearth  of  new  material  and  the  reason  for  the  lack 

ol  freshness  and  ingenuity  in  the  medium.  Wipe  the  froth 
oil  your  chin.  boy.    Calm  down  and  I  will  proceed. 

Point  two.  Looking  at  idea-  seldom,  if  ever,  lead-  anyone 

to  the  rainbow's  end.  To  the  contrary,  usually  it  lead-  to 
threats  of  Lawsuit,  actual  lawsuit,  multiple  insults,  annoying 

release  forms  as  well  as  the  cool  insolence  of  the  person  who 

possesses  the  so-called  idea. 
So  much  for  the  venom.    Now  for  the  fact. 

Idea-  per  se  aren'l  worth  a  dime.  Contrary  to  the  articles 
you  ma\  have  read  and  the  speeches  you  have  heard,  ideas 

are  not  the  life  blood  of  tin-  business.  That"-  one  cliche  which 
i  Please  turn  l<>  page  62  I 
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YOU  MIGHT   JUMP    456   FEET 

III    I 

WKZO-TV    AREA    PULSE 

(27    COUNTIES) 

SHARE  OF  AUDIENCE  —  MON.-FRI.  —  APRIL,   1953 

3am  -12  noon 12  noon-6  p.m. 12  midnight 

WKZO-TV 62%  (a) 

52% 

(a) 

STATION    "B" 

26% 25% 

25%  (a) 

OTHERS 23 ; 

i(7i   Does  not  telecast  for  complete  period  and  the  share  of 
audience  is   unadjusted  tor  this  situation. 

YOU  NEED  WKZO-TV 
TO  SET  RECORDS 

IN  WESTERN  MICHIGAN! 
WKZO-TV  delivers  more  than  twice  as  main  viewers  as  the  second 

Western   Michigan  station,  morning,  afternoon  and  night! 

That'-  a  lot  of  viewers.  The  WKZO-T\   market  includes  more  than 
300.000  T\   homes  in  27  Western  Michigan  and  Northern  Indiana 

counties — a  far  larger  television  market  than  many  <>f  the  majors! 

WKZO-TV,  Channel  3,  is  the  Official  Basic  CBS  Television  Outfel 

for  Kalamazoo-Grand  Rapid-.    It   i-  a  tremendous  television   boy 
the  Western  Michigan  leader  In  am  yardstick  ww  core  to  use! 

.-TV- 

'
&
 

<Jj/i<'  ■'fa'f,'<>i  -Jfa/idii-i 
WKZO  —  KALAMAZOO 
WKZO-TV  _  GRAND  RAPIDS-KAIAMAZOO 
WJEF  — GRAND  RAPIDS 

WJEFFM  —  GRAND    RAP1DS-KALAMAZOO 

KOLN  —  LINCOLN.  NEBRASKA 
KOLN-TV  — LINCOLN.  NEBRASKA 

Anociated   with 
VVM8D  —  PEORIA.   ILLINOIS 

(80,000    WATTS   VIDEO  — 40,000    AUDIO) 

OFFICIAL   BASIC   CBS   FOR  WESTERN   MICHIGAN 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

"Tauno   Luiro  of   Finland  made   this   unofficial   world's   record  at   Oberstdorf,   Germany,   in    1951. 



A  TOP  ARB 
STATION 

IN   LESS  THAN 
45  DAYS 

Decatur,  Champaign,  and  Springfield 

are  yours  when  you  use  WTVP.  WTVP, 

located  in  the  center  of  this  vast  po- 
tential market  for  your  product,  has 

brought  about  this  phenomonal  set 

conversion — by  hard  hitting  .  .  .  pro- 
gramming to  the  consumer.  .  .  .  The 

result  is  your  product  will  be  sold 

solid  on—  WTVP, 

*  Before  1  si  World  Series  TV 
in  Decofur  Area 

WTVP 
CHANNEL    17 

DECATUR,   ILLINOIS 

Repreienled  by  George  W    Clorh,  Incorporated 

See:  "Why  new  clients  are  buying  radio" 

Issue:  2  November  1933,  page  27 

Siiltiuwl-      ANA's     annual     survey     reveals     new 
U "J*-*-1*      trends  in  ad  expenditures 

A  recent  ANA  survey  covering  176  companies  indicates  that  34' , 
oi  l hose  now  using  network  or  spot  radio  will  increase  their  use  of 

the  medium  during  1954;  39%  reported  next  year's  budget  would 

prohably  stay  the  same  as  this  year's;  27%  said  they  were  contem- 

plating decreased  use  of  the  medium  in  "54. 
Of  those  companies  reporting  current  use  of  tv,  80%  plan  to 

increase  their  budgets  in  '54;  15%  expect  to  maintain  their  present 
levels  of  expenditure  in  that  medium;  5%    plan  decreases. 

The  above  figures  represent  just  two  of  the  trends  in  advertising 

expenditures  revealed  by  ANA's  annual  survey  of  leading  advertisers 
in  various  industrial  categories.  The  survey  compares  1952  and 

L953  percentages  of  net  sales  spent  for  advertising.  It  also  reports 

on  anticipated  expenditures  for  '54  as  compared  with  '52. 
In  terms  of  dollars  the  number  of  firms  spending  more  money  in 

'53  than  in  '52  outnumbers  the  decreases  115  to  19.  When  asked 

to  estimate  '54  budgets  as  compared  with  '52.  respondents  registered 
123  increases  as  against  seven  decreases. 

Although  ad  dollar  volume  is  up  over  last  year,  firms  aren't 
spending  as  much  in  terms  of  total  sales.  Onlv  2.6%  of  total  sale- 

was  spent  on  advertising  this  year  (average  of  all  firms  reporting) 

as  compared  with  2.75%  in  1952.  The  over-all  decrease  for  '53  is 
attributable  largely  to  declines  in  three  industry  categories  (see  chart 

below  I  :  (1)  drugs  and  toiletries;  (2)  jewelry,  silverware,  photo- 

graphic and  optical  goods;   (3)   services  and  unclassified  industries. 

Percentage  of  sales  spent  for  advertising  by  type  of  business! 

CLASSIFICATION 

(Number  of  firms 
answering    survey) 

Average    °b    of    net    sales 
spent   on   advertising 

1953 

(est.) 

1954 

(est.) 

Average  % 

increase 

'53  budget 

(est.)  vs.  '52- 

I  ml  nst  rial 

Basic   a"  i nls  ...   -(8) 

Chemicals         (13) 
(ith,  ,■  Industrials   (13) 

Eousi  hold  Furnish.  4" 
I  quipment 

Eh  ctrical  I  5 1 
V on-Electrical  .(14) 

Drugs  $  Toiletries.—  (18) 
Foods  <v  Groceries... (18) 
Petroleum  -(13) 
!'■■  i  erages— 

Alcoholic  (12) 
Tnsuranct    (7) 
Clothing  __(7) 
I  u  to  Acct  ssorit  s 

eluding  tires) 
Building  Materials  .—  (6) 

  (6) 

i  rn  an . 

4-  Optical  Coods  (6) 
Smi/is.   Cleansers  4" 

Polishes     (5) 

iHII,  l,t  ill 

Funn  Equipmt  nt  i ("//'  r  Industries 

I  noludt  s    s< ' 

(7)       .22%   (7)       .22$ 

(12)  .70%    (12)      .77', (13)  0.50%    (13)   0.52% 

(a)  +14.0% 
(12)  .86%  +19.5% 
(13)  0.507c  +12.0% 

(3) 

(13) (16) 

(16) 
(11) 

5.0% 2.5% 28% 

!.:■/, 

1.0% 
(3) 

(13) 
(16) 

(16) 
(11) 

5.0% 
2.5% 25% 

4.3% 
1.0% 

(a) 
(13)   3.0% 

(a) 

(a) 
(a) 

+23.0% 
+  14.0% 
+10.0% 
+  12.5% 

+   7.5% 

(9) 

(5) 

(7) 

(5) 

7.0% 

.33% 

3.07o 

3.8% 

(9) 

(5) (7) 
(4) 

7.0% 

.33% 
3.0% 3.9% 

(a) 

(a) (7)     3.0% 
(5)     3.7% 

+  13.1% 

+  7.0% 
+12.0% 

+  8.0% 

(6) 
(6) 

2.3% 
.55$ 

(6) 

(6) 

2.6% 
.63% 

(a) 

(a) 
(b) 

(b) 
(5) 

6.1% 

(5) 

6.0% 

(a) (b) 

(3) 
(3) 

(4) 

1.1% 

(3) 

(3) 
(4) 

14.0% 

2.2% 
2.5% 

1.1% 

(3)  12.0% 

(a) 

(4)  2.5% (4)     1.2% 

+15 

(b) 
(b) +  11. S% 

(4)      4.1%      (4)      3.8%         (i^      4.1  T 

(b) 
Totals       (I'd) 

2.7.1% 

2.6% 

(a)     +11.5% 

la  I  enuge 
(I)   Nut  all  respondents  reported  figures  for  1954 

tBased   on    ANA    survey.    17(i    lirms    reporting 
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WDAY-TV 
FARGO,  N.  D. 

NOW  ON 

FULL  POWER 
(UP  FROM  13,000  TO  65,000  WATTS) 

AND  CARRYING 

PRACTICALLY 

ALL  TOP-RATED 

PROGRAMS 
FROM 

ALL  4  NETWORKS 
(AND  LEADING  FILM  PRODUCERS)! 

Affiliated    with  NBC      •      CBS      •      ABC      •     DUMOMT 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



She's  doing 



window  shopping... 

in  the  daytime 

Because  it's  a  very  special  window. 

It's  where  she  looks—  more  than  anywhere 

else—for  the  things  Bhe  ■.   ul  to  b  i 

Today,  before  the  stores  clo  and 

L't;  million  other  U.S.  housewives  will 

spend  iM  million  hours  with  their  favorite 

television  programs.  And  then.  204 

million  dollars  ;it  the  stores. 

To  reach  her  in  this  buying  frame  of 

mind,  the  most  effective  way  is  through  the 

10  major-market  stations  represented  by 

CBS  Television  Spot  Sales. 

These  stations,  during  the  past  two  years. 

have  halved  their  costs  per  thousand. 

What's  more,  discount  plans  halve  these 

costs  again— getting  them  down  to  as 

little  as  34  cents.  On  the  average,  they 

are  the  lowest  in  all  television. 

There's  no  time  like  the  daytime.  And 

no  place  like  these  10  stations  for  getting 

her  attention . . .  for  getting  your  product 

into  her  shopping  cart. 

CBS  Television  Spot  Sales 
Representing  wcbs-tv,  Nm  York  ,  wcau-tv,  Philadelphia; 

wtoi'-tv.  Washington;  wbtv,  Charlotte;  wmbb-tv,  Jacksonville: 

wabt.  Birmingham;  wbbm-tv,  Chicago;  koi  i.-tv  Galveston- 

Houston  ;  ksi.-tv.  Salt  Lake  Citj  ;  kn\t.  Los  Angeles  and 
ctpn,  cbs  Television  Pacific  Network. 



ADVENTURE- 
without   BLOODSHED 

THRILLS- 
WITHOUT    CRIME 

RESULTS- 
WITHOUT    QUESTION 

Tht's  OStf&  F0*TUN£! 
Pete  Abenheim  loves  kids.  More  than  that,  he 

respects  them.  And  even  more,  Northern  Cali- 

fornia's younger  generation,  from  first  grade  to 
junior  high  school,  love  and  respect  him  in  his 

KPIX  role  of  "Captain  Fortune." 

With  enthusiastic  parental  approval  they  watch 

him  and  his  young  guests  by  the  tens  of  thous- 

ands each  weekday  afternoon.  With  his  puppet 

pal,  John  O'Copper,  he  takes  them  on  daily 
flights  of  fascinating  fancy,  a  soldier  of  fortune 

in  distant  worlds,  new  worlds  for  kids  to  conquer. 

Those  same  tens  of  thousands  of  kids  have  been 

making  his  sponsors  happy  for  going  on  three 

years,  setting  sales  records  your  Katz  man  will 

gladly  tell  you  about.  Captain  Fortune  can  be 

good  fortune  for  you  in  Northern  California. 

kpix CHANNEL    j S 
SAN  FRANCISCO,  CALIFORNIA 

affiliated  with  (  IIS  and  Du  Wont  Television  Set  work* 

represi  nicd />j  //><  K.7/.-   I^<  >n  \ 
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New  and  renew 30      NOVEMBER       1953 

1. 

2. 

3. 

Yeir  on  Television  \ettvorh 1 

SPONSOR AGENCY STATIONS 

Borden  Co,   NY DCSS.    NY NBC    TV 44 

Borden    Co.    NY DCSS.    NY NBC    TV 

50 Cener.il    Mills.    Mpls 
Cillcttc     S.if.ty     Razor. 

Boston 

Andrew   Jcrgcns  Co.   Cinci 

William    Esty.    NY 

Maxon.     Detr 

Robert    W     Orr.    NY 

CBS    TV CBS    TV 

NBC    TV 

84 

91 

52 Walter  H.   Johnson  Candy. 

Chi 
Kelvinator    Div.    Nash- 

Kclvinator   Corp,    Detr 

Ludcn's.   Inc.   Reading,   Pa 

Franklin    Bruck.    Chi 

Ccyer   Adv.    NY 

J.    M     Mathcs,    NY 

Du   Mont 

CBS    TV 

NBC    TV 

53 

72 

53 Miller  Brewing.   Milwaukee 

Motorola,    Inc.    Chi 

Mathisson  &  Assoc. 
Milwaukee 

Ruthrauff    &    Ryan. 
Chi 

NBC    TV 

ABC    TV 
151 
107 

Pacific    Mills     NY J.   Walter   Thompson. NY CBS    TV 

56 

Parker    Pen    Co.    Janesvillc. Wis 

P&C,    NY 

J     Walter  Thompson,   Chi 

Benton    &    Bowles.    NY 

Du  Mont 

NBC    TV 

105 

66 

P&C.    NY 
Compton,    NY 

NBC    JV 

Swift   &   Co.    Chi 1     Walter  Thompson. Chi 
CBS    TV 

68 

Swift   &   Co.    Chi |     Walter  Thompson. 
Chi 

NBC    TV 79 

Wesson    Oil    &    Snowdrift 

Sales     Co.     New    Orleans 
Fitzgerald    Adv.    New 

Orleans 

NBC    TV 101 

PROGRAM,   time,   start,   duration 

Hawkins    Falls      W.     F     11    11    15    am.     13     Nov  23 
Dec 

KM.     Smith,    W    3  30-45    pm    scg.    6    Jan      54      24 

Terry   Toons.   W     F    5-5   15   pm;    18   Nov;   54   wks 
Orange    Bowl    Came;    F    1  45    pm    to    concl;    1    Jan 

'54  only 

Bride    &    Groom;    M.    W,    F    12-1215    pm;    2    Dec; 
52    wks 

Captain   Video;   Th   7-7  15   pm   scg;   7    Jan     54     26 
wks 

Omnibus      Sun     5-6:30     pm     'shared     sponsorship' 
3   (an   '54;  no.   wks  not  available 

Kate   Smith;    half  of   Th   315-30   pm   seg;   29   Oct 

9   wks    'under   new   "71  .-mm    Kgmtnt    plan"  i 
Robert    E.    Sherwood    first   play    for   TV;   T   8-9   pm 

29    Dec    only 

Motorola    TV    Hour;    alt   T   9:30-10:30    pm ;    1     Dec 
26    telecasts 

Carry    Moore    Show;    M    1:30-45    pm    seg;    7    Dec 
26    progs    in    52    wks 

Two   soorts   shows:    15    mm    following    pro    football 
games:    5    &    12    Dec    only 

Welcome    Travelers;    alt    M    4-4:30    pm     'in    addit 

to    T-F    sponsorship'.    26    Oct-21     Jun    '54 
Three   Steps  to    Heaven;   T.   W,    F    11:15-30  am;    1 

Dec:    no.    wks    not    available 
Carry    Moore    Show;    W    1:30-45    pm    scg;    2    Dec; 

52    wks 
Kukla,   Fran   &  Ollie;   Sun  3:30-4   pm:   20   Dec:   52 

Hawkins   Falls;  W.    F    11-11    15   am;   6   Jan   '54:   52 
wks 

Renewed  on  Television  Networks 

SPONSOR AGENCY 

C      H.    Masland    &    Sons. 
Carlisle.    Pa 

Sheaffer    Pen    Co.    Ft 
Madison,   la 

Snow  Crop   Marketers.   Div 
of    Clinton    Fds.    NY 

Sunbeam    Corp.    Chi 
C.    A.    Swanson    &    Sons. 

Omaha 

Anderson    &    Cairns.    NY 

Russel    M     Seeds.   Chi 

Maxon.    NY 

Pcrrin-Paus.    Chi 
Tatham-Laird,    Chi 

STATIONS  PROGRAM,   time,  start,   duration 

CBS    TV    56  Carry    Moore    Show;    M    1:30-45    pm    seg;    7    Dec; 
26   progs   in    52   wks 

CBS    TV    54  Jackie   Clcason;    Sat   8-9   pm;   co-sponsor;    19    Dec; 
26   wks 

CBS    TV    43  Arthur     Codfrey     Time;     M-F     10:15-30     am     'alt 
days'  ;    2    Dec:    52    wks 

NBC    TV    49  Ethel  &  Albert;  Sat  7:30-8  pm;  2  Jan    54;   18  wks 

ABC    TV    62  The    Name's    the    Same;    alt    T    10:30-11     pm;    8 
Dec;    52   wks 

Advertising  Agency  Personnel  Changes 
NAME FORMER    AFFILIATION NEW  AFFILIATION 

John    Bowie 
Charles  A.    Branham 
A.    Hays    Busch 
Chester    Carity 
James   M.   Cecil 
John    C.    Cole 

Bayliss      '  "|im") Corbctt 
Walter    Mason    Cramp 
Samuel     Dalsimer 
Edmond   C.    Dollard 
Richard    L    Eastland 
Phil    Flad   Jr 
Dr.    Howard   D.   Hadley 
Paul    C.    Harper    |r 
Helen    K.    Hartwig 
Edmund    D.    Herr 
Roger    M.    Johnson 
Walfred   C.    lohnson 
J.    Alden   Joice 

BBDO.    Mpls.   acct  exec 
Encyclopaedia    Britannica,   Chi.   dir   adv.    sis   prom 
West-Marquis.    LA.    acct   exec 
Aberdeen    Mgmt   Co.    NY.    vp   &   adv   mgr 
Cecil    &    Presbrey,    NY,   pros 
R&R.    Hywd.    supvr    tv.    radio    prodn 
KWBU.    Corpus    Christi.    Tex.    prom    mgr 

BBDO.    NY.    acct   exec 
Cecil  &   Presbrey    NY,   sr  vp  &   secy 
Needham.    Louis    &    Brorby,    Chi.    acct    exec 
Necdham.    Louis    &    Brorby.    mgr    NY    office 
WAND.    Canton.    O.   prog  dir 
Daniel   Starch   &   Staff.    NY,    technical   dir 
Needham.    Louis  &    Brorby.   Chi,    acct   exec 
Crey    Adv.    NY.    head    timebuyer 
Coe   Adv.   Syracuse,    sis   prom 
Frwin.  Wasey.   LA.   dir  of  res 
Needham.    Louis   &    Brorby.    Chi.    acct    exec 
Cookind.    Joice  &    Morgan.   Chi.   res  &   mktg  exec 

Bruce    B.    Brewer.    Mpls.   acct   exec 
Weiss  &  Ccllcr,   Chi,  acct  exec 
Strombcrger,    LaVene.    McKenzie.    LA.    acct   exec 
Huber   Hoge  &   Sons.    NY,   gen   mgr 
Same,    chmn    bd   of   dir 

SSCB.    Hywd.   asst   dir  West   Coast  office 
Radio-tv  Adv   Agency.   Corpus  Christi.   head 

Warwick  &   Legler.   NY.  acct  exec 
Same     exec   vp Same,    vp 
Same,    vp 

Jack    Lacey    Adv, 
Morey.    Humm  & Same,    vp 

N      W.    Aycr.    NY.    timebuyer 
William    Spitz    &    Co.    Syracuse,    radio-tv    dir 
Same,    dir   of   media   &   res Same,    vp 

Same,  dir  res  &  mktg:  also  asst   to  pres 

Tampa.    Fla.    radio-tv   dept 
Johnstone.    NY.   dir  res 

► 

{Continued  next  page) 

In    next    issue:    iS'eic   and   Reneiced   on    Radio   Networks,    Na- 

tional Broadcast  Sales  Executives,  Meic  Agency  Appointments 

.\ limbers  after  names 

refer  to  Xew  and  Re- 
new category 

4.  D.  Mackintosh  (3) 

Dr.  II.  D.  Hadley  I  3  I 

David  F.  Titus 
/T.  B.  Templeton   <  3  i 
G.  C.  Neumann 

30  NOVEMBER   1953 
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30      NOVEMBER      1953 

\t"li    u ml  i  turn 3. Advertising  Agency  Personnel  Changes       (continued) 

NAME 

Albert    H.    Kane 

Russell    K.    MacDougal 

Angus  D.   Mackintosh 
Thomas    |.    Maloney 
Catherine    Mauch 
Patricia    Morcell 

Ccorgc    C.    Neumann 
W     V.    Patten 

Thomas  |,  Ross  Jr 
Richard  S.  Smith 
Robert    M.     Smith 

William    B     Tcmpleton 
David   F.   Titus 
Willson    M.    Tuttle 
William    D.    Tyler 

|.    C.   Weaver 
Lawrence    Woolf 

FORMER    AFFILIATION 

Hewitt,  Ogilvy,   Benson  &  Mather,   NY,  acct  exec, 

prodn   supvr 
Y&R,    Chi,    acct   supvr 
Coodson-Todman    Prodns,    NY,    dir    sis 
Cecil    &    Prcsbrey,    NY,    exec    vp 

Joseph   Katz  Co,   NY,   media   exec 
Carlton    House    Hotel,    Pittsb.    prom,    publ   dir 
David  I.   Mahoney,   NY,  acct  exec 
J.    Walter    Thompson,    LA,    acct    supvr 

R&R.    NY,   acct   exec 
O.    B.    Mottcr   &   Assoc,   Chi,    mgr 
Zimmer-McClaskey.    Louisville,    acct    exec 

Sherman   &    Marquette,    NY,    dir   radio   &    tv 
Radio   &   tv   exec 
UTP.    NY,    pres 

Leo    Burnett,    Chi,    copy   hd 
Crosley    Div,    Avco    Corp,    electronic    adv    mgr 
Louis  C.  Cowan,  Chi,  prodr 

NEW    AFFILIATION 

Vick   Knight,   LA,   asst   to   pres 
Same,    vp 

Grant   Adv,    NY,    dir    bus   devel 
Same,    pres 

Same,    dir  of   media 
C.    Norman    Burk,    Pittsb,   dir  radio  &   tv Same,   vp 

Patten   &   Assoc,   head    <new   firm   at   8741    « 
Blvd,    LA) 

Same,     vp 

Adv    Prodrs    Assoc.    Chi,    dir    pub    rels    dept 

Tobias  &   Co,   Charleston,   SC,   acct   exec  &  - 
mgr 

Same,   vp  chg  radio  &   tv  dept 
Cole  &  Weber,  Seattle,  dir  tv  &  radio  prodi 
|ohn    E.    Cibbs  &  Co,   NY,  vp  chg  prog  devel' 
Same,    vp   chg   copy   dept 

Benton   &   Bowles,    NY,   acct  exec   Pream 
Schwimmer    &    Scott,    Chi,    tv    prodr 

4. Sponsor  Personnel  Changes 
NAME 

Robert     Eckenberg 

Allan    P.    McEachern 
John    M.    Richey 

John    Roemer 
Stephen    ).    Schmidt 
Robert    L.    Shaw 

Hunter   W.    Smith 
|.    Robert    Wickstrom 

FORMER    AFFILIATION 

Cory  Corp,  Chi,  asst  territory  mgr  for  Chi,  north- ern   III 

Country  Club   Malt    Liquor,    Western   div   mgr 
Simmons,    Co,    Cleve.    sis   stf 
Simmons  Co,   Chi,   asst  to  vp  chg  mdsg  &  adv 
Piel  Bros,   Brooklyn,   NY,  mktg  res  asst 
Sylvania   Elec   Prods,  radio  &  tv  dir,  distr  sis 

mgr,   north   central   zone 
Demby  Prodns,  NY,  chg  mdsg  &  prom 
Fox   Head   Brewery,   Waukesha.    Wis,    mdsg,   sis 

prom    mgr 

NEW  AFFILIATION 

Same,  territory  mgr  for  Kans,  Okla,  western  < 

Van   Merritt  Brewing.   Burlington.  Wis.   vp  cht 
Same,   sis   prom   mgr,   NY 
Same,    adv   mgr 
Same,   asst   adv.   sis   prom    mgr 
Same,   radio   field   sis   mgr 

Pfaff   Sewing    Machine   Corp,    NY,    prom    mgr 
Miller    Brewing,    Milw,    adv    exec 

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

Don    Lee   Network,   new   natl   rep,   H-R    Reps 
KABQ,    Albuquerque,    NM,    MBS   affil,    part-Spanish    prog;    new 

NY    rep.    Richard    O'Conncll KFYO.    Lubbock,    Tex,    new    natl   rep,    Katz 
KCNC,    KCNC-TV,    Amarillo,    new    natl    rep,    Katz 
KCW,  Portland,  Ore,  bought  by  KING  Bdcstg,  Seattle  &  group 

of    Portland    businessmen;    new    firm    name.    North     Pacific 
Television,     Inc. 

KLBS.    Houston,    sold    by    Trinity    Bdcstg    to    Howard     Bdcstg 
Corp.    San    Antonio:    Howard    W.    Davis,    pres;    Col    Howard 
L.    Burris.    vp 

WALE,   Fall   River,   Mass.   new  sis   prom   rep   Robert   S.    Keller, 
NY 

WALL,    Middletown,    NY,    new    prom    rep,    Radio-Tv    Proniw 

Synd,    NY WCAN,   WCAN-TV,    Milw,   new   NY  rep,   Alex   Rosenman 
WCCC,    Hartford,    Conn,    new   natl    rep,    Walker   Co.    NY 
WMIN,    Mpls,    new   natl    reD,    am   &    fm,   Ceorge   Clark 

WMIN-TV,   Mpls,  new  nat'l  rep.   H-R  Tv 
WMMN,    Fairmont,    W   Va,    new   natl    rep,    H-R    Reps 
WNBT,    NY,   power   incr   from   24   to   30   kw   by   Xmas 
WONS    and    WTHT,    Hartford,    Conn,    merger    under    new  ri 

Ceneral-Times    Tv    Corp,    to    expedite    tv    grant:    no    u 
dererm    yet    on    call    letters,    other    details    of    merger     i 

6. 
IVeic  Firms,  l%etv  Offices,  Changes  of  Address 

Bridges-Sharp  &  Assoc,  new  agcy,  800  Callahan  Bldg,  Dayton, 
O;    est    by   W.    |ames    Bridges    and    Jack    C.    Sharp 

lack  Dcnove  Prodns,  moved  from  Cen  Serv  Studios  to  Sam 
Coldwyn   Studios,    Hywd 

Cardner-Morris  Assoc,  new  public  rels  firm  at  353  W.  57th 
St,    NYC;   formed   by   Ralph   Cardner   and   Allan    Morris 

Herbert  S.  Laufman.  Chi.  tv  prodr  &  pkgr,  new  NYC  office, 
9    E.   75th   St. 

McNeill   &    McCleery,    moved    to   6777    Hywd    Blvd,    Hywd 
Newhoff-Blumberg  Adv,  new  agcy,  529  N.  Charles  St,  Bait, 
Md;  merger  of  Theodore  A.  Newhoff  and  Frank  L.  Blum- 
berg   agencies 

Olympus  Film  Prodns  'formerly  Bert  Johnston  Prodns),  moved 
to   new  studios  at  2222  Chickasaw   St,   Cinci 

Jesse  Owens  &  Assoc,  new  public  rels  org,  1133  E.  63rd  St, 
Chi;  est  by  track  athlete  Jesse  Owens;  specializing  in  serv 
for    the    Negro    market 

Radio,    Tv   &    Adv    Execs    Club    of    New    Engl,    new    name    of 

Radio  Execs  Club  of  New  Engl 

Radio-Tv    Promotion    Syndicate,    245    Fifth    Ave.    NY    16, 
prom  service  firm   for   local  radio-tv  outlets  in    US.  Car 
co-dirs:    Alvin    H.    Perlmutter    &    Irwin    J.    Breslauer 

Simon,    William    &    Roberts,    new   ad    agcy,    226   S.    Phelp 
Youngstown,   0;  branch  office  in   NYC 

Hermon   W.   Stevens  Agcy,    Boston,   new   NY  office,  40  E. 

St;   under   mgmt   of   Reggie   Schuebel   &   John    M.   Wya' 
Syers-Pickle   &  Winn,   Austin   ad   agcy,    new   div  office, 

Bldg,    Waco,    Tex;    div    mgr,    Alfred    S.    Lowrey 
Unity  TV  Corp,   new  West  Coast   rep,    Unity  TV   Corp  of 

8951    Sunset    Blvd,    Hywd;    mgr,    Connie    Lazar 
Vitapix    Corp.    NY,    new    Chi    office,    30    N.    LaSalle    St. 

909;    in    chg   of   Carl   A.    Russell 
WCMS,   WCMS-FM,   new   address,    Hotel    Harrington.   Was 

DC 

White    Adv,    Tulsa,    Okla,     new    branch    office,    6351     U 

Hywd;    secy-mgr,    Betty    Newell 

Numbers  after  names 
refer  to  New  and  Re- new category 

James  U.  Cet  U     (3) 
T.  J.  Ross  Jr.  (3) 

/.  J.  Moloney  (3) 
Sa urn e I  Dalsimer  (3) 
Jim  Corbett 

Infill    G.    CoU 
(3) 

R    1 .  Eastland 

(3) 

/    Branham 

1  [) 

1   l;    U  u  1.  strom 1  li 
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WHO 
and  Get  Iowa's  Metropolitan  Areas.. 
Pbu  the  Remainder  of  Iowa! 

S.DJ 

TAKE  APPAREL  SALES,   FOR  INSTANCE! 

6.8%     CEDAR  RAPIDS 

?.6%  TRI-CITIES- 

1.6%  DES  MOINES 

?.7%  DUBUQUE' 

>.9%  SIOUX  CITY 

5.3%  WATERLOO 

5.6":  REMAINDER  OF  STATE 
Figures  add  to  more  than  100% 

because  Rock  Island  County,  Illinois 

is     included     in     Tri-Cities. 

MINNESOTA 

BE 

S.A.M.   DAYTIME 

STATION   AUDIENCE   AREA 

WISCONSIN 

H  E3  EH  0  0  0  H  3  sail 
iHaasaBK^ 

w 
MISSOURI Q 

s ,/b 

THE  "REMAINDER  OF  IOWA"  ACCOUNTS  FOR  THESE  SALES: 
(Which  You  MISS  Unless  You  Cover  the  Entire  State) 

65.4%  Food  Stores 

61.6%  Eating  ond  Drinking  Places 

44.8%  General  Merchandise  Stores 

55.6%  Apparel  Stores 

60.7%  Home  Furnishings  Stores 

65.1%  Automotive  Dealers 

73.2%  Filling  Stations 

79.6%  Building  Material  Groups 

60.4%  Drugstores 

Source:  1952-53  Consumer  Markets 

BUY  ALL  of  IOWA- 
I'lus  "Iowa  Plus"— with 

WHO 
FREE  &  PETERS.  INC.,  National  Representath .  - 

Dm  Moines   .   .   .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyel,  Resident  Manager 

30  NOVEMBER   1953 
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LD'S 

IN  CANADA;! 

,ARGEST  CI" 

ITS  CANAD, 

FIRST 

IN  CANADA  —  ALU  CANADA 

Don ci Id  C.  Marschner 
Advertising    Manager 

Shell    Oil    Co.,    New   York 

''With  our  introduction  of  TCP  last  summer,  we  revolutionized 

both  the  gasoline  industry  and  its  advertising."  Don  Marschner,  Shell 
Oil's  ad  manager,  told  sponsor. 

He  was  speaking  of  the  new  higher-octane  gasoline  formula  de- 
veloped by  Shell  scientists.  TCP  has  been  advertised  since  30  June 

over  60  radio  and  15  tv  programs  as  well  as  via  thousands  of  an- 
nouncements in  34  states  (Shells  agency:  J.  Walter  Thompson). 

"This  has  been  the  most  successful  advertising  campaign  we've 

ever  had,"  Marschner  continued.  "We've  gotten  greater  sales  in- 

creases and  faster  response  to  our  ad  theme  than  ever  before." 
At  the  same  time  he  pointed  to  the  legal  and  psychological  diffi- 

culties stemming  from  similar  copy  approaches  by  competing  firms 

who  also  have  newly  developed  gasoline  formulas.  Because  of  the 

reflection  upon  Shell  if  an  ingredient  inferior  to  TCP  is  advertised 

as  having  TCP's  qualities.  Marschner  is  keeping  closer  check  than 
ever  on  all  gasoline  advertising. 

Shell  sales,  which  have  been  climbing  steadily  I  SI.  142.632,000  in 

1952  compared  with  $1,072,434,000  in  1951)  are  expected  to  jump 
ahead  in  1953  as  a  result  of  TCP. 

Shell's  1953  ad  budget  breaks  down  like  this:  outdoor- — 25'  <  : 
radio  20' <  :  tv  2d',  :  newspapers — 20S  :  magazines,  point-of-sale 

and  other — 15'  i  . 
While  some  of  Shells  major  competitors  have  been  and  are  heav\ 

network  advertisers  Marschner  stresses  his  firms  predilection  for 

spot  radio  and  tv. 

"\\  ith  >|  n>t  we  can  have  as  many  as  1.000  different  commercials  on 
the  air  during  the  same  season,"  he  explained.  "And  each  commer- 

cial can  be  keyed  to  local  situations,  delivered  by  local  personalities.1 
Occasionally  Shell  docs  sponsor  news  or  weather  programs  on 

regional  networks.  In  [act,  Marschner  still  remembers  Shell's  debut 
■  •n  radio  in  1931  with  football  broadcasts  over  the  CBS  Eastern 
Network.  I  he  firm  has  been  a  constant  air  media  advertiser  since 
thai  time. 

M.u-  liner's  <<\w\  career  in  Shell's  advertising  department  predates 
the  firm's  radio  debut  1>\  two  years.  "'I  made  m\  books-to-broom 
transition  in  1020.""  he  said,  referring  to  his  job  in  the  Shell  adver- 

tising -lock  room  upon  his  graduation  from   Brown.  *  *  * 
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Repeat  Our  Last  Ad-  for  No 

Matter  HowVbuTPy  To  Say  l+- 

TheWdB'KS'tory  is  Consistent... 
"The  BAIL  Of/r//?£Sfcf/or? 

/h  7be  Met  fistiro/fAfertef '' 

TELL  and  SELL  on 

Represented 

Nationally  by  V* 

THE     KATZ     AGENCY 

PETROIT 
Tops      in      MUSIC,      NEWS      and      SPORTS 

STORER  BROADCASTING  COMPANY     •     National  Sales  Director    TOM  HARKER,  1  18  E.  57th,  New  York  22.  ELDORADO  5-7690 
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Km  TV 

□§[ ion 

/] 

the  symbol  of  — 
The  most  dependable  TV 
signal    in    the    Omaha 

area. 

VThe  television  station 
watched  most,  morning, 

afternoon,  and  evening  in  this 
KK'II   L'Os.DOO  set  market. 

A'jain  proved  conclu- 

sively by  the  latest  sur- 
*ey  (made by  experienced, un- 

biased research  men)  of  7 
towns  within  a  100  mile  radius 
of  I  Mnaha. 

Here's   the   area   covered   by 
the  survey. 

AMK 

©SURVEY  CITIES 
■  TELEVISION  CITIES 

Becausi    of  fa  scopi    and  complett 
impartiality,    the   survey    is    a 
valuable    tool   for   advertisers,    and 
pott  nt  mi    advertisers    interested    in 

SIM -n  )/    (j/v 

bh   nt  — 

TELEVISION    CENTER 

KLUTU 
CHANNEL   3,   OMAHA 

CM-TV    •    ABC-TV    •    DUMONT 

MADISON 
sponsor  invites  letters  to  the  editor. 
Iddress    in  K.  49  St..   Nt  ir   York  17. 

DE  JUR 

I  want  to  take  this  opportunity  to 
thank  sponsor  and  Joan  Marks  for  the 

excellent  reporting  job  you  did  in  the 

article  appearing  in  sponsor's  Novem- 
ber 2  issue  ["De  Jur  discovers  radio 

and  television  can  sell  cameras,"  page 
34]. 

Mr.  Deitchman  and  I  were  com- 

mended by  Mr.  Ralph  De  Jur  for  the 

excellent  bit  of  publicity  which  this 

article  gave  De  Jur-Amsco  Corp. 
In  reading  over  the  article  again,  I 

tried  to  put  myself  in  the  position  of 
a  buyer  of  radio  or  tv  space,  and 

upon  its  completion  I  was  convinced 
that  these  media  are  doing  a  powerful 

job  to  sell  products  such  as  cameras, 
hard  goods,  etc. 

I  would  very  much  like  to  have  our 
New  York  salesmen  show  this  wonder- 

ful article  to  their  dealers:  therefore, 

may  I  please  have  six  extra  copies 
of  the  November  2  issue  of  sponsor? 

Ed  Bassuk 

Advertisin  'i  Manager 
De  Jur-Amsco  Corp. 
Long  Island  City   1 

BASICS  SECTIONS 

W  e  are  very  much  interested  in  pass- 
ing on  to  our  clients  the  information 

contained  in  your  "Radio  Basics"  and 
'"TV  Basics"  from  vour  Fall  Facts 
Issue  of  July  13,  1953. 

We  would  appreciate  receiving  100 

copies  of  "Radio  Basics"  and  100 
copies  of  "TV  Basics"  as  soon  as  possi- 

ble so  that  we  may  pass  them  on  to 
our  clients.  .  .  . 

Li  \na  K.  Lew  [s 
Radio  and  TV  Director 

Aylin  Advertising 
Houston  6 

<  ..-i  ..f  100  reprint!  „f  "It;,, |i„  Basics"  and 
'   l\    Basics"   i-    15c  for  each  copy. 

or    EDWARD    PETRY    &    CO..    INC 

WXYZ   BACK   IN    DETROIT 

Texas  ma)  be  big,  bnl  as  a  native 

Detroiter  from  waj  back,  I  can't  help 
being  a  little  disturbed  in  seeing  one 

of  Detroit's  fines!   stations   'the  home 

of  the  Lone  Ranger  I  credited  to  Hous- 
ton. The  error  occurred  in  your 

"Round-up"  column  (2  November 
1953  sponsor,  page  102 ) .  Please,  give 
WXYZ  back  to  Detroit. 

Jerry  F.  Colet 

Syracuse  University 

Syracuse 

MEDIA  STUDY 

Your  article  in  the  19  October  SPON- 

SOR on  "How  Emil  Mogul  tests  media 

weekly  for  Rayco"  [page  36],  was  tre- 
mendous! 

It's  packed  with  the  facts  and  figures 
— and  clear  thinking — we  need  to  sell 
San  Francisco  Bay  Area  retailers. 
Therefore,  I  was  wondering  if  you  are 

planning  to  have  reprints  made  of  this 
one  article,  as  you  have  done  with 

other  top-notch  pieces  in  the  past.  If 
so,  I  would  like  to  have  the  cost  of 

obtaining  200  reprints. 

Again,  congratulations  on  a  piece 
well  done. 

John  Burr 
Asst.  Mgr.,  Advertising, 

Publicity  &  Promotion 
ABC,  San  Francisco  2 

•  Nn  reprints  of  the  article  are  available.  How- 
ever, a  limited  number  of  extra  copies  of  the 

19  October  issue  are  available  at  50c  apiece  (re- 
duced price  for  large  quantity).  SPONSOR  is 

planning  to  print  all  the  articles  in  the  20-part 
Media  Evaluation  series  in  book  form  next  year. 
Orders    are    now    being    accepted. 

TV  RESULTS 

I  have  read  with  interest  many  of 

your  "TV  case  history  capsule  reports 
which  appear  in  the  regular  issues  of 

your  magazine  "TV  Results."  As  I  re- 
call it,  you  have  a  compilation  of  these 

case  reports  in  magazine  or  book  form. 
I  would  appreciate  receiving  such  a 

book  from  you  if  there  are  still  some 
available.  Will  you  please  send  the 
hook  to  me  at  the  address  below.  .  .  . 

J.  A.  Dobson 
Director  of  Advertising  and 

Promotion 
Maltex  Co. 
Burlington 

COM  PARAGRAPH   BEATS  NETS 

The  sheet  extender  used  by  WTAR- 
T\  in  the  SPONSOR  Comparagraph  in 

I;  st  week's  issue  was  very  clever,  and 
effective  [19  October  1953.  page  115]. 
\\  e  d  like  to  use  it  in  the  next  issue. 

B\  the  way,  the  Comparagraph  is 
i  Please  turn  to  page  25  I 
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KGNC   AM 

KGNC  TV 

Effective  December  1 
THE  KATZ  AGENCY 

will  represent  us. 

A  mar  Mo,  Texas 
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WHEN  EUSTACE  S.  SMO
RCSH 

KftM3
^  «-*!»

■-■•' 'Expect  no  revision  .  .  .  this  is mv  decision, 

And  from  it  HI  never  budge; 

/     While  the  court  finds  it's  true,  and 
definitely  you 

Get  less  time  than  KOWH  with  your  wife... 

f     That's  no  grounds  for  divorce — you're aware  of  course, 

KOWH's  part  of  the  whole  town's 
home  life!"  ,   Li  i     4_n 

AVERAGE 
HOOPER 

Moral 
EVERY  GOOD  TIME-BUYER 
KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of  any 
Omaha  station,  8  A.M.  to  6 
P.M.  Monday  thru  Saturday! 
(Hooper,  Oct.,  1951,  thru 
August,  1953) 

•  Largest  share  of  audience,  of 
any  independent  station  in 
America!     (August,  1953 

KOWH 
35.7% 

ost  Listened-to 

■■< 

General  Monoger,  Todd  Stori;  Represented  Nationally  By  The    BOILING    CO. 



RADIO  STATION 

also  the  mosl  accui ate    pilation  "I 
network  shows  being  published  today. 

I  don'l  know  h< >w  j  ou  keep  ii  so  dad 
blamed  current,  l>m  it  i-  even  ahead  <»f 
the  network  program  mailings  we    at 

ROBER  I    W  \>i><>\ 
Executive  '  ice  President 

11  TO)  •'//  .  VorfoU 

COMPETITIVE   COMMERCIALS 

In   the    rush   to   accommodate   new 

morning  business  ami  lengthen  popu- 
lar per>onalit\  shows  radio  has  not 

solved  an  <>1<I  problem.  \  problem  that 
grows  more  acute  ever]    day: 
What  standards  to  follow  in  pro- 

graming competitive  accounts? 

For  years,  it  has  heen  the  more  or 

less  general  rule  to  separate  Mich  busi- 
ness b\   approximate!)    a  half  hour. 

In  Betting  this  standard,  radio  sta- 
tions have  taken   into  account: 

1.  The  transient  nature  of  radio  au- 
dience-. 

2.  Print  media"-  practice  of  placing 
competitive  account-  on  the  same  page, 

hut  where  possible,  separated  by  edi- 
torial or  ad  matter. 

3.  And,  of  course,  the  personal  feel- 
ings of  the  client  involved. 

Phis  reasoning  would  seem  to  bear 

Dp  logically  except  when  the  discussion 
turns  to  participation  or  disk  jockey 

''personality"  shows. 
When  the  selling  of  effectiveness  of 

an  advertisement,  visual  or  audio,  de- 

pends solely  upon  the  creation  and  exe- 

cution of  that  ad — it  certainly  seems 
in  order  for  media  to  accept  competi- 

tive advertisers  in  the  same  hour  or  on 

the  same  page.  But  when  a  major  part 

of  the  selling  effectiveness  of  a  commer- 

cial is  in  the  hands  of  a  '"personalis  ." 
groomed  by  the  medium  to  deliver  just 

such  added  selling  value — and  usually 
premium-priced — then,  the  questions  of 
competitive  accounts  in  the  same  pro- 

gram should  he  reexamined. 

One  solution  would  be  requiring  a 

second  competitive  account  to  use  a 

radio  salesman  other  than  the  pro- 

gram personality.  E.T.  or  live  commer- 
cials for  a  second  competitive  account 

should  call  for  no  more  than  a  state- 

ment that  a  "commercial  will  follow" 
introduction  from  the  program  person- 
ality. 

W  e  in  radio  must  realize  that  to  sell. 

we  must  be  believed.  The  listening 
audience  finds  it  very  hard  to  believe 

a  "personality"  who  sells  for  two  auto- 
mobile dealers — two  competitive  cloth- 

ing stores — two  beers.   And  this  would 

30  NOVEMBER   1953 

hold  true  whether  audiero  <•  shifts  de- 

livered 10$  oi  90'  I  ol  a  given  audi- ence, hah  an  houi  later. 

I  In-  i-  ■  ertainl)  no  indictment  <>f  an 
individual  station  "i  program.  Radio 
w iih  it-  limited  numbei  oi  broad<  a-i 

hours  cannot  add  pages  to  a   mo- 
date  an  unlimited  numbei  oi  i  lients. 

Radio  mii-i  have  the  prerogative  to 

program  competitive  sponsors  willing 
to     ha\  e     their    <  <  «i  1 1 1 1  n-  r  <  i.il-     -taml     01 

fall  on  product  value  and  advertising 

inventiveness.  But  not  when  a  per- 

sonalis i-  forced  to  -peak  out  of  both 
sides  o|  hi-  mouth  at  once. 

Franklin  S.  Roberts 
Vice  President 
W.  S.  Roberts,  Inc. 
Philadelphia  3 

I 
HUNTINGTON,  WEST  VIRGINIA 

SERVING  3  STATES    t 

FORD  SALES 

There    are    several    verv    interesting 

articles   in    \our   October    l'»   sponsor. 

Particular!)     the    one    on    automobile 

saturation  advertising    "Saturation  ra- 
dio puts  the  razzle  dazzle  in  Ford  one- 

day  ?ale>."  page   !(|  .    I'd  like  to  have 
-i\  extra  copies  For  m\  representatives 
and  hope  you  can  send  these  to  me. 

Wii.i.iwi  M  u.o 
Commercial   Manager 

WDRC.  Hartford  4 

•       Extra    rnpln    of    the    19    Orlobrr     1953     issue 
rosl    SOc     'i   

ju-t  completed  reading  the  Ford 

story  ["Saturation  radio  puts  the  raz- 
zle-dazzle in  Ford  one-da\  -ales."  10 

October  1953,  page  30] ,  and  on  page 

128  I  saw  a  piece  of  information  that 
amazed  me.  Thought  you  would  be 
interested  in  knowing  that  in  the  stor\. 
reference  to  the  Philadelphia  campaign 

says  that  Ogontz  Motors  used  WIBG 

and  \\  FIL  plus  newspapers.  Thev  ac- 
tuallv  used  WIBG  and  WIP  (no 
WFIL  I . 

I'.PW  \IU)    Wu.lis 

Director  Sales  Prom.  &  Puhl. 

WIP.  Philadelphia   7 

LETTER  FROM  BILL  WAY 

Thought  you  might  he  interested   in 

publishing    this    letter    that    I    sent    to 
Bill   Lemmon   of  W  J\\  .   Cleveland. 

Bill  \\  « 
President 

Kl  OO.   Tulsa 
»         *         » 

My  dear  Mr.  Lemmon : 
Frank  Lane  has  given  me  \  our  letter 

i  Please  turn  to  page  106  i 

21 
WSAZ 
ORIGINATED 

NEWSCASTS 

per   Day 

keep 

TRI-STATE 

LISTENERS 
tuned   to 

930kc 
in 

HUNTINGTON, 

W.  VA. 

(3  NEWSCASTS 

AVAILABLE) 
CONTACT 

THE   KATZ   ACENCY.    INC. 

5,000  WATTS  DAY 
1,000  WATTS  NIGHT 930  KC 

TELEVISION  AFFILIATE 

WSAZ-TV 

Represented  by  THE  KATZ  AGENCY 



take  another  look 
1 1 
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lat's  happened  to  WBBM-TV 

(^9® 
You'll  see  at  night 

8  of  the  "top  ten". . . 

15  of  the  "top  20". .  . 
shows  are  WBBM-TV  shows. 

<~^Tt* While  during  daytime 

6  of  the  "top  10". .. 

9  of  the  "top  15". .. 
Mon-Fri  shows  are  also  WBBM-TV  shows. 

In  top-ranking  quarter-hours  — 

WBBM-TV  again  leads  the  field  with  163 

week-long  first-place  periods  . .  . 

34%  more  than  the  second-place  station  . . . 
More  than  the  third  and  fourth  stations  combined. 

^?$X$ Finally,  you'll  see  that— 

WBBM-TV  delivers  an  average  week-long 

quarter-hour  audience 

31r'<  larger  than  that  of  Station  B  . . . 
38%  greater  than  that  of  Station  C  .  . . 

A  whopping  79%  more  than  Station  D. 

WBBM-TV 

this  in  just  8  short  months  since  Chicago's 
nvmanship  Television  Station  took  the  air. 

)res  of  new  advertisers  are  taking  a  long 

k  at  WBBM-TV. .  .  and  they  like  what 
Ijy  see.  From  their  example,  you  too  may 

p)fit  by  calling  your  nearest  CBS  Television 

Sot  Sales  representative  or  WHitehall  4-6000 
.   and  see  all  the  facts  first-hand. 

CHICAGO'S  SHOWMANSHIP  TELEVISION  STATION 

CBS  OWNED 

CHANNEL CHICAGO 

Source:  Trlepulse  of  Chicago.  September,  195S 
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10,000  landing  fields  for  Mallard  and  Teal  in  the 

of 

/Buny*
" 

;<**?*"■! 

During  the  duck  season  our  sports  director, 

Rollie  Johnson,  gets  daily,  even  hourly,  reports 

from  Canadian  points.  When  the  flight  starts 
southward  our  Radio  and  Television  audience 

know  it. 

From  the  ten  thousand  lakes  of  Paul  Bunyan 

Land  the  army  of  hunters  in  blinds,  rushes,  and 

duck  boats  concede  WCCO  helped  get  them 

there  at  the  right  time. 

That's  audience  building  —  and  audience  is 
what  we  have  to  sell. 

r~ 

X 

k.     jr 

fa 

ulBur
W" 

WCCO 
MINNEAPOLIS      ££}$      ST.  PAUL 

28 

TELEVISION   100,000  WATTS  CH.  4 
(Froa  and  P«t«n) 

RADIO  50,000  WATTS  830  K.C. 
CLEAR  CHANNEL 
(Radio  Spot  Sola*) 

SPONSOR 



30  NOVEMBER   1953 

there  be  a 

Television  Advertising  Bureau? 
>l«-ui>   in  Mic  industry,  most  advertisers  flunk  there 

should.    TYAB  msiy  In-  lici-c  by  I  his  spring 

by  If  ilea  David 

jj   here  nun  be  a  new  Bet  oi  initials  soon  in  advertising  - 
alphabet  soup. 

I\  \B  ma\  be  with  us  1>\  spring. 
How  could  a  Television  Advertising  Bureau  help  you  as 

an  advertiser  or  agency  man?    What  would  such  a  promo- 

tional group  do?    Is  the  industr)   read]   for  it: 

Those  are  some  of  the  questions  sponsor  sel  out  to  an- 
swer in  a  series  of  interviews  over  the  past  six  months 

wiih  advertisers,  agenc)    nun  ami  t\    industr)    executives. 
Admen  bad  the  most  clean-cut  answers.  Umost  to  a 

man  the)  said:  "We  want  three  basi<  things  from  tele- 
vision.    ill  Who's  usin?  the  medium?    <2i   How  much  are 

4  major  media  promotion  groups:  budget,  objective,  personnel 

BAB 
radio 

$670,000 

OBJECTIVE 

To  sell  the  radio  medium,  both  spot  and  network, 

by  means  of  promotion  and  research  as  well  as 

direct  calls  on  advertisers  and  agencies;  to  sup- 

ply industry's  salesmen  with  ammunition  for  na- 
tional and  retail  selling;  to  provide  basic  fact 

source   for   radio;   to   help   improve   selling   methods. 

PERSONNEL 

BAB  has  34  employees.  Working  under  president 

and  v. p.  are  these  main  departments:  national 

promotion;  local  promotion;  research.  In  addition 

there  are  three  salesmen,  two  in  New  York  head- 

quarters, one  in  Chicago  field  office;  they  call  on 

agencies,    clients   and    seek   direct   sales   stimulation. 

Bof  A 
newspapers 

$1,350,000 

To  sell  newspapers  as  a  medium  with  one  of  the 

chief  means  being  thousands  of  calls  annually  on 

agencies  and  advertisers;  to  provide  research  and 

promotion  for  national  and  retail  newspaper  sales- 

men; to  provide  figures  on  dollar  expenditures  in 

newspapers  as  well  as  other  basic  factual  material. 

B  of  A  has  I  12  employees:  30  of  these  are  account 

executives  who  make  calls  on  agencies,  clients. 

Promotion  department  has  staff  of  20;  research 

has  18;  retail  has  II.  There  are  10  people  in 

Chicago,    two    in     Detroit,    nine    in     San     Francisco. 

MAB 
ma  %azines 

$225,000 

To  spread  information  about  national  magazines: 

by  acting  as  an  information  center;  by  conducting 

and  publishing  research  studies;  by  making  avail- 

able figures  on  advertiser  expenditures  in  maga- 

zines through  its  sister  organization,  Publishers  In- 

formation   Bureau,    as    an    aid    to   selling    magazines. 

MAB  has  12  employees,  all  in  New  York.  One  of 

most  important  activities  is  providing  answers  to 

questions  posed  by  advertisers  and  agencies;  over 

2,000  queries  are  handled  annually.  Staff  is  flexi- 

ble,   doubles   in    brass   depending    on    biggest   need. 

0AI 
outdoor 

$2,500,000 

To  sell  outdoor  advertising  as  a  national  medium, 

serving  as  the  medium's  only  national  sales  force 

since  individual  companies  generally  do  not  main- 

tain national  sales  staffs;  to  provide  clients  with 

cost  estimates,  with  aid  in  copy  and  art  ideas 

when   needed;   to  do  a   complete,   direct  sales   job. 

OAl  has  125  employees,  40  of  them  concentrating 

on  sales  calls.  Offices  are  in  New  York,  Atlanta, 

Boston,  Chicago,  Cleveland,  Detroit,  Houston,  Los 

Angeles,  Philadelphia,  San  Francisco,  Seattle,  St. 

Louis.  Salesmen  do  all  phases  of  selling  through 

to    stage    of   an    actual    buying    decision    by    client. 

mates    I  - 

For  idea  of  shape  tv  promotion  group  might  take  see  next  page    w    m   m 
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a   Minim   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiliilllllililililiil   Illllllll   mum   illilliwmill   wwiiwiiliilliwiliwwwwili   IIIIIIIIIHIIIIMIB 

THIS     WE    FIGHT    FOR:     Point    Four    in     SPONSOR'S 
platform    favors   a   television    BAB. 

4.  We  fight  for  tin  prompt  establish- 
ment of  a  tv  promotion  research  bu- 

reaii  comparable  to  radio's  BAB  or 
newspaper's  Bureau  of  Advertising. 

Illllllll   in   in   mi   inn   iiimnillilliiiiillillllliiilililliililliiil   mi   mum   mi    i  v 

they  spending?  (3)  How  many  sets  are  there  in  each 

county?" Industry  people  were  less  sure.  While  SPONSOR'S  ques- 
tioning uncovered  evidence  that  station  men  and  their  rep- 

resentatives had  begun  talking  and  thinking  about  a  TVAB, 

it's  apparent  minds  have  not  yet  been  made  up.  A  ma- 
jority of  those  questioned  (but  a  small  one)  said  they 

wanted  TVAB  on  the  general  principle  that  any  medium 

needs  a  unified  promotion  arm.  But  main  practical  broad- 

casters answered:  "Good  in  principle  but  we  just  don  t 

need  one  now."' All  of  these  answers  were  tentative,  pending  submission 

to  the  industry  of  some  tangible  plan  for  a  TVAB.  I  Ini- 
tials would  have  to  be  TVAB.  incidentally,  because  TAB 

stands  for  an  existing  group,  Traffic  Audit  Bureau  of  the 
outdoor   medium.  I 

Harold  E.  Fellows,  president  of  the  National  Association 
of  Badio  and  Television  Broadcasters,  told  sponsor  he 

plans  to  appoint  a  committee  of  broadcasters  to  study  the 

question.     Fellows'   personal   view   is   that   the    promotion 

group  should  be  set  up  independently  of  NARTB  as  a  sepa- 

rate non-profit  corporation  I  like  radio's  Broadcast  Adver- tising Bureau). 

\  well-informed  source  told  sponsor  a  plan  was  taking 

shape  to  introduce  the  question  to  broadcasters  at  this 

spring's  NARTB  Convention.  Linked  with  the  promotion 
group  would  be  a  periodic  survey  of  tv  set  circulation. 
Initially  promotion  phases  of  the  operation  would  get  a 
smaller  share  of  the  budget  than  the  tv  set  circulation  study, 

SPONSOR'S  source  stated. 

NARTB  has  been  working  for  months  on  the  circula- 

tion study  plans.  A  presentation  has  been  made  to  re- 

search executives  of  all  the  television  networks,  and  it's 
thought  a  meeting  will  be  held  with  the  networks  by  De- 

cember  for  detailed   discussions. 

If  TVAB  is  combined  with  a  set  census,  it  will  be  able 

to  supply  at  the  outset  one  of  the  three  basic  types  of  tv 
facts  admen  want  (as  cited  above).  NABTB  has  released 

no  details  on  the  type  of  circulation  study  it  has  in  mind. 

But  you  can  get  a  good  idea  of  what  admen  want  from  a 

forum  conducted  by  sponsor  in  a  recent  issue  ("sponsor 
Asks,"  2  November  1953  | . 

The  consensus  among  sponsor's  panel  of  four  admen : 
A  regular  study  of  tv  set  circulation  on  a  countv-by-county 
basis  is  needed  either  on  a  monthly  or  quarterly  basis;  a 

breakdown  en  uhf  set  circulation  should  be  included — 

and  later  figures  on  color  sets. 

Along  the  bottom  of  these  pages  you'll  find  alternate 
plans  for  starting  a  TVAB.  They  were  developed  in  the 
course  of  conversations  with  radio  and  television  industry 

veterans.  One  provides  for  a  simple,  low-cost  pilot  opera- 
tion during  the  first  vear;  the  second  calls  for  an  all-out. 

^11    Here  are  two  alternate  methods  for  getting  a  Television  Advertising  Bfv 

SMALL    BUDGET 

Low  iiitfinf  Investment  o\  $200,000  or  less  would 
</,  t  Television  Advertising  Bureau  started.    Member- 

ship would  includt  station*.  reps,  networks,   l.ik,  other 
media  groups,  TVAB  wouldhavi  board  of  directors 
representing  membership.   President  of  TVAB  for  first 
year  when  budget  is  low  might  /<<  member  of  board 
>rho  no  ids  no  salary.    Art  mil  full-tnm  administra- 

tir>  responsibility  might  full  to  paid  via  president 
who  would  set   organization  through   to  stun,    when 
it  is  ready  for  top-salaried  administrator. 

Careful  planning  would  occupy  staff  during  first 
year  of  loir-cost  operation.    Effort   would  be  to 

determmi  what  kind  of  research,  promotion,  selling 
is  most  a,, d,d  for  solid  growth  of  industry. 

Staff  would  not   he   expected  to  product    results 

other  tli, m  detailed  plans  during  this  period.    Ad- 

ranlng,    of  this  approach    would  lie   in   getting 

strong  foundation  for  TVAB.    Disadvantage  would  be 

difficulty   of  attracting   membership   for  an  opera- 
tion  which   promises  no  results  at  the  outset. 
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high-cost  bliti  immediately.  The  low-cost  plan,  oi  some- 
thing resembling  it,  i-  a  bettei  bet  foi  adoption  il  I V  \B  is 

combined  with  a  t\  Bel  circulation  studs. 

Hi.-  Bel  circulation  stud)  alone  would  probablj  require 

a  considerable  outlay,  especiall)  at  first.  It's  unlikel)  there- 
lore  tli.it  the  industr)  would  Ik-  willing  to  pa)  both  i"i  a 
bigh-cosl  promotion  effort  ami  a  big  research  pro  jo  t  at 
one  time.  In  the  outline  below,  the  cos!  of  a  small-scale 

promotion  operation  i-  $200,000;  this  i-  an  arbitrary  fig- 
ore  which  could  be  much  smaller  or  slightl)  larger,  de- 

pending on  interest  among  Btations.  I  hi-  figure,  of  course, 
dor-  not  include  cosl  of  a  t\  Bel  circulation  Btudy. 

I  he  budgets  of  Borne  other  established  media  promotion 

^n >ii]>-  are  much  higher.  Radio's  BAB  had  $670,000  in 
1953,  maj  have  $750,000  in  L954.  Newspapers  Bpenl 

$1,  150,000  for  their  Bureau  of  Advertising  this  year.  Out- 

dooi    Advertising,  Inc.  spenl  a  SPONSOR-estimated  $2,500,- 
(Kill,  i  \  brief  description  of  the  operation  of  these  media 

groups  will  appear  later  in  this  report  to  provide  some 

background  on  the  tack  a  TYAB  mij-ht  take.  For  a  quick 
summary  see  chart  on  pajie  2().  I 

To  give  you  an  idea  of  what's  buzzing  around  the  in- 
dustry, here  are  some  quotes  from  tv  people  sponsor  inter- 

viewed. What  the  industr)  people  have  to  say  by  no  means 

constitutes  a  final  cross-section  of  opinion.  A  definite  plan 
has  to  be  set  in  front  of  them  before  tv  executives  can 

crystallize   their   thinking. 

A  top-level  executive  in  a  major  ra<Iio  and  tv  rep  firm 

sai<{ :  ""There  is  a  need  for  a  television  promotion  bureau 
and  one  of  these  days  it  will  come  to  pass.  Id  estimate 

such  a  group  is  closer  than  a  year  away.  We  should  pre- 
pare now  for  sales  problems  of  the  future.    The  advertising 

world  ii  ai  i  ustomed  to  operating  along  media  organization 

lines  and  much  progress  baa  been  made  in  thai  h  i 

The  president  <>j  a  medium-sized  rep  firm  had  ait  oppo* 

Mil-  opinion :  "It's  too  earl)  set  bu  ,i  promotion  group.  So 
man)  stations  are  now  brand  new  or  going  on  the  ah  thai 

it  will  take  a  lew  years  before  there  an-  enough  st,itM)l|- 
with  their  feel  under  them  to  support  a  u  bureau.  B)  far 

tin-  greatest  number  of  station-  aren't  oriented  rel  to  think- 

ing in  terms  of  this  kind  of  thing." 
In  executive  in  a  rep  firm,  again  a  majot  one.  said: 

"We  would  be  in  favor  of  it.  Whether  Btations  would  be 

willing  to  pa)  oi  not  you  can  t  say.    It  -  a  selling  job." 
The  general  manager  of  the  top-income   station   in   a 

majoi  mail. el  •.aid:  "This  isn't  the  time  for  it.  I  don't 
think    the    results    would    justif)     the    due-.     To    -et    up    the 

kind  of  organization  thai  would  do  a  significant  job  takes 

big  mone) .    It's  jusl  not  worth  it." On  the  other  hand  the  general  managet  <>i  another  sta- 

tion of  -.imilni   inn!,  said:    "Personall)    I'm  all  for  it.    It 
would   be   best   to  get   -tarted   now    on   a  -mall   BCale  at   low 

COSl   rather  than   wait   and   rush   in   later  when  there's  some 
problem  to  lick.  But  it  will  be  haul  t..  whip  up  enthusiasm." 

Said  a  veteran  observer  of  the  spot  scene:  "There  are 
five  g   I  reasons  for  TV  \B  now.    i  1  i   Monopoh  markets 
are  disappearing;  (2)  small  markets  are  getting  on  the 
air:  (3)  uhf  needs  cultivation;  I  t)  spol  tv  needs  more 
missionar)  work  than  radio  because  it  costs  more;  (5) 

spot  tv  has  tremendous  potential  if  sold  properly." 
Advertisers   and   agencies  were  much   more  unanimous 

in  opinions  expressed  to  sponsor  at   1  \  -  meetings  and  in 
individual   interviews   over  the   past   six   months.     Admen 

i  Please  turn  to  page  1 1  N  1 1 

Bpd   (based  on  a  series  of  suggestions  to  Sponsor  by  industry  veterans) 

BIG      BUDGET 

Quick  start   with   tangibh    results  in  first   year 

would  hi  objectivi  of  TVAB  with  largt   budget 

of  $600,000  or  more.   Top-level  executivi  with  salary 

at  or  mar  $50,000  would  be  appointed  f<>  organizi 

staff  for  immediaU   production  of  promotion 

material  and  initiation  of  fuU-scaU   activity.    Ex- 

perienced   promotion,    research    and    contact    nun 

would  be  drawn  from  industry  to  go  to  work 

in  New  York  headquarters.   Major  selling  effort  to  get 

membership  among  industry  would  be   necessary. 
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Promotion    activities    might   follow   lines  of 
other  established  media  groups:  calls  on  advertisers 

and  agencies  to  show  them  hou-  they  can  us* 
tih  vision  despitt    high   cost  or  product   disj 

difficulties;   building   of  sales  tools  for   industry. 

Pressun    would  bi    on   to  land  accounts  for 

industry  and  in  other  u-aus  show  results  justifying 

cos'.    Advantagi   of  approach  would  be  that  big 

effort  is  dramatic,  gets  attention.    But  disadvantage 
Hi  s  in  lack  of  tiuii   for  careful  planning. 
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Of  the    I  I    banks  advertising   on   WKNY,   five   are  commercial,  five   are 

savings  banks,  one  a  trust  company.  Among  WKNY   bank  advertisers 

are   (I.  to  r.):  A.  S.  Staples,  pres.,  Kingston  Trust  Co.;  H.  N.  Winfield, 

pres.,  Kingston  Savings;  E.  F.  Flanagan,  pres.,  Savings  and  Loan  Assoc. 

Why  all  11  banks  in  Kingston 
use  radio Personalized  selling,  frequency  of  impact .  local  news 

and  personality  slant  have  made  WKNY  top  salesman 

I.  ntil  recently  bank  advertising  was 

confined  to  institutional  copy — usually 
supered  over  a  photograph  of  the 
lank-  Grecian  exterior  and  placed  in 
a  corner  of  the  financial  page.  Today 

lank-  are  selling  their  services  direct!) 
to  the  consumer,  and  ottrn  selling  as 

bard  as  companies  with  brand-name 

products. 
With  the  increase  of  real  selling  bj 

banks  has  «  ome  an  increased  use  of  air 

media.      Personalized    ail     announce- 

ts,  premium  offers,  emotional  ap- 
peal  are  the  trends  in  hank  advertising. 

Kingston,  V  ̂i ..  provides  an  ex- 
cellent example  oi  these  trends  be- 

cause  ever)    one   "f   Kingston's   nine 
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hanks  and  two  branches  in  neighboring 
communities  advertises  over  the  local 

radio  station.  WKNY.  While  this  situ- 

ation is  not  typical  in  that  it  is  unusual 
for  a  town  to  have  a  record  of  every 

bank  advertising  on  radio.  Kingston 

does  provide  a  good  cross-section  both 
of  types  of  banks  and  of  the  different 

ways  radio  can  advertise  hanking  serv- 
i<  es.  Roth  banks  and  agencies  in  other 
communities  may  find  solutions  to  the 

problem  of  making  the  best  use  of  ra- 
dio in  the  experience  of  one  of  these 

1 1  hank-,  i  See  <hart  on  opposite  page 

lor  budget  and  programing  breakdown 
1>\  individual  banks  in  the  Kingston 

,i-  well  as  size  of  asset-.  | 

A  survey  conducted  among  banks  in 

the  U.  S.  in  1953  by  the  American 
Bankers  Association  showed  that  out 

of  2,285  respondents,  787  use  radio, 
2.071  use  newspapers  and  87  use  tv. 
However,  this  is  still  a  substantial  im- 

provement over  145  banks  that  report- 
ed use  of  radio  in  1936. 

Therefore,  although  symptomatic  of 
the  trend  toward  more  use  of  air  me- 

dia by  banks  throughout  the  country, 

the  case  in  Kingston  is  unusual  be- 

cause of  the  degree  to  which  the  com- 

munity's  banks  reflect  the  trend.  Elev- 
en out  of  11  banks  are  regular  WKNY 

sponsors.  Eleven  out  of  11  banks  have 
sel  aside  special  advertising  allocations 
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l,.i  advertising  on  radio. 

These  banks,  whose  total  assets  ex- 

ceed  $100  million,  are  spending  $22,- 
700  en  WkM  in  1953.  Their  indi- 

vidual budgets  range  from  a  minimum 

-  mi  f„r  [lie  wmi  In  a  *  l,l)it()  hijsh  for 
L953   i  see  chart   below  > . 

\.U ertising  schedules  are  also  dh er- 
sified.  Thej  include  three  participations 

weekl)  on  Cecil  Broun  nn<l  the  Sews 
l>\  the  Rosendalc  branch  of  the  Orange 

i  ount)  Bank,  w  In >.-r  budgel  is  $500. 
The  Kingston  Trust  Co.  I  radio  budget : 

"(ii   uses  two  L5-minute  newscasts 

case    history 

trulton  I. fit  is  Jr.),  as  \% « - 1 1  as  three 
L0-minute  participations  on  Country 

Store,  a  listeners'  -w a j>  shop,  each 
week. 

1  lit*  success  of  the-e  II  advertising 

campaigns  is  largel]  attributable  to 
skillful  handling  bj  the  WKW  Mall. 

who  ve  performed  the  job  of  advertis- 
ii.g  aizt-n<\    Ini  tlit'ir  I  I   hank  accounts. 

Not  onlj  has  the  station  stall  advised 
hank  presidents  on  the  type  oi  program 

in  <  ombination  oi  program  and  an- 

ii. mm  ements  that  would  fill  tin-  indi- 

vidual bank's  needs,  but  the]  ve  writ- 
ten the  actual  i  ommen  ial  i  opj  in  sut  Ii 

a  waj  as  to  minimize  overlapping  of 

aims. 

How  did  100^5  hank  sponsorship  on 
\\  KM  come  about? 

The  f 1 1  —  t  one  on  the  air.  the  I  Istei 

Count]  Savings  Institute,  was  adver- 
tising on  WKN1  as  far  hark  as  1945. 
i  Please  nun  to  page  82  I 

Banks  advertising  on  WKNY:  1953  assets,  radio  budgets,  air  schedule 

NAME    OF    BANK TYPE    OF    BANK  TOTAL    ASSETS SCHEDULE RADIO  BUDGET  I9S3 

Homeseekers  .S'uriiif/s 
and  I  i m ii 

20    one-min     and     30-sec     anncts    a     week 

Savings  $8,435,000       (weather  jingles  before  9:00  a.m..  noontime, 
6:00-7:00  pm.) $2,500 

Kingston  Savings 
Savings \nnrt    sched    keyed    to    teenagers   late    after- 

$21,039,260     noon,  factor]    workers  at  home  earlj    morn and  eve 

s  i.ooo 

2  15-min  newscasts  (Fulton  Lewis  Jr),  3  10- 

Trust  -11.472,915     min    partic    (Country   Store,    listeners'    swap  S3. OOO 
shop  i.  3  5-min  morn  newscasts 

Kingston  Trust  Co. 

Rational  I  l.vicr  County 

Bank  of  Kingston 
Comm'l 

1,155,756 25-iniii  taped  local  newsreel   [You're  on  the 
spot),  12  min  anncts  a  week 93,300 

Orange  County  Bank 

(Bosendale  Branch) 

Orange  County  Bank 

(Woodstock  Branch) 

Comm'l 

Comm'l 

s7.ono.000 
3  partic  a  wk  t('<'cil  Broun  ami  th<'   News) 

Partic  in  local  news,  heav]   seasonal  fluctua- 

tions 

S500 

SI. OOO 

Bondout   Rational 

Comm'l 

-"..100,000       10-sec  time  signals 

SI. 500 

Bondout  Savings Savings  810,782,000 
3  min  anncts  a  wk.  reaching  teenagers  with 
sen  ice  and thrift 

message 
S700 

Savings  and  Loan   I.v.sh.   Savings 
Daily,    7:00-8:00  a.m.  annct  sched,  2  anncts 

$10,292,998     Sat.     Extra    push   4   times   a    yr    for   seasonal  S2.700 

State  of  Veu*  York  \atl.   Comm'l SI  1.565.959     15-min  sportcast  a  wk 

SI. 100 

lister   County   Savings 
Institute 

Savings 
3  15-min  progs  a  wk  (7:15-7:30  p.m.).    Sea- 

$21,360,721      sonal   extras.  e.g.,   27   tax   -hows   prior  to   15 

March,  a  religious  sen  ice  prior  to  Plaster 
82,  tOO 
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The  case  for 

lower  case Tf  becomes  tv  ii 
Jf  he  habit  many  periodicals  and 

newspapers  i  including  sponsor)  have 

of  capitalizing  "TV"  while  printing 
"radio"  in  lower  case  letters  has  always 
touched  a  raw  nerve  among  radio  sta- 
tions. 

The  fact  that  the  vagaries  of  usage 
and  not  a  covert  conspiracy  brought 

about  this  discrepancy  is  no  salve  to 
the  sensitivities  of  the  radio  fraternity. 
Its  conditioned  reflex  is  to  do  a  slow 

burn  whenever  such  typographical  dis- 
crimination  appears. 

The  radio  people  feel  that  the  mere 
fact  of  capitalizing  the  one  medium 
and  not  the  other  inevitahb  gives  \  ideo 

a  psychological  advantage,  the  theory 
being  that  the  natural,  subconscious 
reaction  of  a  reader  is  to  give  greater 
u  right  and  attention  to  a  capitalized 
word. 

While  SPONSOR  acknowledges  that 

this  problem  is  not  one  of  world-shak- 
ing importance  it  feels  that  radio  has 

a  legitimate  gripe,  sponsor  also  feels 
that  radio  has  the  logic  on  its  side  and 

that  it  doesn't  make  sense  for  a  broad- 
casting trade  paper  to  continually  print 

the  name  of  one  air  medium  in  capital 

letters  and  the  other  in  lower  case — 

especially  when  the  media  are  competi- 
tors. 

Therefore,  starting  with  this  issue 

the  letters  "TV"  will  henceforth  be 

printed  "tv."  To  be  consistent,  spon- 
sor will  carry  the  style  change  over  to 

such  abbreviations  as  "am,"  "fm," 
"vhf"  and  "uhf."  The  names  of  spe- 
<  Hie  networks,  such  as  NBC  TV  and 

ABC  Radio,  will  remain  capitalized,  of 

course,  and  the  letters  "TV"  will  con- 
tinue to  be  capitalized  when  they  are 

part  of  the  actual  call  letters  of  a  tv 

station,    such   as   WCBS-TV. 
Though  sponsor  has  always  been 

sympathetically  aware  of  the  typo- 
graphical handicap  borne  by  radio,  it 

cannot  claim  credit  for  initiating  senti- 

ment for  the  change.  The  promotion- 
minded  radio  industry,  which  is  not 

one  to  let  sleeping  printers  lie,  has  been 

protesling   against  this  state  of  affairs 

for  )ears.  One  of  the  most  active  cru- 
saders is  Robert  R.  Tincher,  vice  presi- 

dent and  general  manager  of  WNAX, 
Yankton,  S.  D. 

The  efforts  of  Tincher  and  others 

have  recently  borne  fruit.  Such  trade 

papers  as  Advertising  Age  and  Broad- 
casting-Telecasting went  over  the  lower 

case  side  of  the  fence  last  month.  The 

new  Television  Age,  which  bowed  in 

August,  was  a  lower  case  convert  from 
the  start. 

While  sponsor  has  been  considering 

a  change-over  for  a  few  months  it  de- 
cided to  poll  various  segments  of  the 

broadcasting  industry  first  to  see  the 
reaction  and  be  guided  thereby.  It 
sent  out  more  than  2,000  ballots  to 
advertisers,  broadcasters  ( both  radio 

and  tv  I ,  agencies,  reps  and  others  ask- 
ing executives  to  vote  on  the  question. 

The  ballot  gave  three  choices.  They 

were  (1)  to  capitalize  both  "Radio  and 
TV,"  (2)  to  put  both  radio  and  tv  in 
low  er  case  and  1 3 1  to  continue  the 

then-current  sponsor  stvle  of  "radio," 

lr;:in'  ohecx  one  box  below,  .lgn  r.nae  or  at 
lea.it  lire  us  /our  till*,  end  drop  In  ealllcx.) 

I  rota  it  folio..  In  the  'battl.  orer  c«pltallil-,j radio  end/or  IV: 

0y  Capltellte  Radio  and  TV. 

(  )  Doa'l  capitalize  radio  or  tv. 
(    )    Folio*  preeent   SPOsSOR   etjrle    (radii 

:o».  „t  MiJJ, 
JL 

(X    Capitalize   Radio  and  TV. 
■  •«    o-l'.i'lii   radio  or  tx. 

I    )    Felloe  preeeat  SPvsaj.l  atria    (radio. 

>•'.   M, 

■     "VTrsmjtN  ""RkSor^  :u>    "TWO*.*- 

I"!    {a:  It.!!:*    fajlo    and   W.   
(    )    Don't   ce;llalli.    radio    or   tT. 

,    tWl  capital"  rm°  or  "•  _,     „     «,   .to.) 

)    Toll,.   ;"••"»   «CMO«   .1,-le    Ired
H.    TV.    T..    «. 

.   t  £~  uut£*>-r  ~4j^~ ...  t££   

.  Tin  (L»-~yJj± 

tPleae*  cheek  one  tx  te:».   eUa  e*»e  o
r  at 

leeet  give  «  your  title.  end  drop 
 In  es-Ubox.) 

I  rot.  0.   folio..   In  the  -Battl.  wr   
cnrl I »llilr.g 

radio  ani/or  77" : 

(*»,  C»llt»'-'-^«  Fadlo  and  TV. 

(  )  Dcr.'t  capitalise  radio  cr  tr. 

(   )  Itollow  present  E 
tv.  Ml,  <■•<•.) Ccrecr.t  A 

ij  : 
Till'     •"*"

 

.    city   

— — '    !  ',     ', 

A=&<    - 
U.  ■       ■  -T-  «*» 

A 

-: 

-■- 

r 

■    4**£ :  &  t«>'<M<  ****** 

getfrtf**   mx-^%^   
«MQt 

BO 

1 .     ■",    etc.) 

WAB8      CUT- 

tossc?.  •<::
::'.'■-■ 

,..,„.  cr.-i  una  b-x  tele.   .:g"  «c»
  "  *■' 

r -'.:-    e=d/or  TV-: 

(    )    CftpltBltM  Pedis   &
J>d  TV. (aff* Don't  capitalise  radio  «r  *»• 

j   roUoei  nrejewtt  KOMI  •*»!'  
  l» m.  m,  < 

C'-IE* 

■MB 

C?.  - 

.,, 

fc 

(»1  Capiuilu  :^:;:   aal  :.-. 

1    '    ;       "■  <-A;:ta-.lrr    radio   or   tv. 

(  !  r-:;;.  r,(j.r,-.  BFcaaoi  s-.^-   ;:_.:     -•    -.-•   A,  ., 

>^S  "^^i^r^ 

no* 

«t«fc^  x^ 

^a^iJ 

:   .  Ltalln  Fidlo  jiiJ  7.'. 
■ijltollie   radio  or  tT.  a^  r--^ 

:    T..1;.  present   BKDM  stjle    (radio?  TV,    n.   A3,  etl 



I'riin  hotii  'radio'  ami  "tv*  in  s;iiim"  size  type, 

■rges  industry  poll,  so  SI'O.XSOIl  makes  style  dinn  $»'<■> 

TV,"  'I  M."  "AM,"  etc. 
There  was  a  30*  <  return.  <>71  bal- 

lots, to  be  exact.    The  return.-  registered 

a  landslide  \<>te  in  favor  <>f  putting  ra- 
dio and  tv  on  the  same  footing,  typo- 

graphkally  Bpeaking.   Onhj   147  urged 
SPONSOR    to    retain    its    old    st\le.      I  he 

onhj    respondents  which,  as  a   group, 
wanted  the  old  Style  kept  were  T\  only 
broadcasters  and  even  here  the  vote 

was  close  with  -()  voting  for  the  old 
St]  le  and  2(>  \  oting  for  equal  treatment. 

While  most  of  the  votes  urged  the 

capitalization  of  both  radio  and  tr 

SPONSOR  editor-  felt  that  such  a  polic] 
would  only  add  confusion  in  view  of 

the  tack  taken  h\  other  trade  papers. 

The  important  thing,  sponsor  believes, 
is  that  sentiment  favored  an  equal 
break  for  hoth  media. 

To  get  an  idea  of  what  the  scientists 

think  about  how  capitalization  vs.  non- 

capitalization  affects  people's  attitudes, 
SPONSOR  called  on  several  psycholo- 

gists. 
Dr.  Ernest  Dichter,  president  of  the 
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Institute  foi  Research  in  Mass  Motiva- 

tions, -aid:  "It  i-  well  known  that  the 
outward    appearance    of    letters    has    a 

symbolic  significance  to  readers.   If  the 

word  'radio'  in  lowei  i  ase  is  pul  next 
to  the  letters  TV  in  capitals  there 
would  seem  to  he  a  definite  advantage 

for  television.  If  the  two  are  separated 

the  advantage  is  not  so  obvious.  It 

should  also  l>e  pointed  out  that  the  ef- 

fect of  using  'radio'  and  TV  depends 
a  lot  on  the  extent  to  which  people  ac- 

cept and  understand  the  use  of  differ- 
ent type  for  these  two  words.  The  pub- 
lic, for  example,  may  not  attach  any 

significance  to  the  use  of  different  type 

now.  though  they  may  have  when  tele- 

vision was  new." A  psychologist  who  would  not  let  his 

name  be  used  said  cautiously:  "That's 
a  hard  question  to  answer  since,  so  far 
as  I  know,  there  have  not  been  any 

Btudies  made  on  the  subject.  However. 

I  think  it  would  be  an  interesting  ex- 

periment to  find  out  whether  capitaliz- 

ing TV"  has  an)    particular  effe<t   on 

people.    Quite  interesting." \  few  of  those  answering  the  poll,  it 

must  be  admitted,  however,  didn't  find 
the  subject  as  interesting.  The  less* 
than-enthusiastic  comments  included: 

"Sillj  -tuff."  and  Tempest  in  a  tea- 

pot," and  This  i-  sheer  nonsense! 
There  must  be  something  of  importance 

to  interesl  publishers,"  and  "'  Vlas!  Ihe mountains  laboi     eta 

Bj  and  large,  the  comments  indi- 
cated sincere  interest  in  the  question, 

however.  Some  of  those  favoring  i  api- 

talization  suggested  the  use  of  bu<  h  al>- 

hre\  iiit  i <  ■  r  1  —  as  "R(  >"  or  "H  \"  or "RAD"  for  radio.  Main  considered 

equal   treatment    long   overdue. 
There  was  no  dearth  of  puns.  One 

radio  station  manager,  thinking  of  how 

many  tv  stations  were  financed  by 

radio  interests,  mourned:  "Most  of  the 

'Capital'  of  tv  has  come  from  the 
'Capital'  of  radio ! 

A  sampling  of  30  of  the  (>~\  ballot-. together  with  typical  comments,  is 

shown  below .  *  *  * 
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How  Lewyt  gets  dealers  to  use 
more  radio  and  I  v Firm  is  doubling  co-op  budget,  has 

many-faceted   persuasion  campaign 

WWne  sentence  frequently  recited  by 
an  enthusiastic  salesman  to  a  hesitant 

customer  is,  "If  you'll  only  try  it. 
\  mi'll  ho  convinced." 

The  Lewyt  Corp.,  reportedly  one  of 

the  country's  three  largest  vacuum 
cleaner  manufacturers,  has  no  trouble 

selling  its  distributors  plenty  of  vac- 
uum cleaners.  But  the  distributors 

aren't  so  convinced  as  to  the  value  of 
selling  Lewvt  cleaners  via  radio  and 
television  on  the  local  level. 

Lewyt's  job.  then,  is  selling  the  dis- 

tributors on  air  media.  "If  you'll  just 
try  radio  and  tv,"  the  firm  pleads, 
"you'll  be  convinced." 

So  far,  seven  distributors  have  taken 

advantage  of  of  Lewyt's  co-op  radio 
and  television  offer.  Are  they  con- 

vinced? One  distributor  who's  not 
given  to  exaggeration  described  his 

results  as  "phenomenal." 
Lew\t  wastes  no  time  in  telling  its 

81  distributors  about  these  phenom- 
enal results,  and  is  selling  more  and 

more  of  them  on  using  air  media.  It 

plans  to  nearly  double  next  year's  co- 
op radio  and  tv  appropriation,  increas- 

ing it  From  $75,000  to  between  $125,- 
  i  and  S  150,000. 

"And  SI 50,000  isn't  necessarily  a 
ceiling  on  the  co-op  radio  and  t\ 

budget,  either,"  Donald  B.  Smith,  ad- 

Lewyt  had  no  retail  product  for  first  60  years, 

brought  out  vacuum  cleaner  in  1947  under 

leadership  of  President  Alex  Lewyt  (left)  and 

Gen.     Mgr.     (cleaner    div.)     Walter    J.     Daily 

36 

Lewyt  likes  saturation  campaigns  as  in  Detroit  drive  via  WXYZ,  WWJ    (above).    Firm  suggests 

dealers    reach    both    sexes,    make    heavy    buys    in    best    sales    seasons:    fall,    Christmas,    spring 

vertising  and  sales  promotion  manager 

for  Lewyt,  told  sponsor.  "The  more 
distributors  that  we  can  sell  on  buying 

air  advertising,  the  more  money  we'll 
set  aside  for  this  purpose." 

Smith,  who  keeps  a  close  eye  on 

Lewvt's  $'.\A  million  advertising  bud- 
get, is  enthusiastic  about  radio  and 

television,  but  particularly  so  on  the 
local  level. 

"Other  media  just  can't  begin  to 

compare  to  local  radio's  three  chief 
advantages,"  Smith  says.  "They  are: 
i  1  I  radios  exposure  to  the  greatest 

number  of  people,  i  2  i  radio's  timeli- 
ness and  the  way  one  can  time  cam- 

paigns  better  with  radio,  and  (3)  ra- 

dio's extremely  low  cost." 
To  help  the  distributor  do  an  effec- 

tive radio  and  tv  promotion  job  on 

the  local  level.  Lewyt  offers  free  com- 

mercials transcribed  bj  Norman  Bro- 
kenshire,  literally  dozens  of  prepared 
commercials  which  the  local  announc- 

es can  read  and  five  television  films. 

\t  the  18  regional  meetings  Lewyl 
holds  for  distributors  from  coast  to 

coast,  Lewyl  sales  executives  extol  ra- 

dio and  television,  play  the  Broken- 
shire  recordings  and  show  the  tv  films. 

Then  they  follow  up  with  printed 

bulletins  and  letters,  and  keep  dis- 
tributors advised  as  to  the  results  oth- 

er distributors  have  obtained. 

Lewyt  executives  don't  force  the  dis- 
tributors to  use  co-op  radio  in  any 

set  way,  but  they  do  suggest  the  dis- 

tributors employ  saturation  announce- 

ment campaigns  during  Lewyt's  three heaviest  seasons:  fall.  Christmas  and 

spring.  Most  of  the  distributors  go 
along  with  the  suggestion,  and  have 

obtained  exceptionallv  good  results. 
Lew\  t.  like  all  vacuum  cleaner  com- 

panies, keeps  its  sales  figures  a  closely- 
guarded  secret,  but  it  reveals  that  some 
distributors  have  increased  sales  sev- 

eral hundred  percent  during  a  given 
saturation  campaign. 

Lewyt.  by  the  way.  doesn't  believe  in ( Please  turn  to  page  66) 

SPONSOR 



30  NOVEMBER  1953 37 



|c  I  m  I  I     Hli^R  w  "     'n   *^e   'ore9rour|d    is   video   tape   recorder  developed    by   Bing   Crosby    Enter- 
UlllV       vliVVU  I  ■    prises,   Inc.    Crosby  and   employee   handle    plastic   tape,    now  one   inch   wide 

DAVID  SARNOFF: RCA    is    scheduled    to    show    color    video    tape    tomorrow.     Sarnoff 

created   sensation   in    Hollywood   when   he   *nn->nnc"d    ^^rnon^t-^tion. 

feft 

The  video  tip 
Its  long-range  implication 

%J  tic  of  the  most  exciting  develop- 
ments on  the  electronics  horizon — the 

magnetic  television  tape  recorder — is 
in  the  news  again. 

RCA's  scheduled  demonstration  to- 
morrow il  December)  of  both  black- 

cind-vvhite  and  color  video  tape  indi- 
cates that  advertisers  and  the  tv  indus- 

try ma\  well  have  to  start  planning  for 

tape  very  shortly. 
The  questions  that  immediately  come 

to  mind  are  these: 

\\  hen  will  video  tape  become  avail- 
able? What  will  it  be  used  for  first? 

\\  ill  it  lower  or  increase  costs  for  tv 

advertisers?  What  are  the  long-range 

implications?  What  can  tape  do  and** what  are  its  advantages? 

sponsor  has  looked  into  these  ques- 
tions and  while  the  technical  aspects 

of  video  tape  recording  are  very  hush- 
hush  its  eventual  effect  on  tv  program- 

ing and  advertising  are  becoming 
slartlingly  clear. 

Let's  start  off  by  briefly  answering 
the  above  questions: 

Television  tape  should  be  perfected 

enough  for  introduction  within  a  year 
or  two.  Bing  Crosby  Enterprises,  Inc., 

has  been  talking  about  making  a  black- 
and-white  tape  recorder  commerciallv 
available  during  1954.  It  is  possible, 

however,  that  the  expected  FCC  ap- 

pioval  of  the  new  tv  color  standards 
will  kill  black-and-white  tape  before  it 
e\en  gets  started. 

That  is  not  certain.  But  if  it  hap- 

pens, it  may  take  another  vear  before 
color  tape  and  recorders  are  put  on  the 
market.  It  is  understood  that  RCA 

looks  toward  the  perfection  of  its  color 

tape  within  two  years  from  the  present. 

It  appears  likely  that  magnetic  video 

lape  will  be  used  first  to  replace  kine- 
s<  ope  film  recordings.  While  kines  have 
been  improved  since  their  introduction 

the)  are  not  considered  an  ideal  form 

<>f  recording.  The  Bing  Crosby  inter- 
ests have  stated  they  intend  to  push 

their  fir-t  commercial  video  tape  re- 

corders  for  straight  tv  delayed  broad- 

<  .1-1  applications.  Video  tape  is  ex- 
pected  t<>  be  much  superior  in  qualit\ 



recorder:  what  ii  means  In  sponsors 
UmiicihIoiis.    Sponsors  will  bo  i»l;iil  to  know  il   will   brin;:  flown   tv's  cost 

to  Lines.  \-  a  matter  of  fact,  il  i-  ex- 

pected in  time  to  be  equal  in  qualit)  to 
a  live  broadcast. 

Sponsors  \\ill  be  bapp)  ti>  hear  thai 
video  tape  will  eventuall)  bring  down 
the  cost  "I  using  t\.  The  reasons  will 
be  explained  later,  but  suffice  it  to  saj 

video  tape  does  away  with  the  expense 
and  time  involved  in  processing  film. 
The  fad  thai  a  video  tape  recording 

can  be  played  back  practical!)  instantl) 

means  additional  flexibility  —  and. 
hence  a  Baving  in  monej  in  the  pro- 

duction of  television  programs. 

One  still-unanswered  question  in- 
volving  cost  is  what  effecl  tape  will 
have  on  unions  and  what  their  reac- 

tions will  be. 

The  long-range  implication-  of  \  ideo 
tape  are  positively  stunning.  In  his 
sponsor  column  of  19  October  1953 

i  which  preceded  the  announcement  of 

the  RCA  demonstration)  Bob  Fore- 
nan  compared  ii-  effects  to  an  H-bomb. 
Foreman  pointed  out  that  it  will  affect 

the  motion  picture  industry  as  well. 
It  is  significant  that  the  announce- 

ment of  the  RCA  tape  demonstration 
(which  will  he  held  in  the  Princeton 

laboratories)   was  made  in  Hollywood. 

RCA  Board  <  Ihaii  man  Dai  id  Sai  nofl 

revealed  RCA's  progress  on  '■  Novem- 

ber following  NBC's  t\  culm  demon- 
stration, lie  created  a  sensation,  nol 

<  til  %  because  RCA,  .1  leader  in  re- 

search, feel-  that  i  olor  \  ideo  tape  i-  In 

enough  along  to  -how  it  publiclj  hut 
1  ecause  Sai  noil  ha-  more  than  once 

been  a  reliable  harbinger  of  thin.-  i" come. 

sponsor's  look   into  video  tape   re- 
vealed  that   a   lame   percentage  of  the 

IIIIIIIIl 
status    report 

people  who  will  he  most  affected  1»\ 

\ideo  tape  are  only  dimly  aware  of  ii- 

potential.  Some  ol  the  insiders,  how- 
ever, find  it  hard  to  keep  their  feet  on 

the  ground.  They  foresee  a  time,  not 

too  far  distant  when  every  home  will 

have  video  tape  to  record  tv  program- 
ing and  chains  of  movie  houses  will 

simultaneous!)  show  features  piped 
from  a  single  video  tape  recording ■  ■enter. 

\\  hat  is  there  ahout  video  tape  that 

pot i'ic!-  tin-  ta-  inating  future ?  Pos- 

sibl)  tin-  easiest  wa)  i"  understand  how 
\ideo  tape  wmk-  i-  to  compare  it  i" 

audio  tape  '  whi<  h  shouldered  aside  the 
shellac  disk  and  i-  now  common!)  used 

to  record  radio  programs  > .  and  photo- 
E raphic  film  I  whi-  h  .  ai  i  ies  both  pi<  - 
ture  and  sound  track  I . 

\mlio  tape  i-  a  plastic  -trip  coated 

with  a  metal,  usuall)  iron  oxide,  which 
records  sound  magnetically.  Thai  is, 

the  metal  coating  i-  magnetized  \>\ 
electronic  impulses  « bi<  h  \  ar) 

cording  to  the  sound  frequencies.  How- 

ever, you  can'l  actuall)  see  the  Bpe 
recorded  sounds  as  can  he  done  in  a 

photographic  sound  track. 

It  s  the  same  w  ith  \  ideo  taj  e.  I  h<- 
picture  "infonnation"  picked  up  b) 
the  television  camera  is  converted  ii  t" 

electronics  impulses  jusl  as  sound  is. 

Ihe-e  impulses  magnetize  the  video 

tape  jn-i  as  sound  doe-.  The  record- 

ing i-  immediate.  There  i-  no  pro<  ess- 

ing  necessary  as  there  i-  in  film.  There- 
fore, magnetic  tape  can  he  played  back 

just  as  soon  as  it's  re<  "iced. Not  only   is  magnetic  tape  chea 
than  film  stock  hut  magnetic  tape  can 

i  Please  turn  in  /  age  •"-"• 

Pictorial  diagram  below  shows  how  use  of  VTR  (Crosby  Enterprise's 
name  for  its  video  tape  recorder)  does  away  with  time-consuming 

and  expensive  processes  involved   in  making  and  developing   kinescope 

recordings  on  photographic  film.  Note  that  VTR  can  monitor  both 

sight  and  sound  while  program  is  going  on.  In  actual  process,  tape 

is    put    aside    after    recording    and    played    back    later    for    telecasting 

negative  film  developer 

positive  film  developer 

film  printer  \^% 

video  film  recorder 

rs- 
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MINUTE    RICE    IMPROVES    EFFICIENCY    OF    ITS    SHARED    TV    SPONSORSHIP   OF   "IOB    HOPE."    "MAMA"    BY    CARRYING    THEME    OF   TV  1 

How  General  Foods  gets  most  out 
of  television  for  Minute  Rice 
Postwar  GF  rice  brand  stretches  impact  of  tv  by  launching  recipes  on 

video  shows,  following  through  in  print  and  super  market  displays 

§   en  years  ago,  quick-cooking   Mm-  point-of-purchase  promotions.  Mama     i  CBS    TV) — magazine    color 

ute  Rice  was  just  a  gleam  in  General          Today,  Minute  Rice  is  a  fast-selling,  spreads     i  Life.    Satevepost,    women's 
Foods    corporate  eye.  nationally-distributed    product    hacked  magazines)  and  extensive  point-of-pur- 

Eighl    years   ago,   Minnie   Rice   was  b)   a  SPONSOR-estimated  $2  million  ad  chase  material. 

launched  on   the  consumer  market   in  campaign  which  includes  shared  spon-  \ll  of  General  Foods"  leading  com- 
Vtlanta  and  Philadelphia  with  a  com-  Borship  of  two  of  tv's  top  network  pro-  petitors    in    the   $105    million    annual 
bination  of  spot  radio,  newspapers  and  grams     lioh    Hope    (NBC    TV)    and  (U.  S.  consumption  at  retail  level)  rice 
40 
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l*SiX*i'n-  MINUTE torF 

y^Af&jS>J*Z:  TOMATO  SAUU 

'SI 

vIERCIALS    INTO    POINT-OF-PURCHASE    DISPLAYS 

business  admit  thai  Minute  Rice  rank- 

in  the  top  three  in  sales  and  is  the 
most-advertised  rice  brand  on  the  mar- 

ket   todaj . 

Other  rice  brands  (some  <>f  which 

top  Minute  Rice  on  a  "pounds  sold  an- 

nually" basis,  but  not  on  the  basis  of 

"number  ol  packaged  units")  use  ra- 
dio and  tv.  Runner-up  to  Minute  l!i  :e 

is  River  Brand  Rice  Mill-,  makers  of 

Carolina  and  River  Brand  Rice,  which 

uses  spot  radio  jingles  on  some  25  out- 
lets in  a  dozen  markets  plus  a  partici- 

pation period  on  Wednesdaj  after- 
noons in  a  Du  Mont  TV  Network  show, 

Paul  Dixon.  Converted  Rice.  Inc., 

makers  of  Uncle  Ren's  Rice,  has  used 
a  tv  participation  series  in  Garry 
Moore  Show  I  CBS  TV  >  as  well  as  some 
local  tv  and  radio  announcements. 

Other  periodic  radio-tv  spot  adver- 
tisers in  the  rice  field  include:  Comet 

Rice  Mills,  makers  of  Comet  Rice;  Ed- 
mundson-Duhe  Rice  Mill,  makers  of 

Regent  and  Chinito  brands;  and  Loui- 
siana State  Rice  Milling  Co..  makers 

of  several  important  regional  and  local 

30  NOVEMBER   1953 

rice    brands    in<  luding    \\  atei     Maid. 
I  .  \ .(  ...  and  Mahalma. 

Rut.  as  tlie  ad  manager  <>f  one  of 

Minute  Rice's  leading  competitors  ob- 
sen ed  to  m'ii\m lit.  "\l inute  It i>  e 
spends  more  on  the  aii  than  anyone 
in  the  rice  business  ever  dreamed  "f 

spending." 
In  contrast  with  the  over-all  General 

I   I-  picture,  however,  Minute  Rice  is 
|p\  ih>  mean-  a  reigning  GF  Btar. 

I  lie  i  in  rent  spending  level  of  all  I II 

ad\ ei  tising  in'  luding  items  like  pre- 
miums, sales  promotion,  agen  \  Fees, 

point-of-purchase  material,  eti  .  is 
around   $54    million.     In   terms  of  total 

sales,  <>!•'  i-  in  the  three-quartei  1  illion 
dollar  class.  \-  a  I  roadcasl  advertiser 

GF  i>  "lie  ol  the  biggest  in  -i;jht.  ((  ur- 
rentlj .  the  <  d  banner  flies  on  L2  net- 

work radio  shows  and  six  network 

\  ideo    programs    including    evei  j  thing 
from    Wend)     Warren    &    the    \e//s    to 

Red  i'.uiii  ns  and  Our  Miss  Brooks  plus 
o-n.   5]  "i  camp  ligns.  I 

Minute  Rice's  importance  in  the 
Genera]  Foods  picture  i-  therefore  not 
b  ised  "ii  sheei  size,  but  rathei  on  w  hat 

ii  represents.  Minnie  Rice  i-  typical 

"I  the  crop  "I"  a  dozen-plus  GF  pa<  k- 
aged  food  products  which  have  been 
launched  since  the  war.  all  of  which 

ha\  e  been  highl)   successful. 

These  products  include:  Corn-fetti. 
Krinkles  and  Sugar  Crisp  in  the  Post 
Cereals  line;  Swan-  Down  Yellow  Cake 

Mix.    Devil's   F   1    Mix.    White   Cake 
Mix,  and  Vngel  Food  Mix  in  the  bak- 

ing products;  Birds  Eye  Chicken  Pie, 
Chicken  Parts,  and  Frozen  Orange 

Juice;  Jell-0  Puddings  and  Pie  Fill- 

ings; Raker'-  1-in-l  Cocoa  Mix:  and. 
of  course,  Minute  Hire.  \||  ,,f  the-e 

products  have  one  thing  in  common: 

the)  are  packaged,  easy-to-cook,  ea-\- 
to-store  foods. 

General  Foods  think-  highly  of  the-e 
culinary  starlets,  particularlj  when  it 
conies  to  their  sales  records.  For  the 

-i\  months  ending  30  September  IT).", 
Ceneral  Foods  racked  up  a  whopping 

1354,475,594  in  sales  an  increase  of 

nearrj  $30  million  over  the  same  pe- 

riod in  1952.  '"The  increase  in  vol- 

ume sales,'  announced  GF  at  the  time 

these  sales  figures  were  released,  "was 
parti)  due  to  the  growing  success  "I 

postwar  products  and  to  more  effect  i\e 

marketing." Marketing  is  of  great  importance  t" 
GF.  As  President  \u-tin  S.  Igleheart 

recentl)  observed.  "When  the  millions 
and  millions  of  packages  come  off  the 

line,  you  still  have  to  sell  them." 

Ill 

case    history 

Selling  means  a  h>t  of  things  i"  '  Jen 
eral  I  oods.  It  means  resean  h  i"  de- 

termine the  -ale-  potential  of  all  types 
of  market-.  It  means  hard-hitting 

salesmanship  within  the  trade.  But 
where  the  housewife  is  concerned  sell- 

ing means  rea<  hing  hei  as  often  as 

possible  with  product  advertising  be- 
fore  -he  make-   her    food    pur<  ha-e-. 

To  a<  complish  the  goal  of  impn  -- 
ing  the  housewife  thoroughl)   with  the 

qualil  j .  <  "in  eniem  e  and   \  alue  "I   its 

food    products,    <  >•  neral    I   I-    relies 
heavil)  on  broad  i-i  advertising.  In 

I  n  i.  a<  •  ording  to  sponsor's  latest  •  - 

timate,  more  than  50'  <  "I  GF's  total 
advertising  expenses  are  coi  nei  ted  di- 
rectl)   or  indirect!)   w  ith  radio  and  t\ . 

I  he  reason  foi  this  extensive  use  "f 

air  advertising  l>\  GF  isn't  haul  \<> 

grasp. Over  hall  "I  the  $70  billion  now 

spent  annuall)  b)  V  ri  3  on  food 
gi  ies  In)  packaged  food  products.  I  he 

hulk  "I  llii-  pun  hash  g  is  done  in  -elf- 
-i  i\  i<  e  gro  er\  outli  ts.  \ir  media  have 
an  excellent  re  ord  over  the  years  in 

selling  packaged  |  rodu  ts  "I  all  kinds 
and  for  reaching  the  mass  udii 

which  doe-  it-  shopping  in  super  mar- 
kets. 

The  air  advertising  blueprint  used 
1>\  <  ,i  neral  Food-  for  Minute  l!i-  • 

therefore  should  l"-  "I  value  to  an) 
adman  or  firm  concerned  with  the 

problems  ol  lame  hing  a  massn  on- 

sumption  pa  kaged  item.  Here's  how  it shaped  up: 

19li>    General  I   I-    marketing  ex- 

perts -eh-  ted   Atlanta  and  Philadelphia 
as  the  first  targets  for  Minute  Rice  f<>r 

i  Please  turn  to  page  86 

Formula     for     pre-cooked      Minute     Rice     was 
sold     to     GF     In      1941      by     Ataullah     Durrani 
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Beware  of  these  misuses  of  Stani 
Researcher  Beville  of  NBC  shows  advertising  pitfalls  of  new  Starch  study;  Dale 

In  its  issue  of  16  November  1953 

SrONSOR  published  u  report  on  a  series 

of  television  studies  conducted  by  the 
well-known  research  firm  of  Daniel 
Starch  &  Staff. 

At  that  lime  sponsor  sought  to  be 

objective  in  its  report,  giving  both 
sides  of  the  hot  controversy  which  still 
sun  omuls  the  Starch  tv  (inures. 

Now,  as  a  result  of  criticism  that 

SPONSOR'S  article  was  "unfair  to  Iv  and 

too  favorable  to  magazines"  we  again 
seek  to  be  objective  in  presenting  a 
pair  of  articles  on  the  same  subject. 

The  first,  by  NBC's  Hugh  M.  Beville, 
starts  immediately  below;  the  other  by 

Jack  Boyle,  tv  director  of  Daniel 
Starch,  commences  on  page  97. 

Both    researchers  herewith   have   an 

NBC's  Seville  (top,  beiow)  warns  that  the 
use  of  new  tv  figures  from  Daniel  Starch 

(bottom)     as    media     yardstick    is     misleading 

opportunity  to  air  their  views,  criti- 
cisms and  counter-criticisms  of  the 

Starch  tv  studies  of  commercial  identi- 

fication.— Editors. 

by  Hugh  M.  Beville 
Cs Director  research,  planning,  NBC. 

^^ity  the  poor  vacuum  that  exposes 
itself  to  the  excess  of  hot  air  that  hangs 

depressingly  over  Advertising  Alley. 
Particularly  if  this  vacuum  happens  to 

be  labeled  "advertising  effectiveness." 
The  "Immediate  Recall  Survey  of 

Television  Commercials."'  sponsored  by 
Daniel  Starch  &  Staff,  was  designed  to 

be  an  inexpensive  research  device  for 

improving  tv  copy,  by  obtaining  a 

"playback"  of  sales  points  from  pro- 

gram viewers  soon  after  tv  exposure. 

Reaching  by  telephone  a  person  who 
has  seen  the  program,  the  interviewer 

asks:  "Please  describe  the  commer- 

cials." 

After  conducting  about  20  such  sur- 
veys, each  with  a  total  sample  of  ap- 

proximately 250  respondents,  Starch 

determined  that  "4190  of  the  viewers 
of  the  average  nighttime  network  tv 

show  see  any  given  commercial  within 

that  program." "Incidentally,"  they  said,  "this  fig- 

ure corresponds  to  a  'noting'  average 

of  40%  for  magazine  color  page  ads." 
This  is  the  background  of  the  contro- 

versy which  was  brought  into  the  open 
in  the  16  November  sponsor  in  an  arti- 

cle  headlined    "Will    Starch's    new    tv 

Seville's  5  cautions  on  Starch  tv  data 

The  research  methods  applied  by  Starch  to  magazines  and  tv,  NBC 

Research  Director  Beville  feels,  are  so  different  that  the  end 

figures  can  in  no  way  be  compared  directly.  "The  only  conclusion 
we  reach  is  that  the  two  techniques  are  not  at  all  identical  and  are 

similar  only  in  that  they  are  both  produced  by  Starch,"  Beville  says. 

Advertisers  should  remember  that  a  network's  responsibility,  even  if 

it  is  selling  a  network-packaged  tv  show,  is  to  deliver  a  good  audi- 

ence, says  Beville.  Whether  the  audience  waits  through  the  com- 

mercials is  the  advertiser's  headache:  "It's  up  to  the  sponsor  and 

his  agency  to  produce  commercials  that  attract  and  hold  viewers." 

In  evaluating  Starch  figures  admen  should  remember,  NBC  warns, 

that  a  commercial  which  is  highly  entertaining  may  get  a  high  re- 

call figure — but  it  may  not  be  selling  the  product.  Other  video 

commercials  aimed  at  "the  interests  of  a  small  proportion  of  top 

prospects"  may  have  low  recall  value  generally,  but  sell  effectively. 

Networks  do  not  claim  that  the  total  audience  of  a  tv  program 

sees  every  commercial.  Minute-by-minute  audience  data  (Nielsen) 

and  average-audience-per-minute  rating  figures  (Hooper,  Trendex, 

Nielsen)  give  more  reliable  estimates  of  audience  to  individual 

commercials    in    a     network    television     program,     Beville    cautions. 

Primary  usefulness  of  Starch  tv  studies,  Beville  believes,  is  in  the 

realm  of  copy  testing  and  checking.  But  the  results,  he  adds,  are 

only  a  check  of  audience's  ability  to  "play  back"  sales  points  to 
Starch  interviewers  in  a  phone  survey.  They  are  not,  he  feels,  com- 

mensurate with  an  accurate  measure  of  how  many  saw  commercial. 
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i  iiires 
ireli's  Boyle   replies 

Xcirvirccf.'  (flioft's  SPONSOR  rr  Sturvh  A  "Newsweek"  reporter  sought  out 
SPONSOR  editors,  road  proofs  of  16  November  SPONSOR  article  on  Starch  tv  figures. 

Said  "Newsweek":  "Defenders  of  the  young  advertising  medium  rushed  into  print  this 

week  in  the  trade  journal  SPONSOR."  referring  to  quotes  in  SPONSOR  article  from  research- 
men   who   pointed   out   no  comparison   of   magazines  vs.   tv   was   possible    with    Starch    figures. 

noting  figures  upsel  buying  Btrategy?" Interest    has   been    focused   on   two 

points: 
1.  The  belief  thai  these  Starch  stud- 

let  "condemn  to  oblivion  the  glib  the- 
ory that  all  the  i\  viewers  who  watch  a 

l;  1  \ < •  1 1  t\  show  see  and  remember — all 

the  commercials  in  the  program."' 2.  The  belief  that  by  providing 

"noting"  figures  for  both  magazines 
and  television,  the  Starch  studies  pro- 

vide a  valid  basis  for  inter-media  com- 

parisons. 
It  is  the  last  point  in  particular  thai 

Bhould  disturb  responsible  researchers 
in  all  fields  of  advertising. 

Even  when  Starch  data  were  re- 
stricted to  magazine  advertisement 

leadership  ratings  and  supplementary 

"primar)  reader  characteristics,"  some 
high!)  respected  research  men  <  om- 
plained  thai  Starch  ua-  inviting  in- 

valid media  comparisons.  Ilii-  criti- 

cism was  directed  pai tit  ulai K  at  (Ik- 

jack  BOYLE  REPLIES  TO  BEVILLE 

Daniel  Starch  and  Jack  Boyle  were  shown 

this  article  by  NBC's  Director  of  Research 
Hugh  M.  Beville.    Starch  firm  replies,  page  97. 

Luk  of  precision  in  sampling,  and 
\  ague  methodology . 

The  comparisons  he  i-  now  iiuiliirj 
are  between  two  vastly  different  types 
of  media,  on  the  basis  of  completer) 

non-comparable  sampling  and  inter- 
\  ,c\\  ing  procedures. 

SPONSOR  was  delinquent  in  it-  orig- 
inal presentation   b\    glossing  over  the 

major  differed  es  between  the  two 

Starch  Bei  i  i<  es.  Pai ii*  ulai  ex<  epl ion 
i -  taken  to  ib<-  -i  temenl  that  "researt  Ii 
\<  <  hniques  are  similai  in  Stan  Ii  t\  and 
magazine  studies,  bul  b)  no  m( 

identical." 
There  are  virtuall)  onl)  three  areas 

in  which  the  sei  \  i'  es  are  similar: 
Starch  intei  \  iews  .  .  . 

1 .  \  small  number  .  .  . 
2.  '  )l  people  .  .  . 

3.  Who  had  been  exposed  to  the  ad- vertising. 

In  ever)  other  a-pecL  part i<  n la 1 1 \ 
villi  regard  to  technique  and  results, 

the  surveys  are  completer)  non-com- 

parable. I  For  descriptions  of  the  two  l\pes 
>  Please  nun  in  page  92  i 

Printed  media:  How  Starch  evaluates  the  ad 

campaigns  in  national  mags  and  newspaper  supplements 

►  Method:  Familiar  "recognition  method"  techniqut 
is  used.  Interviewers  ask  respondent  to  indicate,  as 

pages  an  turned,  which  ads  wen  seen  in  his  or  her 

previous  reading  of  magazine.  Interviewer  tries  to 

determine  extent  to  which  respondent  has  read  a  par- 
ticular ail.  Weekly  magazines  an  studied  in  period  of 

om   week,  starting  four  days  after  mag  goes  on  sale 

►  Sample-.  Interviewing  is  doni  on  both  men  and 
women  {total:  about  300)  for  general  magazine.  For 

specific  appeal,  about  200  nun  or  women  an  checked. 

Sample  is  modi    up  of  peopli    who  rend  issUi    prior  to 

inti  rrit  W(  r's  call.  This  "primar}!  homi  "  audit  nee  got 
the  publication  via  subscription  or  at  a  rn  WSSto/nd. 

About  two-thirds  of  women  quizzed  are  homemakers. 

►  Report:  Three  ten  Is  of  readership  an  given:  (1) 

"noted" — those  who  can  recognizi  a  print  ad  even  if 

then  can't  identify  advertiser,  2  "seen-associated" 
— includes  thost  who  "note"  and  identify,    3    "read 

most" — readers  who  had  nad  .")()',  or  mon  of  reading 
matter  in  ad.  "Noted"  and  " seen-associated"  per- 

centages are  cumulative.    Admin  use  all  thru   ratings 

Television :  How  Starch  rates  immediate  recall' 
value  of  video  commercials  and  sales  points  remembered 

►  Method:  Within  an  hour  oj  program  telecast,  inter- 
n,  ir,  rs  atti  mpt  to  local,  and  qui  stion  mi  n  and  worm  n 

who  saw  tin  particular  show.  Quizzing  is  done  by 

phone.  Viewers  an  asked  to  describt  show's  commer- 

cials (aided  and  unaided  recall  and  to  "play  back" 
sales  nussaiji  in  specific  tv  commercials.  Probing  is 

di, in  on  aided,  unaided  basis  fori  orb  show  commercial. 

►  Sample:  Sin  of  tin  sample,  and  location,  is  largely 

at  thi  discretion  of  tin  clout.  Usually,  somt  200  in- 
ti rvit  ws  with  vii  wers  who  saw  tin  particular  show  an 

Hindi.  I. oration  of  cities  in  which  tv  checkup-  art 

modi  usually  has  somt  geographic  spread,  but  doet 

always  include  largt  st  citiet  Names 
chosen  on  random  basis  from  pages  in  tht  phonebook. 

►  Report:  For  each  commercial  on  program  chei 

two  sets  of  Starch  figures  an  reported:    1)  "Unaided 
identification" — tht  percentagt  of  men  or  women  who 
described  a  particular  commercial  withou 

2    " Aided  identification" — the  pera  <!img 
commercial's  sales  points  when  prompted  by  starch 

intt  rvit  w>  r,  plus  "  Total"  figun  s, '  back"  q 

30  NOVEMBER  1953 
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F&P  clinics  mull  spot  problems 
Rep  firm's  radio  and  t\  stations  and  its  own  experts  get  together  in  three- 

day  Chicago  confab  to  sharpen   their  advertising  techniques 

wPiw  of  those  profitable  get-togethers,  where  broad- 

casters  let  their  hair  down  and  sharpen  their  adver- 

tising and  operating  techniques,  was  held  in  Chicago 

earl\  llii-  month  under  the  aegis  of  Free  &  Peters, 

station   representatives. 

The  three-da)  sales  clinic,  held  for  F&P-repre- 
serited  stations,  gave  108  station  executives  as  well 

as  36  F&P  men  an  opportunity  to  swap  experience- 
and  know  how  on  a  multitude  of  subjects  ranging 

from  rate  deal-  to  merchandising,  from  audience 

promotion  to  sale-  -mice.  Separate  clinics  were 
held  lor  radio  and  tv  stations.  A  similar  closed- 

door  confab  was  held  by  F&P  in  1950. 

The  clinic  was  opened  3  November  by  H.  Preston 

Peters,  F&P  president,  and  there  were  talk-  by  guest 

speakers  representing  the  advertiser,  the  agency  and 

the  broadcasting  industry.  Speakers  included  Al- 

fred C.  Waack.  advertising  director  of  the  House- 

hold Finance  Corp.;  Richard  Grahl,  chief  timebuy- 
er  for  the  William  Esty  Co.,  and  Kevin  Sweeney, 

vice  president  of  the  Broadcast  Advertising  Bureau. 

The  first  and  second  day  were  devoted  to  radio 

problems  and  tv  was  covered  during  the  second  and 

third  day.  Serving  as  moderators  in  the  variou? 

panel  discus  ions  were  F&P  men. 

There  was  no  attempt  to  reach  conclusions  dur- 

ing the  hehind-the-^cenes  panels.  The  object  was  to 
-how7  how  various  stations  served  their  clients  and 

met  their  own  problems,  the  keynote  being  that  what 

was  good  for  the  station  was  good  for  its  client-. 

Ratlio  audivnvv  promotion; 

Fred  Nakas,  A'.VVX,  Houston,  <lisaiss<s  nit<li<  nc< 
promotion  <ii  F&P  chine  (at  right).  Unlike  1950, 
midline*     and    sales    promotion    panels    inn     split 

Radio  merchandising: 

Attending  merchandising  panel  were,  I.  h,  r.}  A.  C. 
II,  rush  in.  \Y.\oY.  Vincennes,  I  ml:  Wayni  Kearl, 

KGMB-KHBC,  Hawaii;  Jack  Thompson,  F&P  (left) 

Radio  sales  promotion: 
Bottom,  right:  I!  W.  Youngsteadt,  WPTF,  Raleigh; 

Paul  Mi'ls.  WBZ,  WIIX.  1  Boston;  John  Erickson, 
Bill  Bryan,  both  F&P;  Marvin  Hull.  WMBD,  Peoria 

Ho*  to  make  Spot  ̂ ^^(/{fCf^ 

MOM  C  the  Advertiser 
 and  his  Agency 
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ABOVE.   GROUP  PHOTOGRAPH   OF  THOSE  WHO   ATTENDED  CLINICS   AT    EDGEWATER    BEACH    HOTEL.    CHICAGO,    3-5    NOVEMBER 

Tv  advertising: 

At  tv  panel  {at  left)  <irc  (I.  to  r.)  Georgt  Stanton, 

I'd!':  Stuart  Watson,  8.  C  Johnson:  Richard  Grahl, 
\Y»i.   Esty  Co.:  Jack    Green   of  tin    Toni  Company 

Tv  sales: 

Discussing  tht  displays  at  tin  clinic  are,  I.  to  r.. 
Jack    Brooke,   F&P;   Let    Ruwitch,    WTVJ,   Miami; 
Jo<   II< mid,  KHTY.  Denver  {shown  <it  bottom,  left) 

Tv  and  the  agency: 

Below,  right,  an  identification  cauls  of  thra  "' 

tin  guest  speakers  at  F&P's  national  spot  tv  sales 
clinic.     Tin    trio   spokt    on    "Tht    agency   mul    tv" 

30  NOVEMBER   1953 
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I.    blew  construction  permits* 

CITY   &.   STATE CALL LETTERS 
CHANNEL NO. 

DATE  OF 
GRANT 

ON-AIR 
TARGET POWER    <KW)- 

VISUAL    |     AURAL 

STATIONS 

ON  AIR 

SETS  IN 

MARKETt 
(000) LICENSEE  &   MANAGER 

RADIO 

REPfl 

ANN  ARBOR,  MICH. 

CHAMPAIGN-URBAN  A, 
ILL. 

CHICAGO,    ILL. 

CUMBERLAND,  MD. 

LAKE  CHARLES,  LA. 

MIAMI,  FLA. 

PITTSFIELD,  MASS. 

TOPEKA,  KAN. 

WEST    PALM    BEACH, 
FLA. 

26 
4    Nov. 

WILL-TV 

12 
4 

Nov 

+ 

■:■ 
11 

4 Nov 

WTBO-TV 

17 
12 

Nov 
KPLC-TV 7 

12 

Nov 

WTHS-TVi 2 

12 

Nov 

WBEC-TV 64 

12 

Nov 
42 4 

Nov 
5 4 

Nov 

263 

18.2 

61.7 
19.1 
51.3 

13.8 

17.4 

83.4 
60.3 

138  1  13     UHF  Regents.    U     of    Mich. 

9.1  1  NFA         u    of  "'■ 

331            4             1    575  VHF  Chicago    Educ.    Tv    Foun- 

'  dation 

9.5               0  NFA  Maryland    Radio    Corp. 

27.5           0  NFA  Calcasieu     Bdcstg.     Co.               Weed 

6.9  1  201     VHF  Dade  Cou-ty   Bd.   of   Pub. 

lnstruct:on 
9.4  0  NFA  Western     Mass.     Bdcstg.  Everett- 

Co.  M'Kinni 
41.7  1  NFA  Alf    M.    Landon 

36.3  17UHF  palm     Beach    Tv    Inc.    

ff.    New  stations  on  air* 

CITY  A   STATE 

ANCHORAGE,   ALASKA 

BILLINGS,  MONT. 

BLOOMINGTON,    ILL. 

COLUMBUS,  GA. 

DENVER,  COLO. 

DES  MOINES,   IOWA 

EVANSVILLE,    IND. 

FLINT,  MICH. 

FORT  WAYNE,   IND. 

HAVANA,   CUBA 

NEW  BEDFORD,   MASS. 

OKLAHOMA   CITY, 
OKLA. 

PRINCETON,    IND. 

TOPEKA,    KAN. 

TULSA,  OKLA. 

YORK,   PA. 

CALL  CHANNEL 
LETTERS  NO. 

ON-AIR 
DATE 

POWER    (KW)* 

NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt 

(000) 

LICENSEE  &.   MANAGER 

KFIA 

KOOK-TV 

WBLN 

WRBL-TV 

KLZ-TV 

KGTV 

WFIE 

2 

2 

15 

4 

7 

17 

62 

WTAC-TV       16 

WKJG-TV 

CMTV 

33 

11 

WNBH-TV  28 

KLPR-TV  19 

WRAY-TV  52 

WIBW-TV  13 

KCEB  23 

WNOW-TV  49 

15    Nov. 

9    Nov. 

26    Nov. 

15    Nov. 

1    Nov. 

11    Nov. 

15    Nov. 

26    Nov. 

15    Nov. 

11    Nov. 

15    Nov. 

15    Nov. 

15    Nov. 

15    Nov. 

15    Nov. 

15    Nov. 

13.8 

17.5 18 

26.9 

10 

162 

90 

59 

270 

5 

200 

91 
10 

2 
10 

97.7 

8.3 

8.8 

9.8 

14.5 

6 

87.1 45 

29.5 

143 

2.5 
100 

49 

5 

1 

6 
52.5 

CBS,   NBC 1 

ABC,  Du  M,      1 
CBS 

1 

CBS 

CBS ABC 

ABC,  Du  M,      1 
NBC 

ABC 

NBC 

Du    M 

ABC,   CBS, 
Du  M 

Du   M 

NFA 

NFA 

NFA 

12    UHF 

164  VHF 

NFA 

25    UHF 

NFA 

NFA 

NFA 

NFA 

232   VHF 

NFA NFA 

165  VHF 

NFA 

Kiqqins    &     Rollins 

Keith     Kiggins.     Richard 
Rollins,     partners 

Montana    Network 

V.   V.  Clark,  gen.  mgr. 

Cecil     W.     Roberts,     per- 

mittee   and    pres. 
Jfrrell    Henry,    gen.    mgr. 

Columbus     Bdcstg.     Co. 

Aladdin    Radio  &   Tc   Inc. 
Hugh    B.    Terry,    pres.    &. 

gen.    mgr. 
Rib    Mtn.    Radio    Inc. 

Ralph    O'Connor,    gen.    &. com.    mgr. 

Premier    Tv,    Inc. 
Jesse   D.    Fine,   pres. 

Ted      Nelson,     gen.     mgr. 

Campbell-Trendle    Bdcstg. 
Corp. 

H.   Allen   Campbell,   vp   & 

gen.    mgr. 
N.    E.    Ind.    Bdcstg.   Co. 
C.    L.    Sehust.    pres. 

Compania    Tv     del     Cribe 
S.A. 

Manuel    D.   Austran.   pres. 

E.    Anthony   &.    Sons 
H.    M.    Solomon,    mgr. 

KLPR    Tv    Inc. 
Byrne     Ross,     pres. 

So.    Ind.   Tcstg.   Inc. 

R.    L.    Epstein,   gen.   mgr. 

Topeka    Bdcstg.    Assn. 
Ben    Ludy.    gen.    mgr. 

Elfred     Beck,     pernrtee 

N.    R.    Kelly,   gen.    mgr. 

Helm   Coal   Co. 
L.    W.    Williams,    gen. 

mgr. 

BOX  SCORE 
7 ftnl    1  S      ttatioru    on    air. 
ind.  Honolulu 

Ao.  of  mat 196 

of  post-free:r  Cfs  srant- 
ding  26  educational 

grants;  20  \  ■■ ,Vo.  ol  grantees  on  air 

(] 

Ml 
211 

Vo.  of  TV  homes  in  U.S Oct.  '53)   _ 

Percent    of    all    U.S.    homes 

REP 

Hollingberj 

Katz 
HollingbCTT 

Taylor 

Baymer 

Walker 
Boiling 

Walker 

Capper 

Boiling 

Hollingberj 

25.690.0001 

with  TV  sets  (1  Oct.  '53)  o6%§ 

•Both   new    C  P  '<    «r.  I 

lo    markrfi    »t 

the    ilr    lined    here    ire   those   whlrh    ncrurred    between i  «s    are 
I'.'i  Is  (hit   recorded 

n   the  number 
'    estimate*    from   the 

iroumtte.      IData    from    NBC    Bes.  arrh    and    Plaiuilnf 

46 

Percentages  on  homes  with  sets  and  homes   In  TT  coverage  areas  are  considered   approximate,    fl 
•esetuaiive  of  a  radio  station  which   is  granted   a  C.P.   also  represents  the 

T\    operation      Since  at   presstlme   it   is   generally  too  early  to  confirm  TV  representations  of  BOB grantees,   si  ONSOB  lists  the  reps  of  the  radio  stations  in  this  column   iwhen  a  radio  station  bai 
\      grant).      NFA:     No     figures    available    at     presstime    on    sets     in    mark*, national    grantee. 

SPONSOR 



AT  THE  SIGN  OF  THE  ROOSTE, "  WJAR-TV 

THE  BIRD  AT  HAND  is  Channel  10's 

Rhode  Island  Red  Rooster . . .  million-dollar  mascotof  WJAR-TV, 

solidly-selling  an  $8,257,877,000  market  through  85% 

penetration  of  1,080,413  TV  homes. 

WEED      TELEVISION,      NATIONAL      SALES      REPRESENTATIVES 
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r  n><  us  Radio  Spol  Sales     and 

les-booming  salvos  in  14  ol  the  nation's 

is.  using  the  biggest  gun  in  each  one— 

the  local  (  bs  Radio  station  we  represent. 

We're  manned  for  quick  action  Our  account 
executives  i  who  average  8  years  of  active  dut)  on 

the  local  station  level  I  can  tell  you  all  about  these  14 

stations,  their  programs  and  their  personalities. 

Our  research  and  promotion  crews  (each  the  lai 

in  the  spot  field  l  can  help  you  select  the  strongest 

availabilities  tor  your  needs,  making  certain  you 

reach  the  right  ages,  income  levels,  sex.  and  the  like. 

And  you'll  reach  more  people  than  you  would  any 
other  way,  because  in  eat  h  ot  these  14  areas  the 

station  we  represent  has  the  biggest  average  share 

of  audience  in  its  market,  month  alter  month! 

Whether  you're  invading  a  single  market  or  all  1 4. 

you'll  be  in  complete  command  when  you  use  CBS 
Radio  Spot  Sales.  Fire  when  ready.  Gridlej  ! 

CBS    RADIO     SPOT    SALES 



EVEN    ROME   WATCHES 

WHEN 

^^Jo  wonder  the  Colosseum  is  in 
ruins— folks  in  Rome  would  rather 

watch  WHEN. 

Once  you  see  one  lion  devour 

a  martyr,  you've  seen  'em 
all.  Entertainment  on  Chan- 

nel 8,  however,  is  so  rich  in 

variety  that  all  Rome  gives 

thumbs-up  to  WHEN.  Inci- 
dentally, Rome  is  only  one 

of  more  than  250  communi- 
ties in  the  rich  heart  of  N.  Y. 

brought  to  the  Syracuse 

market  by  WHEN.  Interested 

in  collecting  Roman  coin? 

WHEN's  loyal  Roman  legions 
have  well-lined  togas,  and 

a  good  golden  stream  of 
denarii  flows  into  Syracuse. 

Don't  fiddle  around  while 
the  TV  tubes  in  Rome  burn 

(  for  other  sponsors— get 

^jr  aboard  that  chariot! 
SEE    YOUR   NEAREST 

KATZ    AGENCY 
■Udij 

WATCHES 

iA^^l    W 'ATCI 

^rtEN 
CBS 
ABC 

DUMONT 

A 
MEREDITH 

STATION  \, 

TELEVISION 

SYRACUS 

agency  profile 
Louis  W.  ftlunro 

President 

Doremus   &    Co.,    New   York 

"You  can't  advertise  securities  like  you  advertise  shoes,  Louis 
Munro,  president  of  Doremus  &  Co..  told  SPONSOR  half-wistfully. 

He  was  referring  to  the  speculative  nature  of  most  securities 
which  makes  it  difficult  to  predict  their  worth  so  much  as  24  hours  in 

advance.  Furthermore,  various  legal  restrictions  make  the  advertis- 

ing of  securities  a  complicated  project.  A  shoe  manufacturer  adver- 
tises color,  style,  durability  of  his  product,  not  the  virtue  of  wearing 

shoes.  Yet  that's  precisely  the  tvpe  of  broad  institutional-educational 
advertising  that  a  financier  must  do. 

"Take  mutual  funds,  for  example,"  Munro  continued.  "We  can 
educate  the  public  to  the  over-all  advantages  of  all  mutual  funds, 

but  we  can't  single  out  one  particular  fund  as  'less  risky,  recom- 
mended by  most  millionaires,  or  sure  to  satisfy  or  you  get  double 

your  money  back'." The  copy  which  Doremus  wrote  for  Kidder,  Peabody  &  Co.,  one 

<if  the  agency  accounts  that  uses  air  media,  had  to  be  cleared  with 
the  Securities  Exchange  Commission,  the  National  Association  of 

Securities  Dealers,  the  agency  attornevs  and  top  company  executives. 

The  final  commercial,  of  course,  was  more  educational  than  hard- 

sell. Yet  each  15-minute  radio  program,  Your  Money  at  Work, 
(aired  last  year  once  a  week  over  WOR,  New  York;  WHDH,  Boston; 

WGN,  Chicago),  produced  an  average  of  250  leads  for  Kidder,  Pea- 
body,  with  such  a  good  rate  of  conversion  into  sales  that  the  show 
cost  the  sponsor  only  40  per  dollar  of  sales. 

Why,  despite  the  radio  success  of  Kidder,  Peabody,  is  the  Doremus 

agency's  total  air  billing  onlv  $150,000  out  of  the  agency's  expected 
total  $10  to  $12.5  million  in  1953  billings? 

"Because  the  top  executives  of  financial  houses  still  need  to  be 

educated  to  the  value  of  radio  and  TV  advertising."'  said  Munro. 
"They  find  it  hard  to  spend  money  for  intangibles.  And,  along  with 

doctors  and  lawyers,  they're  the  most  unadvertising-conscious  crowd 
of  businessmen  anywhere." 
A  graduate  of  Dartmouth  and  the  Harvard  Business  School, 

Munro  is  well  suited  to  the  job  of  educating  Wall  Street  in  adver- 

tising  strategy  .  \nd.  as  a  Doremus  executive  for  better  than  25  years, 

he  notes  the  trend  towards  more  use  of  air  by  financiers. 

\\  hen  not  educating  Wall  Street  to  advertising.  Munro  is  educat- 
ing  three  son-  for  Wall  Street  in  his  Long  Island  home.  •  •  • 

50 
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This  picture  was  taken  during  erection 
of  an  RCA  TF-12AH.  12-section  50- 
kw  Superturnstile  at  KTBC-TV. 
Interim  transmitter  power  was  2  kw 
when  KTBC-TV  went  on  the  air. 

Now  it's  10  kw 

KTBC-TV  can  still  increase  power  many- 
times  without  a  single  change  in  its 
antenna  system 

High-gain 
VHF  antenna 
—with  a  50 -kw  rating! 

It  delivers  up  to  316  kw  ERP:  rca's  12-section.  50-kw 
Superturnstile,  in  combination  with  a  high-power 
VHF  transmitter,  meets  FCC  maximum  power  limits 
— with  plenty  of  gain  to  spare. 

It  has  adjustable  beam  tilting:  Optional  with  ail  rca 
12-section  50-kw  Superturnstiles,  this  feature  insures 
best  possible  coverage  and  maximum  reinforcement 

of  your  vertical  pattern.  It's  done  simply  by  phase- 
shifting  the  power  between  upper  and  lower  halves  of 
the  antenna — using  standard  feedline. 

It  provides  null  fill-in:  with  rca  12-section  50-kw 
Superturnstiles,  you  can  virtually  eliminate  first  null 
with  practically  no  loss  of  gain.  Benefits  are :  Effective 
close-in  coverage,  and  vertical  field-pattern  shaping 
for  constant  field. 

It  USeS  a  SWitChable  feed  System:  Advanced-type  junc- 
tion boxes,  new  feedlines,  and  a  sectionalized  line- 

connecting  system,  enable  you  to  switch  power  from 
one  part  of  the  antenna  to  another.  An  important 
feature  for  emergency  operation! 

Specially  matched  Styroflex  line:  No  vhf  antenna 
operates  right  without  close  matching  with  the  trans- 

mission line.  RCA's  Styroflex  transmission  line 
matches  the  impedance  of  Superturnstile  sections, 
handles  higher  power,  holds  center  conductor  in 

position — even  when  line  is  coiled. 

Complete  VHF  Antenna  Accessories:  rca  has  all 
equipment  for  VHF  50-kw  Superturnstile  systems — 
transmission  line  fittings,  towers,  r-f  loads  and  watt- 

meters, diplexers,  etc.  Everything  is  "system- 
matched"  for  maximum  performance. 

REMEMBER:  RCA  makes  five  different  types  of  VHF 

50-kw  antennas  to  fit  your  needs.  RCA  has  all  50-kw 
antenna  accessories.  RCA  can  supply  high-gain  50- 
kw  antenna  systems —  tailored  specifically  for  your 
VHF  channel,  power,  and  service  area.  Let  your 
RCA  Broadcast  Sales  Representative  help  plan  your 
TV  antenna  system. 

RADIO    CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT CAMDEN,  N.J. 
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Past' 
rank 

Top    10   shows   in    10  or   more   markets 

Period:  7  13  October  7953 

TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

City   Itetevtive.    MCA,    Revue   Prod.    (D) 

Average rating 

22..«> 

Cisco  Kid,  Ziv   (W) 

Favorite  Story,  Ziv  (D) 

Koston  Blaekie,  Ziv  (M) 

Torcigti  Intrigue,  JWT,  She!.  Reynolds  (A) 

MAberaec      Snajer,  Guild    Films  Co.    (Mu) 

I  lA-d  Three  Li  res,      Ziv  (D) 

ffopnloiig  Cassidy,  NBC  Film  (W) 

7         Kit  Carson.   MCA,   Revue  Prod.   (W) 

10 

Rank 
nn 

Past' 
rank 

I 7 

2 3 

«       2 

flange  Riders,  CBS  Film,  Flying  "A"  (W) 

22.1 

22.1 

21.0 

lit. 8 

18.1 

17.8 

17. 6 

18. 

18.11 

7-STATI0N 

MARKETS 

7.7 

knbh 

i"  :;   i 

11.5 

7.7      10.4 
ivnbt 

0  :   i 

v  00pm 

4.5       4.9 

wabi    n 

  om 

km 

79.5      72.4 
vwibt 
0  :   m knbli 

4.2       8.5 

t.i\ 

klai    tt 

7.9       3.2 ivnbt 

0  30pm 

74.7       8.4 

6  :3Upm 
Kip. 

8.7      72.4 ivnbt 

kera-tv 

7.7 

ffl  ntiip  if  top  sp; 
C/urt  covers  half -hour  syndicated  film  progim 

SB      I 
4-STATI0N    MARKETS 

3-STATI0N    MARKrs. 

Mpls. 
Wash.  I  Atlanta       Bait.        Bost.         Buffalo       Cine.         C'eve. 

72.0       76.8 
V  bkb  WCCO    ti 

2  00pm       5  00pm 

73.0       79.8       74.0 

bbm  ti 
9  30nm 

9  0   ii 

v.i  mi  i    r. 
10:30pm 

74.8 
•vjm-tv 

■ 

77.8 

Wtoll-tV 
s  :;iiinn 

73.8       79.3       76.6 

iv-bn 

9  30pm kirtn  ti 

U  -0|'\ 
10:30pir 

7  7.0      26.3 
0::i0nm      9  30pm 

9.8 

wttg 

'•  liupni 

9.3      25.0      72.8 wbkb 
>  :30pm 

wcco  iv    wmal-tv 
6:00pm       6  :00pm 

7.3        9.4 

reco  iv     iiiup  ti ;  :00pm     1:30pm 

72.0       9.0 wsb-tv     svmai 

I] :00pm    11  :00pm 

47.3 

n  ben  ti 

Hi  30pm 70.5 
nmbk 

10:30pm 

7  7.8     73.5     76.8     39.8      22.5  78.* 

waea-tv    wbal-tt    wnac  ti    wben  Iv     weno-tv  wbna-fl 
;  00pm     7:00pm     5:30pra     7   pm     6:00pm 

72.3       9.8     79.3 

ua-'.i  ■  t  v     v  bal-tV     unar-tv 
7  DOpm    in  30pm    L0 :30pm 

79.3     78.5 
wkre-tv       wewa 

9:30pm     m  30pm 

72.0    25.3 

n  iial  i\    n  nai  -ti 

10:30pm    7:00pm 

20.8       2.8       72.8     77.8     74.3  1' 

Wbz-tV     wbuf-lv     wepo-tv 
in  :30pm     *  ii":. in     s  30pm 

nrewc       wlu- 
10:00pm    1"  U 

77.3     75.8 

wbal-lv    unar   tv 
10  30pm    10:30pm 

7  7.3 

7.8  7  7.8     50.8      23.0     75.5     24.3 

tvlw-a  wna-'-tv    tvben-tv      wlw-t         wews     w-bns-tvl 

10 :30pm  7 :00pm     9 :311pm     s  :30pm     1 » :30pm    :■ 

74.3 
7  7.3 11.5 

24.5 

77.3 

75.3 75.3 

wsb-ti 

6:00pm 

ubal-tv 

ti  :15pm 

\\b  .-tv 

11  30am 
when   tv 

11:30am 

win  -t 

6 :00pm 

u  '  bk 

6  00pm 

ubns-t     -t 

1  30pi   I 

72.0 

7.8 
72.3 

72.5 

72.3 

w\w  -a 

•i     Ollpni 

wrnar-tv 

•  ;  00pm 

uiiar-tv 

tJ  :00pm 
wnbk 

fi  :00pm 
  m  ;» 

70.5 

WEb-ti 

6:00pm 
23.0 

wbz-ti 

7  :00pm 

79.0 

Top    7  0    shows    in    4    to    9    markets 

Jeffrey   Jones,     L.  Parsons  (D) 

Uanyerons  .Assignment,    NBC  Film  (A) 

Ml    liner.  Uame  of  Week,     Sportsvision  (S) 

\  ictory  at  Sen.      NBC  Film  (Doc.) 

linos   "n"     Inrii;.        CBS  Film   (C) 

Orient   l.xpvess,     PSI-TV,  Inc.  (A) 

riong.  Fairbanks  Presents.  NBC  Film  (D) 

(otrhny   f.-UVii.        United  Artists  (W) 

Budge  71  I,      NBC  Film  (D) 

10        !>         11(111/.    >f .  t  line.  Video    Pictures    (C) 

21.3 

19.6 

18.2 

17.7 

15.6 

15.4 

13.9 

12.r, 

12. 1 

ll.H 

4.0 

kttv 

I"  ::npi,i 

70.9 

knbh 10:30pm 

6.7 
wnbl 

r   i 

6.0     76.7 
knxl 

2:00pm     i 

2.2        3.5 

kci  .i  iv 

8:00pm 

76.2        9.2 

4.0 

7.9 

6.6 
wbkb 9:00pm 

72.2 

wRn-tv 

9:30pm 

70.4 

wnbq 

9:30pm 

4.8 

wnlr.v 
7:00pm 

5.4 2:30pm 

73.6 

77.8 

73.0 

2.0 

wbuf-tv 

H  00pm 

77.8 

"lw-t 

76.8 

nlvn 

10:30pm 

72.0       2.0 

wbz-tv     wb  IS-  tv 

11 :15pm 

H 
70.3 

-  I 

I 73.5 

whal-lv 

1"  30pm 
7.8 

wb  is-ti 

Si 

72.3 77.8 

ubz-tv 

77.3 

1  :30pm 
76.8   I 
6:30pm   3 

5.3 

win    II 

70.3 

8.0 wlw  t 

9  00pm 

6.8 

hour  if 

i  • 

The   averacc    rating 
•     Individual    market    raiinKs    listed    above.      Ttlank    space    Indicates    film    nol 

half-         market    ..  0  While    network    shows    are    fairly    stable    from    one   moot 
Is    an    i  another    in    Hie   market    in    which    they    run.    this    is    true    to   much    lesser    extent    with   synai1 
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li  An 
cijlly  made  for  TVi 

•  •— - 
S    Fran     SrAttli 

20.3 

Mod  tv 

74.6    27. 5     47.5 
klllK    u 

6.8     79.3     35.5 

10.8     73.3 

2-STAT 

Blrm. 

ION     MA 

Dayton 

RKETS 

St.  L 

20.5 

22.3 

'■      Ml 

26  5 
k.  i  ti 
i  I5pm 

I    STATION 
M AHKETS 

55.5     39.5 ■.■  I.r. 

30.5     29.5 

lll.IV 

  pm 

kt nt   tv 

tU.8       8.3     31.0 

30pm     : 

72.3 37.3 

k;.- .  tl 

14.0 

10:30pm 

79.4 73.0 36.8 

■Dll 
Mpm 7  (lli,,m 

9.4     76.0    22.3 

wpU       kron-tv 
r30pm      I  OOpm 

klnc-tv 

20.0    32.3 

kpii 
7  00pm 

78.8 

nbi     It 

7  7.8 
"In    .1 

10   10pm 

9:00pm 

78.8 

kl    I      'V 
9    lOara 

20.8 

win    i 6:00pm 

vvlvv      I 
6:00pm 

37.5 

k  -  i  i  ■. 

55.0 

76.5    38.5 

kplx        klng-tv 
9:00pm     9:00pm 

58.5 

ul.rv 8:30pm 

2.0 

kmn  tv 

9.3     40.8 
trhlo 

r  <"ipm      10:00pm 

79.3 

kron-tt 
7 :00pm 

45.3 

k.  i  i. 9 :30pm 

47.0 

wd»u  tv 
i  :30pm 

34.3 

kinu-tv ■ 

9.4    10.8    37.3 

Pt7       kgo-ti      kin.:  tv 
10pm    8 :30pm     • 

42.0 

9:30pm 

1.8    27.3    37.0 

•u-tt    kron-tv    klng-tv 
Opm     8:00pm     8:00pm 

25.0 

ksd-ti 12:30pm 

22.3    24.8 

kpii       kins  tv 
9:00pm     10:30pm 

6.0 

wlw-d 9 :00pm 

74.5    22.3 

kron-tv     king-tv 
9:30pm     4:30pm 

7  7.8 

ubrr-tv 
10:00pm 

B^M.IjLr*  .S°r.nhe-  in,mind  "?«?  anal^i"R  "'lie  trends  from 9  another  in  this  chut.  •  Utters  to  last  month's  chart  If 
*as    not    rated    at    all    in    last    chart    or    was    in    other    top'    10 

30  NOVEMBER  1953 

Here's  a  pretty  sight  for  any  economist 
(or  advertiser)  to  contemplate. 

Within   the  29  counties  clustered 

around  our  Pivot  of  the  Piedmont 

are  the  industrial  plants  of  many  of 

the  best-known  names  in  American 

business.  Our  neighbors  include 

Cannon  Mills,  Blue  Bell,  Inc., 

American  Tobacco,  Dan  River  Mills, 

Vick  Chemical,  R.  J.  Reynolds 

Tobacco,  B.  C,  Mojud  Hosiery,  and 

many  others. 

Their  plants  today  are  going  full 

blast,   turning  out  goods  for  the 

rest  of  the  nation  — and  creating 

the  payrolls  that  give  WFMY-TV 
viewers  a  constantly  growing  bankroll. 

(Last  year,  the  buying  power  of 

these  people  topped   $1,500,000,000.) 

Sales  opportunities  are  going  full 

blast,  too.  Your  share  can  be 

considerably  increased   by  enlisting 

the  help  of  the  one  television  station 

these  wage-earners  watch  regularly. 
It's  WFMY-TV,  of  course. 

33  wfmy-tv 
Basic  CBS  Affiliate -Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons,  Inc. 

New  York-Chicago-San  Francisco 
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NOW   IN    PRODUCTION  ! 

A  grand  new  total  of  78   magnificent  half-hours! 

ADOLPHE 
MEMOU 

YOUR  STAR  AND  HOST  IN 

FAVORITE 

EACH    MAGNIFICENT    HALF-HOUR    DRAMA    A    VIVID    AND    REWARDING    EXPERIENCE 
IN    TELEVISION    ENTERTAINMENT! 

I 

Planned  for  3  Full-length 
Commercials  Plus  Opening 

and  Closing  Sponsor 
Identification! 
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a   forutn  on   questions  of  current   interest 

to   air  advertisers   and   their   agencies 

Why  cfoti'l  department  stores 

use  more  rudio  und  television 

THE  PICKED  PANEL  ANSWERS 

^^^^  Past      experience Jtk        Rb  has  indicated  that 

^  sales     results     of 

_  a  i  r     advertising 

are  less  depend- 
able than  those 

which  can  he  ob- 

rtai
ned 

   fro
m    the 

newspaper
s.     

An 
accurate 

 
estimate 

Mr.  Grenl
ey  must  be  made  as 

to  the  resulting 

traffic  from  an)  advertising  promotion, 

in  order  to  profitably  plan  purchas- 

ing the  quantity  of  merchandise  and 

the  scheduling  <>f  selling  personnel. 
Overestimates  lead  to  overstock 

problems  and  subsequent  expensive 
markdowns.  I  nderestimates  result  in 

lost  sales.  Dependability,  then,  be- 
comes a  prime  factor  in  a  decision 

involving  the  choice  of  an  advertising 
medium.  \\  In  does  a  -imilar  approach 

produce  such  varying  results,  especial- 
1\  in  air  advertising?  Special  train- 

ing is  required  t<>  even  recognize  the 
factors  contributing  to  the  failure,  so 

tliat   these  will  not  be  repeated. 

Store  advertising  departments  are 

organized  with  specialist  personnel, 
whose  Bole  objectives  in  life  are  to 

wring  everj  ounce  of  "sell"  from  each word  of  copj  or  line  of  sketch.  I  urn 

thrm  loose  on  air  advertising  and  the 

inspiration  wavers,  the  "feel"'  becomes 
uncertain.  Limiting  tlie  budgets  pre- 
cludes  the  hiring  of  experts  in  this 

fnl. I  who  can  plaj  the  Pied  Piper  with 

a  reluctant  listening  audience  to  the 

joyous  tune  of  ringing  cash  registers. 

The  percentage  of  risk  increases  in 
direct  proportion  to  uncertain  factors 
Merchants,  being  a  conservative  lot 
\irw    with   skeptical   eyes   am    devia 

tion    from    the    tried    and    true    Dewspa 

pei  advertising.   Important  promotion 
al    event-    tliat    pack    BUie-fire    -ill    are 

entrusted  lo  the  more  certain  medium. 

I.xperiments  with  air  media  are  per- 
formed oidv  in  connection  with  those 

events  whose  success  or  failure  will 

not  imperil  a  department's  struggle  to 
beat  "last  years  figures."  Sure,  wed 

like  to  trv  radio  or  television,  but  don't 
deduct  a  line  from  our  newspaper  ad 

budget  to  pay  for  it!  The  higher  the 

stock  investment,  the  greater  the  ap- 

prehension by  the  merchandisers  of  ad- 
vertising  experimentation. 

Since  the  theory  of  spontaneous  gen- 
eration is  not  in  current  favor,  the 

need  for  success  to  breed  bigger  and 

better  successes  becomes  apparent.  The 

problem  of  the  industry  appears  to  re- 
volve about  finding  the  hardy  pioneers 

in  department  stores  who  will  blaze  a 

bright,  clear  path  for  the  rest  of  us 
to  follow. 

Jerky  Grem.ky 
Wtlse.  Mgr.,  Fashion  &  Shoe 

Divisions 
The  Bon  Marche  Palace 

Spokane 

The  answer  is 

simple:  Most  de- 
partment stores 

haven't  the  vagu- 
est idea  of  how 

to  use  radio  and 

until  the  last  18 
months,  the  radio 

broadcasting  in- 
dustry had  done 

ver\  little  to  help 

them  answer  that 

problem.  In  fact,  in  ignorance  of  their 

problems,  we  often  advised  them  in- 
correctlv . 

In  the  past  month  we  have  talked 

personal])  to  the  key  executives  of 
about  25  major  department  stores.  All 

of  them  feel  that  "newspapers  will  al- 

ways  be  our  major  medium."'  But ever)  one  of  them  volunteered  that 
radio  could  liavr  a  larger  place  in  the 

weeney 

stores  promotional  plans — a  major 

portion  of  the  budget,  in  fact — if  the 
"how  to  use  '  questions  were  answered. 

Questions  like: 
"What  items  can  radio  sell  more  ef- 

ficiently than  newspapers — if  any?" 
"What's  the  right  kind  and  length  of 

copy  to  use?"  "Is  radio  only  for  the 
downstairs  store  or  can  you  use  it  for 

all  departments?"  "What  times  and 

davs  and  stations  are  best?' 

By  late  1954  BAB  will  have  an- 
swered most  of  those  questions  through 

the  cooperation  of  major  stores  anx- 
ious to  find  these  answers.  These  an- 

swers will  represent  an  investment  by 
the  radio  broadcasters  of  several  hun- 

dred thousand  dollars. 

We  expect  to  develop  a  formula  for 
the  use  of  radio  by  department  stores 

with  results  as  predictable  as  those 

newspapers  can  give  them — and  in 
many  cases,  results  that  are  more  sat- 
isfying. 

Then,  it  will  be  just  a  matter  of 
time.  Radio — with  50  times  the  know- 

how  we  have  ever  had  before — must 

educate  the  buyers,  merchandise  man- 
agers and  advertising  people  of  the 

stores  (who  now  know  nothing  but 

newspaper  I  to  integrate  radio  into  the 
stores  over-all  sales  plan. 

How  much  time?  Some  smart  and 

aggressive  stores  all  over  the  country 

will  be  using  these  answers  to  solve 
their  growing  advertising  problems  by 

spring.  Many  more  by  fall.  A  really 
significant  number  by  1955.  Some 
will  never  because  radio  will  not  be 
available  to  them. 

At  present  radio  rates,  one  depart- 
ment store  can  dominate  all  radio  sta- 

tions in  their  market  to  the  virtual  ex- 
clusion of  all  other  stores  for  less  than 

35$  of  what  they  currently  pay  for 
newspaper  advertising! 

Kevin  B.  Sweeney 
Vice  President 

BAB,  New  York 

56 SPONSOR 



Cuff 

Some  stores  d<> 
use  broadcast  me- 

dia. Apart  from 
this,  the  question 
i-   a   ver)    broad 
one,  ;mil  much 

lime     and     space 

would  be  re- 

quired to  answer 
it  adequately. 

Brief!)     stated, 
however,  the  an- 

swer  i-  this:   Mosl   department   -tores 
tlo  not  understand  broadcast  media — 

and  broadcast  media  apparent!)  don't 
care. 

Here  and  there  you  will  have  -nine 

"broadcast  industry"  blast  Btor)  on  a 
department     Btore's     excursion     into 
I   nil  a-t  media.    The  blast  is  followed 

I>\  waves  of  excitement  of  varying  de- 
grees of  intensity.  Then,  in  a  few 

weeks,  everything  settles  Lack  into  its 
accustomed  place. 

Department  stores  are  unique  or- 
ganization-. For  decades  their  trend-, 

(heir  problems,  tlieir  peak-  and  \alle\s. 

their  idiosyncrasies  have  been  studied 

bj  and  to  a  large  degree  paced  by — 
the  newspapers.  Onlj  in  rare  instances 
bave  stations  done  this. 

Further,  only  in  these  same  rare  in- 

stances do  stations  know  anything 
about  department  stores.  They  will 
^cuA  a  salesman  around  to  sell  radio 
or  sell  television  barehanded,  so  to 

Bpeak.  He  has  no  plan  and  no  formula, 
or  it  be  does  have  one.  the  chances  are 

it  hasn't  the  faintest  resemblance  to 
anything  that  a  department  store  needs. 
Ibis  salesman  calls  on  the  adveitisina 

manager.  In  the  first  place  the  adver- 

tising manager  is  not  the  right  first 
contact  for  a  station.  In  the  second 

place  this  advertising  manager,  with 
two  deadlines  a  day,  seven  campaigns 
a  week  and  a  crisis  an  hour  to  contend 

with— is  certain!)  not  interested  in 
adding  to  his  misery — and  savs  the 

natural  thing:  "No." 
Department  -tore-  are  many  small 

stores,  all  in  one.  They  are  big  busi- 
ness.  I  be)  think  in  big  business  terms. 

Networks  approach  a  big  business  na- 
tional client  with  great  care  and  skill. 

I  be)  have  a  plan,  complete  in  detail 
and  tailored  to  this  specific  client- 

needs.  They  have  spent  main  hun- 

dreds of  hours  preparing  this  plan. 
Ihe)  have  come  to  know  just  as  much 

about  this  client's  business  as  the  cli- 
ent himself  knows.  They  will  work  for 

m  li-  to  get  a  client  lined  up. 
i  Please  turn  to  page  104) 
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CFPL TV 
LONDON        CANADA 

^ 

fanada£  mo& peutetftd 
TV itatioti  • 

C*{   THE  AI*l 

Make  sure  your  product  is  advertised  over  the  only  TV  station 

completely  covering  the  wealthy  London  and  Western  Ontario 

market  of  over  34  million  people.  At  present  there  are  over 

12,500  television  homes  in  Grade  A  area  alone,  as  estimated 

in  the  September  1953  Teleratings,  published  by  Elliot-Haynes. 

\N\^G 

ST/MARY'S^        ~S^7^°^0 

-TiNQERSOUg* 

**rgR 
Loo 

MARKET    17ATA 
Grade  A  area  350,000  population 

Grade  A  and   B  areas  455,000  population 

Grades  A,  B  and  C  areas  837,600  population 

(Grade  C  area  —  100  microvolt  per  meter  area) 

WRITE     FOR     FOLDER    WITH     RATES.     PRODUCTION     FACILITIES     AND     PROGRAMS 
AVAILABLE   IN   CANADA   -   ALL   CANADA   TELEVISION    IN    U.S.A.    -   WEED   &   CO. 
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There's  a  "rating  iiiii«I«fl«'"*  in  Australia,  too 

Arguments  about  radio  surveys  are 
not  limited  to  the  United  States. 

Australian  ad\ei ■i'imt-.  a.uem  ies  and 
stations  also  are  concerned  with  the 

"rating  muddle. 

Australia  doesn't  have  nearly  as main  radios  as  there  are  in  the  U.  S. 

(2,010,000  sets,  or  254  per  1,000  pop- 
ulation, compared  with  103,000,000  or 

664  per  1,000  U.  S.  population).  And 
it  has  only  141  am  stations  compared 

Ituf   Hike  beside  himself: 
the  man  and  the  traiU'tnarh 

Big  Mike  is  more  than  the  trademark 

of  KFAB,  Omaha.  He's  also  a  live 
character  on  that  station:  a  250-pound- 

two    KFAB meet     at    fair 'Big     Mike 

er  of  jovial  disposition  and,  says 
Kl   Ml.  a  top  m.c. 

Both  Bi«  Mike  the  trademark  and 

Big  Mike  the  m.c.  are  being  used  in 

K I  \ B  -  promotion.  The  former  ap- 
pear- in  trade  paper  ads  and  merchan- 

dising aids;  the  latter  appears  on  the 
air.  Both  make  public  appearances, 
and  this  photograph  is  a  rare  shot  of 
both  together  at  the  Nebraska  State 

I  in .  Holding  the  mi  rophone  i-  the 
trademark  Big  Mike,  and  the  one  lean- 

igainsl  tin'  railing  i  with  his  back 
to  <  amera  i  is  the  live  Big  Mike. 

Responsible  for  the  Big  Mike  cam- 

n  are  rlarrj  Burke,  Kl  \l'.  gen- 
eral man  igei .  and  I  Ion  Shoemaker, 

promotion  manager.  *  *  * 

with  2. 600  am  stations  authorized  in 

the  United  States. 
But  Australian  radio  executives  talk 

about  the  same  problems  over  their 

lunch  tables,  and  they  hear  the  same 

arguments  at  their  meetings,  as  U.  S. 
radio  executives. 

In  fact,  sponsor's  equivalent  in  the 
land  down  under,  Broadcasting  &  Tel- 

evision magazine,  also  has  been  cru- 
sading for  a  more  accurate  set  count. 

The  Australian  magazine  (which  re- 
■  >  nth  quoted  a  SPONSOR  editorial  urg- 

ing a  full  count  of  U.  S.  radio  listen- 
ing! advocates  a  government  check. 

Such  a  survey  is  logical  in  Australia 
where,  as  in  Britain,  the  government 
licenses  radio  sets.  In  Australia,  the 

listener  buys  one  license  which  covers 
all  his  sets.  However,  B&T  points  out 

that  the  government  could  ask  the 
listener  to  indicate  the  number  of  sets 
which  his  license  covers  when  it  comes 

up  for  renewal  each  year. 
The  Australian  broadcasters,  who 

sound  just  like  U.  S.  broadcasters,  be- 
lieve it  is  unfair  for  advertisers  to  de- 

mand minutely  detailed  information 

about  radio  audiences,  while  being  sat- 
isfied with  the  vague,  generalized  data 

provided  by  newspapers  and  maga- 
zines. The  Australians  say  that  news- 

paper surveys  should  be  conducted  the 

same  as  radio  surveys — checking  read- 
ership by  the  page  and  column,  item 

by  item,  advertisement  by  advertise- 
ment. *  *  * 

AFA  tv  film  recites 
rulue  of  advertising 

I  o  promote  public  understanding  of 

advertising,  the  Advertising  Federa- 
tion of  America  has  turned  to  televi- 

sion. In  the  picture,  Robert  M.  Graj 

I  left  I,  director  of  advertising  and  sales 

promotion  for  Esso  Standard  Oil  Co. 
and  chairman  of  the  board  of  the 

AFA,  reviews  a  new  10-second  film 

with  its  narrator,  John  Wingate  (Esso's 
NBC   TV   newscaster).    The   film   was 

Robt.    Gray,    John    Wingate    review   AFA   film 

one  of  125  sent  out  to  television  sta- 

tions by  AFA  as  part  of  its  education- 

al campaign.  *  *  * 

Negro,  Mexican  groups 
surveged  hy  KOWL 

Two  separate  digests  of  information 
on  the  335,000  Negro  and  400,000 

Mexican,  Mexican-American  popula- 
tions of  Uos  Angeles  County  have  been 

prepared  by  KOWU,  Uos  Angeles. 
Robert  Funk,  promotion  manager, 

compiled  the  digests  which  include  sec- 
tions dealing  with  the  size,  characteris- 
tics and  economy  of  both  groups. 

KOWU  says  the  Negro  population  is 

the  "fastest  growing"  minority  in  the 
area.  It  calls  the  Mexican  and  Mexi- 

can-American population  the  "largest" 
minority. 

KOWU's  figures  indicate  the  Negro 
population  has  jumped  54 %  since 
1950.   Some  Negro  sections  of  the  citv 

Itttlova  tv  film  shows  watch  going  over  Magara  Falls 

This  is  a  scene  from  Bulova's 

new  tv  films,  being  made 

available  to  jewelers,  which 

show  a  Bulova  watch  going 

over  Niagara  Falls.  Watch, 

completely  unprotected,  comes 

through  unscathed,  keeping 

perfect  time.  Films,  for  use 

on  jewelers'  local  tv  cam- 

paigns, are  20  seconds,  one 

and  two  minutes  in  length. 

•    •    • 
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have  better  than  average  incomes,  ac- 
,  ording  to  the  digests.  I  he  Btudiea 
quote  census  figures  which  show  the 
majority  of  the  Mexican,  Mexican-Am- 
ei  i<  an  population  is  boi  n  and  raised 
in  the  I  nited  Male-. 

The  station  claims  ii   was  the  li i ~i 
in   Los    Vngeles  to   I   id  asl    tor  the 
I  .  S.  born  Mexican-Americans  in  ad- 

dition to  Spanish-language  program- 
ing. 

Each  ili.^'M  lists  K<  >\\  I.  personal- 
ties and  programs  appealing  t<>  both 

population  groups.  The  outlet  pro- 

grams .'>()  hours  wt'i'kK  fur  the  Negro 
population  and  another  M)  hours  week- 
Is  for  the  Mexican,  Mexican-  American 

groups. 
Copies  of  the  digests  are  available 

from  the  station.  *  •  * 

Briefly  .  .  . 

Two  erosses.  made  entireU   of  burnt 

matches  and  glue,  recent!)   were  sent  to 

Reverend  Emmetl  Lampkin  of  \\  PAL, 
Charleston,  S.  C,  1>>  an  inmate  of  the 

Rev.    Lampkin    with    penitentiary    inmate's    gift 

Florida  State  Penitentiary.  Reverend 

Lampkin  is  director  of  religious  activi- 
ties at  WPAL  and  conducts  a  daily 

program.  In  the  Garden.  In  a  letter 

which  accompanied  the  gift,  the  writ- 

er said  the  programs  were  "a  constant 
source  of  help  and   inspiration   to  the 

inmates." *        ♦        « 

KRNT,  Des  Moines.  Iowa,  has  just 

named  a  candidate  for  the  \ear"s  "'most 
ardent  radio  fan."  He"s  four-vcar-old 
Billy  LeGrand  who  awakens  his  par- 

ents on  Sunday  morning  in  time  to 
turn  on  the  radio  for  Uncle  Dan  &  the 

Funny   Paper   Gang.     He   also    insists 

'Please  turn  to  page  108) 

Precision 
Prints 

YOUR  PRODUCTIONS 
BEST  REPRESENTATIVE 

CLOSE  CHECK  ON 
PROCESSING 

Picture  and  sound  results  are  held 

to  the  closest  limits  l>y  automatic 

temperature  regulation,  spray  devel- 
opment, electronically  filtered  and 

humidity  controlled  air  in  the  dry- 
ing cahinets,  circulating  filtered 

haths,  Thymatrol  motor  drive,  film 
waxing  and  others.  The  exacting 

requirements  of  sound  track  devel- 

opment are  met  in  PRECISION'S special  developing  machinery. 

YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 

16  Years  Research  and  Specialization  in  every  phase  of  16mm  processing, 
visual  and  aural.  So  organized  and  equipped  that  all  Precision  jobs  are  of  the 
highest  quality. 

Individual  Attention  is  given  each  film,  each  reel,  each  scene,  each  frame  — 
through  every  phase  of  the  complex  business  of  processing  —  assuring  you  of 
the  very  best  results. 

Our  Advanced  Methods  and  our  constant  checking  and  adoption  of  up-to- 
the-minute  techniques,  plus  new  engineering  principles  and  special  machinery 
enable  us  to  offer  service  unequalled  anywhere! 
Newest  Facilities  in  the  16mm  field  are  available  to  customers  of  Precision, 
including  the  most  modern  applications  of  electronics,  chemistry,  physics,  optics, 

sensitometry  and  densitometry  —  including  exclusive  Maurer-designed  equip- 
ment—your guarantee  that  only  the  best  is  yours  at  Precision! 

Precision  Film  Laboratories  —  a  di- 
vision of  J.  A.  Maurer,  Inc.,  has  16 

years  of  specialization  in  the  16mm 
field,  consistently  meets  the  latest  de- 

mands for  higher  quality  and  speed. 
PRECISION 
FILM  LABORATORIES,  INC. 

21  West  46th  St., 

New  York  36,  N.Y. 

JU  2-3970 
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FREEZERS FOOD   PLAN 

SPONSOR:  Lyons  Appliance  Co.  AGENCY:  Direct 

CAPSULE  <:ASi;  HISTORY:  Although  the  six-foot  Kel- 

vinator  freezer  is  comparatively  low-priced  ( it  sells  for 
$269.95),  it  was  the  hardest  model  to  sell  for  the  Lyons 

Ippliance  Co.  Lyons  bought  four  minute  announcements 

over  KCTY,  Kansas  City,  to  push  this  model.  Within  a 

few  weeks  the  sponsor  asked  the  station  to  "'please  change 
the  price  on  the  KelvinatOT  freezer  from  $269.95  to 

$289.95.  We're  happy  to  tell  you  that  you  have  sold  us 

out  of  the  lower-priced  model.''  Cost  of  each  week's  an- nouncement schedule:  $96. 

K(  !T1 .  Kansas  <  ii\ PROt.R  \M :    Announcements 

TV 
results 

SPONSOR:  Radio  &  Appliance  Corp.  AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  This  past  spring,  the  Radio 

&  Appliance  Corp.  of  Sashville,  distributor  of  Admiral 

Appliances,  bought  a  half-hour  show  over  WSM-TV  toy 

develop  leads  for  Admiral's  "Smart  Living  Food  Plan.'' The  plan  involves  purchase  of  a  home  freezer  plus  a  large 

quantity  of  frozen  foods.  During  the  course  of  one  show 
viewers  were  invited  to  phone  a  given  number  for  addi- 

tional details.  Within  two  hours  after  the  show  120  calls 
had  been  received.  Out  of  these  leads  Admiral  sold  15 

freezers  ranging  in  price  from  $429.95  to  8799.25. 

MODELING   SCHOOL 

SPONSOR:  Patricia  Stevens  Modeling  School      AGENCY:  Direct 

CAPSULE  CAS1  HISTORY  :  In  just  one  week's  time  over 
KTTl  the  Patricia  Stevens  Modeling  School  got  368 

leads  on  prospective  "pupils."  The  school  began  spon- 
soring Jackson  Wheeler's  Late-Late  News  I  1  :00-l:10  a.m. 

across-the-board  I  on  12  January.  Here's  a  day-by-day 
breakdown  of  the  leads  the  show  produced  during  the  first 
five  days  ontv:  L2  January,  52  leads;  L3  January,  85  leads; 
I  1  January,  70  leads;  15  Januai\.  85;    1(>  January.  79. 

K  I    I  \  .    I  ii-     \  ! PRot.R  \M:  I  at,-]  at.'  News 

WSM-TV,  Nashville PROGRAM:  March  of  Time 

DAIRY   PRODUCTS 

SPONSOR:  Petan  Dairy  Farr AGENCY:  Claire  D.  Forbes 

CAPSULE  CASE  HISTORY:  This  sponsor  planned  a  con- 

test offering  dolls  as  prizes  to  test  television  against 
other  media.  Petan  Dairy  Farms  bought  a  film  show, 

Rantar  of  the  Jungle,  over  KEYT,  6:30-7:00  p.m.  on 

Mondays.  It  offered  one  of  22  different  dolls  to  each  per- 

son who  brought  the  firm  a  new  home-delivered  customer. 

After  three  programs  it  had  200  new  home-delivered  cus- 
tomers. After  five  more  shows  it  had  received  a  total  of 

400  new  home-delivered  customers  for  its  products.  At 

an  average  monthly  billing  of  $20,  that's  $8,000  north 
of  new  business  per  month.   Cost  of  show  is  $252  a  week. 

KEYT,  Santa  Barbara PROGRAM:   Ramar  of  the  Jungle 

TYPEWRITERS 

SPONSOR:  Leroy  Jewelry  Co.  AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  The  Leroy  Jewelry  Co.  of 

Charleston,  S.  C,  decided  to  compare  television  with 

newspapers  and  chose  typewriters  as  the  test  merchan- 
dise. The  typewriters  were  advertised  simultaneously  in 

the  papers  and  via  a  single  announcement  on  WCSC-TV. 
The  tv  announcement  sold  seven  typewriters  for  the  spon- 

sor.  The  newspaper  ad  sold  only  four  typewriters. 

WCSC-TV,  Charleston  PROGRAM:  Announcement 

AUTOMOBILES 

SPONSOR     Mel  allister's  \U  \<  ,i  ;    Direct 

1  VPS1  M  CAS1  HISTORY  To  push  the  sale  of  new 
Studebakers  n  local  dealer  purchased  u  feature  film  pro- 

gram, Premiere  rheatre,  ovei  KOAT-Tl  .  Live  demon- 

strations of  the  nt-u  model  uere  made  i/urin^  the  pro- 
gram. The  next  day,  the  dealer  received  over  300  in- 

quiries concerning  ///<•  car.  WcCaUister's  repeated  the 
demonstrations  on  another  program.  Tin'  tiro  shou 

lilted  in  the  sale  of  l'»  neu  Studebakers     plus  L3  used 
•  volume  resulting  from  the 

ram   uas  over  $50,   '.    His  total  investment   tor  the 
shou  J  ii a^  $650. 

k< » \  I  T\  .    Mbuqui PROGR  \M     IV  nien     I 

PAPER   PRODUCTS 

SPONSOR:   Groveton  Paper  Co.  AGENCY:   Ingalls-Miniter 

I  M'MII  I  w;  HISTORY:  This  sponsor  used  print  me- 
dia and  radio  to  sell  its  Vanity  Fair  paper  products  for 

In  years  in  Bangor,  Me.,  before  trying  tv.  Its  contract 
with  U  1 111-71  provided  for  sponsorship  of  the  Boston 

Blackie  film  series  Saturday  nights  9:00-9:30  p.m.  Here 
is  the  percentage  of  sales  increase  for  four  Groveton 
products  in  the  five-month  period  following  the  first  tele- 

cast: facial  tissue.  1809?  !  bathroom  tissue.  140^:  paper 

napkins,  <>2'  ,  ;  paper  towels.  30%.  Cost  of  each  week's 
program  for  the  sponsor:  $120. 
W  VBI-TV,  Bangor 

PROGRAM:   Boston  Blackie 
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WDELTV 
Channel 

Wilmington,  Delaware      I  O 

The  Eyes  Have  it  ...  a  popular  local  program 

is  receiving  enthusiastic  audience  response,  consis- 

tent proving  the  size  of  the  WDEL-TV  large,  rich 

market  —  Delaware,  parts  of  Pennsylvania.  New 

Jcrscv  and  Maryland.  A  market  that  spends  per  year 

$1,054,410,000  for  retail  merchandise,  8263,997,000 

for  food.  Top  national  and  local  advertisers  buy 

\\  DEL-T\  to  reach  this  loyal  viewing  audience,  to 

increase  their  sales  profitably,  economically.  To  in- 

crease sales  for  your  product  —  buy  W  DEL-T\ 

through  vital,  diversified  local  programming  and  top 

NBC  and  DuMont  shows. 
w 

Fifth  Year  in  the  Public  Service 

Represented  by 

MEEKER 
V>ir  York 

I.os  Angeles 

C.h  icago 

San  Francisco 
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ON 

SALINAS,  CALIF. 
5000   WATTS 

Saturate  California's 
Newest  Metropolitan  Area 

with  the 

CLOVER  LEAF 

STATION 
at  half  the  cost  of 

using  separate  stations. 

HERE'S  THE  STORY ...  LEAF  BY  LEAF 

SALINAS  $58  Million  Retail  Sales 

MONTEREY  $35  Million  Retail  Sales 

SANTA  CRUZ  $42  Million  Retail  Sales 

WATSONVILLE  $27  Million  Retail  Sales 

Put  them  all  together  for. 

ONE    STATION    COVERAGE 

of  these  four  cities  and  the  rest  of 

this  Half-Billion  Dollar  Market 

KDDN 
SALINAS 
CALIFORNIA 

REPRESENTED  BY  WEED  &  CO. 

(Continued  from  page  10) 

grew  from  nowhere.   Nothing  could  be  more  of  a  misconcep- 
tion, in  my  opinion. 

The  who,  how,  why  of  an  idea — these  are  what  counts. 

The  execution  of  it.  That's  what  gives  a  wobbly  skeleton  color, 

vigor  and  interest.  If  you're  speaking  about  a  show,  who 
writes  it,  how  is  it  financed  (if  on  film),  what  is  it  budgeted 

at  and  will  the  producer  plus  writers  be  able  to  maintain  qual- 
ity week  in,  week  out  at  this  budget?  Herein  lie  the  areas  of 

importance. 
I  can  hear  your  teeth  grinding.  So  before  you  shear  off  a 

bicuspid,  let  me  try  to  prove  my  point.  Take  this  show  idea. 

See  what  you  think  it's  worth,  if  anything. 
A  middle-aged  couple  lives  in  a  small  Midwestern  town. 

They  seldom  leave  their  house  but  instead,  to  this  home, 
comes  a  succession  of  townspeople,  such  as  the  mayor,  the 

undertaker,  a  Milquetoast-type,  etc.  They  have  a  colored 

maid.  Sounds  pretty  dull,  doesn't  it,  Joe?  Could  be,  too,  if 
this  "idea"  (if  you  can  call  it  that)  weren't  superbly  done 
the  way  Don  Quinn  did  it  week  after  week  for  many  years  on 
Fibber  McGee  and  Molly. 

Here's  another  idea.  A  married  couple  live  next  door  to  an 
older  couple.  He  is  a  bandleader;  she  is  a  housewife.  Such 
unusual  things  happen  to  them  as  (a)  they  have  a  baby,  (b) 
he  thinks  men  can  do  housework  better  than  women,  (c)  they 

have  a  neighborhood  dramatic  society  which  gives  a  benefit. 

Corny  "idea,"  eh?  That's  the  idea  of  /  Love  Lucy.  But 

it's  done  well — good  writing,  superb  acting.  So  it  comes  off. 
Same  thing  can  be  said  of  Dragnet  (just  another  whodunit 
except  for  the  execution  of  it)  and  the  Groucho  Marx  show 

(a  really  silly  quiz  but  it  has  Groucho- — nuff  said ).  The  idea 
in  Talent  Scouts  is  like  the  one  Major  Bowes  had  (using  so- 

called  professional  talent) .  But  it  has  Godfrey — and  what  the 

idea  is  in  the  Wednesday  night  show  of  Arthur's  escapes  me. 
But  again,  it  has  Godfrey. 

See  what  I  mean? 
Regards, 

Bob  Foreman. 

D<>  you  always  agree  with  the  opinions  Bob  Foreman  ex- 

presses in  "Agency  Ad  Libs"?  Bob  and  the  editors  of  SPON- 
SOR would  be  happy  to  receive  and  print  comments  from 

readers.      id/tress  Bob  Foreman,  c  o  SPONSOR.  40  E.  49  St. 
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3  TOP-QUALITY,  STAR-STUDDED  SHOWS 
FOR  THE  BUDGET-CONSCIOUS  ADVERTISER BORIS 

MYSTERY 

As  Scotland  Yard's  COLONEL  MARCH 

A  fascinating,  BRAND  NEW  half-hour  film  series  of  scientific  crime 

detection  based  on  material  provided  by  America's  best-selling 
mystery  writer  JOHN  DICKSON  CARR. 

Let  "COLONEL  MARCH"  sell  for  you  on  a  regional  or  syndicated 
basis  at  amazingly  low  costs!  26  weeks  of  programming  available. 

• 

* 

* 

* 

• 

* 

• 

• 

• 

• 

• 

• 
j  \ 

*********************************** 

COMEDY 
ROBERT 

CUMNINGS 
Starring  in  "MY  HERO" 

JOHN  CROSBY,  NOTED  TV  CRITIC,  says  "The  dialogue,  the  stag- 
ing and  the  production  are  of  a  very  high  order  indeed  and  I  see 

no  reason  why  "MY  HERO"  can't  eventually  give  "I  LOVE  LUCY" 
QUITE  A  RUN  FOR  ITS  MONEY." 
EXCITING  RATINGS:  Playing  opposite  a  top  budget  hour  variety  show 

extravaganza,  "MY  HERO"  did  a  spectacular  job  for  DUNHILL 
CIGARETTES. 

39  WEEKS  OF  HALF-HOUR   PROGRAMMING  AVAILABLE. 

Second   run    in    most    major    markets;   first   run    throughout 
rest  of  country. 

*********************************** 

ADVENTURE 

OFFICIAL  FILMS'  fabulously  successful,  faithful  reproduction  of  the 
beloved  comic  strip  that  appears  regularly  in  over  220  newspapers 
with  a  combined  circulation  of  more  than  25,000,000  readers! 

This  half-hour  show  pulled  ratings  like  these  for  Canada  Dry  in 
56  different  markets:  ATLANTA- 23.5;  BUFFALO- 33.3;  CLEVE- 
LAND-20.8;  ROCHESTER-37.3;  ST.  LOUIS-35.0 

NOW  AVAILABLE   FOR   LOCAL  OR   REGIONAL  SPONSORSHIP. 

26  Weeks  of  programming  available. 

• 

• 

* 

* 

* 

• 

* 

* 

* 

* 

* 

• 

• 

• 

* 

* 

* 

* 

* 

• 

• 

OFFICIAL  LIVIS,         NC-    25W.45thSr.,N.Y.36-PL7-0100 
*  *  *  *  AMERICA'S    LEADING    PRODUCER    AND    DISTRIBUTOR    OF    QUALITY    TV    FILMS   *  *  *  * 
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1     *Ad  y 

The  new  season  is  around  the  bend,  and 

its  attractions  are  in  full  view. 

With  all  the  shows  of  all  the  networks 

back  on  the  air,  CBS  Television  is  again 

off  to  a  fast  start -as  the  November 

study  of  program  popularity*  reveals: 

It  leads  at  night  with  seven  of  the  Top 

Ten— and  a  21  per  cent  higher  average 

rating  than  any  other  network. 

It's  ahead  during  the  day- with  eight 

of  the  Top  Ten  — and  an  average  rating 

higher  by  35  per  cent. 

This  popularity  has  specific  meaning  for 

advertisers.  For  it's  a  measure  of  network 

competition  in  the  markets  where  you  can 

best  measure  competition  — in  the  major 

markets  where  networks  compete . . .  and 

the  audience  has  a  choice  of  what  to  see. 

We're  bringing  this  popularity  into  more 
and  more  markets.  For  the  CBS  Television 

Network  has  grown  from  74  stations  last 

year  to  156  today.  And  our  sponsors  are 

using  an  average  nighttime  network  that's 
bigger  by  68  per  cent. 

This  ever-widening  popularity  explains  why 

advertisers'  investment  on  CBS  Television 

is  bigger  than  on  any  other  network  during 

the  first  nine  months  of  1953  —  and  bigger 

today  than  ever  in  television  history. 

OBS    TELEVISION 

*Trr„drr  :  Sorembrr  1-7.  195S 



LEWYT  DEALERS 
(Continued  from  page  36) 

Inning  radio  and  tv  programs.  The 

compart)  would  prefer  thai  its  distrib- 
utors  spend  their  mone\  on  a  Btraight 

sales  message  and  leave  entertainment 

alone.     And    tlie    firm    doesn't    suggest 
that  distributors  buj  <>nl\  time  periods 

that  have  a  high  women's  audience. 
On  the  contrary,  although  the  woman 

usuall)  uses  the  cleaner,  it  has  found 

the  man  has  a  lot  to  say  in  the  |  ur- 
chase  of  such  a  major  appliance  an  I 
so  suggests  that  a  mixed  audience  be 

obtained.  (The  same  philosophy  holds 
true  in  its  print  ad  campaigns,  too.  It 
uses  seven  national  magazines,  only 

one  of  which  is  a  woman's  publica- 
tion.) 

The  most  fascinating  stories,  how- 
ever, are  those  told  by  the  distributors. 

Peter  R.  Frank,  manager,  sales  pro- 
motion and  advertising  for  Sues, 

Young  &  Brown,  Inc.,  large  Los  An- 
geles distributor,  told  SPONSOR  that  his 

company's  radio  saturation  campaign 
last  spring  was  built  around  the  theme, 
"Reward!  Wanted — Your  Old  Vacuum 

Cleaner." 

Long    Island's    amazing 
Nassau    County    ranks 

24th 

nationally  in  RETAIL  SALES 

ij>  O  *3  U  ,  1   /   1  ,  U  U  U  {Sales  Management) 

* 

III  ILI,  THE  VOICE  OF  LONG  ISLAND,"  has  a 
larger  daytime  audience  in  the  big  booming  major  LONG 

ISLAND  MARKET  than  any  network  or  combination  of  in- 

dependents        [Conlan  i 

VtHLl 
HEMPSTEAD 

LONG  ISLAND.  N.  Y. 

Paul   Codofsky,   Pres. 

Ri  presented  /m  Rambeav 

AM  1100 

FM   98.3 

"We  utilized  in  excess  of  1,000  [an- 
nouncements] in  a  four-week  period 

with  a  four-station  coverage,"  Frank 
recalled.  "The  stations  used  were 
KLAC,  KMPC,  KFWB  and  KBIG,  all 

four  of  which  are  primarily  disk  jock- 

ey stations,  with  well  known  disk  jock- 
eys carrying  our  spots. 

"We  adopted  a  Western  theme  for 
cur  announcements  complete  with  gun- 

fire and  hoof  beats,  and  we  featured 

a  local  personality  named  Doyle 

O'Dell,  whose  Western  accent  twangs 
like  a  bow  string! 

"We  attempted  to  have  a  little  fun 
with  the  lead-in  on  our  recordings  and 

then  put  the  serious  pitch  on  the  re- 
ward for  the  trade-in  towards  the  pur- 
chase of  a  new  Lewyt  vacuum  cleaner. 

Each  spot  carried  a  dealer  tag,  includ- 
ing some  of  the  leading  department 

stores  such  as  Eastern-Columbia. 

"By  using  this  four-week  'blast'  tech- 
nique, we  created  a  heavy  enough  im- 

pact to  enable  us  to  sell  [far  more 
than  the  usual  number]  of  vacuum 
cleaners.    .    .    . 

"It  should  be  noted  that  the  cam- 

paign also  included  four  100-inch  color 
listing  ads  in  the  Los  Angeles  Times 
and  the  Los  Angeles  Examiner,  and 
certainly  the  effect  of  the  newspaper 

copy  cannot  be  discounted. 

"However,  it  is  our  firm  conviction 
that  the  energizing  effect  of  the  radio 
announcement  saturation  drive  was  the 

major  contribution  to  the  cam- 

paign.   .    .    ." 
Frank  said  the  campaign,  which  also 

utilized  window  banners  and  other 

point-of-sale  material,  enabled  the  com- 

pany "to  move  a  very  considerable 
quantity  of  Lewyt  vacuum  cleaners  at 
a  time  of  the  year  that  is  normally 

considered  extremely  slow." 
Radio  is  used  in  combination  with 

television  by  the  Da\  bert  Distributing 

Co.  in  Detroit.  The  company  is  on  ra- 

dio and  tv  almost  year  'round. 

Ed  Hinmon,  Daybert's  sales  man- 
ager, believes  air  media  are  the  best 

way  of  "doing  the  most  good  for  the 
most  retailers."  He  was  once  quoted 
as  saying  he  thought  newspapers  were 

good  for  "'fish  wrapping,"  but  a  waste 
of  co-op  mone\ . 

To  promote  Lew\t  cleaners.  Daybert 

uses  six  radio  and  tv  programs.  In  cer- 

tain programs,  Daybert  donates  a 
Lewyl  <  leaner  to  be  given  away,  thus 

getting  extra  plugs  for  the  cleaner. 
One  of  the  programs  which  brings 

the  name  of  Lewyt  to  thousands  of  lis- 
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sponsor  is  a  grand  gift  for  the  advertising  man 

because  it  gives  him  useful  facts  the  year  'round  — 
radio  and  TV  facts  he  gets  no  other  place  ! 

For  a  distinctive,  appreciated  gift  —  give  sponsor 

to  the  advertising  man  !  _  -   J 

And  you  can  give  this  26-times-a-year  gift  at  special 

holiday  rates!  One  subscription  is  $8.  But  if  you 

enter  three  or  more  subs,  they're  just  $5  each! 
Nor 

25  or  more  subscriptions  —  $4  each. 

Company 

Pleose 

list 

Address: 

recipients 

here: 

Sign   gift   corcj 

Name: 

Company: 

Nome: 

Company
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Address:
 

Sign  9-"
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teners,  according  to  the  station,  is 

\\  \\'/.'>  '"man  on  the  street"  program. 

A  Lewyt  '"market  place"  or  demonstra- 
tion unit  is  set  up  at  the  broadcast 

site,  on  busy  Washington  Blvd.  Paul 

Winter,  said  to  be  one  of  Detroit's 

more  popular  radio  personalities,  con- 
ducts  the  program  on  which  passersby 
are  asked  questions.  If  the)  correctly 
answer  them,  they  get  a  string  of  Lewyt 

pearls,  [f  the)  miss  the  questions,  they 

get  a  Lewyt  scatter  pin.  The  program 

is  aired  12:30-12:45  p.m.  three  days 
weekly. 

Bob  Maxwell.  Fred  Wolf  and  Bob 

MacKenzie,  all  Detroit  disk  jockeys, 

cam    Lewyt    radio    announcements. 

Lewyl  occupies  a  prominent  place  in 
the  Russ  Mulholland  programs  on 

WWJ.  Daybert  has  daih  participating 
announcements  of  the  show,  and  also 

gets  display  place  in  the  WWJ  booths 
set  up  for  state  fairs  and  at  other 
events. 

Last  \ear  Da\bert  staged  a  contest 

among  its  dealers  for  the  most  attrac- 
ts c  window  featuring  Lewyl  cleaners. 

As  a  tie-in.  the  Mulholland  program 
was  broadcast  from  the  windows  of 

participating  stores.  Besides  the  lis- 
tening audience,  there  usualK  were 

''hundreds"  of  women  on  hand  in  the 

store  to  witness  the  broadcasts.  Dur- 

ing a  broadcast  from  one  store,  four 

Lewyt  cleaners  were  sold  to  women  in 
the  audience. 

On  television  Daybert  uses  WWJ- 
I  \  -  Cinderella  Weekend,  telecast  daily 
from  12:30  to  1:00  p.m.,  Monday 
through  Frida) . 

Before  each  show,  a  panel  of  women 
is  chosen  from  the  audience  by  lot. 

During  the  program,  each  of  these 
w  i mien  is  asked  various  questions,  the 
correct  answers  to  which  entitle  her 

to  a  certain  number  of  "minutes"  on  a 
large  clock  behind  her.  The  woman 
with  the  most  minutes  on  her  clock 

is  the  day's  winner.  The  winners  of 
the  first  four  programs  during  the 
week  return  on  Friday  to  compete  in  a 

plavoff.  The  winner  of  this  gets  a 

Lewyt  vacuum  cleaner  plus  an  all-ex- 
pense trip  to  New  York  for  a  weekend. 

In  Baltimore  Cal  J.  Zamoiski  Jr.  of 

Jos.  M.  Zamoiski  Co.,  one  of  Balti- 

more's leading  wholesale  appliance  dis- 

tributors, summed  up  the  company's 
saturation  campaign  this  wax  : 

"I  am  ver)  pleased  to  report  that  our 
sales  were  phenomenal.  During  this 

period  alone  our  company  shipped  an 
amazing    number    of    Lewyt    cleaners 

and  we  are  still  selling  cleaners  in 
tremendous  quantities  as  a  result  of 

this  program.  .  .  ." The  Zamoiski  company  purchased 

51  one-minute  television  announce- 

ments to  be  aired  over  a  three-week 

period,  at  the  rate  of  17  announce- ments  weekly. 

'"We  offered  the  Lewyt  vacuum 

cleaner,  plus  a  step  saver,  space  saver 
and  hassock  chest  all  for  the  price  of 

the  Lewyt  cleaner.  In  other  words, 

this  was  a  $129.95  value  for  $89.95.*' Zamoiski    reported. 

Zamoiski  selected  51  of  its  best 

Lew\  t  dealers  to  run  on  the  51  air 

announcements  purchased.  The  deal- 
ers bought  Lewyt  cleaners  to  enable 

them  to  get  their  stores  identified  at 
the  end  of  the  announcements.  And 

the  dealers  were  sold  Lewyt  cleaners  in 

quantities  depending  on  the  time  of 
day  the  announcements  were  run. 

"If  a  dealer  preferred  a  morning  an- 

nouncement.'' Zamoiski  explained,  "it 
was  necessary  for  him  to  purchase  six 
cleaners:  afternoon  announcements,  12 

cleaners,  and  an  evening  announce- 
ment. 24  cleaners.  To  tie  in  with  this 

saturation  program,  each  one  of  ou 

dealers   used   self-service   display   kits 

uaaaizunaaa 

.  .  .  EMERGING  .  . . 
A    REALISTIC     APPROACH 

FOR 

SELLING  MORE  — SPENDING  LESS 
A  NEW   LOWER 

SINGLE  RATE  CARD/ 
From    deep    in    the    heart    of    Mark    Twain    country 
comes  a  KHMO  announcement  of  a  new  single 

rale  card!    No  "A"  time — no  "B"  time — one 
rate    to    cover    the    42    rich    counties    in    3 

*tai«»     saturated     by     KHMO.     Power 
coverage,   aggressive   programming, 
outstanding    promotion    comhine 
with  realistic  rates  to  help  you 

-ell  at  an  enviable  cost-per- 
thousand. 

See  Your  John  Pearson  Man  for  Details  ...  or  Contact 

HANNIBAL,  MISSOURI 
William  Shaw,  Gen'l.  Mgr. 

KHMO 

5,000  WATTS 

KHMO 
5,000  WATTS 

KHMO 
5,000  WATTS 

KHMO 
5,000  WATTS 

KHMO 
•  5,000  WATTS 
•  1,000  WATTS  NIGHT 
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uith  othei  literature  and  window  dreu 

ins  material,"  Zamoiski  said. 
"We  verj  definitel)  feel  thai  our  re- 

tail dealers  appreciate  the  opportunity 
to  be  able  to  advertise  on  television, 
00  8  basis  such  a>  I  liave  outlined, 

Zamoiski  continued.  "These  merchants 
ire  verj  enthusiastic  about  all  televi- 

sion advertising,  and  therefore,  riu1 
their  utmost  cooperation  when  a  pro- 

gram ol  this  type  i-  offered  to  them. 

"Saturation-type  advertising  should 
be  run  several  times  during  the  year 
as  it  creates  tremendous  dealer  activity 
and  consumer  interest,  which  lead-  to 
the  ultimate  purchase  of  Lewyl  vacu- 

um cleaners,"  Zamoiski  concludes. 
For  the  third  time  within  a  year, 

Gross  Distributors,  Inc.,  New  York,  is 
going   to    use   a    television   saturation 
announcement   campaign. 

Due     to     begin     late     this     month     or 

earl\  December,  the  campaign  will  con- 
sist ol  from  eight  to  li  announcements 

daiK  for  about  three  week-.  WNBT 
will    he    used. 

Robert  Burros,  advertising  manager 
for  Gross,  explained  to  sponsor  that 

Gross  was  buying  "'a  package  of  200 
announcement-  tying  in  with  our  most 

active  retail  accounts.  Our  past  satu- 
ration campaigns  not  only  generated  a 

high  level  of  dealer  interest,  hut  also 

immediate  consumer  response.  This 

t\  pe  of  campaign."  said  Burros,  "is 

hot  as  a  pistol.  We've  found  them 
enormously   effective." 

Gross  also  used  WNBT  for  its  cam- 

paijzn  early  last  spring;,  which  ran 

from  23  Fehruary  to  .">  April.  Gross 
bought  33  announcements  weekly  dur- 

ing the  six  weeks,  or  a  total  of  198 
announcements.  The  announcements 

were  aired  ever)  da)  of  the  week  ex- 
cept Saturday  between  7:25  a.m.  and 

11:20  p.m. 

Every  announcement  during  the 

campaign  was  signed  off  with  the  name 
and  address  of  a  local  dealer.  The 

same  procedure  will  he  followed  dur- 
ing the  current  campaign. 

Gross  sales  figures  for  the  first  quar- 
ter of  1953  were  well  ahead  of  those 

for  1952  as  a  result  of  the  tv  cam- 

paign and  other  promotion,  and  a  com- 
pan)  spokesman  said  he  expects  the 
same  kind  of  results  during  the  current 
effort. 

The  value  of  fin  was  not  overlooked 

by  Betco.  Inc..  a  Louisville  distrihutor 
which  also  uses  am  and  tv. 

Cliff  S.  Bettinger  said  the  company 
bought  250  announcements  on  WORX, 

Madison.    Ind..    on   election   night   No- 

vemher  '52  for  it-  "<  lean  -weep'  cam- 
paign. Betco  used  a  30-second  tran- 
scribed jingle  with  .1  15-  "i  30-second 

live  tag  commercial,  and  aired  the  an- 
nouncements between  1:00  p.m.  and 

3 :3o  a.m.  tin-  follow  ins  mornii 

\nd   another   facet   ol    Betco's   "(  lean 
-weep  campaign  was  conducted  on 
\\  \\  I'.-'l  \ .  Louisville.  From  1 :00  in 
die  afternoon  until  2 :30  a.m.  the  next 

day,  Betco  ran  three  five-minute  tele- 
vision announcements  per  hour.  Dur- 

ing the  announcements  the  Btation  an- 
nouncer gave  a  \  isual  demonstration  of 

the   vacuum   "leaner    which    wa-   placed 
alongside    a     Lewyt     scoreboard,     on 

whi<  h  the  election  returns  wen-  posted. 

Following  the  "clean  sweep  cam- 
paign, which  Bettingei  reported  wu 

\,i\  successful,  the  distribute]  has 

used  "numerous  campaigns  since  the 
h'-t  of  February."  Bettingei  said  that 
when  it  uses  a  saturation  radio  cam- 

ii  "we  use  four  Louisville  radio 

stations  and  In  stations  throughout  the 

territory,  and  wherever  a  saturation 
<  ampaign  i-  planned  we  tr\  to  set  up 
the  program  bo  that  we  use  a  minimum 
o|   21 1  announcement-  per  da\ . 

"Almost  always  we  use  the    10-sec- 
oimI  transcribed  jingle  with  a  live    >" 

i  Please  turn  to  page  ~>'<  i 

LEG 
WORK 
The  Secret  of  WREN 

Merchandising 

Everyone  talks  about  merchandising  but  at  WREN  we  walk  our  legs 
off  to  make  it  work.  Personal  contact  by  our  merchandising  depart- 

ment is  done  through  store-to-store  calls.  That's  why  WREN  can  de- 
liver you  a  proven  merchandising  program.  Ask  us  for  letters  from 

satisfied  accounts.  When  WREN  talks  about  merchandising,  we're 
not  pulling  your  leg. 

TOPEKA,  KANSAS 

5000   Watts— ABC Weed    &    Co. 
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You're  up  with  the  chickens 
...  If  you  keep  up  with  the  Southwest  farmer ! 

While  most  of  us  are  still  a-bed,  WFAA's 
wide-awake  farm  editor,  Murray  Cox,  teams 
with  his  wife  Polly  on  WFAA-570  to  make 
hay  with  farm  and  ranch  families  across  the 
Southwest  before  they  go  to  market  or  begin 

the  day's  work. 
From  their  breakfast  table  every  morning 

at  6:40,  "Mr.  &  Mrs.  R.F.D."  broadcast  a 
helpful,  informative  service.  Murray  dis- 

cusses timely  farm  news  and  events,  and 
Polly  rounds  out  with  hints  on  homemaking. 

Murray  and  Polly  have  always  worked 
with  farm  people  and  agricultural  groups. 

.Murray  is  recognized  "one  of  the  best  friends 
of  farmers  in  Texas"  for  his  tireless  and  con- 

spicuous work  in  soil  conservation  and  pas- 

ture improvement.  It's  said  that  more  folks 
know  Murray  than  the  Governor  of  Texas, 
and  proof  lies  in  the  large  and  loyal  following 

of  the  breakfast   show   and   "Murray   Cox, 

R.F.D."  —  Murray's  12 :15  to  12 :30  daily  pro- 

gram on  WFAA-820. 

If  you're  cultivating  the  wealthy  South- 
west farm  market,  plant  your  sales  story 

where  it'll  grow  —  with  the  fertile  farm  and 

ranch  following  of  "Mr.  &  Mrs.  R.F.D."  You'll 
harvest  a  bumper  crop  —  just  ask  a  Petry 
man 

If  you  want  the  facts  and  figures  about  North 

Texas  farm  folks'  listening  habits  —  and  their  de- 
cided preference  for  WFAA  and  Murray  Cox  — 

you'll  ask  a  Petry  man  to  show  you  the  new  1953 
Whan  Survey,  a  comprehensive,  independent  study 

by  Dr.  Forest  L.  Whan  of  Kansas  State  College. 

WFA  A 
50,000   WATTS 

D    A 

NBC 

570 
5000   WATTS 

ABC T  Q   N 

EDWARD  PETRY  S  CO.,  National  Representatives  •   ALEX  KEESE,  Station  Manager   •   RADIO  SERVICE  OF  THE  DALLAS  MORNING  NEWS 
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P    Sinqlser    news 
S   C   Johnson 

m-sat     2:25-30 
NL&B 

No   network 
service 

m-f 

Mary     Margaret McBrlde 

co-op 

97N      m-f      L&T 

2nd     Mrs    Burton 
Gen    Fds m-f    dee   mon) 

B&B.    Y&R 

Say  It  with  musi Cleve        m-f        1 

Wonderful    City 
m-f  I. Jane   Pickens 

»      _m-f        L 
(lews  2:55-3  m-f 

Beth     Holland 2:30-35       L 

tu.th 

Jack's   Place 
m-f  2:35-4 L&T 

N"ea     Drake 

Tonl    Co 

108   mon) 
Weiss   &Gcller 

Brighter   day 
PA-C      rheer 

m-f    (see   mon) 

tY&R 

Wonderful    City 

N  m-f  L Jane  Plckeni m-f  L 

Newt  2:55-3  m-f 

Betty    Crocker Mills 

m.w.f    2:30-35 

D-F-S   

Jack's   Place 

m-f  2:35-4 N  L&T 

Perry   Mason 

PAG:  tide 

m-f    (see   mon) 
B&B 

F    Slnglser    new 

S  C  Johnson m-iat     2:25-30 

NL&B         

Nora    Drake 

Tonl     Co 
m-f      (see    mon) 
Weiss    &    Geller 

Brighter  day 
P.^r, :     cheer 

m-f   dee   mon) 
Y&R 

Wonderful    City 

N  m-f  L 

No    network 
service 

m-f 

Mary     Mi McBrl 

eo-ot 

iTN     m-f 

Jane  Pickens 

N  m-f  L 

S5-3  m-f 

Beth    Ho 

Jack's    I 

m-f     2: 

llton   house 
a-     „!«■-.   .live 
r    rl-l'H    L »     m    ■     «->qrn 

ninu   Hiiiiiii 
news 

IVash      co-op      L 
m-f  3-3:15 

Life  n   antl'  '1 
fftQ:  tide,    test 
ITSN  m-f       L 
B&B  $2750 

|    Hmise   party 
I»r»--    «..-f 

UN      •  SO-45    T 
IBOO    m.w.f 

I 
R  $6000 

'  rs  m-th 

Wizard   of   odds 
n>n|    f„ 

«0H  m.w. alt  f  T 

I  .fj^ibj^JJJBp. 

ohn  B  Gambling 
co-op 

m-f 
I  L 

Road    of    life 
l'«  G  :     erlscot 

IflSN        m-f       T 
Compton        $2750 

Joe   Emerson 
Gen   Mills m-f   (SE  itns) 

Knox- Reeves 

Hilltop  house 
Mile*     l.abs 

B-f   (see   mon) 

Wade 

Everett    Holies 
news 

Wash     co-op     L 
m-f  3-3:15 

Life  Beautiful 
PeVQ:    tide,    zest m-f  (see  mon) 
B&B 

Joe   Emerson 

Gen   Mills m-f   (SE  stns) 
Knox -Reeves 

Pepper    Young 
PAO:    camayt 
TON        m-f       L 
3&B  $2700 

House  party 
Kelloeit  Co 

191H  tu.f  I. 

LB  share  $6000 

Pillsbury  Mills 

nth  3:30-45  sec 
LB         (see    mon) 

John  B   Gambling 
co-op 

N  m-f  L 

Road    of    life 

PftO:    erlscot m-f    (see   mon) 
Compton   

Hilltop      house 

Miles     l.abs m-f    (see   mon) 
Wade 

Everett     Holies 

news Wa-h      co-op      L 
m-f  3-3:15 

Life    beautiful 
!e.    (est m-f    (see   mon) 

B&B Joe     Err,. 
Gen    M 

m-f   (SE 

Knox-Reev 

fit  to  happiness 
»&0:  dxeft.  tidet 
IfilN  m-f  L 
3-F-S  $3000 

Jack's  Place 

(cont'd) 

Pepper  Young 
P&G:  ramay.  dint 
m-f  (see  mon) 

B&B 

Jack's   Place 

(cont'd) Wizard  of  odds 
Manhattan  Soap 
IT9H  t.lh.f  T 

3B&W   shr  $3200 

Rt    to    happiness 

P&-G:  dreft.  tl.le' 
m-f    dee   moni 

D-F-S 

House   Party 
Lever:    lurf 

m.w.th   (see  mon) 

Ayer   

Pillsbury    Mills m-th  3:30-45  leg 

dee   mon) 
L    Burnett 

John  B   Gamblin 

co-op 

N  m-f 

Road   of   life 

PftO:    erisco 
m-f    (see  mon) 

g   Compton 

Pepper    Young 

ftQ   'imay.duzt m-f    dee  mon) 

B&B 

Jack's  I 

(cent' 

Wizard   of   odds 

Tonl   Co 
m.w.  alt  f 

Burnett 

Rt    to    happiness 
P&G:  drefl.  Udet 
m-f   (see   mon) 

D-F-S 
Tl^isTaulTSge 

news 

Wash      co-op      L m-f    4-4:15 

BacTstage^TTe 

•  er.  test 

m-f    (?-:■ 

ys  R 
'  Q  I  »w's  I    i  -ri- 

sen FIs-    "S5N-T 

'XB    m-f    $1500 
Sunshine    Sue 
Pn-n     Prnrlnrt* 
2Rlrh      m-f      T, 
tiller  $2000 

H    R    Baukhage 
news 

iVash      co-op      L 
m-f    4-4:15 

BaclistJige^rTf!^ 
PScCt:  cheer.  lest 
i::n  m-f  L 
I-&R  $2500 

Jack    Owens 
S  m-f  L 4-4:25 

Mutual    Musle 

Show 
If  m-f  T 

Stella S'erling 

I6TN 

D-F-S 

Dallas 

DruKt m-f       L 

tSSM 

Beth     Holland 
N'       1:25-30       L 

Robt    Q    Lewis 

tlen    Fds    4-4:05 
y,S.R  m-f 

Sun  Sue  4:15-30 

Corn  Prods  m-f 
C    L    Miller 

N*    network 
service 

Welcome    Ranch 
IVare. 

Slass      co-op      L 

Widder Sterling 
I5KX 

D-F-S 

News  4:55-5   . 

'<         m-f         Ti 

iVoman 
Manhatt 

18«H 
iBft  W 

Brown 

Drugt m-f       L 

$2800 
n    house 

an    soap 
m-f       L 

$2500 

Musle    in    the 
afternoon 

Var         m-f        L 

News    4:55-5 N  m-f  L 

H     R    Baukhage news 

Wash      co-op      L 
m-f    4-4:15 

Mutual    Music 
Show 

N  m-f  T 

Ba-kstiae  »!(• P&O:  cheer.  lest 

m-f  (see  mom 
Y&R 

TaTlTTweiis^ 

n  m-f  L 

Stella  Dallas Sterling  Drug 
m-f  (see  mon) 

D-F-S 

Betty      Crocker 

.w.f    (see   mon) 
D-F-S 

Robt    Q    Lewis 

Gen    Fds    4-1:0" 

Y&R    m-f 

Sun  Sue  4:15-30 
Corn  Prods  m-f 
C    L    Miller Mutual    Musle 

Shrw N  m-f  T| 

Stella  Dallas Sterling  Drug m-f  (see  mon) 
D-F-S 

Jack    O 

II  m-f 

Beth    He 

I       4:25- 
No   network 

service Welcome    Ranch 

co-op 

Ware. 

Mass       m-f       I 

Widder  Brown Sterling  Drug 
m-f  (see  mon) 

D-F-S 
Woman    In    house 

Manhat'r 
m-f   dee  mon) 

SB&W 

Music  In  the 

afternoon Var         m-f         L 

No    network 

service 

News 

N  m-f  L 

Welcome    Ranch 

co-op 
Ware. 

Mass       m-f       I 

Widder      Brown 
Sterling     Drug 

an   mon) 

O-P-S 
v.  oman    in    houM 

Manhat  -. 

m-f    (see  mon) 

SB&W 

Musie   I. 

aftern. 

JBtT  HUH  Bill Whitehall    Phar 

alt  m.w.f 

Murray 

Bobby    Benson 

No   network 
lervlce 
m-f 

Jus!  Plain  Bin 
Yhltehl:  ana.  int 

Horray:      Ca-t»- . 
ates        $2800 

Fr  Page  Farrell 
Km  Home  Prodst 
I39N  alt  das  L 
Murray  $2750 

ig   Jon.  Sparkle co-op 

lSlClnc     m-f     L 
Westernaires 

famestown, 

NT  L 

Surf  Massey  time 
Was'     s'Vj    .',-- 
49H  r6:30-45  T 
•fade  m-f  $10000 

Vlld  Bill  Hlckok 
Kellogg    Co 

60H      m.w.f     T 
.B      $5500 
)ecil  Brown  news 
5  C  Johnson  wxs 
11  IN  5:55-0  L 

YL&B  m-f" 

Lorenzo    Jones 

:PP:  fab.   tthpst 

)S3N        m-f       L 
Esty   $2750 

No    network service 

B-f 

Lum  'n'  Abner 
H         co-op         L 

It    Pays    to    be 
Married 
m-f  L 

{The  Three  P.anf. 

John    Onte 

N  m-f  L 

Curt  Massey  time 
Miles    Labs 

m-f    dee   mon) Wada 

Sgt    Preston •f  the  Yukon 

Quaker  Oats 450Detr  L tu.th 

SAM        $4250 
Sky    King 

Derby    Fds: 
peter  pan  prods 450C       tu.th       L 

NL&I3   $3200 
Cecil  Brown   news 

S  C  Johnson 
m-f  5:55-0 

NL&B 

Just   Plain    Bill Whitehall    phar all  tu.th Murray Big   Jon.   Sparkle 

co-op 

184Clnc     m-f     L 

Fr    Page    Ftrrell 
Am   Home   Prods 

alt  tu  lh Murray 

Westernaires Tamestovrn, 

NT  L 

Songs    ff    the B-Bar-B 

Big   Jon. 

CO-0 

l?4C1nc 

Lorenzo      Jones 
Colgate 

m-f    dee   mnn) 

Esty Lum  'n'   Abner 

H         co-op         L 

No    network 
service 

m-f 

Fr    Page    Farrell Am    H'-me   Prods 
alt  m.w.f 

Western 

fazBoati  wn V 

It  Pays  to  be 
Married 

H  m-f  L 
Tho  Three  Plant 

John  Conte 
>'  m-f  L Curt  Massey  time Miles    Labs 

m-f    (see   mon) 
Wad* 

Wild  Bill  Hickofc 
Kellogg  Co 

m.w.f     5:30-55 Burnett 

Ceil  Brown  new 

m-f    5-55-6 

Lorenzo     Jones 

Co!; 

m-f      (;.: 

Esty 

Lum 

111 

It    Pays    to    be 

Married 



3MPARAGRAPH   OF  NETWORK  PROGRAMS 

I  WEDNESDAY  I  THURSDAY 

etwork 
rice 

len-Russ 
.    sports 

etwork 
vice 
f 

tar   extra 
HI    Co 
le   mon) 

George    Hicki 
i  ..  Dp 

IN  in-t  L 

Dreier 
(arrester 
ee  mon) 

etwork 
Tlce 

if 

>(    world 
Labi 

.*e   won) 

's  family 
I  Jibs 

te  mon) 

Shore 
l       Mtrs 
tu.f        L 

$5000 
Perfectly 
ank 

Sinatra > 
I 

Craig 

gnet 

rtlel.ls 
T 

No    network 
service 

rn  f  6-6:30 

Bill   Stern 
Anheuiai 

budwelser 
.  e    ni"n> D'Arey 

hn     Vandercook 
CIO 

m-f  7-7:15 
J    Kaufman 

Austin    Kiplmger 

OHWasii     in-f     L 

Lone     Ranner 

Oca  mnis 
n.w.l   : (see  mon) D-F-S   

L  Griffith  news 

Ufgell  >v  Mvitj 
CAW  m-f  7:55-8 

Family  Skeleton 
Toni   Co,    LB: 
Manhattan  Soap 

SBAW        alt-das 

Beulah 

Geneial    I'd. m.w.f     7:15-30 
FCAB 

Lis  Paul-M   Ford 
*mbert:        LAF 
111. HI 

J    LaRosa 

Three-city 
by  line 

n.c.v 

Sammy    Kaye 

Burlington     Mill.-. 
tu-f   (see  tu) 

Donahue  A  Coe 

Hollywood 
Starway 

H  m-f 

Mike  Malloy 

II  m-f 

Phllco   Radio 
Playhouse 

Phlk-o  Corp: 
elec  appliances 

SOON 

$5500 
S5500   Hutchlns 

Swayie 

Mystery     Theatre 
t.th.f    Sterling     Drug 

L    bun,    phtlllpt 
$1200 

Fortune 

Sinatra! 
T 

dr    lyonst 

McGee ■lolly 
l-l  T 

ou     Top 
Is? 
if  T 

etwork 
Tic* 

Kenton 

sit 

W 

r 
»1: 

C. 

80 

350N 

O-F-S 
$2000 

News  10-10:05 
N  ni  th 
Headline  Edition 

N       co-op      L&T 

Gunnar  Back 
news 

in  th      1 

Edwin    C    Hill -    Corp 

m-f    10:30-35 
Hutchins 

Front        A  Center 
Wash   10:35-1 

Jackson    news 
kfetropolllan  Life 
in  -  f   (see  mon) 
VAR 

Dwlght     Cook's Guest    Book 
m-f  L 

No   network 
service 
m-f 

Lowell   Thomas 

Kaiser- Frazer 
m-f    (see   mon) 

Welntraub 

Fulton     Lewis    Jr 
co-op 

3)2Wath    m-f    L 

Thr.ir      Suns- 
Betty    Clooney co-op 

N  m-f  L 

Gabriel  Heatier 
Am     Home     Prod 
m.w  (see  mon) 
SSCB 

Edw  R  Murrow 
Amer  Oil— Katz: 
llanim  Brewing — 
C-M  ra-f 

FBI  peace  A  war* Eno  Scott, Bowne 

A  AC   brylrreem 

P&O: 
Blow       lava     lilt 
l98Nrl! 

Power  plan 
Dr  Christian 

(Jean  llersholil 
Chesebrough   Mfg 
vaseline     prods 
ISSN  L 

rll:30-12m 
MrE  $r,ooo 

Cathy    A     Elliott 
Lewia    Onstage 
N  L 

Crime    Classics 
H  L&T 

Rogers    of    the 
Gazette 
N  L 

Robert  Trout 
N  m-f  L 

10:30-35 
Cedrle  Adams 

Mp      1'>:35-J5 
Dance    Orch 

TlN      10:45-11 

Late    sports 
roundup 

C.Detr      m-f      L 

Orchestra 
Var     11:30-55     L 

News     11:55- 12m 
N         m-ial         L 

News    A    analysis co-op 

X  m-f  L 

Dance    bands 

Var         m-f 

No    network 
service 

Mel    Allen-Russ 
Hodges,    sports 

co-op 

<  ml  L 

Perry  Como 
Liggett  &    Myers 

,f    (see   mon) 
Cnghm    A    Walsh 

Deadline 
S.O.S.  Cleaner 
McCann-Erickson 

P&G :  var  prod 
Benton  A  Bowles 

Emerson  Drug: 
LAN  bromo  sltzr 
Multi-messg  pin 
475C  T 

Bulldog 

Drummond 
(Sir   Cedrle 

Hard co-op 

N 

Bill    Henry    news 
Johns  Manville 

JWT   m-f   9-9:05 

Sports-Ten Philip    Morris 
m-f   9:05-15 

Blow 

Newsreel 

N        co-op        L 

Family  theatre 
H  L 

Frank   Edwards 

AF    of    L 
27Wash      m-f     L 
Furman,     Feiner 

No    network service 

No    network 

service 

m-f 
Three    star    extra 

Sun    Oil   Co 
m-f    (tee   mon) 

HOBM 

Alex    Dreier 

Int'l     Harvester 
m-f    (see  mon) YAR 

No    network 

service 
m-f 

News    of    world 
Miles    Labs 

rn-f    (see   mon) Wade 

One  man's  family 
Miles  Labs 

m-f    (see   mon) 

Wade 

Walk  a  Mile 

II  J    Reynolds: camels 

l'JIVar  L 
Esry 

$3500 The    great 

Gildersleeve 
Kraft     Foods: 

parkay.      velveeta 
>U  L 

rll:30-12m 

No   network 

service 
m-f  6-6:30 

Jackson    news 

Metropolitan  Life 
f    (see   mon) 

YAR 

BUI   Stern 

Anheuser-Busch: m-f  (see  mon) 

D'Arey 

George  Hicks 
CO     Of) 

N  in -f  L 

John 
Vandercook 

CIO 
m-f  7-7:15 

H   J    Kaufman 

Austin     KiplmqiT 

co-op 

h     m-f 

I.  " 

Starr   of   space 

H       7:30-55       T 

L     Griffith     news 

Liggett   A.-    Myers 
m-f    7:55-8 

Cnqlim  A  Walsh 

Three-elty 

by-line 
II.C.N  L 

Sammy  Kaye 

Burlington    Mills 
tu-f   (see  tu) 

Donahue  A  Coe 

NLAB 
$8000 

You    Bet    Your Life 

DeSoto    Motor. 
div  Chrysler 

198H  T 
rl2-12:30m 

BBDO 
$7500 

Big  Story 

Amer  Clg  &  Clg: 

pall  mall 
196H  T 

SSCB $6000 

Put    It    to    Pat 
N  L 

Fibber    McGee 
A   Molly 

II  m-f  T 
The  Three  Planr 

Hollywood Starway 

H  m-f  T 

Mike  Malloy 

H  m-f  T 

George  Jesse 
Show 

N  Ll 

Horatio 

Hornblower 

10 
10:05 

News 

.  N         m-th 
Headline    Edition 
N      co-op      L&T 

Can    You    Top 
This? 

N   m-f  T 

Sounding   Board  !  Re.D°r*    ,rom    ,h» Forum 
Phoenix, 
Ariz 

Ed    Pettltt    newt 

N         co-op         L 

Dance  music 
Var         m-f         L 

White    House 
Wash  I, 

No    network 
service 

News   of    World 
Wash      co-op      I. 

Gunnar   Back 
news 

Wasli   m-th   1 

Edwin    C    Hill Philro   Corp 

m-f     10:30-35 
Hutchlns 

Orchestra 

Var     10:35-11     Li 

Late    sports 
roundup 

C.Detr      m-f     I 

Orchestra 

Var     11:30-55 

News 

11:55-12] m-f  I 

Dwlght    Cook's Guest    Book 
N  m-f  L 

No    network service 
m-f 

Lowell    Thomas 
Kaiser-Frazer 
in  f    I  see   mon) 

Welntraub 

Family  Skeleton 
Toni    Cc.    LB; 
Manhattan  Soap 

SBAW         alt  das 

Beulah 
m-f 

Wirtnauer 

Choraliers 

Longlnes-Wltl nauer    Watch    Co 
Bennett  tu.th 

No    network 
service 

Fulton    Lewis    Jr 

co-op 

312Wash    m-f    L 

Three   Suns- Betty      Clooney 

N  m-f  L 
Gabriel  Heatter 
Motor  Pr  :deepfrz 

525N  th  only  L 
RWC   i/«hr  $1500 

Edw  R  Murrow 
Amer  Oil:  amoco 

Katz  m-f 

Titus   Moody 

Emerson     Drug 

!LAN   tu.th 

Bonnie    Lou    A 

|  Her    Boys   7:."i0- 

Nighttime 

FRIDAY 

No   network service 

Mel    Allen-Ruts 
Hodges,    sports 

co-op 

S'  m-f  L 

No    network service 

m-f Three    star    extra 
Sun   Oil   Co m-f    (tee  mon) 

HOBM 

Bill   Stern 
Anheuser-Busch: 

budwelser m-f  (see  mon) 

D'Arey 

Alex    Dreier 
Int'l     Harvester 
m-f   (see  mon) 

YAR 

No    network 
service 

m-f News    of    world 
Miles    Labs ra-f    (see   mon) 

Wade 
One  man's  family 

Miles   Labs 
-f    (see   mon) 

Wade 

No    network 

service 

m-f  6-6:30 

George    Hickt 

co-op 

M  m-f  L 
Vandercook 

CIO 

_  f    7-7:15 H   J    Kaufman 
Austin    Kiplinger 

CO -l 

!06\Vasfa 

0 

A     Jackson    newt 
Metropolitan  Life m-f    (see   moo) 

YAR 

Dwlght    Cook't 

Guest    Book 

N  m-f  L 

No    network 
service 

m-f 

Lowell     Thomas 
Kalter-Frazer m-f   (see  mon) 

Welntraub 

Lone    Ranger 
Gen    Mills 

m.w.f  7:30-55 (see  mon) 

D-F- 

Meet  Millie* 

Enn- Scott.  Bon 

A  AC       brylcrei 

P&G : Blow         lava,  lilt 

I99Nrll-l]  :30pm 
Power      Plan 

Official 

B    J 

Esty 

SOS. 

Det. R    Rogers   8-8:25 

Reynolds     Lo«    Cab.ln    "«*» 

camels  \n       8:25-30 

pl  IGen  Fds:  cereals, 

Lieaner  |ioe    cabin     syrup 
McCann-Erickson  I  jg^g  £ 

P&G :  var  prods 
Benton  A  Bowles 
4!-0N  L 

I- 

Multl-messg     pin 

Junior    Miss Nightmare (with     Peter 

Lorre) 

N  L 

rll:30-12m 

BAB  $7500 

Father  knows  best 
Gen  Fds:  cereals. 

post-tens 16JH  T 

rl2-12:30m 

L  Griffith  news 
Liggett  &  Myers 

CAW  m-f  7:55-8 Three-city 

by  line 
Sb.cn  L 

E  Sammy  Kaye 

urlington    Mills 

I     tu-f  (see  tu) Donahue  &  Coe 

Hollywood Starway 

IH  m-f  T 

Family  Skeleton Toni    Co.    LB; Manhattan  Soap 

SBAW        alt  das 

Mike  Malloy 

H  m-f  T 

BAB 

$4500 

GE  Comedy  Thr 

(Meet  Mr.  Mc- Nutley   with    Ray Milland) 

GE:  radio  tv  sets 
206B  T 

Maxon 
$3500 

Time  for  Love 
Andrew    Jergens: 
lotion,  face  cr 
130N  T 

Orr $3000 

Bill    Henry    rews 
Johns-Manvllle 

JWT    ra-f   9-9:051 

Sports-Ten Philip     Morris  ] 
m-f   9:05-15 Biow 

Newsreel 

co-op 

I. 
My  Little   Margie 

Philip     Morris   : 500H  T 
Repeat     of     CBSl 

show 

Biow 

Truth    or 

Consequences 
Pet    Milk    Co: 
pet    evap    milk 170H  L 

Gardner   $5000 

John  C.  Swayze 
Stewart  Warner 9:30-35  t.th.f 

McF-A   

Eddie    Cantor 

show H  T 

$1100 

The    Amer    way 

(Ilorare      Heldt) 
\raerican     Tob: lucky     strike 

21 2  Var  L 

$4000 Robert  Trout 

N  m-f  I 

10:30-35 
Cedrle    Adams 

Mp     10:35-45     T 

Three    Suns 
N  Ll 

News    A    analysi 

co-op 

N  m-f  U 

Dance   bands 

Var        m-f 

Frank   Edwards 

AF    of    I, 

156Wash    m-f    ii Furman.     Feiner 

Put    it  to    Pat N  L 

Deems    Taylor 

Concert 

N         co-op         '. 

Ed    Pertltt    new: 
N         co-op        I 

Dance  music 

Var         m-f 

No    network 
service 

News   of    World 
Wash      co-op      L 

Stars 

N 

Ozzle  A  Harriett 
(Alt  wk   sponsors: Hotpolnt 

Maxon   (see  bel) 

tambert    Pharm
: 

listerine 

P45H  L LAF   $7500 
Meet  Corliss 

Archer 
Electric     Cos 
Adv  program 

2S8H    9:30-55    L 

Ayer   $3650 
Jim    Britt,  Sports 

N       9:55-10       L 

Fibber    McGee         Cavalcade    of 
A     Molly  Sports    (fights) 

H  m-f  T     Gillette    Safety 
The  Three  Plan",  s  Razor 

  |350Var 

Can     You    Top   I   10  Pm   w  concl 

This?  simulcast 
m-f  T  Maxon        $40,000 

Edwin    C    Hill 
Philco   Corp      I 

Jane  Pickens        5  min  following 

N         co-op         Ll  flgnt 

Hutchlns 

Orchestra 
Jazz     Tar     11:30-55 

L 

DoSoto    Meter.    BBDO     NBC.    W   0-9:30   pm 
Electric    Auto-Lite.    Cecil    \-    Prrsbrey:   CBS.    M    8- 

Elrrtrie    Cos.     \   ,r      ABC      !      '30-10    pm 
Emervon    Drug      LAN      Mils,    To.    Th    7:45  50    pm : 

M     w    -  s  SO    pm    I  Uultl   M.  ssage) 
Eno  Scott  A    Bowne.  Athetton  A  Currier:  CBS.   \v. ■»cr    Plan) 

Ex-Lax.    Inc..    \\ ai  >    m.    W     F 
11   11   . 

Faultless    Slarrh.     Bruce    1!      Brewer:    NBC.     Run 
111! 

Rubber.  Sweeney  A  James     NBC, Firestone  Tiro  A 

BUI 
General    Foods. 

W      1 

N  III Beaara 

M     ■ 
Frlgldalr. «m 

Gillette   Saftty    Ruar conrl 

Gaedyear 
Gospel    Bdcttg. 
Sreea    Olaat. 

nm:  S- 

S       Sat 

U     W     1-  s 

(C     \| 
I .'.    pm ; 

UL   Th.    all    K 

Maion-    ARC.    F    10   pm   to 

if     ABC     -   ■     I  5  pm 
I    3  30  43    pm 

McCann-Erickson:     ABC.     alt    Sun Gruen     Watch. 9-9:15    pm 

Gulf    Oil.    Tacit:    NBC.    Th    1  9:30    pm 

Hall   Bros.,    ir.vlt:   8411     CB8.   Sun   9  9:30  pm 
Hamm     Brewing,     Campbell  -Mluiun.     CBS, 

Thee. 

M   t     -   16-8     pm 
Healing     Waters.     Inc., 10    pm 

Gee.   A.    Hormel.   BBDO 

Hotpolnt.     Muvn      Altr 

Int'l    Ollucotton.    I'i'.v  1: 
1  alt     1 

Int'l    Harvester.    YAR:    NBC. 
Andrew    Jergens    Co..    Robert 

9  30-Hi    inn 
Johns- Manville.    JWT 
S.    C.    Johnson    A    Son 

While     Adv  :     ABC.     Sun 

CBS.  Sat  3-2:30  pm 

all    F   9-9:30    pm 

CBS.    M-F    10:15-30    am 
M-F  7-7:15   pm 

W.     Orr:    CBS. 

T). 

MBS.    M  F   9-9:05   pm 
Ncvdham.    I^jult   A    Brorby: 

MBS     M  Sat   10  30-35  am;  11:25-30  am;  2:25- 
30    pm;    M-F.    12:15-25    pm;    5:55-6    pm;    Sat 

30    pm;   5  J0-6   pm 
Kalvr-Fraz-r.    Watotraub      CB8.    M   t    6  45-7    pm 
Kellogg    Co.     Leo    Burnett:    CBS.    Tu.    F    3:15-30 

am     alt   davsi  .    Ml'.s M     \\      I'         0  55   pm 
Knomark    Mtg  .    Bmll   M.gul:   CBS.    M-F    10-10  15 

am    (all  dsysi 
Kraft  Foods  Co..  Needham    Loult  A  Brorby:  NBC. 

W    I  SO  '.1   pm Lambert    Pharm..    Lambert    A    Feaslev:    ABC.    alt SS   pm 

Lrver    Braa..    J«T      l  IIS      M    »-lu    pm ;    MvCann- 
Eiickion:    CBS.    M.    W.    alt    F    10:45-11    am: 3:15-30    pm 

Libby.    JWT:    MBS.    Sun    6-6:30   pm 

Liggett    A    Myers    (Chesterfield),    Cunningham    A 
Walsh:    ABC,    M-F   7:55-8   pm;   CBS.    at,    W, 
F    11:15-30   am;   MBS,    M.    W.    F   7:45-8  pm; 
XBC.    Tu    9-9:30    pm 

Thos.    I.    Llpton.    TAR:    CBS.    Mon   8:30-9    pm 

Longines- Wittnauer  Watch  Co..  Victor  A.  Bennett: 

CBS,    Sun    2-2:30    pm 

P.    Lorlllard.    LAN:    ABC.    Sun    6:15-30    pm;    Sun 
9:ir,-30    pm;    MBS.    M-F    11:45-12    n;    CBS. Sat     9-9:30    pm 

Lutheran    Laymen's    League.    Gotham:    MBS.    Sun 
1:30-2    pm 

Manhattan   Soap    (Sweetheart).    Scheldeler.   Beck  A 
Werner:   NBC.    M-F   4:45-5  pm;  CBS.   T.  Th. 

all    F   3:45-4   pm    (alt   days);    7-7:15    pm    (alt days) 

Mars.    Inc..    Leo  Burnett:   CBS.    Tu    8-8:30   pm 

Metropolitan    Life,    YAR:   CBS,    M-F  6-6:15   pm 
Miles  Labs.  Geoffrey  Wade:  CBS.  M-F  5:45-6  pm; 

3-3:15  pm:  NBC.  ME  7:30-S  pm;  M-F  10:45- 
11    am;    MBS     M-F   12-12:15  pm 

Mllner    Prods..    Gordon    Best:    Sat    10:15-30    am 
Motor    Prods.    Corp.,    Roche.    Williams    A    Cleary: 

MBS.    Th    7:30-45    pm 
Mutual    of    Omaha.    Bozell    A    Jacobt:    NBC,    Sun 

vm 

Nat'l    Biscuit.    Burnett:   CBS.    Tu    8-8:30  pm;   Tu. 
Th    alt    F    11-11:15    am 

Thomas   Nelson,   BBDO:   ABC.   Sun  5:05-30  pm 
O'Oder.    Turner:    ABC.    M.    W,    F    8-10   am 

Owens-Corning  Fll 

CBS,    Sun   5-! 

Pet  Milk  Co..  Qc 

10:30-11   am 
Philco  Corp..  Hut 

Th    10:30-35  I 
Philip  Morris  A  ( 

UBS,    Th    93 Plllsbury  Mills.  L 

pm:  M-F  I 
CBS.    M  r   8: Procter  A  Gamble, 

CBS.  M-F  11 2:45-3  pm  (el 

Biow:  CBS.  M 

10-10:30  am; 

3:30    pm 

Prudential  Life  It 
MrClinton   It 

Quaker  Oats  Co.. 

Tu,  Th  11:31 Th    5-5:30    pi 
Radio  Bible  CI 

Sun    10-10:30 Radio  Church  of  6 

Sun     12:30-1 
RCA.    JWT:   NBC, 

Ralston- Purina 

pm;  ABC,  Si 

Rexall    Drug,    BBi 

R.  J.  Reynolds  Ti 

pm    (Multi-Mi pm;  NBC.  Sat 

NBC^W  
' 



Best  in  Baton  Rouge 

In  the  3rd  largest  Louisiana  Metropolitan   Market  More 

and    More    National    Spot    Advertisers    are    Using    WIBR 

Because 
•k    Lowest  cost  per  thousand 

*   Largest    audience    gain    of    any    area    station    in    past    three    years — 

based  on  Hooper* 

*    Only  fulltime  independent  station  in  market. 

-k    l.«;\<l-  all  network  stations  un  total  quarter  hour  Hooper  rated  time 

periods  daytime. 

*    8  new  National  Advertisers  in  last  30  days. 

'Hooper — June,  July  1953 

am;    M- 

30  9  pm: 
5   pm 

_  8:30-45 
1-Mlthun : 

S.  T&R: 
S-30  pm: 
4:15  pm: 
BC.  M-F 
M-F   8- 

Carlock. 
fS-30  pm 
i:  MBS. 
pm:  Tii. 

I    MBS. 

*:  ABC. 

10-10:30 

pm 
III  8-8:30 
10-10:30 

in  6:30-7 

Serutan.    Kletter:    NBC.    M-F  8:15-30  am 

Skilly   Oil.   Henri.   Hunt  &   McDonald:   NBC.    M- 
Stt  3-8:15  am:  Sit  9  9:30   am 

Socony- Vacuum.   CDmpton:   NBC,   Sun  6:30-7:30  pm 
S.O.S.    Co..    MrCann  -Ertckson:    MBS.    M-F    8-8:30 

pm    I  Multl- Message) 

Star-Kist   Tuna.    Rhoades   A.    Darts:    CBS.   M.    W. 
alt    F    19:30-45    am 

State    Farm    Mutual.    Neadbam.    Louti    &    Brorby: 
MBS.    Sat    7:55-8    pm:    Sun    6:25-30   pm 

Sterling    Drug.    D-F-S:    ABC.    M-F    10-10:25    am: 
XBC.   M-F  4:15-45  pm;  MBS.  M-F  11-11:15 am 

Stewart  Warner  Carp..  MarFarland.  Aveyard:  NBC 
T.    Th.    F   9:30-35   pm 

Sun    Oil    Ca..    Hewitt.    OtllTy.    Benson    &    Mather: 
XBC.    M-F  6:45-7   pm 

Swift    &    Ce..    JWT:    ABC.    M  F    9-10    am 
Tonl  Ca..  Weiss  A  Oeller:  Leo  Burnett:  ABC.  Tu. 

Th    9-10    am;    10:25-45    am:    CBS.    Sat    1-1:30 
pm:    M.    W.    F    2:30-45    pm;    M.     W,     alt    F 
10:45-11  am:  M.  W.  alt  F  3:45-4  pm;  7-7:15 
pm    (alt   days) 

Unlan    Pharmaceutical.   Grey:   MBS.   F  7:30-45  pm 
Volee    at    Prophecy.    Western:    ABC.    Sun    9:30-14 

am:    MBS.    Sun    10:30-11    am 
Whitehall     Pharm.     (sea    Amar.    Home    Prods  ) 
Willys-Overland    Motors,    Ewell    &    Tburbar:    CBS. 

Sun   2:30-4   pm 
Wm.  Wrlgley  Jr.  Ca..  R4R:  CBS.  8un  6-6:30  pm; 

A      M-T.rnnrT      m<l     T,,    a  a  M    nn, 

WIBR 
BATON     ROUGE 

LOUISIANA 

check  any  Walker  Representation  Company  office 

tor  details  and  availabilities 

1000   w 

fulltime 

Robert  Earle 

General  Manager 

:< 

! 



This  is  Mr.  W.  Van  White 
Pontiac  Dealer  of  Little  Rock 

Daytime    3  1 

SUNDAY 

Menage    of 
Israel 

,    other  L 
Church    of    the 

air 
Vtr  L&T 

Negro    college choir 

Pan     American 

Union 
l' ash  L 

The    Christian In    action 
II  L&T 

This  is  what  he  says 

"Our  sponsorship  of  Fulton  Leuns,  Jr. 
over  KXLR,  Little  Rock,  has  provided  us  with  the 

kind  of  prestige  ire  trout.    I  have 
been  gratified  by  the  favorable  comments, 

as  well  as  the  actual  showroom  traffic  developed. 

My  advertising  money  is  trell  spent 

in  sponsorship  of  the  program." 

This  is  Fulton  Lewis,  Jr. 

whose  5-times-a-week  program  is  available  for  sale 
to  local  advertisers  at  local  time  cost  plus  pro-rated 

talent  cost.  Currently  sponsored  on  .'564  Mutual 
stations  by  more  than  750  advertisers,  the  program 
offers  a  tested  means  of  reaching  customers  and 
prospeeU.  Check  your  local  Mutual  outlet  or  the 

Cooperative  Program  Dept.,  Mutual  Broadcasting 

System,  ItM)  Broadway,  NYC  18  (or  Tribune 
Toucr,  ( !hicago  1 1  I. 

*adio  Bible  class 

Radio     Bible 

Class BlOGrRap  T 

Boynton 
oice  of  prophecy Voice    of 

Prophecy 

27H  T 

(cost    Includes 

ABC  <un  9:30- 

10    am) 

Western        $1500 

Salt    Lake    City 
Tabernacle 

Salt  L  City       L 

Frank    &     Ernest 

Dawn    Bible 
Students 

360N  T 
Gleeson  $750 

Peter    Hackes 

news    11:30-35 Wash  L 

nvltatlon    to 
learning 

N   11:35-12   L&T 

Washington   USA 

Gloria    Parker     fWash  T L 

The  World 

Tomorrow Badlo    Church 
of  God 

N.H  T 
HP  $750 

Foreign    Affairs Report 

N  T 

George    Herman news 
Wash  L 

Herald  of  truth 

\  Church  of  Christ 
1 108N  T 
r2-2:30    cent    net 

Martin 

$1500 

National    Vespers N  T 

20th   Century 
Concert    Hall 

N  T 

National    ra 

pulpit 

$350 Art     of     llv L)r   N   V   Pe 

tl 

News   highllgi 

Faultless     StT 
Time      l 

Faultless     Still 57C 

Brewer  $l||' Music    of Worship 

Northwestern  U 

reviewing  stand 

C  L 

College   choirs 
Var  L&T 

Bill    Cunningham 

co-op 

Jost  L 

Viewpoint    U W 

Keesler  Air  Fil 
ase  Male  Ch(| 

Biloxl.MUs 

Music    by 

Mantovanl  I 

The  eternal  III 

Mutual    Music 
Box 

N  T 

Keep      Healthy 

:or  Better  Livl 

Merry    mailman 

co-op 

N  L 

Syncopation 

Piece 

St  Louis  L 

Dr.   Oral   Roberts 
Healing   Waters 
,235H  T 

White 

$1000 

Gotham 

Symphonette 

Longtnes-Wltt- 
nauer    Watch    Co 
123N  L 

V    Bennett  $4500 

Bandstand      USA 

T 

Wings   of 
Healing 

3r  Thomas  Wyatt 
I167H  L 

Century        $1000 

New    York 

Philharmonic- Symphony 

Willys   Motors: willys    cars, 

trucks 
19  IN  ! 

2:30-4 

Marines    In 

review 
L 

Hour   of   decision 

Billy    Graham 

)  229  Var  L 

Bennett  $2000 

)ld-fashloned  re- 
vival  hour 

Gospel     BdcstK 

242H  L 

R  H   Alber  $1500 

The    Evening 
Comes 

Thomas     Nelson 
Sons:    revised 

bible SOON  L 

N 

New   York 

Phllharmonie- Sympohny 

Willys     Motors 

(cont'd) 
Ewell    & 
Thurber 
Package    cost 

(time,    talent, line    charges, 
jromotion  rights) 

for    30    shows : 

$750,000 

The  vvorld  today 

(Don  Ilnllenbeck. 
narrator) 

L 

Music  for   You 

N  T 

Arthur    Godfrey Digest 

Owens-Corning 
Flberglas 

203N  T 

8BD0 

$750 

FSR 

Greatest 

Ever 

Story 

Told 

Goodyear 
rubber 

M5N 
Kudmr 

tires, 

prods 
L 

$4500 

$2500 

Quiz    Kids 

Lutheran  hour 

Lutheran  Lay- 

men's League 

19SIL  L 

$700 

U.  S.  Mlltary 
Academy  band T 

Top  Tunes  with Trendler L 

Mr.    District 
Attorney 

M         co-op         L 

Ask    Holly  wo 

University    ct 
Chicago 

roundtable 

The    Catholic 

hour 

tYar 

American    Foru of  the  Air Wash 

The    Golden Voices 

N  l.A 

Under    arrest 

K'  L 

Crime    Fighters 

N  L 

d    Pettitt    news ST        4:55-5        L 

The    shaduw 
T 

$2300 

. 

True     detective mysteries 

Golden  Treasury 

m 

Weekend 

[Sunday      "newr paper    of    the 

air") 

ar  L&T Selling    on 

shared -spon- sorship   basis. 

Each     hour     pro- rides   for   8  par 
icipatlons      (8e* 

also     The     Big Preview,    Sat 

11-1) 

Weekend 

(cont'd) 

far  L&T 

1-mln    partlc; 

$2250 



RADIO 

lews     11:55-13 

Notes  and  explanations  to  help  you  use  this  chart Sponsors  listed  alphabetically  with   agency  and  time   on  air 

ich.    Richmond;    St    L.    St.    Louis: 

AF»fL.  Furman.  Felner:  MBS.  M-F  10-10:15  pm 
Allls-Ctialmers.  B  S.  Glltlnj:  NBC.  Sit  1-1:30  pm 
Amer.  Clg.  &  Clg.  SSCB:  NBC  W  9:30-10  pm 

Amer.     Dairy    Assn..     Campbell-Mlthun:    NBC.    F 8:30-9    pm 

Amer.    Home    Prods..   John   F     Murray:   CBS.    M-F 
12:30-1    pm:   MBS.    M.    W   7:30-45   pm;  NBC. 
alt  dayi   5-5:30  pm 

Amer.    Oil   Co..  Joe.   KaU:   CBS.    M-F   7:45-8  pm 

Amer.    To*.    Co..    BBDO:    CBS.    Sun    "-7:30    pm: CBS.    Th    10-10:30    pm 
Anheuser-Busch.    D  Arcy:    ABC.    M-F   6:30-45    pm 
Animal   Fdtn..  Moser  A  Cotinj.  CBS,  Sat  10-10:15 

am 

Ass'n   at   Amer.    RR.   BAB     NBC.    M   8-8:30  pm 
Bell    Telephone.    Am:    NBC.    M    9-9:30   pm 
Beltone.    OHan  *   Bronner:   ABC.    Sun  6:15-30  pm 
Billy  Graham,  w    F   Bennett.    ABC.  Sun   3:30-4  pm 
Burlington     Mills.    Donahue    *    Coe:    ABC.    Tu-F 8:15-30    pm 

Campana    Sales    Co.,     Wallace-Ferry-Hanly :    CBS. 
Sat   12-12:05   pm 

Campbell    Soup    Co..    Ward    Wbeelock:    ABC.    M-F 11:30-55    am 

Cannon    Mills.    TAB:   CBS.    Sat    11:30-12   n 
Carnation.    Erwln.   Wesey:  CBS.   Sat   12:30-1   pm 
Carter  Proda..  Bates:  NBC.  Th  5-5:15  pm  alt  wki; 

M.    r   5-5:15    pm    alt    srks:    8SCB :    CBS.    Sot 

55    pm  :    MBS 

9-9:15    pm 

Chesebrouih      Ml|..      MrCann  Erlrkson:     CBS. 

8-3«-»    pm 

Chevrolet    Motors.    Csmpbeli-EwsH      NBC.    Tu. 

pm 

Ref.      Church.      Glenn-Jordan-StoeU 
Sun    9:30-10    am 

St.     Monitor.    Waltoo-Buuerfleld:    AE 15  10    pm 

Christ.  Martin  &  Co  :  ABC.  Sun  1-1 

Christian MBS. 

Christian 
Tu 

Church  of 

pm 

CIO.   Henry  J.    Kaufman:  ABC.   M-F  I 
Cities   Service.    Ellington:   NBC.   M  9:30-10  pm 
Clinton    Foods    (Snow    Oreo).    Msinfi :    I 10:15-30  am   (alt  days) 

Club   Aluminum.   Buchen:   ABC.   Sat   5  45-6  pm 
Colgate- Palm. -Peet.    -  Marquette:    CI 

Tu   8:30-9   pm:  LAN:   CBS.   Tu    10- 10  15  p 

Bat!     nbc     Mr  i-,  pir Consol.   Cosm  .   BBDO     I  BS     -  10  pm 
Continental  Bkg..  Bates:  CBS.  .M-F  11:30-45  a 
Corn  Prods..  C  L  Mi!!er:  CES  M-F  4:15-20  i 
Cream  of  Wheat:  BBPO  CBS  Sst  12:05-30  p 
Credit  Union.  JWT:  MBS    Tj  730-45  pm:  alt  S 

8-8:30  pm 

Dawn    Bible    Students,    Wm.    Gleeson:    MBS.    S 11-11:15    am 

Derby    Foods.    Needham.    Louis    A    Brorby:    1£E 
Tu,    Th    5:30-55   pm 



PROGRAMS 

" URSDAY 

Daytime    30    November    19  53 

FRIDAY  I     SATURDAY 

story 

!25-45 
tt 

■n  juries 
r         L 

Godfrey*  10-11:30 
Knomark,   Mogul; 
Kelhigg.    Burnett 
in  !-  18    alt    das 

•    op,  Mxn; 
1ml     Cellucolton 
FC&B         alt  das 

<ien    Motors: 
Frigldalre 
tu. Hi. all  f 

FC&B   

Tonl   Co 
lu. Hi. alt  t 

10:45-11 
Weiss   &    Geller 

mantis 
i.lh 

othlng 

Godfrey     (rnnt'il) Nafl    Biscuit 
in  Hi.  alt  r 

McCann-Erickson 

Plltsbu, 
tu.ti.    11:15-80 

Leo    Burnett 

Make  up  yr  Mnd 
Continental     like 
in  f    (see   mon) 

Bates 

Rosemary 

rotj  mow 
in  f    (see   mon) 
B&B 

Cecil  Brown   news co-op 

N  m-f  L 

Faith  in  our  Time 
N      10:18 

joe     King 

N      10:25-30      L 
F.   Slnglser   news 

S  C  Johnson 
m-sat     10:30-35 
NL&B   

Spotlight 
Parado 

N         co-op         L 
m-f    10:35-11 

Ladies     Fair 
Sterling     Drug 
n,  i     II   11:38 D-F-S   

H     Engle    news 

S   C   .1 
in  sit     11  25  30 
NL&B 

Queen   for   a   day 
(Junker    Oats 

tu  th     (see    tu) S&M   

P.    Urlllard 
old    golds 

m-f    (see   mon) 
L&N 

Welcome  travelers 
P&G 

in  (    (set   mon) 

Hi- Bob    Hope 

Qan     I   Is:    Jell-o in  f    (see   mon) 

Y&R   

Break    the    Bank 
Miles    Labs 

m-f   (see  mon) 
Wade 

Strike    it   rich 
Colgate 

ii,  r    ,  >ee   mon) 

Esty 

Phrase   that    pays 
Colgate 

m-f    (see   mon) 
Esty 

Second     Chance 
N  m-f  L 
The  Three  PlanC 

My    true    story 
Sterling      Drug 
m-f    10 

(see   mon) 

D-F-S 

Godfrey*  in  n  30 
Knomark,  Mogul: 
cllogg.  Burnett 0-10:15    alt   das 

S 

Whispr'g     streets 
Qen  Mills 

w.f   10:25-45 
Knox-Reeves   

Snow  Crop,   Mxn; 

Int'l     Cellucotton 

FC&B   alt  das 

Frlgldalre.FC&B 
Star  Klst     Tuna. 

Rhoades  &   Davis 
10:30-45    alt  f 

When  girl  marries 
N  m-f  L 

Modern   Romances Ex-Lax 

m.w.f    (see    mon) 
Warwick  &  Legler 

Paging    the Judge 

H  m-f  L 

Dbl  or  Nothing 
Campbell  Soup 
m-f    11:30-55 

Ward  Wheelock 

aith  In  our  Time 
K      10:15-25      L Joe    King 

N      10:25-30      L 

Lever.     MeE: 
Tonl    Co.    W&G 10:45-11    alt  f 

Godfrey     (cont'd) Plllsbury,    LB: 
Nat'l    Biscuit   Co 

MeE   alt  f 

Liggett    a 
rhesterfleMs 

m.w.f   11:15-30 
Cnq'hm  &    Walsh 
Make   up  yr  Mnd 

Continental      Hkg 
m-f   (see  mon) 

Bates 

Rosemary 

PAG :  Ivory  snow 
m-f    (see   mon) 

B&B 

Queen    for   a   day 

P.     Lorillard 
old    golds 

m-f    (see   mon) 

sp    11:45-12 
L&N 

Cecil  Brown   news 
co-op 

N  m-f  L 

f    Slngiser    news 
S   C  Johnson 

m-sat     10:30-35 
NL&B 

Spotlight Parade 

K         co-op        L 
m-f  10:35-11 

Welcome  travelers 
P&G 

m-f    (see   mon) 

Blow 

Ladies    Fair 
Sterling     Drug 
m-f    11-11:25 

D-F-S   

H     Engle    news 
S  C  Johnson 

m  sat    11:25-30 
NL&B 

Second   Chance 
N"  m-f  L 
The  Three  £l*n] 

No    school    today 
o-on  9-10:30 
268Clnc  L 

Bob    Hope 

C.en   Fds:  jell-o m-f   (see   mon) 

Y&R 

Break    the    Bank 
Miles    Labs 

m-f  (see  mon) Wade   

Space   patrol 
Ralston      Purina: 

cereals 
S35H  L 

Gardner        $3500 

Strike     it    rich Colgate 

m-f    (see   mon) Esty 

Phrase   that   pays 

Colgate 
m-f   (see  mon) 

Esty 

Platterbralns L&T 

All-league 

clubhouse 

T 

Galen   Drake 

Animal    Fdur, hunt  club  dog  fd 

122N 

Best 
Les  Paul-M   Ford 

Lambert  10:30-3 
L&F   MINT 

Let's    pretend 

N 

Romance 

Galen    Drake Gen    F<Js:    sanka 

151N-L    U:25-3C 
Y&R  $350 

Give  &  take 
Cannon  Mills: 

hosiery,      sheets 

&    towels 156N  L 

YiR 
_i2m 

Woody  Wood- pecker   Show (with  Mel  Blanc) 

co-op 

H         10-11         L 

F    Slnglser    news 

S  C  Johnson m-sat   10:30-35 

NL&B 

Woody      Wood- pecker   Show 

(cont'd) Helen  Hall 

N      11-11:15      T 
No  network 

service 

11:15-30 
H     Engle    news 

S    C    Johnson m-sat   11:30-35 

NL&B 

Farm   quiz 

co-op 

Var  T 

The  Big   Frevie 

11-1 (Preview   of   ne' 

records     with 

guest    d.j.'s) 

Selling  on 

shared-spon- 

sorship   basis; 

8   partlc.    avail- able.     See    alsi 

Weekend,  Sun  1- 

partlc 
S20O 

Friend 
L 

Wendy   Warren roods 

m  f    (see   mon) 
B&B 

Curt  Massey  time 
Miles    Labs 

m-f    (see   mon) 
Waile 

jreh 
Ins 

!5-30 
■   mon) 

Aunt    Jenny 
l.i  \  ,-r :  spry 

m-f    (see   mon) 
FC&B 

Trie 
ills 
mull) 

es 

Helen    Trent 
Am    11, line   Prods 

a   mon) 
Murray 

Capitol     comment 
S  r  Join 

NL&B      12:15-20 

Guest    time 
N   12:20-30   L&T 

Turn  to  a  friend 

N  m-f  L 

Jack   Berch 
Prudential      Ins 

m-f     12:25-30 
C&H      (see   mon) 

Wendy     Warren 
fien    Fds 

m-f    Isee   mon) 

B&B 

Curt  Massey  time 

Miles    Labs 
m-f    (see   mon) 

Wade 

Aunt    Jenny Lever:    spry 

m-f    (see   mon) 

FC&B 

Capitol    comment 

C  Johnson :  m-f 
NL&B      12:15-20 

101     Ranch    Boys Lancaster, 

Pa  L 

Bill  Shadel  News 
Campana:  cosmet 

188N  12-12:05  I W-F-H  $450 

Our  gal  Sunday 
Whitehall  Phar 
m-f    (see   mon) 

Murray 

No    network 

service    m-f 

No    network 
service m-f 

Bill    Ring    trio 
Gen  Mills 

m-f   (see  mon) 
Knox- Reeves 

Helen   Trent 

Am    Home    Prods m-f    (see   mon) 
Murray    

Guest  time 
N   12:20-30   L&T 

No    network 
service 

m-f 

Theatre  of  Today 

Cream  of  Wheat 
159N  12:05-30  I 
BBDO  $4000 

Man   on  the  farm 

Quaker   Oats ful-o-pep     feed 

420Llbertyvllle. 

Ill  T 

S&M 

$750j 

No    network 
service 

Our  gal  Sunday 
Whitehall  Phar 
m-f    (see   mon) 
Murray 

No    network 

service    m-f 

American    farmer 
C.Wash  L 

Stars  over  Holly- 

wood 

Carnation     Co: ernnurated   milk 

201H  L&T 

The  Big   Prevlet 

(cont'd) 

Fifth   Army  band 

C 

EW 

54000 
Road   of   life 

row  soap 
m-f    (see   mon) 

Compton     

C    Fester    news co-op 

Most         m-f        I. 

lone 

-I        I. 

Ma    Perkins 

PAG:  oxydol 
n,  f    ,  see   mon) 
D-F-S 

Music  by  Wlllard 
Cleve       m-f       L 

No    network 
service 
m-f 

Paul  Harvey  news 

<o-op 

m-f    (see   mon) 

Road    of    life 
P&G:    ivory   soap 
m-f    (see  mon) 

Comnton 

C    Foster   news 

co-op 

Bost        m-f       I 

Ted    Malone 
Ma    Perkins 
P&G:  oxydcl 
m  f    'see   mon) 

D-F-S 

Muslt  by  Willard 

Cleve       m-f       L 

No    network 

service 

m-f 

Navy   hour Wash  L 

Young  Dr  Malone 
P&G:   rrlsro,    Joy 
m-f    (see   mon) 

Compton.    Biow 

Guiding    light 
m;     dux.  Ivy  fl 
m-f    (see   mon) 

Compton 

Luncheon   with 

Lopez 
N  m-f  L 

Pauline  Frederick co-op 

N  m-f  L 

No    network 
service 

m-f 

No    network 

service 

m-f 

Young  Dr  Malone 
P&G:   crlsco.    joy 
m-f    (see   mon) 

Compton.    Blow 

Fun    for    all 

Tonl    Co' 

nrom.   white   rain 
205N 

$2003 

Johnny  Singer's 

Orch 

Cleve  I 

National   farm    I 

home  hour Allls-Chalmers 
farm   equipment 
194C.Wash 

rH2:30-3 
Glttlns 

$200. 
Guiding  light 

P&G:   iluz.  lv'y  8 m-f  (see  mon) 

Compton 

Luncheon   with 
Lopez 

N  m-f  L 

'aullne  Frederick 

co-op 

tN  m-f  L 

News   1:30-35 

No    network 

service 

m-f 

Vincent    Lopez 

N  L 
Music  with  th 

Hormel    girls 
Geo  A  Hormel 

panned    meats 
124Var  1 

BBDO  $3001 

Game  of  the Week 

(football) 
starts  betw  1:45 

2:45  pm 

Var         co-op      1 

rgaret 
'de 

2nd    Mrs    Burton 
Gen  Fds 

m-f    (see   mon) 
B&B.    Y&R 

Say  It  with  music 

Cleve       m-f       L 

Perry   Mason 
tide 

m-f    (see   mon) 
B&B 

F    Singiser    news 
S   C   Johnson 
m-sat  2  25  30 

NL&B 

No    network 
service m-f 

Mary     Margaret 

McBrlde 

co-op 

97N       in   f       L&T 

2nd    Mrs.    Burton 
Gen    Fds 

m-f    (see   mon) 

Comnton 

Say  It  with  music 
Cleve       m-f       L 

Hand 

'lace 

"(5.4 

N<-ra    Drake 

Weiss    &    Geller 

Perry   Mason 
P&G:    tide 

i-f    (see   mon) 

R*  R 

F    Slnglser    news 
S   C   Johnson 
m-sat    2:25-30 

NL&B 

No   network 
service 

m-f 

Les  Paul-M  Ford 

Lambert  2-2:05 

L&F  161N-T 

Game  of  Week 

(cont'd) 

Brighter    day 
PAG:    cheer 

,-e   mon) 

Y&R 

Wonderful    City 

N  m-f  L jane  Pickens 

N  m-f  L 

News  2:55-3  m-f 

Betty    Crocker 

Gen    Mills 
m.w.f    2:30-35 

D-F-S   

Jack's   Place 
m-f    2:35-4 N  L&T 

Nora    Drake 
Tonl   Co 

m-f   (see  mon) 
W«iss    A     Geller 

Football 

co-op 

2-5 Far  L 
Alfredo    Antoninl 

N       2:05-30 

F    Singiser    news 

S   C  Johnson (precedes  game) 

NL&B 

Brighter   day 

P&G'    rheer m-f    (see   mon) 
Y&R 

Wonderful    City 

N  m-f  L 
Jane   Pickens 

N  ro-f  L 

Mews  2:55-3  m-f 

Make    Way 

for    Youth Detr Game  of  Week 

(cont'd) 

TBA 

Football 

co-op 

Var 

rson 
Ills 
sins) 

Hlltop     house 

Mile*     I 
m-f    (see   mon) 

Everett     Holies 
news 

Wash      co-op      L 
m-f    3-3:15 

Life    beautiful 

Ide,    zest m-f    (see   mon) 
B&B 

'lace 

House    party 

Glint    O: 

L    Burnett   th  onl 

0    15   leg 
Isee   mon) 

John  B  Gambling co-op 

N  m-f-  L 

Road   of   life 

P&G:    crlscot 
in  f    (see   mon) 
Compton    

Joe    Emerson 
Gen    Mills m-f    (SK   stns) 

Knox-Reeves 

HMItop    house 
Miles    Labs 

m-f   (see  mon) 

Wade 

Everett     Hollos 
news 

Wash      co-op      L m-f    3-3:15 

Life  beautiful 
P&G:    tide,    zest m-f  (see  mon) 

B&B 

Report   from Overseas 

N  TJ 

Wizard  of  odds 
Manhattan  Soap 

t.tli.  alt  r 
5B&W 

Pepper    Young ■iiay.duzt 

m-f    (see   mon) 
B&B 

Jack's  Place 

leont'd) 

House    partv 
Lever:    surf 

"n.w.f    (see   mon) 
Burnett 

Kellogg    Co 

tu.f     (see     tu) 

L    Burnett 

Road    of   life 

P&Q:    rriscot m-f    (see   mon) Compton 

John  B  Gambling 

co-op 

N  m-f  L 

Pepper  Young 
^&-G:  camay.  duzf 

m-f  (see  mon) 

B&B 

Football 

(cont'd) 

Adventures 
In    Science Wash  L&T 

Farm    News 
Wash  L 

Game  of  Week 

(cont'd) 

Football 

co-op 

Var 

(cont'd) 
Rt    to    happiness 
l'&G:  dreft.  lldel 
m  f    (see   mon ) 
D-F-S 

Wizard   of  odds 
Tonl     Co.  LB: 
Manhattan  Soap 

ISB&W  alt  f 

Rt  to  happiness 
P&G:    dreft.  tide 
m-f   (see  mon) 
l-F-S 

World 

Assignment 
N  Jj 

Roht    Q ■ 

Hand 

Lewis 
4-4  95 

' 
Sun   Sue ' 
B    L     Miller 

H    R    Baukhage news 

Wash     co-op     L 
I    15 

Backstage     wife 

atr,  zest m-f    (see   mon) Y&R 

Jack    Owens 
H  m-f  L 4-4:25 

Mutual    Music 
Show 

N  m-f  T 

Stella     Dallas 
Sterling  Drug 
in  f  (see  mon) 
D-F-S 

i  work 
service 

Welcome    Ranch 

Mass      co-op      L 

Widder  Brown 
Sterling  Drug 
m-f  (see  mon) 

D    F-S 

Betty    Crocker 
Gen   Mis   4:25-30 
m.w.f    (see  mon) 
D-F-S 

Robt    Q    Lewis 
Hen    Fds    4-4:05 

Y&R   m-f 
Sun   Sue   4:15-30 Corn     Prods      m-f 

C    L    Miller 

H    R    Baukhage 
news 

Wash     co-op     L 
m-f    4-4:15 

Backstage  wife 
P&G:  cheer,  rest 
m-f  (see  mon) 
Y&R 

Mutual    Music 

Show N  m-f  T 

News    4  55-5 
m-f  I 

Woman    In    hou 
afanbAltl 
m-f    (see   mon) 

SB&W so    V 

Music    In   the 

afternoon m-f         L 

No    network 
service 

News  4:55-5 N  m-f  L 

Welcome    Ranch 

co-op 
Ware. 

Mass       m-f       L 

Stella     Dallas Sterling 

Drug 

m-f   (see 
mon) 

D-F-S 
Widder Brown 
Sterling 

Drug 

m-f    Isee 
mon) 

D-F-S 

Chicagoans 

Ch  L 

Football 

(cont'd) 

Game  of  Week 

(cont'd) 

Woman    in    house 
Sterling     Drug 
m-f    (see  mon) 

SB&W 

Soldier Serenade 
N  H 

Football 

co-op 

Var 

(cont'd) 

learklo 

•  entire 

Curt  Mi 

I     In,. 
Wade 

Sft      Prrsten 
of  the   Yukon 
(Juiker   Oats 

tu.th    (see    tu) 

SAM 

Sky    King 

NLAB 

EMI      BffnVI     "'»' -  (•  .' 
NL&B 

Just  Plain  Bill 

Whitehall      Mur ray:  Carter  Pr. 
Batri  alt  th 

Big   Jon,   Sparkle 

Fr    Page    Ferrell 

it    Prixls alt  tu.th Murray 

Westrrnalres 
Jamestown, 

N  Y  L 

No    network 

service 

ta-r 

Songs  of  the B-Bar-B 

Wash  L 

Just  Plain  Bill 

Whitehall.      Mur- ray:  Carter  Pr. 
Bates  alt  f 

Lorenzo  Jones 

.-it* 

m-f    (see   mon) 

Fr    Page    Farrrll 
Am    Home    Prods alt  m.w.f 

urray 
Martha    Lou 

Harp 

N  L 

Tommy  Dorsey 

Treasury  Show 

N  Tl 

Les  Higble  Newi 
S   C   Johnson 

W        5-5:05       I 

NL&B" 

M 

Lum    'n'    Abner 
H        co-op        L 

It    Pays   te   be 
Married 

II  m-f  1 
The  Three  Planf 

Jehu   Cents 
N  m  f  L. 

Curt  Massey  timi 
Miles    Labs 

m-f    (see  mon) 
Wade 

Wild  Bill  Hlckok 
Kellogg    Co 

m.w.f      5:30-55 Burnett 

Cecil  Brown   news 

S   C   Johnson m-f     5:55  6 

NL&B 

Lorenzo      Jones.. 
Colgate 

m-f    (see   mon) 

Esty 

Paulena  Carter 
Walter    Preston'! 

show   shop 

N        5-5:50        I 

Football 
Roundup 

It    Pay*   te   be 
Married 

H  m-f  L The  Three  Plant 

Club  time 
Club  Aluminum 
19C  L 
Buir.en  $1800 

Stan    Dougherty 

Presents 
StL  I 

E    Holies    news 

S   C   Johnson 

524W     5:55-6 
NL&B   sat  only 

Ask   the    Sports U  World        < 

••   N  1 



they're 
personal  friends 

OUR  AUDIENCE 

and 

OUR  TALENT 
And  well  might  they  be  friends.  For  during 

the  month  of  October  WGY  staff  artists  made 

more  than  100  personal  appearances  in  cities 

and  towns  that  stretch  across  our  coverage 

area — Cooperstown  and  Cobleskill,  Cohoes 

and  Saratoga.  From  Oneida  in  the  West  to 

Brattleboro,  Vt.,  in  the  East.  From  Saranac 

Lake  south  through  the  river  valleys  to  Catskill, 

our  people  are  always  out  making  new  friends 

for  WGY.  It's  great  to  be  a  good  neighbor  in 
such  a  beautiful  neighborhood. 

WGY 
A  GENERAL  ELECTRIC 

STATION 

SCHENECTADY,   NEW  YORK 

Bob     Bender,     WGY     Sportscaster,     talks      baseball     with      Schenectady      Little 

Leaguers. 

Don  Tuttle,  WGY  Farm  Editor,  addresses    a   group    at   the    Farmers    Museum    at 

Cooperstown,  N.  Y. 

Represented  Nationally  by  Henry  I.  Christal  Co.      New  York  *  Boston  *  Chicago  *  Detroit  *  San  Francisco 
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LEWYT  DEALERS 

(Continued  from  page  68) 

second  commercial.  .  .  . 

"Wherever  we  have  set  up  a  radio 
saturation  campaign,  we  try  to  run  the 

majority  of  our  announcements  during 
the  daylight  hours.  By  so  doing,  we 
are  not  competing  with  the  television 

\  Lewers  at  night.  .  .  ." 
Betco  is  working  on  plans  now,  Bet- 

tinger  reported,  for  a  new  radio  satura- 
tion campaign  hut  the  exact  date  of  its 

kickofi  has  not  heen  decided. 

"This  will  he  known  as  our  'Pennies 

fiom  Heaven'  campaign,"  Bettinger 
said,  "and  we  will  ask  listeners  to  iden- 

tify 'Miss  Lewyt'  who  will  be  in  a  cer- 
tain town  on  a  given  day.  To  the  per- 
sons identifying  her,  we  will  give  a  $25 

merchandise  order.  .  .  ." 
Badio  and  tv  saturation  campaigns 

have  been  run  in  the  Cleveland  area 

by  the  Northern  Ohio  Appliance  Corp. 

"We  put  heavy  concentration  on 
both  radio  and  television  [in  the  past 

few  months]  and  although  we  did  not 

get  exact  results  from  each  and  every 

announcement,  we  feel  that  our  over- 
all sales  were  greatly  benefited  from 

DONT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

STATION 

WHEC 
STATION 

B 
STATION 

c 
STATION 

D 
STATION 

E 

STATION 

F 

FIRSTS    267 103 
12 

7 0 0 
TIES 

32 
30 1 3 0 0 

Station  on 

hi  sunset  only 

WHEC  carries  ALL  of  the  "top  ten"  daytime  shows! 

WHEC  carries    SIX    of  the  "top  ten"  evening  shows! 

LATEST   PULSE   REPORT   BEFORE   CLOSING  TIME 

BUY    WHERE   THEY'RE    LISTENING:- 

WHEC 
l^ninwim:  EVERETT- McKINNEY.  Inc.  Ntw  Yorfr.  Cfwcogo,  LEE  F.  O'CONNEll  CO  .  Lot  Angttn,  San  FVonci.co 

NEW   YORK 

5,000   WATTS 

the  exposure  on  television  and  radio, ' 
W.  J.  D'AIexander,  advertising  and 
sales  promotion  manager  for  the  Ohio 

distributing  company,  told  Lewyt  ex- 
ecutives in  explaining  the  use  he  made 

of  air  media. 

"Some  of  the  dealers  we  worked  with 

on  radio  were  the  Euclid-Green  Furni- 
ture Co.  of  WSRS;  Home  Stores  of 

Ohio  with  15  minute  disk  jockey  shows 

on  WEBE,  also  a  heavy  radio  cam- 

paign on  WJW  in  which  we  tie-in  vari- 
ous good  accounts.  .  .  . 

"We  also  had  104  television  an- 
nouncements on  WXEL,  channel  9. 

These  announcements  were  distributed 

equitably  among  our  stronger  ac- 
counts, giving  each  a  number  of  key 

announcements.  This  television  cam- 

paign." D'AIexander  said,  "perhaps 
was  the  best  over-all  saturation  other 

than  newspaper  advertising  that  we 

have  undertaken.  .  .  ." 
Lewyt's  Philadelphia  distributor, 

Raymond  Rosen  &  Co.,  has  taken  on 
sponsorship  of  a  tv  news  program 

for  the  next  three  months.  The  pro- 

gram is  aired  over  WFIL-TV  and  the 
time  cost  is  reported  to  be  about  S100,- 
000.  Both  the  distributor  and  Lewyt 

are  watching  the  campaign  with  in- terest. 

The  Lewyt  Corp.  itself  this  fall  is 
shouldering  the  full  cost  of  full-page 
ads  in  Life,  Look.  American  Home, 
Sunset,  Saturday  Evening  Post.  Better 
Homes  &  Gardens  and  Good  House- 

keeping. It  is  veering  away  from  net- 
work radio  and  tv.  It  feels  program 

costs  are  too  high  and  better  results 
can  be  obtained  for  less  money  with 
local  announcements.  It  has  found 

local  identification  on  radio  and  tv 
commercials  most  effective  in  terms  of 

sales.    Its  agency:   Hicks  &  Griest. 

Lewyt  also  does  not  like  to  sign  for 
the  usual  relatively  long  periods  of 

time  required  for  network  radio  and 

tv  program  sponsorship.  With  its  sat- 
uiation  campaigns,  which  may  last 

only  a  few  weeks,  it  aims  to  get  across 

its  message  by  constant  repetition  and 
then  move  out. 

Lewyt's  total  1953  ad  budget  is 
aiound  $3.4  million,  with  about  S2.5 

million  destined  for  newspapers  be- 
cause of  the  preference  of  most  of  its 

distributors.  For  local  co-op  advertis- 
ing distributors  have  used  newspapers 

because  they  think  they  get  quickest 
action.  Also,  many  distributors  who 

won't  tr\  radio  and  tv  state  they're 

against  air  media  because  "we  ran  one 
spol    ever)    two    weeks    in    1936   and 

78 
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radio  gets  off  to  an 
early  start  in  Detroit  . 

By  8  A.M.,  the  men  are  off  to  work,  the  kids  are  off  to  school,  Mom's  up, 

the  radio's  on  .  .  .  and  radio  audiences  have  reached  the  highest  sustained  level 
of  the  day,  averaging  20.5  until  late  evening. 

Right  from  the  start,  WWJ  reaches  the  largest  audience  of  the  Detroit 

area's  eight  radio  stations.  Pulse  ratings  show  that  21%  of  the  home-listening 

audience,  from  8  to  9  A.M.,  is  tuned  to  WWJ's  "Minute  Parade,"  a  program  of 
concert  music  sponsored  for  more  than  19  years  by  The  J.  L.  Hudson  Company, 

Detroit's  largest  department  store. 

Hudson's  is  only  one  of  the  many  successful,  selective  local  and  national 
advertisers  who,  year  in  and  year  out,  use  WWJ  profitably.  And  because  it 

delivers  the  most  listeners  per  dollar,  WWJ  is  the  most  economical  radio-buy 
in  Detroit. 

Whether  you  just  want  to  "get  the  facts,"  or  get  a  list  of  availabilities,  get 
in  touch  with  WWJ  or  your  Hollingbery  man. 

THE  WORLD'S  FIRST  RADIO  STATION  Owned  and  Operated  by  THE  DETROIT  NEWS 
National  Representative:  THE  GEORGE  P.   HOLLINGBERY  COMPANY 

Atioeiaf  rW«vMoa  Statiom  WWJ.TV 

»M-950  KILOCYCLES-5000  WATTS 

FM-CHANNEL  246-97.1   MEGACYCLES 
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If  you 

haven't 

yet  looked 

into  this 

^^i  '  """"'mam,,..,... 

The  MBSunday  Plan  for  1954 



u  may  be  missing  all  this 

Extension  of  Mutual's  week-night  Multi -Message  Plan 

(outselling  all  other  network  plans  combined)  to  4-7  pm 

Sunday  (when  we  outdraw  all  other  networks  in  audience). 

3  all-time  mystery  favorites 

(with  an  aggregate  45  years 

of  solid  sales  performance 

behind  them)  established 

in  a  3-hour  block  of  proven 

programming. .  .offering  un- 

precedented opportunity  for 

multi-message  selling  in  '54. 

4:00  Counterspy 

4:30  Nick  Carter 

4:55  News 

5:00  The  Shadow 

5:30  True  Detective 

6:00  Bulldog  Drummond 

6:25  News 

6:30  Squad  Room 

v 
Full -minute  messages  available,  plus  open  and  close 

billboards . . .  costs-per-message  as  low  as  $2,000 

(including  time,  talent,  agency  commission) . . .  homes- 

per-week  as  high  as  5,684,000  .  .  .  costs-per-thousand 

as  low  as  $1.06  — result:  mass  audiences  at  Top  Ten 

Evening  levels,  delivered  at  half  the  cost  or  less ! 

Get  this  new  Plan  Book  today! 

This  is  just  one  example  of 

how  The  PLUS  Network  has 

geared  its  48-state  reach  to 

the  practical  sales  problems 

of  1954.  Day  or  night,  all 

week  long,  we  can  bring  new 

flexibility,  efficiency,  and 

economy  into  the  right  focus 

for  your  needs.  Look  here: 

MUTUAL 

WORLD'S  LARGEST 

RADIO  NETWORK 

LO  4-8000,  NEW  YORK 

|  WH  4-5060,  CHICAGO 
J  HO  2-2133,  LOS  ANGELES 



didn't  get  much  action."  It's  this  sort 
of  thinking  Lewyt  is  trying  to  revise. 

President  Alex  Lewyl  inherited  a 

manufacturing  company  from  his  fa- 
ther in  1935.  The  firm  made  precision 

parts  f«r  other  manufacturers  lit  still 

carries  on  this  aspect  of  the  business). 

In  September  1947  the  first  new 

Lewyt  rolled  off  the  assembly  lines— 

and  immediately  Lewyt's  ad  campaign 

began.  "You've  fi<>t  to  create  excite- 

ment." is  a  Lewyt  axiom. 

Heading  up  the  vacuum  cleaner  divi- 
sion at  Lewyt  is  Walter  J.  Daily,  who 

introduced  the  first  General  Electric 

refrigerator  in  1927. 
Donald  B.  Smith,  advertising  and 

sales  promotion  manager,  also  came  to 
Lewyt  from  the  appliance  field. 
The  Lewyt  company,  through  the 

work  of  Messrs.  Lewyt,  Daily  and 

Smith,  helieves  its  vacuum  cleaner  pro- 
motion is  due  a  large  part  of  the  credit 

for  raising  the  Dumber  of  homes  with 

cleaners  from  48r  '<  to  ahout  58%  in 
-i\  vears.  And  the  company  officials 

point  out  that  vacuum  cleaners  are  the 
or.lv  major  appliance  which  has 

chalked  up  sales  gains  this  year  (from 

'•',',  to  10%  ahead  of  last  year).  An- 
nual sales  of  all  brands  today  amounts 

to  $28  million.  *  *  * 

KINGSTON  BANKS 
{Continued  from  page  33) 

As  oldest  bank  in  the  area  I  incorpor- 
ated in  1851),  Ulster  Savings  had  a 

tradition  of  sustained  public  relations 
via  the  Kingston  newspapers  (one  daily 

and  one  weekly)  as  well  as  on  the  air. 

Its  original  radio  sponsorship  consisted 

of  One  Mans  Destiny,  a  once- weekly 
15-minute  serial,  supplemented  by  five- 
minute  newscasts  three  times  a  week. 

For  several  years  this  bank  was  the 

only  radio  advertiser. 

In  1949  Bob  Peebles,  general  mana- 
ger of  WKNY,  reviewed  the  efficiency 

of  his  station  in  producing  results  for 

its  sponsors  and  noted  that  Ulster  Sav- 

ing's campaign  had  increased  traffic  in 
addition  to  doing  a  public  relations 

job. 

"We  approached  the  other  hank 
presidents  with  our  sales  presenta- 

tions," Peebles  relates.  "With  them  we 
discussed  the  basic  advantages  of  radio 
and  its  effectiveness  in  reaching  the 

largest  number  of  people  per  dollar  in- 
vested. We  then  made  specific  sugges- 

tions regarding  programs  or  announce- 
ment schedules  designed  to  afford  the 

coverage  we  felt  they  should  have  with- 
in the  budgetary  limitations  which  we 

Mike  Mearian 
TOPICAL  SATIRE  &  MUSIC ,  Clint  Buehlm 

MUSICAl   ClOCK         ' 
'op  Rated     fc 

believed  practical.'" 
Here's  the  Kingston  market  situation 

which  makes  radio  a  good  bet  for  all 

11  Kingston  banks: 

Kingston  itself  is  a  town  with  less 
than  30.000  inhabitants,  but  serves  as 

shopping  center  for  a  total  area  com- 
prising some  150,000  people,  most  of 

whom  are  likely  prospects  for  Kingston 

hanks.  As  shopping  center  for  the 

Ulster  County  area  which  WKNY 
reaches,  Kingston  has  no  rival.  On  the 

town's  main  street  are  such  national 
<  hains  as  Grand  Union,  Grant,  J.  C. 

Penney  and  others. 

Furthermore,  the  surrounding  area 

has  been  undergoing  a  change.  It  has 

been  turning  more  and  more  into  a 
semi-industrial  market,  with  farm  area 

shrinking  in  importance.  Currently, 

Kingston's  major  industry  is  needle 
trades.  However,  most  significant  boost 

to  Kingston's  economic  importance 
will  be  the  projected  International 
Business  Machines  plant  that  is  to  be 

built  next  year,  and  which  will  eventu- 
ally employ  5.000  people. 

During  the  past  five  years  or  more 

as  growing  industry  in  the  WKNY 
coverage  area  has  been  attracting  per- 

sonnel from  New  York.  Poughkeepsie, 

and  upstate  areas.  Kingston  banks  have 

had  the  job  of  wooing  these  new  work- 
ers away  from  their  New  York,  Pough- 

keepsie and  hometown  banks.  Fre- 

quently, these  new  residents  would  con- 
tinue to  keep  their  accounts  active  in 

New  York  City,  mailing  in  deposits 
more  out  of  habit  than  for  any  more 
substantial  reason.  The  commercial 

messages  of  the  banks  are  aimed  at 

least  partly  at  this  segment  of  the 

population. 
Kingston  banks  had  two  ways  of 

reaching  this  growing  market:  (1) 

newspapers,  (2)  radio.  The  newspaper 

coverage  in  Kingston  consists  of  a 

weekly  paper  with  minimal  penetra- 
tion, and  The  Freeman,  a  daily  news- 

paper with  an  approximate  circulation 
<-f  14.000 — most  of  it  concentrated  in 

Kingston.  Furthermore,  since  the  town 
is  less  than  100  miles  from  New  York 

City,  ahout  a  two-hour  drive  up  along 
the  Hudson,  many  of  the  people  of 

Kingston  and  the  surrounding  area 
read  New  \  ork  newspapers. 

The  radio  coverage  in  the  Kingston 
market  is  a  horse  of  a  different  color. 

While  five  major  New  York  stations 

cover  the  area.  W  KN^l  is  the  only  lo- 
cal station  in  the  market.  Consequent- 
ly with  its  emphasis  on  local  news  and 

local   personality   programing  coupled 
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The  Face  is  Familiar 

"  For  the  past  couple  years. 

Indianapolitans  have  been  telling 

Jacquelyn  Thomas  that  she  looks 

just  like  the  Lynn  Stevens  thev 

watch  on  television.  This  isn't  hard 
to  understand.  She  is  Lynn  Stevens. 

What's  harder  to  understand  is  why 

she  isn't  known  bj  her  real  name 
professionally.  Jacquelyn  Thomas 
sounds  swell  to  us.  tv  or  not  tv. 

Since  she's  not  hiding  from  hill- 
collectors  (she  picked  a  great  place, 
in  front  of  394,000  television  sets, 

if  she  were  i  or  ashamed  of  tv  i "'.  .  . 

happy  to  admit  I  LO\  E  IT,"  quoth 

she  after  we'd  badgered  her  into  a 
Statement!,  we  up  and  asked  her 
whv  her  noni  de  tv  is  Lynn  Stevens. 

"Because  I  went  to  Stephens 

College."'  she  said.  "And  Lynn  is 
practical!)  the  la>t  syllable  of  m\ 

first  name." 

"But  S-t-e-p-h-e-n-a  isn'l  S-t-e-v- 
e-n-s,     we  pointed  out. 

MSa)  the  name  out  loud  .  .  . 
ami  -i < 1 1 >  bothering  me.  I  gol  work 

to  do." 

She    had,    too.     She    en*  eea 
Cinderella    Weekend  e\er\    weekday 

afternoon  and  i-  <  ommer<  ial  hostess 
on  (>inar  U  eulhermun  everv  week- 

da)    evening. 

■  Lynn's  <>r  Jacquelyn's  -life 
seems  to  have  been  pointed  »quare- 

K  at  her  present  occupation.  \t  an 

early  age  she  overwhelmed  pla\- 
mates  with  cookie  talk*,  using  sam- 

ples expropriated  from  her  sales- 
man father.  Her  adolescence  was 

normal — she  wrote  poetry  and  had 
a  crush  i>n  Nelson  Eddy.  As  a  high 

school  senior  she  edited  the  paper 

and  played  Ladj  Macbeth.  In  col- 
lege she  studied  dramatics  with 

Maude  Adams.*  wrote,  produced,  di- 
rected and  tore  her  hair  for  the  i  ol- 

lege  radio  station  while  ad  manager- 

big  the  student  paper.  I  Music  al 

bridge  here — segue  into:  |  Indianap- 

olis— continuitx  .  writer   for   WH'.M. 

tv  audition  in  '51,  immediate  a<  <  »•[ >t - 
ance  1>\  sponsors,  audience,  and  a 

brood  of  pel  budgereegahs  who  have 
talked  of  nothing  else  ever  since. 

It  would  be  an  exaggeration  to 

»a\  that  her  audience  talk-  of  noth- 

ing else — but  only  a  slighl  one. 

*  Don't    jump    tit    nn\    conclusions. 

Jacquelyn  was  born  in   1922. 

WFBM       WFBM-TV 
INDIANAPOLIS  •  CBS 

Represented  Nationally  by  the  Katx  Agency 

Affiliated  with  WEOA,    Evansville:  WFDF,    Hint;   WOOD   AM   &  TV,    Srand    Rapids 
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with  the  network  programing  the  sta- 
tion gets  via  it-  MBS  affiliation,  \\  KM 

is  idealb  suited  to  the  needs  of  local 

sponsors.  (A  t\  station,  WK NY-TV, 
is  being  built  on  a  hill  above  Kingston. 

It  is  expected  to  Btarl  commercial  oper- 
ation in  fall  1954.) 

\\  k\  V  concentrates  upon  the  strong 

!<•<  al  -hint  to  increase  its  audience  ap- 

peal. Since  Kingston's  population  is 
relatively  homogeneous — a  town  whose 
inhabitants  are  overwhelming!)  of 

Dutch  ancestr)  finding  programing 

with  over-all  appeal  was  a  fairlj  simple 

job. 
Armed  with  statistics  to  substantiate 

this  sales  pitch,  WKNY  approached 

the  various  banks.  I  lster  County  Sav- 
ings Institute  increased  its  schedule  to 

dail)  announcements  on  a  year-'round basis.  Other  banks  became  persuaded 

of  the  value  of  keeping  their  name  in 

the  public's  mind. 
Generalb.  the  aim  of  the  Kingston 

banks'  air  advertising  can  be  summed 
up  as  follows: 

1.  The\  want  to  keep  their  own 

shares  of  the  prorated  business  in- 
crease. 

2.  Thev  want  to  inform  and  educate 

the  public  about  their  various  services, 
new  and  old,  dispel  misconceptions  and 

prejudices  about  banking. 
3.  The  personal  salesmanship  that 

radio  offered  had  tremendous  appeal 

to  small-town  bankers,  many  of  whom 
have  other  business  enterprises  besides 

their  banking  establishments. 
Actualh.  the  banks  had  little  to  do 

with  fulfilling  these  aims.  They  placed 

the  advertising  direct,  without  counsel 
of  advertising  agencies,  leaving  the 

time  selection,  scheduling  and  copy  ap- 

proach to  the  station  staff. 

Here's  how  this  policy  worked  out: 
The  station  has  one  basic  rule — no 

competing  business  or  products  are 
scheduled  any  closer  than  half  an  hour 

apart  from  each  other.  Furthermore, 

the  copy  for  competing  products  is  ro- 
tated among  the  station  continuih 

writers. 

For  example,  the  State  of  New  York 
National  Bank  allocated  a  radio  bud- 

get of  $1,100  for  1953.  This  commer- 

cial bank,  with  assets  totaling  $11,- 

565,959,  wanted  to  promote  more  Fed- 
eral Housing  loans.  With  growth  of 

industry  in  the  WKNY  coverage  area 

the  bank  felt  that  time  was  ripe  in  fall 
1953  for  advertising  the  loans. 

Bob  Peebles  suggested  that  the  bank 

sponsor  a  weekly  15-minute  sportscast, 
tying   in  with  opening  of  the  football 

%^*a,tin9'©»..* 

^^  ̂   ̂   £3£S^&^    £^, 

...NBC 
FULL  lOOkw  POWER 

CHOICE  CHANNEL  4 

CALL   PETRY 

season.  Here's  how  WKNY's  an- nouncer told  about  State  of  New  York 
National  Bank: 

"It's  as  easy  as  FHA.  We're  talking 
about  financing  home  improvements  at 
the  State  of  New  York  National  Bank 

at  301  Wall  Street  in  Kingston.  Stop 

in  soon  if  you're  planning  on  adding 
that  new  kitchen  or  that  extra  room. 
Ask  the  friendlv  folks  at  the  State  of 

New  York  National  Bank  for  all  the 
details  about  a  convenient  FHA  Loan. 

You  can  enjoy  that  home  improvement 
now  and  take  up  to  36  months  to  pay. 

Right  now  is  the  time  to  make  that  im- 

provement in  your  home.  Now's  the time  to  get  the  facts  about  FHA  at  the 

State  of  New  York  National  Bank.  .  .  ." 
Homeseekers  Savings  and  Loan  As- 

sociation had  a  different  problem. 
Their  aim  was  to  appeal  to  as  widely 

diversified  an  audience  as  possible,  and 

to  keep  its  name  constantly  in  their 
mind.  Their  $2,500  budget  went  into 

weather  e.t.'s  and  30-second  announce- 
ments, brief  weathercasts. 

With  the  same  aim  as  Homeseekers 

I  that  is,  attracting  new  depositors), 

Kingston  Savings  Bank  put  its  $4,000 
radio  budget  into  announcements  also 

aimed  at  all  segments  of  the  audience. 

It  is  interesting  to  note  that  the  radio 

copy  of  all  the  banks  has  one  common 
denominator:  the  personalized  selling 

approach  and  emotional  appeal. 
The  National  Ulster  County  Bank  of 

Kingston,  a  commercial  bank  with  as- 
sets totaling  $4,155,756,  is  particularly 

anxious  to  increase  the  use  of  its 

checking  accounts.  Their  way  of  doing 
it  with  $3,300  on  the  air,  is  through  a 

weeklv  25-minute  local  newscast,  as 
well  as  12  minute  announcements  a 
week. 

Every  one  of  the  11  banks  claims  to- 
be  satisfied  with  its  radio  advertising, 

and  each  one  is  planning  to  continue 

either  with  equal  or  larger  appropria- 
tions during  the  next  year.  However, 

like  many  sponsors — especially  those 
on  the  local  level — these  banks  have 

not  carried  on  any  media  tests  to  deter- 
mine the  results  directly  attributable 

to  radio  advertising. 

Despite  the  lack  of  media  testing,  the 

banks  point  proudlv  to  their  increased 
assets  over  the  two  previous  years  as 

proof  of  radio's  efficiency.  Although 
this  increase  is  due  partially  to  expan- 

sion of  industrv  in  the  surrounding 

area,  radio  must  be  credited  with  at- 

tracting  the  numerous  accounts  from 
New  York  City  and  Poughkeepsie 

bank-.  •  *   * 
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PEARSONS 
I 

MERRY-GO-ROUND 
A  TELEVISION  FILM  EXCLUSIVE! 
Drew  Pearson,  world  famous  Washington  reporter  . . .  syndicated 

in  600  newspapers  and  broadcast  by  280  radio  stations... conies 

to  television  with  26  fifteen -minute,  weekly,  custom  made  TV 

films!  •  Timely  films  are  made  late  each  week... and  rushed  on 

Friday  morning,  via  air  express,  for  week-end  viewing  •  Featured 

on  each  film  will  be  Drew  Pearson's:  Washington  exclusive! 

Washington  feature  story!  Amazing,  accurate  predictions!  •  Ready 

for  January  8  air  date...  for  local,  regional, and  national  spot  sponsorship! 

MOTION    PICTURES        'W\V)VV~~       F°R    TELEVISI0N-  ,NC 
eSS  Madison  Avenue,  N.  Y.  SI.  N.  Y. Film  Syndication  Division 

For  auditions, 

prices,  and  sales  plan- 
write,  wire,  or  phone: 

HERB  JAFFE 

655  Madison  Ave. New  York  City 

TEmpleton  8-2000 

FRANK  O'DRISCOLL 

2211  Woodward  A. e 
Detroit.  Michigan 

Woodward  1-2560 

JACK  McGUIRE 

830  N.  Wabash  Ave 
Chicago.  III. 
Whitehall  34786 

MAURIE  GRESHAM 

9100  Sunset  Blvd. 

Los  Angeles,  California CRestview  1-6101 
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Pittsburgh's  PIONEER 
UHF  television  station! 

..IT'S  GOOD 

BUSINESS 

TO  SELL 

THE  RICH 

PITTSBURGH 

MARKET 

..THROUGH 

d&ntttd  53    •'! I  PITTSBURGH 

Nofiono/ K»pr»i»nror;v.s:  WEED  TELEVISION 

New  York         Chicago         Detroit         Boston 

San  Francisco         Atlanta  Hollywood 

MINUTE  RICE  ON  TV 
[Continued  from  page  11  | 

several  reasons.  Chiefly,  the  nature  of 

the  product  itself  tit  is  a  pre-cooked 
rice  which  can  be  prepared  in  a  few 
minute*  •  enhanced  its  appeal  to  large 

metropolitan  tenters.  Local  ad  drives 
in  these  markets  were  spearheaded  by 

radio  announcements  and  newspa- 
per insertions  via  Young  &  Rubicam, 

with  radio  acting  as  the  attention-get- 
ter while  newspapers  spelled  out  the 

product  stor)  in  detail. 
1947:  With  sales  showing  up  well  in 

the  two  initial  test  areas  Minute  Rice 

headed  west.  Target:  Chicago  and  sur- 

rounding area.  Again,  radio  announce- 
ments (most,  daytime  breaks  and  par- 

ticipations i  were  used,  backed  up  by 

new -papers  and  extensive  point  of-sale 
material.  Again,  the  product  clicked. 

A  variety  of  copy  themes  were  tested, 

although  the  principal  pitch  centered 

on  the  theme  of  "no  old-time  wash- 
ing, steaming  and  involved  kitchen 

work." 

1948:  Minute  Rice  began  to  hit  its 

stride.  General  Foods  expanded  the 
distribution  down  through  the  Midwest 

and  into  Texas.  Later  in  the  year,  the 

gaps  in  Eastern  and  Southeastern  dis- 
tribution were  filled.  By  the  end  of 

1948.  national  distribution  was  virtual- 

ly complete.  Meanwhile,  the  spot  radio 
advertising  and  print  media  growth 

had  kept  pace,  with  more  stations  and 
newspapers   added   to   the   schedule. 

1949.  January  was  an  advertising 

landmark  in  the  growth  of  Minute 

Rice.  The  product  reached  a  suffi- 
ciently  advanced  state  of  distribution 
t<>  warrant  a  -witch  to  national-level  ad 

media.  On  the  air.  Minute  Rice  began 

to  -hare  sponsorship  (with  other  GF 

products)  of  Second  Mrs.  Burton,  a 
radio  daytime  serial.  Hitchhikes  were 
used  for  Minute  Rice  on  Jack  Carson 

and  Aldrich  Family,  two  GF  nighttime 
radio  shows.  \l>out  this  time.  too.  t\ 

wa-  becoming  a  factor  in  GF  ad  plans, 
and  the  first  tv  film  announcements  for 

Minute  Rice  began  to  appear  in  a  few 
markets. 

7950.  Minute  Kite's  sales  climbed 
steadily.  I!\  mid-June  more  than  50,- 

000,000  five-ounce  packages  of  Minute 
Rice  had  been  sold.  The  air  advertis- 

ing was  shifted  to  a  twice-weekl)  spon- 
sorship "I  //  hen  a  Girl  Marries.  Mean- 
while, manufacturing  facilities  were 

expanded  for  the  pre-cooked  rice  prod- 
in  I  to  keep  up  with  the  demand.  In 

November    a    L5-ounce    package    was 

launched,  and  was  soon  being  plugged 

heavily  in  the  network  radio  commer- 
cials on  When  a  Girl  Marries. 

1951.  Television  wa>  reaching  stat- 

ure as  a  full-fledged  advertising  me- 
dium. To  GF  admen  tv  looked  like  an 

ideal  medium  to  sell  Minute  Rice,  be- 
cause of  the  large  metropolitan  nature 

of  its  audiences.  Early  in  1951.  GF 
added  Minute  Rice  hitchhikes  to  the 

afternoon  tv  Bert  Parks  show  I  NBC 

TV),  concentrating  on  visual  demon- 

strations of  Minute  Rice's  easy-to-cook 
qualities.  National  print  media  and 

point-of-purchase  promotions  back- 
stopped  the  tv  selling. 

1952:  With  product  sales  still  climb- 
ing (GF  keeps  individual  brand  figures 

secret,  talks  only  in  terms  of  total  GF 
sales),  Minute  Rice  stepped  up  its  tv, 

radio  and  magazine  expenditures,  pass- 

ing the  Sl.OOO.OOO-annually  mark.  The 
tv  approach  was  shifted  to  an  evening 
show,  and  Minute  Rice  became  one  of 

the  featured  GF  products  on  Mama 
l  CBS  TV  l .  Hitchhikes  for  Minute  Rice 

were  added  to  the  nighttime  radio  Bob 

Hope  Show  l  NBC  Radio  ) .  Occasional 

spot  radio  and  tv  announcement  cam- 
paigns in  major  markets  continued. 

1953:  In  the  first  half  of  this  year 

Minute  Rice  continued  to  be  featured 

on  Mama,  and  advertised  heavily  in 

magazines  and  newspaper  sections. 
I  sponsor  estimates  that  in  this  Jan- 

uarv-through-June  period,  with  Minute 
Rice  at  full  national  status.  GF  spent 

about  S900.000  gross  \n  tv.  and  about 
the  same  amount  in  magazine  and 
newspaper  ads.) 

That  brings  us  up  to  date. 

This  fall.  Minute  Rice's  advertising 
emphasis  has  shifted  even  more  strong- 

ly in  favor  of  big-time  tv.  Minute  Rice, 
as  mentioned  earlier,  is  now  an  alter- 

nate-week sponsor  of  Mama,  seen  Fri- 
day nights  on  CBS  TV.  But  much  of 

the  Minute  Rice  air  effort  is  concen- 
trated on  the  monthly  Bob  Hope  show, 

seen  once  a  month  on  Tuesday  nights 
on  NBC  TV. 

General  Foods  bought  the  Hope 

show     for    various    products. 

Minute  Rice  sponsored  the  kick-off 
show  in  the  current  Hope  series,  be- 

ginning 20  October,  and  will  sponsor 

several  more  ( the  final  number  isn't 
set  i  during  the  total  remaining  eight 

Hope  shows.  This  is  a  pretty  fancy 

package  even  for  an  important  GF 
brand.  Each  show  represents  nearly 
$100,000  invested  in  time,  talent  and 

promotional   follow-up. 

Uthough  the  Hope  shows  won't  pro- 
86 
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First  Radio  .  .  .  then  FM  .  .  .  and  now  KCMO 

serves  Kansas  City  with  Television  on  Channel  5. 

To  top  it  all  off,  the  well-known  KCMO 

radio  brand  of  "strong  sell"  has  found  new 
and  powerful  expression  on  Channel  5. 

Many  of  the  same  KCMO  people  who  helped 

promote  sales  gains  for  KCMO  radio  sponsors  are 

now  moving  goods  on  Channel  5.  Radio- 
tested   skill   and   experience  make  these 

people  "naturals"  on  television. 

And  KCMO's  sales-minded  management  is 
pouring  years  of  selling  know-how  into  KCMO 

Television.  Seasoned  technical  personnel  add 

the  punch  to  bring  this  "strong  sell" alive  in  Mid-America  homes. 

In  Kansas  City,  try  "the  same  strong  sell" .  .  .  tested  and  seasoned  in  radio  .  .  .  now 

available  on  KCMO — Television — Channel  5. 

Channel  5 
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DANVILLE  COMMERCIAL-NEWS 

DANVILLE,  ILL. 

Rid'm'yilHigh... in  the 

Fabulous  Southwest 

More   TV  viewers  in   El  Paso  look   up  to 

KROD-TV  and  look   at   KROD-TV   programt 
than   any    other   itation    in    the    Southwest. 

KROD-TV    hot    the    highest    and    the    finest 
transmitter   location   in   the   Southwest  — 

1,585  feet  above  downtown  El  Paso. 

KROD-TV    hos    been    operating    on    full 

power  —  56,300  watts   since  Auguit   1st. 

KROD-TV    has   wider    coverage    than    any 
other  TV   station  in  the   Southwest. 

KROD-TV    carries    top-rated    CBS.    DuMont, 

ABC    Network   shows  plus  unrivalled    local 

programt.  /*X 

Add  E.P.*  to  the  above  ond  V^N 

You'll  Sell  MORE  on  Channel  A  ̂ "w 
*E  P.  means  Effective  Prom 

KROD-TV  Is  affiliated  with 

KROD  I6O0-CBS-5000  wo 
and  the  El  Paso  Times 

KRODTV 

xd   Gen     Mqr 

INHAM   Co 
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m<>lc  Minute  Rice  alone  and  Mama  car- 

ries the  Minute  Rice  banner  only  every 

other  week,  GF  has  evolved  a  system 

for  making  the  high-priced  impact  of 
network  tv  last  and  last.  The  secret: 

periodic  recipe  promotions  which  are 

featured  on  tv  and  then  plugged  heav- 

ily at  point-of-sale  and  in  print. 

The  "Spanish  Rice  Pronto"  recipe 
featured  on  the  20  October  Hope  show 

is  a  good  example. 
On  the  air.  the  commercials  featured 

an  eye-catching  store  display  piece  on 
which  packages  of  Minute  Rice  and 
cans  of  tomato  sauce  (not  made  by 

GF,  incidentally)  were  neatly  stacked. 

A  shapel)  dark-eyed  senorita  appeared 

on  a  Spanish-type  background  holding 
a  skillet  full  of  Spanish  rice.  Theme 

of  the  commercial:  "Senoras  fussed 
for  hours — now  you  can  fix  Spanish 

Rice  in   minutes!" 
On  the  following  weekend,  the  26 

October  Life  featured  the  same  recipe 

in  a  double-page  color  spread.  The 
ad  also  appeared  in  the  Saturday  Eve- 

ning Post  and  ran  later  in  leading 

women's  service  magazines. 
Meanwhile  in  grocery  stores  all  over 

the  country  the  same  lithographed  dis- 

"Through  television  we  have  the  surest 
guarantee  that  all  mankind  shall  have 
the  right  to  knowledge.  This  takes  cour- 

age and.  at  a  time  when  many  are  ob- 
sessed with  fear,  when  many  would  use 

fear  to  conquer  others,  I  challenge 
you  to  use  the  medium  to  which  you 
are  dedicated,  in  the  dissemination  of 
knowledge  so  that  all  mankind  shall 
have  the  freedom  which  can  come  from 
knowledge." 

DR.  DETLEV  BRONK 
President 

Johns  Hopkins  University 
Baltimore 

plaj  unit  used  in  the  Hope  commercials 
fall  were  devoted  to  Spanish  Rice 
Pronto)   was  being  set  up. 

Net  result:  Viewers  saw  the  Span- 
Mi  Rice  Pronto  commercial  on  Bob 

Hope,  were  reached  again  in  print 
media  with  the  same  recipe  promotion 
then  bad  the  point  driven  home  when 
the)  walked  into  a  super  market  and 
saw  the  identical  display  the)  had  seen 
originally   on    u. 

During  the  remainder  of  the  year, 

GF  i-  likel)  to  have  other  similar  spe- 
<  Nil  product  promotions  for  Minute 
Rice,  which  will  follow  the  same  for- 

mula of  tv  introduction,  follow-up  in 
print  media  and  a  final  punch  at  point- 
of- purchase.  *    •    • 

VIDEO  TAPE  RECORDER 
(Continued  from  page  39) 

be  used  over  and  over.  The  electronic 

impulses  can  be  wiped  off,  that  is,  de- 

magnetized. 
The  big  problem  with  video  tape  is 

that  there  is  so  much  electronic  infor- 
mation that  must  be  recorded.  That 

means  the  tape  must  be  wider  than 

audio  tape  or  run  faster. 

A  high-fidelity  audio  tape,  which 
can  record  sound  up  to  15,000  cycles 

per  second,  can  run  as  slow  as  7V& 
inches  a  second.  Crosby  Enterprises 
has  been  working  with  frequencies  up 

to  3,400,000  cycles,  or  about  225  times 
the  information  needed  for  sound. 

It  would  be  silly  to  make  the  tape 

225  times  as  wide  as  present  audio 

tape.  If  the  speed  were  increased  225 
times,  the  tape  would  have  to  run  140 
feet  a  second.  Aside  from  the  problems 

of  recording  at  that  speed  it  would 
mean  that  the  largest  standard  reel  of 

tape  employed  today  would  run  for 
only  about  40  seconds. 

The  Crosby  people  solved  this  prob- 
lem by  using  12  tracks  instead  of  one. 

thus  condensing  the  electronic  infor- 
mation. Ten  of  the  tracks  are  for 

video,  one  for  audio  and  one  for  syn- 
chronization. Thus  they  were  able  to 

use  tape  one  inch  wide,  compared  to 

a  quarter  of  an  inch  for  standard  audio 
tape. 

This  Crosby  tape  runs  at  100  inches 

per  second,  which  is  not  considered 

hard  to  work  with.  Some  tape  record- 
ers in  this  country  go  as  fast  as  60 

inches  a  second.  The  RCA  tape  is  a 
half-inch  wide  and  runs  at  200  inches 

per  second,  which  gives  a  good  ex- 
ample of  the  relationship  between 

speed  and  width  of  tape.  The  RCA 
tape  is  half  the  width  and  makes  up 
for  this  loss  of  area  by  running  twice 

as  fast.  It  is  understood  that  the  Cros- 

by researchers  are  working  on  a  half- 
inch  tape  (12.7  mm.)  which  will  run 
slower  than  100  inches  per  second. 

There  are  other  problems  with  tape, 

too.  However,  a  year  ago.  the  Crosby 

researchers  had  attained  two  impor- 
tant goals.  They  achieved  a  grey  scale 

which  was  described  as  "outstanding- 

K  good"  and  a  "sharp  and  clear"  pic- 
lure.  By  this  spring  some  of  the  other 
imperfections  had  been  reduced  or 

eliminated  and.  at  a  speech  before  the 
seventh  annual  NARTB  conference  in 

\piil.  John  T.  Mullin.  chief  engineer 
of  the  electronics  division  of  the  Cros- 

1>\   Enterprises,  predicted  his  company 
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a  TV  picture  developed  in  Radio 

This  is  a  television  advertisement  that  begins  with 
a  statement  about  radio. 

Or  to  be  exact  — about  a  specific  radio  station,  WSM. 
Never  has  any  radio  station  been  so  publicized  in  so  many  national 

magazine  stories.  The  Saturday  Evening  Post-Collier's-Wall  Street 
Journal— American— Coronet-Nation's  Business— New  York  Times 
Magazine.  These  are  but  a  few  of  the  journals  which  have  told  the 

WSM  story  of  talent,  production  know-how,  technical  facilities.  To 

quote  one,  an  excerpt  from  Collier's:  "The  Nashville  muse  has  won 
the  entire  nation  ...  If  the  rest  of  the  radio  industry  is  in  the  dol- 

drums, WSM  has  more  business  than  it  can  handle  .  .  ." 

Our  point  is  this  — 
The  formula  for  success  that  has  built  WSM  into  its  unique  position  in 

the  radio  industry  has  been  used  in  shaping  the  future  of  WSM-TV. 

We  have  the  writers,  the  producers,  the  unique  talent  staff  of  over 

200  nationally  famous  stars  who  now  are  on  the  combination  WSM 

and  WSM-TV  payroll. 

We  have  the  technical  skill  developed  by  the  radio  station.  As 

proof,  witness  the  longest  privately  owned  TV  micro-wave  relay  in 
the  world  which  our  engineers  built  from  Louisville  to  Nashville  to 

bring  network  TV  to  this  market  3  years  before  the  cable  could  be 

completed. 

We  have  the  know-how  which  has  enabled  WSM  to  become  the 

only  radio  station  outside  New  York— Chicago— Hollywood  produc- 
tion centers  which  during  the  past  year  originated  and  fed  over  1200 

network  shows  throughout  the  nation. 

For  four  years  now  a  maximum  effort— both  creative  and  financial 

has  gone  into  the  building  of  WSM-TV  into  a  dominant  entertain- 

ment and  advertising  medium.  As  a  result  we  make  this  suggestion : 

If  you  as  an  advertiser  or  agency  time  buyer  are  interested  in 

reaching  the  132.630  television  homes  (impressively  larger  than  the 

daily  circulation  of  either  Nashville  newspaper)  contact  us  or  any 

Petry  Man  for  additional  details.  We  believe  you  will  discover  that 

WSM-TV  is  a  station  that  is  unusual  in  its  selling  power— the  Num- 
ber 1  television  station  in  a  prosperous  market. 

NASHVILLE,   TENNESSEE 

To  sell  the  Central  South  .  .  .  WSM  RADIO 

For  concentrated  selling  in  the 

Middle   Tennessee   Market  .  .  .  WSM-TV 
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would  be  read)  to  start  producing  vi- 
deo tape  refolding  systems  by  the  first 

of  next  year. 

\\  nether  production  v.  ill  actually  get 
under  way  by  then  is  not  definite  but 

ii  i~  clear  that  Crosby  is  aiming  initi- 

ally at  the  kinescope  recording  market. 

The  gre)  scale  and  picture  character- 
istics described  above  attack  kines  at 

their  \(  hilles  heel.  And  note  that  the 

highest  frequency  Crosby  researchers 
chose  to  record  at  (3.39  megacycles,  to 

be  exact)  was  picked  because  it  would 

provide  "greater  definition  than  that 
of  a  good  10  mm.  kinescope  reproduc- 
lion. 

The  weakness  of  the  present  kine- 

scope method  lies  in  the  fact  that  elec- 
tronic information  is  transferred  to 

photographic  film  and  then  converted 
to  electronic  information  again.  With 

tape  the  electronic  information  remains 
electronic  when  recorded,  so,  in  theory 

anyway,  the  playback  is  practically  as 

high  in  quality  as  live.  Some  engi- 
neers have  counted  14  places  in  the 

making  and  transmitting  of  kines 
where  a  quality  loss  occurs.  Of  these, 

nine  are  involved  where  the  "informa- 

tion'" is  handled  in  optical  form. 
The  end  of  kines  is  just  the  begin- 

Sill  •— -r 
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ning  so  far  as  video  tape  is  concerned. 
In  discussing  video  tape,  the  producer 

of  one  of  the  top-flight  network  tv 
shows  exclaimed : 

"It's  great!  It's  wonderful.  I'll  be 
able  to  do  three  shows  in  one  week  and 

take  two  weeks  off!" 
It's  interesting  to  note  that  this  pro- 

ducer, who  looks  forward  so  fervently 

to  video  tape,  now  has  a  live  show. 

\\  hat  sparked  his  excitement  was  this: 

The  flexibility  of  tape  means  he  can 

record  any  part  of  his  show  he  wants. 
He  can  record  the  first  part  last  or  the 

last  part  first.  He  can  schedule  re- 
hearsals and  hire  talent  more  economi- 

cally. He  doesn't  have  to  have  all  of 
his  actors  on  the  set  at  the  same  time. 

He  can  tear  down  a  set  just  as  soon 
as  he  has  finished  recording  the  scene 

which  goes  with  the  particular  set. 

But  more  important,  as  he  runs  over 

the  scenes  he  is  constantly  recording 
them.  And  he  can  tell  right  away 
whether  the  scene  is  O.K.    If  he  likes 

*'The  first  and  best  way  to  kill  the  crea- 

tive spirit  is  to  follow  the  leader.  It's  a 
normal  human  tendency  to  follow  the 
leader.  In  the  first  place,  the  leader 

seems  to  know  where  he's  going,  where- 

as a  lot  of  people  don't  know  where 
they  are  going.  .  .  .  The  leaders  draw 
a  crowd  of  followers.  But  in  the  long 

run    this   doesn't    pav   off." 
WARNER  S.  SHELLY 

President 
IS.   W.  Ayer  &  Son 

Philadelphia 

it.  he  s  got  a  recording  of  it.  If  he 

doesn't  it  can  be  erased,  in  whole  or  in 
part,  and  the  tape  used  over  again.  He 
can  sit  in  another  room  and  monitor  a 

scene  as  it  is  being  played  and  re- 

corded. He  doesn't  necessarily  have  to 
play  back  the  tape,  although  he  can  if 
he  wants  to. 

Bob  Foreman's  article  on  video  tape 
said:  "Skilled  writer-producer-di- 

rectors like  Frank  Wisbar  (Fireside 

Theatre)  expect  to  be  able  to  edit  their 

scripts  as  they  go  along  and,  in  some 
cases,  come  up  with  scenes  minus  any 

script — just  shooting  on  an  ad-lib  ba- 

sis, if  you  will." While  there  is  little  information  on 
the  cost  of  video  tape  recording  equip- 

ment it  is  obvious  from  the  foregoing 
that  there  will  be  some  obvious  econo- 

mies for  sponsors  somewhere  along  the 
line.  In  his  Hollywood  announcement. 
Sarnofi  touched  light!)  on  the  cost 

angle.  He  said  that  "'further  technical 
progress,   which   is  certain  to  continue. 

w  ill  make  the  magnetic  tape  process  in- 

expensive and  economical." 
Another  development  being  worked 

on  in  connection  with  tape  is  an  editing 

device.  Editing  is  more  of  a  problem 

with  tape  than  with  motion  picture 
film.  The  editor  cannot  see  the  tv 

picture  on  tape.  However,  a  machine 

is  being  worked  on  by  the  Crosby  peo- 

ple which  will  scan  a  section  of  the 

tape  equal  to  one  frame  of  the  picture 
while  the  tape  is  standing  still.  The 
editor  will  be  able  to  move  the  tape  to 

the  exact  frame  he  wants  for  cutting 

and  splicing.  Video  tape  is  cut  and 

spliced  just  like  audio  tape  and  there 
is  no  problem  of  synchronization. 

How  will  video  tape  affect  the 

unions?  The  entire  picture  isn't  clear 
but  there  is  certain  to  be  jurisdictional 

fights.  Take  talent,  for  example.  Will 

a  tv  show  recorded  on  tape  be  under 

the  jurisdiction  of  the  Screen  Actors 
Guild  or  the  American  Federation  of 
Television  and  Radio  Artists? 

Both  will  undoubtedly  claim  juris- 
diction. AFTRA  now  has  jurisdiction 

over  talent  who  make  tapes  for  radio 
broadcasts  and  tv  soundtracks,  as  well 

as  those  who  appear  in  large  tv  shows. 
whether  or  not  there  are  kines  involved. 

SAG  considers  that  anything  with 
sound  in  back  of  film  is  under  their 

jurisdiction,  which  now  includes  movie 

and  tv  film  acting  talent.  Is  video 

tape  film  or  isn't  it? While  photographic  film  processing 
workers  will  eventually  be  displaced, 

this  will  be  made  up  in  whole  or  in 

part  by  increased  employment  among 
electronic  engineers  and  technicians. 

As  to  tv  film  studios,  it  is  a  matter 

of  watchful  waiting  right  now.  There 

is  a  big  investment  in  present  film 

equipment  among  them  and  outfits  like 

Ziv,  which  sell  to  local  stations,  aren't 
going  to  convert  to  tape  until  the  sta- 

tions do,  too. 

While  it  is  not  doing  any  actual  re- 
search on  developing  video  tape  Ziv  has 

set  up  a  research  department  to  keep 
tabs  on  what  others  are  doing  and 

perhaps  experiment  on  its  own  later 

on.  *  *  * 

WANT  A  DIFFERENT  TV  SHOW? 
Popular,  well  rated,  entertaining? 

The  Sportsman's  Club 52  great   15  minute  hunting,  fishing  and  out- 
door panel  shows.  Write  for  audition  prints. 

SYNDICATED  FILMS 
1022  Forbes  Street  Phone:  Express  1-1355 

Pittsburgh  19,  Po. 
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*r  WTAC-TV 9  eiiut       Miruir.Au 
FLINT,    MICHIGAN 

With  Top  "Agri-industrial"  Coverage! 

Now,  there  IS  something  new  in  the  sales  sun!  A  new 
and  potent  network  television  station,  serving  a  virgin 

and  untapped  television  market  .  .  .  the  rich  and  dynamic 

"Agri-industrial"  market  of  Flint,  third  largest  city  in  Mich- 
igan and  America's  pioneer  Auto  City!  At  last,  picture-perfect 

television  is  available  to  the  more  than  half-a-million  persons 
populating  this  unique  Agricultural  and  Industrial  area  .  .  . 
535,100  customers  for  your  products  with  an  annual  buying 
income  in  excess  of  $863,000,000! 

v  ̂ m        Nowhere  else  in   America   will   you   find   a   market  to 

^^m        match  \\"TAC-T\"s  "Agri-industrial"  coverage  .ir<..i  com- 
W       position!  Nowhere  else  will  you  find  a  more  direct  &  less 

costly   method   of   meeting   this   market   than   via   the   sales- 

making  "Picture-Window"  programming  of  WTAC-TV  .  .  . 

Flint's  FIRST  and  only  television  station  ...  on  the  air — and  in 
the  market— NOW! 

i   ^m         Affiliated   with   the   American   Broadcasting   Company, 
^m        and  featuring  selected  programs  from  the  other  major 

^m       networks,  WTAC-TV's   "Picture   Window"   programming 
f      combines  the  best  of  the  national  shows  with  tops  in  live 

local   studio  productions.   WTAC-TV,  with   top  "Agri-indus- 

trial"  Coverage,   is    building    and    holding    a    large,    loyal    and 
lucrative  buying  audience   for  your   product   sales   story.   Your 
sales  guarantee  for  profit  satisfaction! 

•  ell  Broadcasting  Corporation 
Represented   by   Paul   H.    Raymer   Company 



Wide  coverage  —  over  205 
communities  in  Southern 

California.  Wide  range 

of  selling  opportunities. 

handsome 
Handsome  returns  demon- 

strated daily  to  advertisers 

who  expect  —  and  get  — 
top  results  from  radio. 

710kc  Los  Angeles 
California 

Rtprtfnted   Nationally   by 
AM   Radio   Sa/«f  Company 

York    •    Los  Angtlct    •    Chicago 

GENE   AUTRY  -  President 

REYNOLDS  -  Vice  Preiidant 
and  General   Manager 

STARCH  "NOTING" {Continued  from  page  43) 

of  Starch  studies,  see  boxes  found  on 

page  43.) As  we  see  them,  the  principal  points 
of  difference  in  technique  are: 

1.  Starch  magazine  ratings  employ 

the  recognition  technique.  Every  ef- 
fort is  made  to  re-create  the  circum- 

stances under  which  the  respondent 

looked  at  the  magazine  originally.  The 

lespondent  is  shown  each  ad,  just  as 

il  appeared  in  the  magazine. 

For  the  tv  studies,  the  respondent  is 

not  shown  the  program  in  which  the 

commercial  appeared  or  the  commer- 
cial itself. 

2.  In  the  magazine  interviews  the 

respondents  attention  is  directed  to 

each  ad.  To  qualify  as  a  "noter"  he 

need  only  answer  "Yes"  or  "No"  to  a 
question  similar  to  "Did  you  see  any- 

thing on  this  page?" 
In  the  tv  studies,  the  man  or  woman 

interviewed  is  first  asked  to  describe 

each  commercial.  At  this  point  "yes" 
or  "no  "  answers  are  impossible.  Even 

recall  of  the  sponsor's  name  is  insuffi- 
cient to  qualify  a  person  as  being  able 

to  "identify"  a  particular  commercial. 
However,  if  the  respondent  cannot 

describe  a  commercial  sufficiently  to 

positively  identify  it,  the  interviewer 
then  mentions  a  feature  of  it  that,  in 

the  interviewer's  own  judgment,  dif- 
ferentiates one  commercial  from  an- 

other. (This  may  be  one  of  several 
features;  the  one  selected  is  left  b\ 

Starch  entirely  to  the  interviewer's  in- 
genuity.) Now  a  "yes"  answer  by  the 

respondent  is  counted  as  "aided  iden- 

tification." 3.  Because  the  advertisements  are 

shown  to  the  respondents  and  because 

the  "noting"  question  is  designed  to 

elicit  "yes"  or  "no"  answers,  inflation 
of  readership  ratings  is  to  be  expected. 
Confusion  with  identical  advertise- 

ments that  appeared  in  earlier  issues 

of  the  same  magazine,  or  in  current  is- 
sues of  different  magazines,  or  simi- 

larity of  the  particular  advertisement 
with  others  in  the  series,  is  to  be  an- 

ticipated. This  has  been  pm\ed  be- 
yond doubt  in  many  studies. 

Other  substantial  differences  in  tech- 

nique will  suggest  themselves  to  objec- 
tive  advertising  researchers.  The  only 
conclusion  we  reach  is  that  the  two 

techniques  are  not  at  all  identical  and 
are  similar  <>nl\  in  that  they  are  both 

produced  b)  Starch. 
I  \<  epl  for  the  incidental,  coinciden- 

tal, accidental  correspondence  between 

the  average  '"total  identification"  per- 
<  entages  of  any  one  commercial  on  a 

television  program  with  the  "noting 
average  of  40%  for  magazine  color 

page  ads,"  it  is  unlikely  that  the  tv  fig- 
ures would  be  called  quote  Noting,  un- 

quote, by  Jack  Boyle,  Starch's  director of  television  research. 

Just  exactly  what  Starch  magazine 
advertisement  ratings  really  mean  has 

been  puzzling  qualified  researchers  for 
a  long  time.  A  highly  esteemed  agency 

expert  once  expressed  the  opinion  that 
Starch  may  be  measuring  some  kind  of 

psychological  short-circuit  between  re- 
membering, interest  and  the  urge  to  be 

a  judge  at  a  horse  show. 
Whatever  "noting"  means  in  maga- 

zines, it  is  certainly  not  remotelv  re- 

lated to  tv  commercial  "identification." 
As  a  measurement  of  the  degree  to 
which  an  advertisement  has  made  an 

effect  upon  a  person  exposed  to  the 
advertisement,  identification  may  well 

represent  a  higher  order  of  "remem- 
bering"  or  "interest"  than  even  the 

Starch  bluechip  magazine  "read  most" 
ratings,  which  averaged  8r/f  for  all 
four-color  page  advertisements  rated 
during  1952. 

Neither   "noting"   nor   "read   most" 

80,000 
tv  sets  now  in 
Sioux  City 

Sue-land 
(based  on   RTM4   «£•  distributor. survey  estimalet) 

Sioux       City,       iowo 

CBS,   NBC,  ABC  &  DuMont 

Represented    by    The    Katz    Agency 
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WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
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KOLN  —  LINCOLN.  NEBRASKA 
KOLN-TV  — LINCOLN.  NEBRASKA 
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ratings  of  magazine  advertisements  is 

comparable  to  the  "identification"  rat- 
ings of  particular  tv  commercials.  Ex- 
cept for  the  coincidence  of  the  two 

Starch  figures,  the  identification  figure 
would  no  doubt  nevei  have  been  called 

quote  Noting  unquote,  and  the  possible 

applications  of  these  data  to  inter-me- 
dia cost  comparisons  would  never  have 

justified  the  space  devoted  to  it  in 
trade  publications. 

Second  only  to  the  almost  mischiev- 
ous interjection  of  the  correspondence 

between  the  average  percentages  is  the 

suggestion  that  networks  have  been  fos- 

tering the  '"glib  theory  that  all  t\  view- 
ers who  watch  a  ̂ i\en  tv  show  see — 

and  remember — all  the  commercials  in 

the  program." 
The  preparation  of  commercials  is 

not  the  responsihilih  of  the  networks. 
1  he  degree  to  which  any  commercial 
is  Been  and  remembered  is  a  function 

of  many  factors,  chief  of  which  is  the 

skill  and  ability  of  the  advertiser- 
agenc)  team  to  produce  commercials 
which  attract  and  hold  the  attention  of 

program  viewers  so  that  the  full  sell- 

ing power  of  television's  unique  sight- 
sound-motion  form  of  presentation 
produces  the  desired  end  result. 

The  fact  that  the  audience  of  a  pro- 

gram can  be  different  from  the  audi- 
ence to  the  commercial  has  never  been 

denied.  Differences  between  Nielsen 

Six-Minute  Audience  Ratings  for  a 

program  and  Nielsen  Average  Audi- 
ence Ratings  for  the  same  program  are 

obvious  indicators  of  this  fact.  This 

is  particularly  true  in  programs  of 
more  than  15  minutes  in  length. 

In  some  instances  the  Average  Audi- 
ence Rating  over  the  full  length  of  the 

program  is  less  than  50%  of  the  Niel- 
sen Six-Minute  Ratings.  For  example 

the  first  October  1953  NTI  Report 
shows  Omnibus  with  a  Nielsen  Rating 

of  25.6  and  an  Average  Audience  of 
13.3.  In  the  case  of  Omnibus,  where 
the  commercial  time  is  divided  between 

three  participating  sponsors,  the 

13.3fr  figure  is  probably  a  better  indi- 

cation of  the  program's  commercial 
audience  for  any  one  of  these  spon- 

sors than  is  the  Nielsen  Rating. 

In  addition  to  the  six-minute  and 

average  audience  ratings  Nielsen  radio 
and  television  subscribers  have  always 

had  available  minute-by-mlnute  ratings 

for  each  program.  By  relating  these 
figures  to  the  time  the  commercials 
were  broadcast,  the  size  of  the  audience 

.»w 
TQLf. 

■#■    £ 

1  72 

WJAS 
1  AM&FM 

MONEY 
-THE^yWIY  SIDE 

OF  THE   DIAL 

' 
THEY'RE  CALLING  HIM 

"Mr.  Scoop" 
.  .  .  And  Herb  Morrison,  WJAS's  News  Editor,  richly  deserves the  title.  Take  the  story  of  the  Turnpike  slayer,  for  example: 
Herb  Morrison  gave  Pittsburgh  listeners  a  thrilling  on-the- 

spot  account  of  the  capture  of  John  Wesley  Wable,  the  con- 
fessed killer,  at  Albuquerque,  New  Mexico  .  .  .  THE  FIRST 

COMPLETE  REPORT  OF  THE  CAPTURE  direct  from 
the  arresting  officer. 

Morrison's  radio  news  techniques  have  made  him  the  most talked  about  newsman  in  the  Pittsburgh  market.  More  and 
more  Tri-State  listeners  are  turning  to  Morrison  every 
morning  for  their  latest  news.  "Mr.  Scoop"  ...  a  newsman's 
newsman  ...  is  the  finest  radio  news  buy  in  the  Pittsburgh market  today- 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan    Area 

5000  Watts      1320  KC. 

Write  .  .  .  phone  ...  or  wire 
George  P.  Hollingbery  Co. 

*26  week  package  as  published  in  S.R.D.S. 

to  each  commercial  in  the  program  can 
be  estimated.  For  example,  in  May 

1953  an  hour  variety  show  had  a  total 

audience  rating  of  59.7';  and  a  six- 
minute  rating  of  54.9%  whereas  the 
audience  ratings  for  the  individual 
commercials  on  the  show  were  44.5%, 

45.6%,  46.5';,  and  47.8',  . 
The  significance  of  these  figures  is 

two-fold : 

1.  Networks  have  not  claimed  that 

100'y  of  the  viewers  of  a  program 
watch  each  commercial.  And  certain- 

ly they  have  not  claimed  that  everv 
viewer  of  a  program  will  remember 
each  commercial.  On  the  one  hand, 

the  extent  to  which  commercials  are 

watched  and  remembered  is  the  respon- 

sibility of  the  advertiser  and  his  agen- 

cy, rather  than  the  network.  On  the 
other  hand,  reliable  data  have  always 
been  available  which  show  that  not  all 

of  the  viewers  of  a  program  watch  the 

entire  program,  and  are  thus  not  ex- 
posed to  every  commercial. 

2.  The  extent  to  which  viewers 

watch  only  part  of  a  program — start 
\iewing  after  a  program  is  partially 

over,  or  switch  from  viewing  a  pro- 
gram on  another  station  to  viewing  of 

the  particular  program  being  studied, 

or  stop  viewing  a  program  after  seeing 

enly  the  beginning  of  it — makes  com- 
pletely invalid  the  base  used  for  Starch 

Identification  Ratings.  Starch  appar- 

ently assumes  that  all  the  people  he 

interviews  have  seen  the  entire  pro- 

gram, from  beginning  to  end.  This  is 
an  assumption  which  is  not  supported 

by  known  viewing  behavior  or  con- 
firmed in  the  interview.  Therefore,  the 

fact  that  a  person  viewed  part  of  a 

program  and  is  not  able  to  describe  all 
of  the  commercials  on  the  program 

cannot  be  ascribed  to  forgetting  or 

disinterest,  or  to  the  fact  that  the  per- 
son interrupted  his  viewing  at  the  time 

of  the  commercial  to  carry  on  another activity. 

If  the  base  for  determining  the  iden- 
tification ratings  is  the  percent  of  peo- 

ple who  could  have  seen  every  one  of 
the  commercials  on  the  program,  then 

interviewing  should  properly  be  re- 
stricted to  viewers  who  saw  the  entire 

program.  If  an  effort  had  been  made 
in  this  direction,  then  it  is  likely  that 

the  "average"  for  all  commercials 
checked  by  Starch  would  have  exceed- 

ed 41%  and  obviated  the  ridiculous 
incidental  'accidental  comparison  with 

magazine  "noting." In  connection  with  the  sponsor  re- 

port on  this  Starch  development,  there 
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According  to  FCC  curies,  WAVE-TV 
now  effectively  reaches  85.5%   more 
square    miles    than    previously    .    .    . 

54.6('c     more    people     .     .     .     5i.5% 
■■■Efi'S  more     Effective     Buying     Income  — -. 

H    gives  you  far  greater  coverage  than 
li    any   other   TV  station  in  this  area! 

HEIGHT 
COUNTS  MOST! 

WA  VE-TV  Delivers: 
66.7%    GREATER  COVERAGE   AREA 

than  any  other  television  station 

in  Kentucky  and  Southern  Indiana! 

19.8%    GREATER  CIRCULATION 
than  the  area's  leading 

NEWSPAPER! 

627.3%    GREATER   CIRCULATION 
than  the  area's  leading 

NATIONAL  MAGAZINE! 

In  VHF  television,  Touer  Height  is  the  most 

important  factor  in  "reaching  out"  to  fringe 
areas.  Lou  Channel  is  next  most  important 
and  Power  is  third. 

WAVE-TV's  tower  soars  1585  feet  above  sea 

level  —  -r/9  feet  higher  than  Louisville's  other 
VHF  station! 

WAVE-TV  is  Channel  3  —  the  lou  est  in  this 
area! 

WAVE-TV  radiates  100,000  watts  of  power  - 

the     maximum     permitted    by    the     FCC     for 
Channel  3! 

Write  direct  or  ask  your  Free  &  Peters  Colonel 

for  all  the  facts  about  WAVE-TV's  tremendous 

new  coverage  and  about  the  great  WAVE-TV 
television  market. 

LOUISVILLE'S 

WAVE-TV 
FIRST   IN  KENTUCKY 

Affiliated  with   NBC,  ABC,   DUMONT 

Free    &   Peters.    Int..    Exclusive   National    Represmt.it:- 
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are  numerous  other  points  thai  demand 
elucidation. 

1.  One  of  these  i-  the  statement  that 

identification  measures  the  proportion 

i.l  program  viewers  who  "see"  a  com- mercial. \i  l>est.  identification  i>  a 

measure  of  the  proportion  ol   people 

who  saw  s   •  part  ol  a  program  and 
<  an  remember  a  specific  commercial 
sufficiently  to  identif)  it  accurately. 

Magazine  "noting"  is  purported  to  be 
a  measure  of  the  proportion  of  the 

primar\  readers  of  the  magazine  that 

"recognizes  having  seen'"  an  advertise- ment.  There  i>  a  substantial  difTerenee. 

2.  The  Starch  "identification  rat- 

ings" are  not  a  measure  of  tv's  adver- 
tising effectiveness.  Neither  is  a  high 

or  low  magazine  ad\erlisement  reader- 

ship score.  Some  commercials  mm 
have  great  entertainment  value,  and 

little  sales  effectiveness.  These  ma\  get 

high  identification  ratings.  Others  ma\ 

appeal  directl)  to  the  interests  of  a 

small  proportion  of  top  prospects  and 
convince  this  select  group  to  buy  the 

sponsor's  product.  But.  the  commer- 
cials may  score  low  in  "identification." 

To  some  extent,  identification  and 

sales  effectiveness  may  have  a  reverse 

correlation.      A     skillfull)      integrated 

<  ommercial  ma)  have  great  low-pres- 
sure sales  effectiveness.  Hut  because 

there  was  no  sharp  break  between  pro- 
gram and  commercial,  respondents 

may  find  it  extremel)  difficult  to  de- 
scribe. On  the  other  hand,  the  more 

elements  there  are  in  a  commercial. 

the  more  likely  it  is  that  a  respondent 

may  be  able  to  describe  one  of  them. 

Even  though  this  element  may  be  one 

of  10  or  20  in  a  badly  organized,  in- 
effective commercial,  it  is  sufficient  to 

qualify  the  respondent  as  having  iden- 
tified it. 

3.  The  Starch  tv  survey  technique 

interviews  only  one  person  in  the 

home.  Perhaps  this  individual  is  the 
one  who  was  least  interested  in  the 

television  program.  Other  members  of 
the  family  could  well  have  seen  more 

of  the  program  and  been  in  a  position 

to  identify  more  accurately  the  com- 
mercials than  the  telephone  respondent. 

Moreover,  the  different  commercials  in 

a  program  may  be  designed  to  appeal 
directly  to  different  members  of  the 

family  audience.  For  example,  an  au- 
tomobile sponsor  may  direct  a  com- 

mercial featuring  style  and  appearance 
at  the  women  in  the  audience,  whereas 

a  second  commercial  stressing  mechan- 

ical construction  would  be  aimed  pri- 
marily at  men  viewers.  The  Starch 

averages  would  thus  be  artfully  low 
because  all  advertisers  do  not  direct 

all  commercials  equally  to  all  viewers. 

4.  As  pointed  out  above,  Nielsen 

minute-by-minute  figures  enable  adver- 
tisers to  estimate  the  audience  to  each 

individual  commercial  in  the  program. 
Corollary  to  this  is  the  fact  that  the 
placement  of  the  commercial  within 

the  program,  particularly  any  program 
during  which  there  is  much  in  or  out 

dialing,  is  a  matter  which  can  substan- 
tially affect  the  audience  to  a  commer- 
cial. Nielsen  has  pointed  out  main 

cases  where  an  advertiser's  commercial 
audience  was  increased  substantial 

simpl)  b)  shifting  the  position  of  the 
commercials  in  the  program.  The 
placement  of  commercials  in  the  pro- 

gram is  determined  l>\  a  number  of 
factors,  but  i~  primaril)  the  responsi- 

bility ol  the  agenc) . 

5.  It  i-  tine  that  networks,  on  oc- 

casion, project  Starch  readership  fig- 
ures  to  total  magazine  audiences  to  ob- 

tain an  estimate  of  the  number  of  read- 

ers  to  an  individual  ad  to  be  compared 
directl)  with  gross  audience  figures 
based  on  program  ratings.  However, 
this  practice  was  not  originated  In  the 
networks,    noi    i-    it    necessarih    con- 

doned by  broadcast  researchers.  Ad- 
vertisers and  agencies  consistentlv 

make  such  inter-media  comparisons 

despite  recognition  of  their  limitations. 

Although  these  projections  invari- 

ably produce  lower  cost-per- 1.000  fig- 
ures for  radio  and  television  than  for 

magazines,  we  are  convinced  that  the 
true  advantage  to  the  broadcast  media 
is  understated. 

Network  researchers,  indeed,  practi- 
cal advertising  men  in  all  groups,  have 

serious  doubts  as  to  the  meaningful- 

ness  of  any  of  the  total  audience  maga- 
zine studies  released  thus  far.  The 

looseness  of  the  definition  of  a  "read- 
er" is  the  particular  concern. 

Starch  himself  cautions  users  of  his 

magazine  ratings  against  making  such 

projections:  "The  figures  in  this  report 
represent  primary  readers  only.  Ex- 

perimental studies  show  that  there  is  a 
marked  difference  in  advertisement 

reading  between  primary  readers  as  a 

group  and  secondary  readers  as  a 

group.  The  chances  of  an  advertise- 
ment being  seen  and  read  by  the  kind 

of  secondary  reader  who  picks  up  a 

magazine  in  a  doctor's  office  are  far 
less  than  for  a  primary  reader.  On  the 
<  ther  hand,  the  kind  of  secondary 
reader  who  reads  in  his  own  house 

someone  else's  magazine  is  almost  as 
likely  to  see  am  given  advertisement 
as  a  primary  reader.  Hence,  the  real 
value  of  secondary  readers  is  not  just 
how  many  there  are  of  each  kind.  i.e.. 

bow  many  casual  secondary  readers  vs. 

bow  many  thorough  secondary  readers. 
Therefore  Starch  advertisement  reader- 

ship percentages  may  not  be  projected 

to  'audience'-type  figures  which  include 

large  blocks  of  secondary  readers.'" 
The  networks  reduce  magazine  total 

audience  figures  by  Starch  readership 

ratings,  using  the  averages  for  all  ad- 
vertisements of  a  particular  size,  or 

those  in  a  particular  product  category . 

because  it  is  obvious  that  all  advertise- 

ments in  a  magazine  are  not  looked  at 

by  every  single  person  who  opens  the 

cover.  Perhaps  the  Starch  "noting" figure  takes  out  some  of  the  inflation. 

According  to  Nielsen,  the  percentage 

of  homes  tuned  to  one  or  more  com- 

mercials generallv  exceeds  the  six- 
minute  program  rating.  The  Nielsen 
Average  Audience  rating  is  approxi- 

mately equivalent  to  the  percentage  of 
homes  \  iew  ing  the  average  commercial. 

I  his  is  our  justification  for  using  these 

ratings  in  commercial  audience  pro- 
jections   without     further    adjustment. 
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We  nevei  use  the  Nielsen  total  audi- 

ence  figures  foi  such  pui  poses. 

I  niil  there  exists  a  reliable  basis  foi 

comparing  the  cost,  coverage,  impact 

and,  most  important  of  all,  the  Bales 

effectiveness  "I  ;i  magazine  campaign 

v-.  a  comparable  expenditure  in  net« 

work  radio  or  television,  practical  ad- 

vertising  men  will  continue  in  make 

such  inter-media  comparisons  even 

though  thej  maj  have  little  confidence 
in  them. 

NBC  -  exploratory  -ale-  effectiveness 

studies  provide  indicative  figures  for 

radio  and  television  programs.  Could 

i  oi  similar  figures  be  developed  l"i 

magazines  and  other  media.''  Don't 
these  studies  point  out  the  direction 

li'i  the  ultimate  solution  of  the  mosl 

serious  and  mosl  perplexing  problem 

faced  b)  advei  tisers  t<>da\  ? 

I  nquestionably,  the  full  potential  of 

television's  unique  combination  of 
sight,  sound  and  motion  has  rarel) 

been  achieved  in  the  presentation  of 

commercials.  The  health)  future  of 

television  depends  upon  the  degree  of 
effectiveness  with  which  advertisers  use 

our  medium. 

lor  this  reason  NBC  has  lor  \ears 

emphasized  the  values  to  he  achieved 

l>\  sponsors  in  improving  their  com- 

mercials. Last  year  we  published  *i 
booklet  entitled  Hon  to  lncrea.sc  the 

Effectiveness  of  Television  Coimner- 
rials.  In  the  introduction  we  stated, 

""Our  publication  of  this  report  affirms 
a  deej)  interest  in  helping  adverti-er- 

make  their  television  campaigns  as  ef- 
fective as  possible.  .  .  .  Furthermore, 

improving  the  'rating'  of  the  sales  mes- 
can  be  just  as  profitable  as  1m- 

proving  the  program  rating  and  it  can 

usuall)  he  done  more  readilv  and  at  far 

[ess  •  ost,  too." 
We  welcome  the  Starch  "Immediate 

Recall  Surveys"  as  another  useful  de- 
vice for  determining  quickl)  and  inex- 

pensivel)  the  extent  to  which  certain 
elements  of  a  commercial  can  be 

"played  hack."  I  sing  a  -talT  of  well- 
trained,  experienced  interviewers  who 

can  establish  rapport  with  respondents 

over  the  telephone  and  who  know  how 

to  probe  for  the  desired  information 
£Mid  can  make  an  accurate  record  of 

what  was  said,  the  immediate  recall 

survevs  can  he  a  highly  valued  tool  for 

copy  research  on  commercials.  But 

let's  not  destrov  the  utilit)  of  thi--  serv- 
ice as  a  copy-testing  tool  by  misusing 

it  in  media  analysis.  *  *  * 

h>   Jack  ll<>\  ti- 
ll ■  h, 

Daniel   8tarch   a 

\i  the  outset,  we  would  like  to 

make  cleai  the  Starch  organization's 
polic)  m  ith  regard  to  the  use  ol  either 

publication  advertising  readership  or 
iele\  i-ion  commercial  identify  ation 

figures.  We  have  said,  tor  many,  man) 

years,  that  readership  scores  are  not 

absolute  figures  and  should  not  be 
used  as  absolute  figures. 

Projection  of  such  figures  to  print 

media  circulation  is  statistical!)  inval- 

id, particularl)  when  it  i-  used  in  the 
held  ol  media  comparisons.  We  -av 
now  that  our  t\  identification  figures 
are  not  absolute  and  should  not  be 

projected  to  rating  or  total  audience 

figures. 
There  are  man)  reasons  wh\  these 

figures  are  not  absolute.  In  the  case 

of   both    t\    and    print,    we   are   dealing 

with  memory,  articulation  and  compre- 

hension, all  subject  to  unknown  varia- 
bles. Some  confusion  exists  in  all  such 

rj  pes  ol  inten  iew  ing. 
\n  additional  factor  that  applies  to 

magazines  is  that  interviewing  is  ((in- 
ducted within  an  arbitraril)  selected 

period  of  time  after  appearance  of  the 

magazine  and  an)  readership  of  ad- 

vertisements  that  occurs  after  the  pe- 

riod of  interviewing  j u-t  isn't  meas- ured. 

kven  il  it  were  possible  to  establish 

an  absolute  measurement  of  reader- 

ship  of  an  advertisement  and  the  view- 
ing of  a  television  commercial,  the 

two  could  not  be  direct])  compared. 

The  net  selling  effect  of  having  read 

an  advertisement  or  having  seen  a 

commercial  can  be  far.  far  apart. 

However,  the  only  thing  less  valid  than 

using  these  two  sets  of  figures  for  di- 
rect comparison  is  to  use  one  set  of 

figures  to  reduce  the  circulation  of 

one  t\pe  of  medium  and  to  compare 
this  to  the  total  circulation  of  the 
other. 

The  most  common  current  violation 

of  this  principle  i-  to  appl)  Starch 

average  noted  reader-hip  scores  to 

print  circulation  and  to  make  a  direct 

comparison  to  total  audience  of  broad- 
cast  media. 

Before  getting  into  a  discussion  of 

the  meaning  and  validity  of  the  imme- 

diate recall  figure-,  we  must  accept  the 

premise  that  not  ever)  person  counted 

in  the  rating  of  a  program  see-  ever) 

commercial   on   that   pro-ram.     Anyone 

with  1  .\  o  1  •  e-  and  normal  powers  of 

•  on<  1  ni ration  must  gi an)  this  prei 

Now  as  to  Mr.  Be\  illi  -  1  ommenta 

on  the  immediate  n  •  all  te<  hnique,  we 

agi  ee  h  ith  Bome,  parti)  a  r«  w  ith 

Borne  and  disagree  with  others.  W. 
« ith  him  thai  the  two  techniques 

(  annol  be  directl)  compared.  Readei 

studies  use  a  ret  ognition  te  b- 

nique  wherein  the  respondent  1-  taken 
thi '-ii.Ii  a  1  op)  of  the  magazine  and 

show  n    ea<  h    ad>  ertisement    '  above    a 

1  ei  tain     -i/e  1     tO    cli<  it     ie-pon-e    a-     to 
w hethei  he  did  01  did  not  Bee  d  and  a 

detailed  exploration  as  to  what  parts  he 

did    and    did    not    -ee    and    read. 
I  he  immediate  re<  all  studies  do  not 

use  the  recognition  te  hnique.  The  re- 

spondenl  i-  not  Bhown  the  <  ommen  ial 

at  the  time  ol  the  inten  i<-w .  h  dor-. 
however,  lake  ad\ antage  oi  a  situation 

not  available  to  the  researcher  in  print 

media.  This  is  the  Opportunity  Ol  inter- 

viewing immediatel)  aftei  the  viewer's 

onl)  opportunit)  ever  to  Bee  the  par- 

ticulai  pi  og  ram's  commen  ial-. 

I'o  compare  it  with  a  purel)  theoreti- 
cal situation  would  be  like  interview- 

ing the  reader  of  a  magazine  immedi- 

atel) alter  he  had  given  all  the  atten- 
tion he  would  evei  give  to  that  i^sue. 

\nd  the  issue  contained  onl)  three  or 

four  advertisements.  \n«l.  the  inter- 

\  iew  in-  was  <  ondu(  ted  without  the 

presence  of  the  magazine. 

I  hroughout  Mr.  l!ev  die's  article 
there  is  an  indication  that  he  was  no1 

Full)  aware  of  the  nature  of  the  aided 

recall  used  in  the  immediate  re<  all  -ind- 

ies. To  qualif)  under  unaided  identi- 

fication, the  respondent  must  volunteer 

a  description  that  does  identifv  the 
commercial.  Ml  ol  the  figures  released 

thus  far.  however,  include  both  un- 

aided and  aided.  To  qualif)  as  an  aid- 

ed viewer,  it  i-  not  necessar)  for  the 

respondent  actuall)  to  des  ribe  an) 

part  of  the  (  ommercial. 

If  the  respondent,  at  an)  point,  has 

said  in  response  to  the  question.  "Please 

describe  the  commercials,"  "'Don't 
know  or  "Don't  remember,"  the  in- 

terviewer  will  -av.  '"Don't  you  remem- 
ber the  commercial  with  the  (and  here 

gives  a  kev  description  of  it  I  .'" \nv  kind  ol  a  positive  response  -u<  h 
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.1-.  "Oli  \es  I  did,"  is  all  that  is  neces- 
sary to  qualif)  the  respondent  as  a 

viewer.  Even  iii  cases  where  the  re- 

spondent says  something  like  "'I  did 
see  the  verj  beginning  but  tlien  left 

the  room,"  he  is  still  included  as  a 
\  iewer  <>f  the  commercial. 

\  considerable  portion  of  Mr.  Be- 
ville's  article  is  devoted  t<>  the  fact  that 
not  all  persons  who  qualif}  a-  viewers 
n|  the  program  under  the  Nielsen  or 
other  audience  rating  techniques,  see 

the  entire  program.  Ilii-  i-  ver)  true, 
hut  it  is  only  one  of  the  reasons  and 

not  h\  an\  means  tin'  principal  reason 

win  people  have  not  seen  a  given  com- 
mercial. 

\n\  assumption  that  because  a  set 
is  tuned  to  a  given  program  all  persons 
counted  in  audience  composition  data 

.ire  present  ami  watching  each  commer- 
cial or  even  if  present,  are  paying  any 

attention  to  each  commercial,  just  isn't 
true.  Vside  from  the  factor  of  a  per- 

son's  onl)  having  tuned  in  part  of  a 
program,  the  reasons  for  not  seeing  a 
commercial  divide  themselves  into  two 

broad  groups: 

1.  Those  who  were  not  present  in 

the    room    when    the    commercial    ap- 

peared, some  of  whom  maj  have  also 
missed  portions  of  the  program. 

2.  Those  who  were  present  hut  for 

various  reasons  paid  no  attention  to 
the  commercials. 

March  has  made  no  attempt  to  probe 

into  a  complete  report  on  these  reasons 

since  from  a  copy  research  point  of 

v  iew  it  is  less  important  than  other  in- 
formation that  must  he  gathered. 

Starch  cannot,  therefore,  offer  exact 
statistics  on  this  subject. 

However,  a  considerable  amount  of 

such  information  is  volunteered  by  re- 

spondents and  reported  by  the  inter- 
viewers. The  first  group  who  were  not 

in  the  room  at  the  time  of  the  commer- 

cial were  not  there  for  a  multiplicity  of 

reasons,  all  of  which  made  a  great  deal 

of  sense  to  anybody  who  has  had  a 
television  set  in  his  home  for  anv  length 
of  time.  These  include:  leaving  to  go 

to  the  bathroom:  to  get  a  drink,  not 
necessarilv  alcoholic:  to  answer  the 

telephone:  to  put  the  kids  to  bed  and 
to  check  on  them  later:  to  look  in  on 

the  cooking;  to  answer  the  door:  to 
answer  the  phone,  and  so  on  into  all  of 

the  activities  of  people  living  in  an 
average  home. 
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The  principal  reason  for  not  seeing 
the  commercial  when  the  viewer  is  ac- 
tualK  in  the  room  is  that  others  were 

present  and  the\  talked  while  the  com- 
mercials were  on.  It  includes  also  those 

who  were  parti)  reading  and  parti) 
listening  and  concentrated  on  reading 
when  the  commercial  appeared:  those 
who  were  half  watching — half  asleep, 
and  a  sizable  number  of  those  who 

have  acquired  what  is  probably  a  pe- 
culiarly American  abilit)  to  ignore 

commercials  that  do  not  interest  them. 

As  a  matter  of  fact,  this  in-and-out 
attention  can  appl\  to  portions  of  a 

program  just  as  well  as  it  does  to  com- 
mercials. Not  every  person  who.  ac- 

cording to  Nielsen,  was  tuned  or.  ac- 

cording to  other  rating  services,  report- 
ed seeing  a  program,  actually  sat  down 

and  gave  undivided  attention  to  the 
television  set  for  the  full  duration  of 
that  program. 

It  is  the  feeling  of  the  Starch  organi- 
zation that  all  attempts  to  reduce  a 

comparison  of  different  types  of  media 
to  a  cost-per-1.000  basis  are.  at  best. 
onl)  a  starting  point  in  media  evalua- 

tion. The  differences  between  the  suit- 
ability and  usefulness  of  one  medium 

|  compared  w  ith  another  to  meet  the  par- 
ticular selling  problem  of  a  given  prod- 

uct far  transcends  mathematical  differ- 
ences that  can  be  developed  bv  am 

method.  It  should  be  obvious  that  two 

competing  products — one  a  paste  de- 
odorant and  the  other  a  squeeze  bottle 

deodorant — must  use  entireh  different 
comparisons  in  evaluating  print  media 
and  television. 

Beyond  this.  Starch's  experience  in 
studying  readership  of  print  advertis- 

ing for  over  20  years  and  television 
commercials  for  over  five  \ears.  indi- 

cates that  differences  in  the  cop\  effec- 
tiveness of  the  advertising  messages 

can  be  much  more  important  than 
mathematical  cost  comparisons  of  the 

two  media.  \  specific  advertiser  could 

verj  easih  switch  from  print  media, 
where  he  has  evolved  \er\  effective  ad- 

vertisements, to  the  television  medium 

where  inexperience  max  lead  to  ver\ 
ineffective  commercials.  Am  decision 

1  ased  upon  such  an  experience  would 
have  \er\  little  to  do  with  o\er-all  aver- 

age mathematical  comparisons  of  the 

media.  I  nfortunatel)  for  the  television 
medium  this  situation  is  all  too  com- 

mon at  present  since  advertisers  have 
had  so  main  \ears  of  print  experience 

In  guide  them  in  print  media  copj  and 

as  yet  so  little  in  creating  and  produc- 

ing  television  commercials.  •  *  * 
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TV  ADVERTISING  BUREAU 

(Continued  from  page  '51  i 

want  a  TVAB.  Thev  feel  there  should 

be  some  central  fad  source  in  the  tele- 

vision  business  to  give  them  the  same 
kind  of  basic  information  the)  can  gel 

for  ever)  other  important  medium. 

Magazines  provide  facts  on  who  uses 
the  medium  and  Imu    much  (hex    spend 

through  Publishers  Information  Bu- 

reau. Newspapers  have  an  annual  pub- 

lication  called  "Expenditures  of  Na- 

tional Advertisers  in  Newspapers," 

which  provides  the  "who*'  and  the 
"how  much."  Television  land  radio 

as  well  I  can't  answer  those  basic  ques- 
tions because  tin-re  i-  no  survey  made 

of  dollar  expenditures  in  -pot  televi- 
sion. 

Its  probable  that  within  the  next 

year  the  Station  Representatives  Asso- 
ciation will  create  a  separate  depart- 

ment for  promotion  ol  spot  t\.  SPONSOR 
learned  from  several  sources  such  a 
move  had  been  under  consideration. 

Some  station  and  rep  executives  feel 

that  the)  would  prefer  a  strong  spot 

tv  promotion  group  to  one  which  com- 
bines promotion  for  spot,  network  and 

local — as  in  a  TVAB  or  BAB. 

HERE'S  THE 

mtm 
ABOUT 

DES  MOINES 

Highest  Hoopers 

morning,   afternoon, 

and  evening .  ,  . 
for  months   and   months 

CBS — Represented     by    the     Kati     Agency. 

The  spot  salesmen  reason  that  an 

over-all  group  can't  possibly  put 
enough  steam  behind  its  presentations 
when  its  charged  with  responsibility 

for  tv  as  a  medium.  "'We  want  sharp- 

ly angled  presentations,"  several  told SPONSOR. 

If  enough  stations  went  along  with 

this  thinking,  creation  of  a  TVAB  for 

the  entire  medium  might  be  hampered. 

Hut  the  degree  to  which  stations  feel 

they  should  bunch  their  fire  behind  a 

national  spot  group  only  cant  be  de- 
termined as  \et. 

One  segment  of  the  television  indus- 
tr\  already  has  a  promotion  arm.  The 
Ultra  High  Frequency  Television 

Association  was  formed  in  Washing- 

ton, D.  C,  recently  to  serve  the  inter- 
ests of  uhf  stations.  The  group  was 

conducting  a  meeting  in  New  York 

among  networks,  equipment  makers 

and  uhf  broadcasters  at  presstime.  Un- 

der Louis  Poller  as  president  and  Mel- 
\in  A.  Goldberg  as  secretary,  the  uhf 

association  hopes  to  do  a  job  of  "edu- 
cation' among  agencies  as  well  as 

working  with  the  networks  for  solu- 

tion of  uhf  problems.  Though  promo- 
tion in  the  same  manner  as  a  BAB  is 

not  the  present  purpose  of  the  uhf 

group,  it  represents  something  of  a 
forerunner  of  a  tv-wide  promotion 
bodv    to  come. 

Here's  how  the  four  media  groups 
highlighted  in  the  table  at  the  start  of 
this   article  operate: 

Broadcast  Advertising  Bureau:  Ra- 
dios promotion  arm  was  started  late 

in  the  medium's  history.  In  its  pres- 
ent large-budget  form,  BAB  dates  back 

only  to  spring  1951.  Membership  is 
open  to  radio  stations,  networks,  reps. 
Members  pay  dues  in  proportion  to 
their  earning   power. 

\\  illiam  B.  Ryan,  BAB  president 
-nice  it-  reorganization,  comes  out  of 
station  management.  He  was  general 
manager  of  KFI.  Los  Angeles,  and  in 
1950  was  asked  to  come  into  the  Na- 

tional Association  of  Broadcasters  as 

General  Manager.  He  served  for  a 

vear.  reorganizing  the  broadcasters 

group,  which  emerged  after  hi-  work 
a-  the  N  \RTR.  (He  ha-  submitted  his 
resignation  From  BAB  effective  1  Feb- 
i  ii.ii  \  L954  to  the  board  of  directors. 1 

["he  BAB's  budge!  in  L953  was 
1670,000;  budge)  i-  tentative!)  set  at 
$750,000  For  L954.  There  are  34  em- 

ployees.  <  hief  executives  under  Ryan 
are  a  vice  president,  Ke\  in  B.  Sweene)  ; 

din  i  tor  "I    local   promotion,  John   1". 

Hardest);  director  of  national  promo- 
tion, R.  David  Kimble:  a  Chicago 

salesman,  Gale  Blocki  Jr.:  two  New 
York  salesmen,  Charles  E.  Maxwell 

and  John  L.  Moore. 

BAB  has  provided  a  multitude  of 

promotional  tools  for  radio's  sales- men. These  have  included  monumen- 
tal reports  on  extra  set  listening,  on 

automobile  sets  and  on  cumulative  au- 
dience. Its  salesmen  have  made  doz- 

ens of  calls  on  agencies  and  advertis- 
ers. It  provides  steady  stream  of  ma- 

terial stations  can  use  in  soliciting 
retail  accounts. 

\\  ith  834  station  members  BAB  is 

now  major  national  promotion  group. 

But  it  had  to  get  started  under  pres- 
sure when  radio  stations  realized 

strong  selling  was  needed  to  fight  back 
against  tv.  One  tv  station  manager 

summed  up  his  stand  in  favor  of  start- 

ing a  TVAB  now  by  saving:  "Televi- 
sion should  avoid  radio's  mistake  in 

waiting  till  the  eleventh  hour  before  it 

developed  a  unified  promotion  body.'' *        *        * 

Bureau  of  Advertising:  The  promo- 

tional arm  of  the  American  Newspa- 

per Publishers  Association  was  estab- 
lished 40  vears  ago.  Present  big-scale 

operation  began  in  1945.  Membership 
is  open  to  daily  newspapers  in  I  .5., 

its  territorial  possessions  and  Canada: 

associate  membership  is  open  to  pub- 

lishers' representatives  and  newspaper 
magazine  supplements.  Papers  pay  a 

percentage  of  their  national  advertis- 
ing revenue  for  the  preceding  vear  as 

dues.  There  are  1,036  members  and 
associate  members. 

B  of  A  works  closely  with  A\P\ 
but  operates  autonomouslv.  having 
own  membership,  revenue,  board  of 
directors.  Chief  executive  is  Director 

Harold  S.  Barnes.  He  has  an  agencv 

rather  than  a  newspaper  background. 

His  predecessor.  Alfred  B.  Stanford, 
also  came  out  of  the  agency  business. 

Budget  for  1953  is  SI. 350.000. 
Calling  on  advertisers,  agencies  is 

one  of  main  activities  of  Bureau. 

I  here  are  30  account  executiv es  who 

specialize  in  this  direct  form  of  media 
promotion.  They  seek  to  open  up  new 
accounts  for  newspapers,  keep  old  ones. 

expand  use  of  newspapers  1>\  existing clients. 

The  promotion  department,  which 

prepares  sale-;  presentations  for  ac- 
count executives  and  for  general  use 

b)  members,  has  staff  of  20,  including 
four  artists.    Periodically  presentations 
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CLEVELAND'S CHIEF    STATION 

5,000   WATTS— 850   K.C 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H  -  R  REPRESENTATIVES 

CLEVELAND'S  CUieJ  STATION 

■        Z|  Reasons  Why 
The  foremost  national  and  local  ad- 

^D  vertisers     use     WEVD     year     after 

^01  year  to  reach  the  vast 

£  Jewish    >lnrket 
m^     of  Metropolitan   \c»   York 

I.    Top    adult    programming 

^m  2.     Strong   audience   impact 
l^^«  3.     Inherent  listener  loyalty 

^■^■S  4.     Potential    buying    power 
Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WF.VI)     117-119     f,.i     46th     St. 
\rw    York     19 

Managing     Dirrrlor 

are  issued  covering  one  entire  indus- 

trj  for  use  by  newspaper  salesmen. 
Success  stories  obtained  from  national 
advertisers  and  local  success  stories 

are  mailed  to  members. 

One  of  most  important  statistical 

services  furnished  by  research  depart- 

ment is  annual  report  called  "Expendi- 
tures of  National  Advertisers  in  News- 

papers." It  covers  all  national  adver- 
tisers spending  $25,000  or  more  an- 

nually in   newspapers. 

The  retail  department  of  the  B  of  A 

provides  selling  tools  for  the  use  of 

papers  in  local-level  selling.  A  major 

part  of  the  department's  approach  is 
furnishing  papers  with  data  on  trends 

in  retailing  so  they  can  tie  their  sell- 
ing in  with  the  best  season  for  a  given 

product  category. 
H  of  A  works  closelj  with  groups 

like  the  Newspaper  Advertising  Execu- 
te,.<  \ssociation.  the  American  Vsso- 

ciation  of  Newspaper  Representatives 

and  the  National  Newspaper  Promo- 
tion Association. 

Outdoor  Advertising,  Inc.:  OAI  is 

the  selling  arm  of  the  national  outdoor 
medium.  It  was  formed  by  a  majority 

of  the  outdoor  "plant"  owners  in  1931. 

Members  pay  r>'<  of  their  annual  na- 
tional billings  as  dues. 

Organization's  president  is  Kerwin H.  Fulton,  a  veteran  outdoor  man  and 

former  president  of  one  of  the  largest 

outdoor  plants.  General  Outdoor  Ad- 
vertising Co.,  Inc.  SPONSOR  estimates 

1953  budget  at  S2.500.000.  Figure  is 

high  relative  to  amount  spent  by  other 

media  for  promotion  groups.  But  OAI 
is  combination  of  media  promotion 

arm  and  national  representative  work- 
ing for  entire  medium  rather  than  for 

individual  outdoor  firms.  Its  salesmen 

do  a  complete  selling  job.  There  are 
40  salesmen  out  of  a  total  of  125  em- 

ployees. Here's  the  variety  of  missions  per- 
formed by  OAI  : 

1.  Making  presentations  to  advertis- 
ers and  agencies  which  explain  the 

medium  and  show  that  the  advertiser 
(  an   use  it. 

2.  Complete  planning  with  the  ad- 
vertiser  and  his  agency  of  national  or 
regional  campaigns. 

3.  Cost  and  space  estimates  for  all 

types  of  outdoor  advertising. 
I.  Creation  of  copy  and  art  ideas 

at  the  request  of  client  or  agency. 

>.  Other  assistance  including  mer- 
■  handisins  recommendations. 

All  of  these  services  are  rendered 

free  of  charge  with  the  exception  of 
finished    artwork. 

OAI  has  increased  the  volume  of  na- 
tional business  six  times  since  it  was 

started,  diversified  the  type  of  accounts 

carried  bv  outdoor,  helped  to  virtual- 
lv  eliminate  the  winter  slump  in  out- 

door business  prevalent  before  its  in- 
ception. \  olume  of  business  during 

the  first  quarter  of  1953,  for  example, 

exceeded  the  entire  year  1933  volume 

b)   more  than  25' ,  . %        *        * 

Magazine  Advertising  Bureau:  The 

magazine  publishers"  non-profit  corpo- 
ration was  started  10  years  ago.  It  is 

supported  bv  20  major  magazine  pub- 
lishers whose  45  magazines  carry  more 

than  80$  of  all  national  magazine advertising. 

MAB  is  governed  by  a  board  of  di- 
rectors made  up  of  representatives  of 

each  of  its  member  publishers.  Frank 

Braucher  is  president:  W.  H.  Mullen, 
director:  Wood  Gauss,  assistant  direc- 

tor, and  Houston  Boyles,  director  of 

merchandising.  Budget  is  about  $225,- 
000  for  1953. 

Among  most  important  activities  is 
servicing    inquiries    from     advertisers 

******** 

"In  television  there's  the  same  prob- 
lem you  have  in  other  media — fitting 

the  coverage  and  the  eosts  to  your  mar- 
keting problems  and  your  pocketbook. 

It's  not  an  activity  that  you  can  run 

from  a  rocking  ehair.  You'll  use  it — 
you'll  get  ulcers  on  your  ulcers — but 
you'll  love  it  because  it  demonstrates 

and    sells.** J.   GILBERT   BAIRD 
Sales    Promotion    Manager 

Electric  Appliance  Div. 
Westinghouse    Electric    Corp. 

Mansfield,  Ohio 

and  agencies.  Over  2.000  queries  are 
handled  annually.  These  range  from 

simple  answer  on  phone  to  detailed 

reports. Among  files  maintained  by  MAB 

are  those  containing  PIB  records.  ABC 

records,  Nationwide  Magazine  Audi- 
ence Survey  records,  county-by-countv 

readership  counts  and  clipping  file 

with  material  on  various  phases  of 

publishing,   advertising,  selling. 
MAB  has  12  employees,  none  of 

whom  make  regular  sales  calls.  Back- 

ground of  major  executives  is  in  maga- 
zine  publishing. 

The  publisher  members  of  MAB  own 

102 SPONSOR 



it  won't  help  you  if  you  can't  get  it 
Whenever  you're  quoted  average  ratings 
make  sure  they're  not  mirages.  The  long, 
tall  one  the  other  guy  is  drinking  doesn't 
refresh  you. 

When  Do\  Li  i  talks  ratings-they're 
available -and  they  have  some  tall  ones 
that  will  refresh  your  sales  plenty. 

Don  Lee  delivers  sales  impressions  at 

the  lowest  cost  per  thousand  of  any  other 
sales  medium-and  remember-lhc  low, 
low  daytime  rates  on  Don  Lee  apply  to 
nighttime,  too. 

Call  your  Don  Lee  or  Blair  man  when 

you  want  consistently  good  ratings  {avail- 
able, not  mirages)  in  Los  Angeles,  San 

Francisco  and  San  Diego. 

KHJ        KFRC        KGB 

P 
LOS   ANGELES 

S000  W      930  KC 

SAN   FRANCISCO 

5000  W      610  KC 

SAN   DIEGO 

1000  W      1360  KC 

KEY  STATIONS  OF 

4fctaa& 
BROADCASTING  SYSTEM 

30  NOVEMBER   1953 

Represented  Nationally  by  JOHN   BLAIR  &  CO. 
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SOUTHWEST  VIRGINIA'S  Pi04iee/l  RADIO  STATION 

WJXB J ...  Roanoke's  LARGE 
ECONOMY  SIZE 

Virginia  has: 

•  891,500  families 

•  861,890  RADIO  families 

•  292,520  TV  families 

•  413,740  CAR-RADIO  families 

And  the  WBDJ  area 

Includes  about 

Vi  of  Virginia's  Population 
and  Retail  Sales. 

Source:  A.  C.  Nielsen  Co.,  Inc. mmmm 
Established  1924  ■  CBS  Since  1929 

AM  •  5000  WATTS  .  960  KC 

FM  .  41.000  WATTS  .  94.9  MC 

ROANOKE,     VA. 

the  TIMES-WORLD  CORPORATION 

FREE  &  PETERS,  INC.,  National  Representatives 

Here's  $4570  EXTRA.):    r 
$4570— that's  how  much  more 

than  the  national  average  that  the 

Western  Market  farmer-rancher 

earns  each  year. 

$4570  — that's  how  much  e-x-t-r-a 

the  Western  Market  farmer- 

rancher  has  to  spend  for  consumer 

goods  as  well  as  for  the 

equipment  and  materials  aiding 

him  in  his  own  production  capacity. 

KOA-Radio's  programming  is 

aimed  at  the  rich  and  ready 

V/estern  Market  (302  counties  in 

850  KC  
^^ 

50,000  WATTS 

CALL   PETRY 

Publishers  Information  Bureau  which 

i-  a  sister  organization  to  MAB.  MAB 

executives  direct  PIB  operations.  Ac- 
tual work  of  compiling  PIB  data  is 

done  by  a  private  company  called 

Leading  National  Advertisers. 

PIB  figures  give  month-b\  -month 
expenditures  of  advertisers  in  maga- 

zines, newspaper  supplements,  network 

radio  and  television.  In  addition  spe- 
cial breakdowns  are  available  on 

spending  by  groups  of  advertisers  in 

a  given  industry.  MAB  will  often  fur- 
nish such  breakdowns  to  advertisers 

for  their  guidance  in  making  advertis- 

ing plans. 
MAB  has  two  periodical  publica- 

tions and  a  number  of  general  presen- 
tations, including  motion  pictures, 

which  are  designed  to  explain  various 

facets  of  magazine  advertising  and  re- 
lated fields. 

A  Television  Advertising  Bureau 

would  probably  bear  more  resemblance 
to  MAB  initially  than  to  BAB  or  B  of 

A.  It  would  probably  employ  a  dozen 

or  fewer  people  on  a  small  starting 

budget.  *  *  * 

Sell  your  product.,  .buy  KOA-Radio. 

Covers  The   Weil...#&tf/ 

if  FOR  FOOD  ADVERTISERS  Hi  AGUE  1  AMERICA'S  MOST  FOOD-CONDITIONED  AUDIENCE 

SPONSOR  ASKS 
[Continued  from  page  57) 

But  local  broadcasters  in  soliciting 

the  largest  dollar  advertisers  in  their 
communities — their  department  stores 
— send  a  man  down  with  a  rate  card 

and  an  availability  sheet. 

Thus,  to  the  question,  "Why  don't 
department  stores  use  radio?  '  the  an- swer is  basically  simple.  It  is  because, 

with  the  exception  of  a  handful  of  sta- 
tions, broadcasting  as  a  whole  doesn  t 

do  anything  to  get  them. 
Samuel  H.  Cuff 
Radio-TV  Consultant 
Allied  Stores 

New  York 

Retailers  are  not 

large  users  of  ra- dio or  tv.  Both 
retailers  and 
broadcasters  are 

to  blame. 
1.  Stores  are 

old  bands  in  the 

use  of  printed media.  They 

know  newspapers 

and   how  to   use 
Mr.    Abrahams 
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them  for  immediate  results.  I  li<-\  knew 
that  a  $100  newspaper  advertisement 

brings  them  $1,000  in  immediate  -alt--. 
plus  future  business. 

2.  Stores  don'l  know  radio  adver- 
tising well.  Broadcasters  have  never 

taken  the  time  oi  trouble  to  tea*  h 
stores  bow  i<>  use  radio.  Contrast  this, 
if  \(.n  will,  with  the  newspapei  system 
of  designating  salesmen  specialists  to 
conta  t  stores,  regular!)  offering  them 
>i.ci  ific  ideas  and  sales  helps. 

3.  Radio  was  originall)  sold  to 
Biores  as  an  institutional  device.  Inis 

appears  to  have  been  a  wa\  to  cxcum' 
lack  of  retail  sales  results.  Stores  pre- 

fer to  use  radio  for  cash  register  re- 
turns as  thej   do  printed  media. 

4.  Radio  doesn't  appear  interested 
ii.  determining  what  kind  of  program- 

ing \\ill  pull  for  stores.  In  my  New 

York  I  niversit]  course  in  retail  radio 
.■ml  t\  advertising,  for  example,  no 
person  from  radio  has  ever  enrolled. 

.">.  The  industn  invariabN  offers 
inferior  time  to  stores.  Preferred  time 

i-  usually  offered  to  national  advertis- 
er-,  however. 

\ll  of  the  above  apply  to  television 

advertising  with  increased  emphasis. 
In  addition  to  these  points,  there  is 
this  to  be  said  for  tv : 

1.  Tv  costs  are  fantastic.  It  is  ab- 

SUrd  for  a  retailer  to  attempt  to  com- 
pete with  national  tv  productions.  The 

national  advertisers,  at  their  high  tal- 
ent costs,  are  able  to  distribute  them 

over  mam  stations. 

2.  Many  stores,  attempting  tv.  have 

found  their  air  time  canceled  following 
a  sale  of  it  to  a  network  program.  This 

does  not  make  for  good  relations  be- 
tween station  and  store  for  future  use 

of  the  medium. 

3.  Charmed  by  the  glamor  of  t\. 

main  stores  find  that  the  station  gi\e- 

them  insufficient  help  in  programing, 
staging  and  merchandise  selection. 

\s  I  see  it.  there  is  onl)  one  way  to 

move  if  the  industry  wants  retail  ad- 
vertising: 

1.  Retailing  considers  radio  and  tv 

as  broadlj  one  medium  broadcasting. 
Slop  fighting  between  yourselves  and 

approach  retailers  with  one  package. 

2.  Hire  retail  brains,  men  and  wom- 

en who  know  stores  and  their  promo- 
tion problems. 

3.  I  se  these  retail-trained  people  to 
work  with  your  own  radio  and  tv  peo- 

ple instead  of  using  yourselves  to  guess 

what's  good  for  retailers. 

30  NOVEMBER   1953 

FIRST 
IN  RADIO! 

NOW 

^rTexas! 
CBS    AND    DuMONT 

TELEVISION    NETWORKS 

Wichita  dfalls  cJe/evision,  ifne. 



WANT  TO  SELL 
CANADA? 

One  radio  station 

covers  40%  of 

Canada's  retail 

^  sales 

In    a    nutshell,    leach    them    to    sell 

them. 
Howard  P.  Abrahams 

Manager,  Sales  Prom. 
National  Retail  Dry  Goods  Assn. 

New  York 

TORONTO 

50,000  WATTS,  1010  K.C. 
CFRB  covers  over  1/5  the  homes  in 

Canada,  covers  the  market  area  that 

accounts  for  40%  of  the  retail  sales. 

That  makes  CFRB  your  No.  1  buy  in 

Canada's  No.  1  market. 

REPRESENTATIVES 

United  Slates:  Adam  J.  Young  Jr.,  Incorporated 

Canada:  All-Canada   Radio  Facilities,  Limited 

A  bountiful 

Thanksgiving 

is  the  wish 

of 

Art  Mosby 

7*e   /fit  TtUtfa   Station* 

cbs  liuVU  i29° 
5000    W 

MISSOULA 

MONTANA 
; ;;/     /  in  i>i  in     ST  ATI    <n     i  m     in 

Representatives: 

Gill-Perna,  Inc. 

N.  Y  .  Chi  .  LA.,  and  S.F. 
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Any    questions? 

SPONSOR  welcomes  questions  of 

genera]  interest  to  advertisers, 

agencies  and  broadcasters  from 

its  readers.  Questions  are  eval- 

uated for  their  interest  to  other 

readers  and.  if  found  suitable, 

will  be  submitted  to  the  most  ap- 

propriate authorities  for  answer- 

ing. Topic  for  discussion  in  the 

14  December  issue.  "Do  you  be- 

lieve that  television  is  over-com- 

mercialized?" 

49TH  &  MADISON 
{Continued  from  page  25  I 

of  the  27th  regarding  a  radio  broad- 

casters' association.  I  am  firmly  con- 
vinced, and  have  been  since  television 

started,  that  television  and  radio 

shouldn't  live  in  the  same  house,  any 
more  than  railroads  and  truckers,  news- 

papers and  magazines.  Television  is 
a  marvelous  medium,  and  radio  has 

been  feeding  it  since  it  started.  Radio 
is  also  a  marvelous  medium  and  is 
here  to  sta\ . 

I  sent  out  my  form  letter,  which  you 

probabl)  know  about,  with  no  ulterior 
motive  whatsoever,  merely  to  see  if  1 

couldn't  gel  some  leaders  in  the  radio 
industry  stirred  up  to  the  point  of 

realizing  that  television  is  their  strong- 

est competitor  and  we  shouldn't  sleep 
together. 

I  he  conventions  recently  of  the 

NARTB  have  been  largel)  television 
conventions;  radio  practical!)  nothing. 

Our  trade  magazines  today  are  •)<)', 
television  new-:  verj  little  radio  new-. 

I  have  been  accused  l»\  some  peo- 

ple of  trying  to  wreck  the  N  \IMB.  I 
have  no  such  idea  in  mind.  I  merely 
want  a  new  organization  composed  en- 

tirely of  pure-blood  radio  operators, 
and  I  think  we  have  to  have  it  if  we 

are  to  put  our  best  foot  forward. 

Television  has  been  largely  financed 

l>\  radio  money,  and  it  has  been  eating 

on  us  so  long  that  I  am  afraid  it  has 
started  to  hurt. 

If  we  could  get  the  support  of  a 

number  of  state  organizations  who 

largeh  don't  accept  television  opera- 
tors as  members,  we  might  get  some- 

thing done.  I  haven't  got  the  time,  or 
the  energy,  or  the  will  to  travel  around 

the  countr)  to  tr\  to  start  a  rump 
organization,  but  it  seems  to  me  that 
there  should  be  enough  sense  in  the 

fact  that  television  is  our  strongest 

competitor,  that  owners  and  operators 
of  radio  stations  should  be  able  to  see 

the  light  and  something  definite  could 
be  done  along  this  line. 

I  can't  see  a  separation  of  the  radio 
interests  and  the  television  interests 
inside  the  NARTB.  because  the  real 

money  todav  is  in  television  and  wheie 

the  money  is.  it  will  naturally  domi- 
nate; and  I  think  we  must  make  a 

clear-cut  break  between  the  two  media. 

If  we  were  operating  a  television 

station,  which  we  expect  to  do  some- 
daw  I  would  be  more  than  willing  to 

join  a  television  association  and  also 
a  radio  association,  be  it  a  federation 

or  anything  you  want  to  call  it.  We 
should  have  our  own  meetings  and  our 
own  trade  media. 

In  response  to  my  letter  I  received 

about  250  replies;  85' ^  of  them  were 
in  favor  of  a  complete  cleavage,  and 

a  little  support  in  discussion  in  the 
state  organizations.  I  think  would  be 

helpful. 
We  have  made  it  a  policy  here  not 

to  join  or  support  any  organization 
that  has  a  dual  purpose:  television  and 
radio.  They  have  both  got  to  live  sep 

aratelv.  Our  problems  are  different — 
thev  are  two  entirely  different  media 
and  thev  are  both  going  to  live  and 

I  hope  happily,  but  not  together. 
I  think  our  networks  have  sold  radio 

down  the  river  in  favor  of  television 

and  look  what  has  happened  to  the 
network  shows  on  radio.  Radio  can 

be  sold.  We  are  enjoying  the  biggest 

business  we  have  had  in  our  history  — 

strictly  radio.  Why  more  people  can't 
see  the  incongruous  situation  we  have. 

I  can't  understand.  We  could  operate 
a  strictlv  radio  organization  for  one- 
third  of  what  it  would  cost  us  to  oper- 

ate the  present  national  organization, 
and  do  a  good  job.  \^  e  are  not  going 

to   be   attacked   on   "the   hill"   as   the 
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TRUTH 

what  is  the 

Iron  Curtain 
anyway? 

It  is  Communism's  "wall"  against  the 
healthy  atmosphere  of  honesty  that 

free  men  breathe.  It  is  Communism's 
cruel  and  inevitably  futile 

attempt  to  seal  off  70,000,000  enslaved 

people  from  TRUTH  that  can  set 
them  free. 

The  Iron  Curtain  has  many  faces. 

Poles  and  Hungarians  look 

across  a  No-Man's  Land  of  alarm 
systems,  booby  traps,  and  armed 

guards  .  .  .  the  Czech  sees  a  wood- 
land stream  with  forest  chopped 

naked  to  accommodate  watch 

towers  and  Communist-manned 
machine  guns  .  .  .  the  Romanian 
gazes  down  a  quiet  valley  where  the 
flowers  have  been  replaced  with 
electric  barbed  wire  and  the  secret 

police  tramp  all  day. 

Few  captive  voices  reach  out- 
side this  armed  wall,  but  many 

powerful  voices  from  the  Free 

world  are  reaching  inside  it  con- 
stantly. 

Radio  Free  Europe  is  bringing 
new  hope  and  courage  daily  to 
these  Red-controlled  millions  who 
are  our  first  fine  of  defense  against 

Soviet  aggression. 

RFE,  broadcasting  in  the  lan- 
guage of  these  people  through 

their  native  exiles,  is  melting  the 
Iron  Curtain  with  Truth— while 
the  Red  bosses  work  feverishly  to 

'jam'  RFE  programs  and  calm 
their  restless  satellite  peoples.  As 

long  as  RFE  keeps  the  Reds  work- 
ing overtime  in  their  own  vulnerable 

'back  yard' — Moscow  will  hesitate 
to  risk  a  third  World  War. 

One  dollar  is  needed  from  every 
American  to  insure  that  Moscow 

won't  take  that  risk. 

Your  "Truth-Dollar"  will  work, 
as  no  dollar  ever  worked,  for  an 
independent  American  enterprise 

— Radio  Free  Europe— which  is 
supported  and  operated  by  private 
citizens  like  yourself. 

To  support  Radio  Free  Europe, 

send  your  "Truth-Dollar"  to  Cru- 
sade for  Freedom,  c  o  your  local 

postmaster. 

In  this  strategic  area,  a  Communist 
police  state  controls  the  destinies  of 
70,000,000  people. 

RADIO   FREE   EUROPE  supported  by  CRUSADE  FOR   FREEDOM 

30  NOVEMBER   1953 
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there 
is  a 

Santa 
Glaus 

let      him      bring 

you    the    best 

buy    in    KC 
Market 

TIME  ON  KUDL 
The  No.  1 

Independent 
Station  in  KC 

1000    WATTS 
250     WATT     RATE 

Call   Forioe 

KDKD 

GREATER  KANSAS 

CITY  TRADE  AREA 

KOKO 

KUDL— KANSAS  CITY 
KOKO— WARRENSBURG 
KDKO— CLINTON 

KWJJ  SPOTS 

are  "Point  of  Sale" 
Advertising 

KWJJ's  "On  the  Spot"  Blanket 
Coverage  plan  gives  you  175 
spot  announcements  during  a  4 
week  period — PLUS  nine  solid 
hours  of  Remote  Broadcasting 
from  the  dealers  own  place  of 
business. 

ALL   FOR   $700.00 

Support    your     local     distributors 
with    this    hard    hitting 
economical   spot  pack- 

age. 

1011  S.W.  6th  Ave. 

PORTLAND  5, 
OREGON 

K 

Natl   Reps  :    BURN-SMITH    CO 

politicians  call  it  now.  because  we  are 

mil  the  glamor  girl  anymore.  Tele- 
vision is  going  to  he  the  one  that  is 

going  to  have  to  defend  itself,  and  I 

can  see  verj  few  common  problems 
that  we  would  have  to  settle  in  the  two 

industries  as  a  unit.  Our  labor  prob- 
lem is  entirely  different;  programing 

is  entirely  different;  sales  are  entirely 
different. 

If  you  think  otherwise,  why  doesn't 
I!\I5  sell  television?  Would  you  want 
that  to  happen? 

In  closing,  I  am  only  interested  in 

getting  something  done,  and  I  am  not 
-old  on  anv  single  idea  as  to  how  it 

should  be  done  except  complete  cleav- 
age; and  until  that  is  done,  those  of 

us  strictly  in  radio,  I  am  sure,  are 
never  going  to  be  too  happy. 

Bill  Way 

REP  GOES  TO  ALASKA 

1  wish  to  call  to  the  attention  of 

your  readers  a  discrepancy  in  the  ar- 

ticle, "A  rep  goes  to  Alaska,"  in  spon- 
sor of  October  5,  1953   [page  36]. 

I  he  author,  Roy  V.  Smith,  states 

"KFQD,  Anchorage,  had  top  local  bill- 
in--  last  year,  a  total  of  $138,000" 
[page  74].  Mr.  Smith  never  inquired 
of  our  organization,  but  the  fact  is 

that  KENI,  Anchorage,  had  a  1952 
local  billing  of  $176,653.  We  are  proud 

of  this  total,  and  will  gladly  substan- 
tiate  the  figure  by  any  reasonable 
means.  .  .  . 

Claire  0.  Banks 
Manager 

KENI,  Anchorage 
Alaska 

HELPFUL  IN  SCHOOL  WORK 

I  am  a  student  at  Columbia  Uni- 

versity and  I  am  now  taking  a  course 
in  radio  and  t\  publicity.  Mr.  Sydnej 
Eiges.  \  ice  president  in  charge  of  press 
al  the  National  Broadcasting  Co.,  is 
m\  in-truclor.  Mr.  Kiges  suggested  to 
his  students  that  they  read  SPONSOR 
regularly  in  order  to  keep  up  with 
what  i-  going  on  in  the  broadcasting 
industry.  I  am  happy  to  report  that  I 

have  taken  Mr.  Kiges'  suggestion  and 
1  find  SPONSOR  very  interesting  and  a 

greal  help  to  me  in  my  school  work. 
I- or  someone,  such  as  imself,  who 

plan-  to  make  broadcasting  his  career. 

I  think  it  is  also  ver\  helpful  for  gen- 
eral information  and  data.  .  .  . 

Joel  W  .  Stivers 
dill  Riverside  Dr. 

\  <ic  York  31 

ROUND-UP {(Continued  from  page  59) 

that  the  family  wire  recorder  cut  the 
entire  hour  show,  which  he  then  plays 

back  every  morning  of  the  week  follow- 
ing the  broadcast. 

*      *      * 

New  York  should  now  have  the  best 

decorated  apartments  in  the  whole 

U.  S.  A. — if  New  York's  lady  tv  view- 
ers follow  the  suggestions  given  by 

Margaret  Arlen  on  her  daily  program 

over  WCBS-TV.  Just  a  few  days  ago 

Miss  Arlen  put  the  finishing  touches 

on  a  four-room  basement  apartment, 
which  was  completely  redecorated  in 
full  view  of  tv  cameras.  Now  that  the 

apartment  is  refurbished  I  it  was  an 
utter  shambles  last  July  when  Miss 

Arlen  went  to  work  on  it  I ,  she's  tell- 
ing her  viewers  how  to  make  lamps 

from  old  vases;  how  to  make  them- 

selves skirts,  and  how  to  make  Christ- 

mas presents  at  home.  She  gives  vari- 
ous other  household  hints,  interviews 

a  celebrity  every  day  and.  according 

to  CBS,  successfully  sells  the  products 
of  16  sponsors  who  range  from  dog 
foods  to  soft  drinks  to  nut  associations. 

Water  from  the  famed  Fountain  of 

SeaA**t'4>0ieettH$4 

Jack  Willman  Ernie  "The  Whip" 

TO   YOU    ALL 
AND 

ALL  BEST  WISHES 

FOR 
1954 

Gill-Perna,    Inc.— Natl    Rep. 
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>  until  at  St.  Augustine,  I  la.,  w  is 

mailed  i  in  a  watei  prooi  containei  i  to 

advertisers  and  agencies  b)  NBC  Ra- 
dio a  couple  of  weeks  a^i>.  \  little 

booklet  sent  with  the  water  recounted 
the  Bearch  of  Ponce  de  Leon  for  the 

miracle  spa,  then  i"lil  about  what  the 
author  claimed  was  another  miracle: 

NBC  Radio's  "Three"  Plan.  "Let  jrouj 
sales  curve  drink  deepl)  from  the  ti ue 

Fountain  of  Youth,"  the  NBC  writer 

advised,  "as  you  enjo\  a  lasting  peace 

of  mind." •     •     • 

This  month's  WQXR,  New  York, 
program  guide  has  a  new  front  cover, 
the  first  time  since  1942  that  the  covei 

design    has    been   altered.      The   new    de- 

sign  carries  a  pen-and-ink  sketch  of  a 
ureal   leader  in  thought  and  one  of  hi- 

quotations  about  music  I  for  example. 

Plato:  "The  man  who  has  music  in  his 

soul  is  in  love  \\  ith  the  loveliest"  I . 
\\0\li  said  the  program  guide  has 
been  issued  Bince  L936;  its  circulation 
has   increased    from    710  to   more   than 

60,000  paid  subscribers   ($1    year!)  i. 

...BIG  CHANGE 
AT  WVET 

N  es,  i  he  station  with  mi  >i  e  1<  m  al 
accounts  than  an)  other  I!  [REE 
Rochester  stations  put  together 

has  joined  America's  1i\cm  net 
work!  Result: — improved  pro 
gramming  .  .  .  ever  increasing 
audience  .  .  .  better-than-ever- 
1hi\s  for  advertisers  in  the  rich 
Rochester  -  Western  New  York 
marketl 

5000   WATTS  •  1280   KC. 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally   by 

THE    BOLLING   COMPANY 

the  largest  circulation  ol  an)   publii  i- 
tion  in  the  musical  held  except  Etude. 

•     •     • 

Religious  leaders,  tea<  hers  in  paj  • 
«  dial  schools  and  \  ai  ious  i  ommunit) 

clubs  and  organizations  are  being  Bent 

an     ad\  an*  e     BCripl     of    the    <  hi  IStm  IS 

program  of  the  Greatest  Stoi  j  Evei 

Told.  The  annual  program,  titled  "No 
Room  at  the  Inn."  will  be  broad*  isl 
Sunda) .  20  I  December.     I  he  pro 

sei ies  is  sponsored  bj   < -   lyear   I  ii> 
&  Rubbei  Co.,  bul  never  cai  ries  <  om- 
mercial  announcements  beyond  the 

FCC-required  sponsor  identification  al 
the  bt  ginning  and  end  ol  the  show  s. »       »       » 

\  route  li-t  of  grocerj  outlets  with 

marketing  data  i-  being  Bent  to  ad- 
vertisers by  McClatchy  Newspapers 

i  The  Sacramento  Bee  and  KFBK,  Sa<  • 
lainentoi.  The  60-page  hook  and  map 

covers  Sacramento's  19-county  whole- 
sale and  retail  market  which,  accord- 

ing to  KFBK,  i-  the  "highest  per  cap- 
ita retail  food  market  in  the  West." »        »        * 

\   white  tie  with  a   formal  imitation 

was  addressed  to  advertisers  and  agen- 

cies b)  WMll.  New  i  ork.  The  invi- 
tation asked  recipients  to  become  one 

ol  the  sponsors  of  The  Seven  O'CIock Theatre.  The  Theatre,  telecast  ever) 

weekda)    evening,  features  a  differenl 

program  each  night *  »       * 

Brand  Names  Da)  will  be  28  April 
1954  rather  than  during  the  second 

week  ol    \pril.  Ilenrv    I'..    \l>t.  president 
of  Brand  Names  Foundation,  Inc..  has 

announced.  \ht  said  the  change  was 
made  to  avoid  conflict   with   retailing 

and   business  activities  during   Easter. 
*  *       « 

New  York  I  Diversity  offered  2')2 
different  courses  this  fall  in  its  Divi- 

sion ol  General  Education     bul  mid- 

wa\  through  the  semester,  it  added 
another  one.  In  the  United  States  for 
a  lew  months  were  22  Latin  American 

-indent-  who  were  getting  basic  in- 
struction in  tv  for  careers  in  their 

homelands  of  Venezuela,  Peru.  Colom- 

bia, Cuba  and  Puerto  Rico — where. 
the)  reported,  the  \  ideo  business  wa- 

booming.  Near  the  end  of  their  -tax 
last  month,  they  found  a  little  free 
time  on  their  hands  and  decided  to 

fit  in  some  extra  class  work  if  possible. 

So  N^  I  set  up  a  new  workshop,  "Spe- 
cial Advanced  Course  in  Television 

Production,"  which  offered  two  con- 
<  ent rated  three-day  sessions  for  the 

Latin  Americans.  *  *  * 

, .:  v. 

HERE  WE  GO  ROUND 
THE  MULBERRY  BUSH 

f  the     mulberry     buih  —  the     mul- 

I    llv/         berry   buih 

•     Here   we   go  round  the  mulberry 
buih 

SO   EARLY   IN   THE  MORNING/ 

The   KMBC-KFRM  Team   is 

looking   under   every   "Mulberry 
bush"  in  the  great  Kansas  City 

Primary  Trade  Area   in  behalf 
of   its  advertisers! 

If  your  product  or  service 
needs   to   be   brought   out    from 
under  the  bushes  where  people 

can  buy  it,  call  KMBC-KFRM, 
Kansas  City,  or  your  nearest 
Free  &   Peters  office,   for 
availabilities  on  The 
KMBC-KFRM  Team. 

The   folks   in   the   Heart  of 

America  won't  bother 
to  beat  the  bushes  for 

your    product.    Today 
they    are    buying    the 

things    they    hear    about 
on  the  radio  station  they 
listen  to  most  .  .  . 

KFRM 
'     RADIO    FOR    THE    HEART    OF    AM*-*1 

WTX 
MARKS 

THE 

SPOT! 

in  w  es  tei  n  Massai  husetts, 

where  more  and  more  na- 

tional spot  advei  tisers  an  im- 

proving  local  coverage  ai  low- 
est cost  pei  thousand.  <)nl\ 

lull  time  independent  station 

set  \  ing  Spi  ingfield,  W  I  XL 
has  the  largest  7:  SO  to  8:00 

\  M.  aiidu  in  <•  ol  an)  station 
in  the  ama. 

Tor  avails  and  other  information, 

call  Larry  Reilly,  Gen.  Afgi  . 

II  TXl  .  Sprii  g   •  Id,  Mass., ! 

o>  any  office  of  the  Walker  Repre- 
ition  (  '>..  Inc. 
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Serape- 
that's  how  I  call  a  blanket.  And  KIFN,  and 

only  KIFN,  Serapes  (blankets)  85,000  Spanish- 

speaking  people.  That's  20%  of  Arizona's 

population  —  a  market  you  can't  afford  to 
miss,   I  theenk! 

Si,  Senor,  KIFN  blankets  a  rich 

market  —  $20,000,000  spent 

by  Spanish-speaking  people  in 

retail  sales  last  year!  If  you 

want  your  full  share  of  this 

market,  Senor  Businessman 

.  .  .  better  get  under  my 

Serape! 

More  than  80  Local  Business- 

men keep  their  sales  HOT 

with  thees  Serape  .  .  .  Sell 

everything  from  beans  to 

bank  accounts,  from  refrig- 

erators to  ranch  houses, 

from  tamales  to  TV  sets. 

My  Serape  can  sell  for  YOU, 

too,   amigo! 

REMEMBER  ...  if  you  sell  in 

Arizona,  you  should  sell  in 

Spanish!  And  to  reach  this 

rich  market,  you  musf  use 

KIFN  —  Central  Arizona's  only 
full-time  Spanish-language 

station! 

ASK  THESE  YANQUIS  ABOUT  ME! 
NATIONAL   TIME 

SAIES 

17   E     42nd   St 
New  York, 

New  York 

HARLAN  G    OAKES 

AND  ASSOCIATES 

672  Lafayette 
Park   Place 

Los   Angeles,   Calif. 

KIFN 
860  Kilocycles  •  1 000  Watts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 

Mil  dm   If.    Hum-,   chairman   of  the  board  of 
The   Biow   Co.,   made   headlines   when    he   testified 

during  the  California  trial  of  Arthur  Samish.    Biow 
stated  he  had  paid  Samish  $120,000  on  a  brokerage 

basis  for  obtaining  the  Schenley  Distilleries  account. 

The  jury  found  Samish   guilty  of  not  paying  fed- 
eral income  taxes  on   the  fees  and  other  income. 

During  the  trial  four  accounts  left  Biow.  two  being 

single  brands  of  multiple-brand  clients  whose  other 
brands  remain  with  Biow.    Agency  spokesman  called 
this  turnover  normal  lor  agency  size  of  Biow. 

Carl    Haverlin,    president    of    Broadcast     Music, 

Inc.,   was   one   of   42   defendants   named  by  newly- 
organized  Songwriters  of  America  as  conspiring  to 
keep  their  music  off  radio  and  tv.   SOA  seeks  S150 
million    damages,    the   dissolution    of   .\ARTB   and 

divorce  of  B\II  from    broadcasting  industry  owner- 

ship.    Haverlin    commented    that    "the    baseless    con- 
spiracy charges  made  in  the  complaint  are  a  rehash 

which   ASCAP  has  been  making  for  years  and  has 

never   been   able   to   substantiate.   .   .   ."    Haverlin 
stated  BUI  has  maintained  competition. 

\  ivtar  C.  Diefltlt.  newly-elected  chairman  of 
the     Mutual    Affiliates    Advisory    Committee,    made 

these  comments  recent!)   after  the  committee  recom- 
mended   that    MutuaTs    new    affiliation    plan    be    set 

aside:  "Most  of  the  ingredients  of  the  .  .  .  proposal 
were    based    on    sound    thinking    and    principles. 
However,    the    committee    felt    that    .    .    .    certain 

elements  of  the  plan   .   .   .   needed  further  evalua- 
tion.  .   .   .    There  are  some  good  advantages  to  the 

plan    and    the    committee    is    confident    these    advan- 

tages can  be  incorporated  in   MBS  operations" 

Karri/   Kuan,   president   of   Ruthrauff   &   R\an. 

Inc.,  on  his  2'^th  anniversary  in  the  agency  business, 
recalled  that  he  cut  his  eye  teeth  during  the  worst 

depression  in   American  history.    One  of  the  ''new 
trails   hlazeiT'  during  the  depression,  he  said,   was 
the    u\c    of    radio's    original    amateur    hour    applied 
to   advertise    the    products    of   an    automobile    manu- 

facturer.    He   said   threats   of  a    recession    call   for 

re-evaluating    the   function    of   advertising   in    the 
I  nited  States   because  "our  economic  process  is 

predicated  on   power  to   build  demand." 
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Yes,  "Big  Mo"  is  in  the  heart  of  St.  Louis!  Not  only  are  the  studios,  tower  and  transmitter  centrally- 
located  .  .  .  just  off  Forest  Park  .  .  .  but  everyday  KSTM-TV's  fine  network  and  local  programs  reach 
deeper  and  deeper  into  the  heart  of  the  St.  Louis  television  audience.  "Big  Mo"  helped  to  bring  multi- 

ple-programming to  the  area  .  .  .  offered  the  individual  viewer  a  choice  of  programs.  Little  wonder  Mr. 

and  Mrs.  St.  Louis  "just  love  that  'Big  Mo'  ". 
You  can  get  close  to  the  St.  Louis  heart  .  .  .  and  po;ketbook  .  .  .  with  your  product  if  you  come  aboard 

"Big  Mo"  today.    Wire,  phone  or  write  for  choice  availabilities. 

H-R  TELEVISION  INC. NEW     YORK   •  CHICAGO   •   SAN     FRANCISCO   •   LOS     ANGELES 

C  H  A  N   N 
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Needed:    a  TVAB 

Radio  never  got  around  to  establish- 
ing a  promotional  sale?  and  research 

bureau  until  it  was  in  desperate  need 
of  more  and  better  sellim:. 

Maybe  dial's  win  there  isn't  too much  station  enthusiasm  for  a  TVAB 

at  this  time.  I  Incidentally  "TAB"  can't 
be  used  because  it  means  ''Traffic  Au- 

dit Bureau."  I 
But  the  new  electronic  medium  is 

mushrooming  so  fast  it's  in  acute  need 
of  sound  statistical  data — information 

which  ever)  other  medium,  especially 

newspapers  and  magazines,  provides 
the  advertiser.  Further,  ever)  other 

major  ad  medium  has  an  ad  bureau — 
and  with  good  reason  in  more  than 
one  direction. 

sponsor's  survey  I  see  "Should  there 

be  a  Telex  ision  Advertising  Bureau?" 

page  '2')  i  points  out  that  a  TVAB could  be  established  on  a  small  scale 

for  S200.000  or  less.  It  also  summa- 
rizes the  activities  of  the  other  four 

major  media  promotional  groups  — 

B\B.  \\PA*s  Bureau  of  Advertising. 

Magazine  Advertising  Bureau  and  Out- 
door   Advertising,  Inc. 

To  date  tv  has  managed  to  skyrocket 

without  (ll  much  research.  (2)  up- 

to-date  circulation  and  set  figures,  (3) 

a  really  accurate  record  of  who  uses 

the  medium  and  how  much,  (4)  a  cen- 
tral source  of  statistical,  informational 

and  promotional  data. 

But  with  competition  sharpening  not 

onl)  between  stations  but  between 
media  as  well,  this  period  is  drawing 
to   a  close. 

We're  for  a  TVAB — now! 
*        *        * 

BAB's  loss 

The  Broadcast  Advertising  Bureau 

v,  ill  miss  President  Bill  Ryan  when  he 

steps  down  1  February.  So  will  the 
whole   radio    industry . 

During  his  three  years  at  BAB.  Bill 
sweated  and  strained  to  build  it  into  a 

major  media  organization  comparing 

favorably  with  the  ANPA's  famous 
Bureau  of  Advertising.  Today  it  has 

834  members  and  a  $670,000  budget 

( $750,000  or  more  projected  for 

1954) .   It  is  highly  regarded  by  broad- 

casters,  sponsors  and  agencymen  alike. 
Its  numerous  studies  serve  as  useful 

tools.  It  has  helped  rekindle  the  ad- 
vertiser s  enthusiasm  for  radio  as  a 

leading  medium. 

Bill  proposes  to  leave  BAB  with  the 
knowledge  that  during  1954  the  big 

job  he  has  done  on  the  local  level  will 

be  continued:  that  the  work  of  promot- 

ing and  selling  radio's  standout  apti- 
tudes to  national  and  regional  adver- 

tisers will  be  expanded.  He  know-. 

too,  that  no  time  is  being  lost  in  se- 
lecting a  worthy  successor. 

Bill  Ryan  may  well  be  proud  of  his 

stewardship.  \\  e  hope  he  will  find  an- 
other important  spot  in  the  broadcast- 

ing industry  which  he  has  served  so well. 

*       *        * 

WJR's  "Goodwill  Cavalcade" 

Put  Thursday,  10  December  1953. 

down  as  a  day  unique  in  radio  station 

promotion. 

For  on  that  day  Detroit's  50  kw 
WJR  is  bringing  70  of  its  own  enter- 

tainers to  New  York  to  present  a  one- 
hour  variety  show  on  the  Starlight 

Roof  of  the  Waldorf-Astoria  following 

a  dinner  for  some  450  agency,  spon- 
sor, network  and  press  guests. 

General  Manager  Worth  Kramer  in- 
forms us  that  no  one  from  WJR  is  go- 

ing to  try  to  sell  a  single  thing.  WJR's 
aim  is  to  show  radio's  vitality  i  as  re- 

flected by  a  single  station  I  in  a  tele- vision  age. 

Applause 

Tv    Code    Board's    "First    Report" 

The  NARTB's  Television  Code  has 
been  in  operation  since  1  March  L952. 

It  now  has  lc>!>  station-  subscribing  to 

it,  .i-  well  as  all  lour  i\  netwoi ks. 
In  it-  brief  existence  it  has  borne 

fruit   on   two   front-: 

I.  ll  has  convinced  Congress  that 

the  t\  industr)  meant  business  when  it 

said  it  wanted  and  was  capable  of  es- 
tablishing a  code  of  fail  practices  and 

getting  mosl  of  the  industr)  to  live  up 

to  it.  I  hi-  has  kept  government  inter- 
vention in  broad*  asting  dow  n  to  a 

minimum. 

_'.  It  hi-  _i\  ■  n  e\  (  i  \  station  man- 

iger,  sponsor  and  agenc)  man  a  j  ard- 
-tii  k   b)    w In.  h   he  i  an   judge  the    i 

ceptabilits  of  programs  and  commer- 
cials. The  Code  applies  to  subscribing 

-tat ions  and  networks  only.  But  its 

effect  on  the  industry  has  already  been 
astounding. 

For  example,  not  an  advertisers'  or 
an  agenc)  convention  goes  by  without 
some  discussion  of  the  Code:  whether 

the  advertising  profession  is  living  up 
to  it. 

The  First  Report  to  the  People  of 

the  I  nited  Slates,  prepared  b)  the  T\ 
Code  Review  Board,  contains  a  wealth 

of  data  on  tin'  act  omplishments  of  the 
<  lode  in  it-  first  year  of  operation. 

Of  course  it  hasn't  eliminated  all  ob- 
jectionable pra<  tices  in  tv.  But  critics 

are  reminded  <>f  two  things:   i  1  i   The 

Code  is  10095  voluntary  and  the  only 
method  of  enforcement  the  board  has 

i*  moral  pressure.  I  2  I  Consider  what 
the  condition  of  the  industry  might 
have  been  had  there  been  no  tv  Code. 

Edward  H.  Bronson.  director  of 

N  \R TB's  Tv  Code  Affairs,  and  these 
members  of  the  Review  Board  merit 

the  appreciation  of  the  entire  broad- 
casting  industr)  for  making  the  Code a  living  thing: 

John  E.  Fetzer.  WKZO-TV,  Kalama- 
zoo 1  chairman  I:  J.  Leonard  Reinsch. 

WSB-TV,  Atlanta,  and  WHIO-TN  . 

Dayton;  Mrs.  \.  Scott  Bullitt.  KI\G- 
rV,  Seattle;  Walter  J.  Damm,  WTJM- 
TV,  Milwaukee,  and  E.  K.  Jett. 

WMAR-TV,   Baltimore. 
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WE'VE       HIT      THE      TOP 

Willi  a  TV    \ntenna   1000'    \bove    Average  Terrain. 

Actual   height  925.    That's  .i-  high  .1-  ,nu    in   Michigan. 
Fat  higher  than  an)   commercial  station  in  an) 

Michigan  market  except   Detroit. 

Wen-    1  r  1  - 1  a  1 1  i  n  _!    ,1    ."iO.IIIHI    Wall    HCA    Tran-miltrr. 

The  1().(X)0  watt  component  is  already  installed  and  operal 

delivering  100.000  walls,  e.r.p..  video  and  5i  1.1 11  Ml  watt-. 

e.r.p.,  audio.    That's  more  power  output  than  any  other  station 
n  the  area  delivers  or  plans  to  deliver  in  the  near  future. 

But.   full  power  of  316,000  watt-,  e.r.p..  \ideo  and   158.000 

watts,  e.r.p..   audio   is  scheduled   for  February    1.    1954. 

A.T.&T.   Relay  Service  Comes  to  Grand   Bapids  January   1.   1951. 

Schedule  your  advertising  on  WOOD-TV,  Grand  Rapids' 

only  television  station.   The  Western  Michigan  station  with  top 

technical  equipment,  lop  local  and  network  programming 

and  the  top  market  to  go  with  them.* 

"Primary  service,  too.  to  Western  Michigan's  most  populated  area 

including  Muskegon.  Lansing,  Battle  Creek  and  Kalamazoo. 

WOOD -TV 
GRAND     RAPIDS,     MICHIGAN 
Grandwood    Broadcasting    Company. 

Reaches  more  people  who  have  more  and  buy  more 

NBC,    Basic;   ABC,    CBS,    DuMONT,    Supplementary. 

Associated    with    WFBM-AM    and    TV,    Indianopolis,    Ind., 
WFDF,   Flint,   Mich.,   WEOA,   Evonsville,   Ind. 



IN  KANSAS  CITY... 

TO    CHANNEL 

■ 

Jl 

I 
I 

BASIC    CBS    TELEVISION 

AFFILIATE 

Wr 

It's  a  solid  swing  to  Channel  9  on 
the  airwaves   in   the   Kansas   City   mar- 

ket   ..    .     and    solid    selling   for    WHB-TV 
advertisers!     A    full    schedule    of    CBS-TV    net- 

work  programming    .     .     .    plus   a   variety   of   talent- 
packed    locally    produced    shows     .     .     .     put    your    spots 

in     the    right     spot     for     sales  —  on     the     solid     favorite 

of 338,699*    television    homes    in    the    WHBiy    Kansas    City    market! 
90ct     3/   TcpO'l  of  Kdn>jj  City  Electric  As;n. 

FREE !    TO  ADVERTISERS 

AND   AGENCY   EXECUTIVES 

S.  Inj      the  t-pockt'l     i»     magazine 
h«  cl   monthlj    I  .    W  Mil   and   will! 

nd  n> WHB-TV CHANNEL  £%  BASIC  CBS-TV Konsos  City 

22-  195.3 

Davis.    President 
illinp.   General   Manager 

WHB 
SHA8ING  TIME 
WITH   KMtCTV 

Repreiented    Nolionolly   by 

I 

710   KC. 

MNSAS  ClTYs 

OLDEST 

CALL  LETTERS 

10,000  WATTS 

MUTUAL  NETWORK 

Repre$ented 

nol.ooally   b, 

JOHN    BLAIR    &    CO 
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BRISTOL  MYERS    d OES      A      COMPLETE      JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS... 
WMBG 

WCOD 

WTVR 

UCHMOM^W        1  ■ 
S  A  MARTIN  IMC  ~ 

first  television  station 

I     STATIONS    OF    VIRGINIA 

a    tribute    fc%  ffjH^pn 

irin    with    two^MaCia    
rn-^  *J 

Bristol-Myers'    BUFFERIN    is    a    tribute 

|ob.     Bufferin    combines    aspiri 

gredients  which  all  work  together  to  relieve  pain  twice 

as  fast  as  aspirin,  but  without  the  upserJJtCrJLichJwgchjC  ̂ Q 

aspirin   often   causes. NBC  GENtKML  ufltotf 

;nts    ot   tine    entertainment Programming    the    best    ingredier 

and    public    service   also   takes   skill.     The   application 

of  this   skill    by   Havens   and    Martin,    Inc.,    Stations 

has   built   large  and   loyal   audiences  for  WMBG,   WCOD 

and   WTVR   in   the   rich   areas   around    Richmond.    Join   the 

other   advertisers    using    the    First    Stations   of   Virginia. 

WMBG-    WCOD        WTVR 

Havens  &   Martin    Inc.   Stations  are  the  on/y 

complete    broadcasting    institution    in    Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 

WTVR   represented   nationally   by   Blair  TV,    Inc. 

WMBG  represented   nationally  by  The  Boiling  Co. 

TV 

IS  TV 
COMMERCIAL? 

page  27 

Who  listens  to  radio: 

Stock  tv  film  can 

give  new  dimensions  to 
rv  shows,  commercials 

page  38 

t w  Brown  Shoe rv  show  on  2 
radio  stations 

page  40 

na 

Modern  art  r 

tv  commrC'ais 

page  42 



BALTIMORE 

the  city  of 

"ground  rents". 

In  Baltimore  you  can  buy  a  home  without  buying 

the  land  it's  built  on  just  by  paying  an  annual  rent 
on  the  ground.  That  makes  Baltimore  different — 

and  it's  different  as  a  market  too! 

A  HIGHLY  COMPACT  MARKET! 

Baltimore  is  the  most  concentrated  market  in 

America.  More  than  1'3  million  people  packed  right 
in  the  city  limits  and  a  tiny  surrounding  area — 

the  densely  populated  parts  of  a  few  counties. 

W-I-T-H  covers  the  whole  area  at  a  fraction  of  the 

'  "i  powerful,  expensive  network  stations,  whose 

own  affiliates  overlap  their  coverage  areas. 

NIELSEN  SHOWS  W-I-T-H   IN  LEAD! 

In  the  home  city  and  county,  W-I-T-H  leads  every 
other  radio  and  television  station  in  Baltimore  in 

N.C.S.  weekly  daytime  circulation!  That  means  you 

get  far  more  listeners-per-dollar  from  W-I-T-H  than 

from  any  other  station  in  town — regardless  of  power 
or  network  affiliation. 

A  call  to  your  Forjoe  man  will  bring  you  the 

whole  W-I-T-H  story. 

IN     BALTIMORE 

TOM     TINSLEY,     PRESIDENT REPRESENTED     BY     FORJOE     &     CO. 



Air  media   help  in 

N.Y.   paper   strike 

Advertisers   flock 

to  air   in   N.Y. 

Strike   shows   air 

media's   speed 

Tv  draws   record 

crowd    to    Macy's 

Paschall    has    new 

slogan  for  radio 

6  of  10  say  too 

much   sell   in   tv 

Look  for  ANPA  to  make  capital  out  of  slightly  lower  department  store 
sales  in  New  York  during  newspaper  strike.   Actually  sales  lower  this 

year  than  last  anyway.   Secondly,  department  stores,  all  other  retail- 

ers been  spending  guesstimated  510,000  daily  on  New  York's  7  daily 
papers.   During  first  week  of  strike  they  spent  only  510,000  daily  on 

20  radio,  tv  stations — or  80%  less.   Many  cases  they  wanted  to  spend 
more  but  some  stations  were  sold  out  even  before  strike  began. 

-SR- 

Some  novel  aspects  of  newspaper  strike:  General  Electric  placed  "help- 
wanted"  ads  on  air.   Swank  Van  Cleef  &  Arpels,  Fifth  Ave.  jeweler, 

bought  announcements.   Big  theatre  chains — Loew's  especially — and 
many  individual  houses  aired  new  or  current  shows.   Rogers  &  Hammer- 

stein  bought  time  on  several  stations  for  "South  Pacific,"  "Me  and 
Juliet,"  "King  and  I."   First  musical  to  be  reviewed  on  air  minutes 

after  opening  night  curtain  was  "Kismet."   Leon  Pearson  did  critique 
over  WNBC,  WNBT.   All  stations  stepped  up  news  programs. 

-SR- 

Quick  deals  in  N.Y.  strike:  WCBS'  Henry  Untermeyer,  John  Willim  called 
on  Saks  Fifth  Avenue's  Colleen  Utter  10:20  a.m.,  closed  deal,  heard 
WCBS  air  Saks  commercial  45  minutes  later.   Gimbel's  was  called  11 
a.m.,  first  commercial  went  on  12:15  p.m.   Peck  &  Peck  signed  for 

12:00-12:15  p.m.  slot  on  WNBT  first  day  of  strike  (Sunday),  prepared 

commercials  with  live  models  in  12'2  minutes.   Right  after  show  Peck  & 
Peck  signed  for  3:00-3:30  p.m.  period  same  day.   Macy's  meantime 
placed  standing  order  with  WOR  for  all  available  time. 

-SR- 

Pat  Meikle  announced  3  times  during  week  on  her  WABD(TV)  "Magic  Cot- 

tage" show  she  would  demonstrate  new  Mongol  Paint  with  Pencils  kits  in 

Macy's,  New  York,  2  p.m.  following  Saturday.   Record  5,000  children, 
parents  showed  up.   Sponsor:  Eberhardt  Faber  Pencil.   Hicks  &  Greist 

is  agency.   Firm  bought  more  announcements  for  holiday  season. 

-SR- 

Because  broadcasters  deal  primarily  in  audio  and  Americans  are  taught 

"sound  purchase  is  good  investment,"  Benton  Paschall,  general  manager 
of  WNOE,  New  Orleans,  suggests  this  slogan  for  radio  industry:  "Radio 

— America's  sound  buy-word  .  2. 

-SR- 

Is  tv  over-commercialized?   SPONSOR  polled  450  sponsors,  agency  execs, 

broadcasters.   Answers:  Yes — 59.5",  No — 28.2",  Maybe — 12.3'-.   For 
what  should  be  done,  details  of  th3  NARTB's  Tv  Code  and  accomplish- 

ments of  Tv  Code  Board  to  date,  se^  article  page  27. 

SPONSOR,  Volume  7.  S       : "     '  ■    l>  ■  SPONSOR  I 
"  K    I"1    St..  N        l'oik   IT     $S  a  year  in  I"    S.     5'.>  elsewhere.     Knttred  as   second  Has?  mailer  29  January  1!>!9  at  Bait  :  >siofflre  un>! 

- 



id  pout  TO  SPONSORS  for  11  December  1953 

Spot  radio  users 

tell  why  and  how 

Tv  tape  to  slash 

video,   movie  cost 

Annual   radio 

study    Ryan   goal 

New  low-cost  film 

biog  series  out 

Article  on   rating 

services   held   up 

Critique  of  Mogul 

weekly  media  test 

Big  spot  radio  users  have  various  tricks  up  sleeve  to  make  medium 

more  effective.   Among  these:  "Life,"  Pall  Mall,  Esso,  Mermen,  Shell 
Chemical,  American  Airlines.   See  article,  page  30. 

-SR- 

RCA's  historical  tv  color  tape  demonstration  in  Princeton  1  December 
gave  sponsors  some  cost  figures  to  chew  on.   Dr.  E.  W.  Engstrom,  RCA 

Labs  v.p.,  estimated  magnetic  recording  in  color — with  re-use  of  tape 
— will  cost  5-10%  of  color  kine.   Black-and-white  tape  recording  will 
be  10-20%  of  b&w  kine.   Those  attending  demonstration  left  convinced 

video  tape  will  revolutionize  both  tv  and  movie  production.   RCA's 
commercial  production  goal:  1955.   For  background,  see  "The  video 
tape  recorder:  what  it  means  to  sponsors,"  SPONSOR,  30  Nov.  1953. 

-SR- 

William  B.  Ryan,  recently  resigned  BAB  president,  feels  BAB  should 
annually  undertake  type  of  study  recently  pioneered  by  Henry  I. 
Christal  stations  (see  Christal  study  article  page  36).   Ryan  has  long 
been  advocate  of  such  qualitative  research.   In  March  1951  his  first 
official  act  as  BAB  president  was  to  propose  study  of  type  eventually 
carried  out  by  Christal  stations.   Ryan  has  asked  to  be  relieved  of 
responsibilities  as  BAB  president.   Kevin  B.  Sweeney,  BAB  v.p.  since 
1951,  takes  over  as  executive  v.p.  1  January. 

-SR- 

"The  Greatest  Drama,"  novel  15-minute  newsreel  film  biogs  of  famous 
Americans,  now  available  to   sponsors  in  170  tv  markets.   Prices  run 
60%  of  %-hour  Class  A  rate.   Some  samples,  all  commissionable,  with 
time  costs  extra:  Chicago,  $360;  Louisville,  $130;  Omaha,  $150;  Port- 

land, Me.,  $60.   General  Tire  &  Rubber  dealers  took  show  in  40  mar- 
kets under  50-50  co-op  plan.   Movietone  News,  General  Telecasting 

producing  series,  20th  Century  Fox  Film  handling  syndication. 

-SR- 
Details  of  SPONSOR'S  survey  of  2,000  agencies,  advertisers  on  what 
they  think  of  rating  services,  plus  fact  sheet  covering  basic  data  on 

each  of  6  major  services,  plus  SPONSOR'S  Ideal  Rating  Service  and  how 
each  firm  stacks  up  will  be  published  next  issue.   Article,  scheduled 
this  issue,  was  held  up  because  of  vast  research  involved. 

-SR- 
Emil  Mogul  Co.  boosted  Rayco  car  seat  cover  sales  36%  in  18  months 
using  unique  weekly  media  testing  system.   SPONSOR  carried  story  19 
October  as  part  of  All-Media  Evaluation  Study.   Its  All-Media  Advisory 
Board  raised  three  basic  questions  about  system  which  SPONSOR  got 
Emil  Mogul's  Research  and  Media  Director  Joel  L.  Martin  to  answer. 
For  critique,  see  page  86. 

I_ 

\«'ir  national  spot  radio  and  tv  business 
SPONSOR PRODUCT AGENCY STATIONS-MARKET 

T     Babbitt   Co.    NY       Clim    detergent 

CAMPAIGN,   start,   duration 
Harry  B.  Cohen,  NY  200    radio    and    tv    mkts 

-     veton    Paper   Co.  Vanity  Fair  paper  prods.  Paris  and    Peart.    NY Crovcfon.     NH  Blue    Ribbon    paper 
napkins 

Peter   Paul    Naugatuck        Mounds.     Almond    Joy  Dancer-Fitigcrald- 
,    jr    o    t  Sample.    NY Lydia   E     Pmkham   Med-      All    prods  Harry   B.   Cohen,   NY icinc  Co.   Lynn.   Mass 

Sfokcly-Van    Camp.  Van  Camp  s  food  prods  Calkins     b     Holden Indianapolis.     Ind  Carlock.    McClinton &   Smith.    NY 

NY.    Columbus,    Dayton,    Cinci, 
Syracuse.    Buffalo 

65    top    tv    mkts 

200    radio    stns 

8    scattered    radio    mkts 

Radio-tv:    annct    campaign;    mid-Jan;    13 

wks 

Tv:    10-,    20-sec    film    anncts;    mid-Jan; 13    wks 

Tv:     ID's.     chainbrcaks.     60-sec     anncts, 
Class    A    and    B;    1    Jan;    26    wks 

Radio:   60-sec   anncts:  4  Jan;  24  wks 

Radio:    15-min    partic:    Jan:    26   wks 

SPONSOR 



is^coverage 

We  opened,  from  the  Empire  State  Building, 

with  a  16  72  hour  telethon  for  The  Lighthouse. 

$115,000  in  pledges  from   19,500 

verified  phone  calls. 

The  accountants,  at  press  time,  were  still 

adding  and  the  calculators  still  clacking;  AND 

$97,000  was  already  in  the  bank. 

And  those   19,500  phone  calls  came  from 

Ronkonkomo  and  Rumson,  from  Summit  and 

Sea  Gate,  from  Kingston  and  Kings  Highway, 
from  Montclair  and  Mt.  Vernon,  and  from 

thousands  of  other  homes  within  this  great 

Metropolitan  Market. 

this  is  coverage 

new  york 

new  jersey 

BArclay  7-3260 

Mitchell  2-6400 

NATIONAL   REPRESENTATIVES 

WEED   &   CO. 

TELEVISION    CENTER,     NEWARK     1,     N.    J 

14  DECEMBER  1953 

OflflO QOBBODOO OD 
j— i 

OQOO 



the  magazine  Radio  and  TV advertisers  use Volume  7  Nuib 

14  DecemberlS- 

ARTICLES DEPARTMENTS 

Is  tv  over-commercialized? 

SPONSOR  survey  of  agency  executives,  advertisers  and  station  managers  (not 

including  laymen!)  reveals  59.5%  think  tv  is  over-commercialized.  Most  com- 

monly cited  objection  is  double-  and  triple-spotting  of  commercials  £i 

How  six  matin-  spot  clients  iivr  radio 
Radio  and  tv  spot  expenditures  have  been  climbing  steadily  as  advertisers  learn 

about  varied  ways  to  use  spot.  Here,  in  the  first  of  two  articles,  are  six  spot 

radio  case  histories  illustrating  various  approaches  ♦*" 

r,  inn  timebuyers  want  for  Christmas 
Gift   certificates,    luxury    items,    liquor,   fancy   cheese   or   foodstuff    packages    rank 

high   as  desired  Xmas  gifts  in  informal   SPONSOR   poll  among  timebuyers  *»4 

llfio  listens   .  .  .   where   .   .   .  how  .   .   .  why 
Henry  I.  Christal  Co.,  station  rep,  publishes  recent  Politi  qualitative  radio  study 

in  book  form.  It  brings  to  light  important  facts  on  where  and  why  people 
listen,  what  radio  means  to  them  *»© 

.Ire  you  getting  most  out  of  stock  tv  film  supply? 
Some  157  million  feet  of  stock  tv  film  are  available  to  give  a  film  commercial 

or  live  tv  show  new  dimensions  at  low  cost.  Here's  a  report  on  where  stock  film 
for  tv  is  available,  what  it  costs  and   how  it  can   be  used  wo 

How  Brown  Shoe  gets  tv  show  on  203  am  stations 
St.   Louis   shoe    manufacturer   has   radio   program   for   nominal    cost    by    providing 

dealers    with    taped    recordings,    getting    them    to    pay    time    charges  **© 

>Io«l«*rn  art  comes  to  commercials 
Novel  Earle  Ludgin  tv  film  commercial  for  regional  coffee  firm  uses  abstract 

art  coordinated  with  well-timed  music  and  narration.  New  approach  hailed  as 
different,    refreshing,    has    caught    attention    of    Midwest    admen  42 

\ew  SPONSOR  Program  Guide  to  aid  timebuyers 
How  do  all  the  stations  in  a  market  compare  in  programing  emphasis?  Which 

U.S.  stations  schedule  feature  film  or  foreign-language  programing?  SPONSOR'S 
unique  directory  will  answer  questions  like  these,  be  valuable  tool  for  timebuyers  44 

COM  I NC 

What't  wrong  with  the  rating  sgstems? 
The  good  and  bad  aspects  of  air  and  print  measurement  services  are  pointed 

up  in  this  part  (No.  14)  of  SPONSOR'S  All-Media  Evaluation  Study.  Originally 
scheduled    for    14    December   issue,    will    run    28    December    instead  2it    Ifl'C. 

How  six  ma  for  spot  clients  use  tv 

The    second    part    of    SPONSOR'S   analysis    of   how   a   dozen    big   spot    advertisers 
use  broadcast  media,   points  up  the  tv  spot  approach   of  six  varied   clients  28    Dec. 

TIMEBUYERS  AT  WORK 
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correspondence  to  40  E.  49th  St.,  New  York  17.  K.  T 
MUrray  Hill  8-2772.  Copyright  1953.  SPONSOR  PI* LICATIONS    INC. 
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STENERS  PER  DOLLAR 

(1-time.  '  4-hour 

daytime  rates) 

LISTENERS 

There's  no  doubt  about  the  Number  One 

station  in  the  important  Louisiana-Arkansas-Texas 

area.    It's  KWKH,  by  a  tremendous  margin! 

KWKH  delivers  22.3%  more  Average  Daily 

Listeners  than  Shreveport's  four  other  stations 

combined  —  actually  delivers  89.4''    more 
listeners-per-dollar  than   the  next-best  station! 

The  audience  figures  above  are  from  the 

new  Standard  Station  Audience  Report      the 
more  conservative  of  the  two  recent  audience 

surveys  made  in  this  area. 

Write  direct  or  ask  your  Branham  man  for  all 

the  proof  of  KWKH's  overwhelming  superiority. 

KWKH 
A  Shrevefiort  Times  Station 

:0,000  Watts    •    CBS  Radio 

T. 

exos 

~> 

SHREVEPORTf  LOUISIANA 
The  Branham  Co., 

Representatives 
Arkansas 

Henry  Clay,  General  Manager 
Fred  Watkins,  Commercial  Manager 



YOU  CAN  SPONSOR 

THE  BEST  NEWS  IN 

SOUTHERN  CALIFORNIA 

INDEPENDENT  RADIO 

FOR  AS  LITTLE 

AS  $21.90 ! 
KBIG    hourly    five-minute    newcasts,    judged 

the    best    of    any    independent    station 

by  the    Radio   and   Television    News   Club   of 

Southern    California,    can    sell    for    you, 

whatever  your  business  .  .  . 

IS  IT  FOOD?    Von's  Grocery  has  sponsored 
10:25  A.M.  News  since  June    1952. 

DRUGS?    Willard  Tablet  Company  is  in 

its    second    year   with    the    8:25    A.M.    News. 

FURNITURE?      O'Keefe    &    Merritt,    a 

charter    sponsor    since    KBIG's    first    day    on 
the  air,   sells  ranges  on  daily  morning 

newscasts. 

APPLIANCES?     Graybar    Electric    has    sold 

Whirlpool    washers   with    KBIG    Morning 

News  for  the  last  eleven   months. 

RESTAURANTS  or   HOTELS?  Oceansides 

Miramar    restaurant,    trailer    park    and 

shops,   daily   on    KBIG   for  the   last    18 

months,    sell    via    afternoon    Sports    News. 

A  few  seasonal  advertisers  have  just 

concluded     their    newscast    contracts. 

Ask   your    KBIG    representative    or    any 

Robert   Meeker  office  for  these   new 

availabilities,    and    for    the    new    brochure 

giving    all    details    on    KBIG    News    .    .    . 

the    best    in    Southern    California 

Independent  Radio. 

einer 

10,000  WATTS 

at740 KBIG 
STUDIOS  IN  AVALON 

AND  HOLLYWOOD 
GIANT 

ECONOMY 
PACKAGE  OF 

SOUTHERN 
CALIFORNIA RADIO 

The   Catalina    Station 

John    Poole    Broadcasting    Co. 

KBIC  .  KBIF  .  KBID-TV  .  KBIC-TV 

6540   Sunset   Blvd.,   Hollywood   28,  Calif. 

HOIIywood    3-3205 

Nat.   Rep.   Robert  Meeker  Associates,   Inc. 

Clarke  J.  Triiriccitf.  Beaumont  &  Hohman, 

Chicago,  is  continuing  Greyhounds   tv  station-break 
campaign  in  a  handful  of  <  ities  that  the  firms  co- 
sponsored  Omnibus  does  not  reach    <  CBS  TV,  Sun- 

days 5:00-6:30  p.m.).    For  two  seasons  he 
researched  availabilities  near  top-rated  tv  shows 

ail  over  the  country  for  Greyhound's  s]>ot  campaign. 
"Now  that  Greyhound  commercials  are  aired  each 
week  via  a  l\-station   CBS  TV  network,  my  job 

is   much   easier,"   Clarke  explains.    "I   have  to 

place  chainbreaks  in  only  a  jeiv  additional  cities." 

Arthur  Harrison.  Harry  B.  Cohen.  New  York, 
is  buying  time  for  six  major  accounts,  including 

Glim.  Lxdia  Pinkham,  IF  est  End  Brewing  Co.,  Pear- 

son Pharmacol,   Whitehall  Pharmacol  and  Black- 
Draft.   As  a  Charles  Antell  timebuyer  before  joining 
the  agency,  Arthur  had  to  work  closely  with  station 

personnel.    "My  job  was  partly  educational,"  he 
remarks,  "since  I  had  to  persuade  tsations  to  carry 
our  unusual  program  format — a  lr>-minute  product 
demonstration."    This  experience,  he  feels,  is  helping 
him  gain  maximum  station  cooperation  in  getting 
top   adjacencies   for   his   current    accounts. 

J  a  one  Smothers.  Cecil  &  I'resbrey.  New  York, 

Inns  women's  show  participations  for  McCormick 
&  Co.  once  a  year  on  a  39-week  basis.    Then 

her  job's  done,  and  the  copywriters  take  over,  since 
the  firm   rotates  commercials  among  its   whole 
line  of  products:   everything  from  spices   to   tea, 

both   hot  and  iced.    "I  buy  minute  participations 
on  local  radio  and  tv  women's  shows,"  Jayne 
expalins,   'because   we   feel  that   one   good   long 
hard  sell  from  one  to  three  times  a  day  by  a  local 

personality  is  more  effective  than  frequent,  im- 

personal short   commercials." 

Howard  Spokes.  Cunningham  &   Walsh.  New 
bought  schedules  in  70  Eastern  markets  for  his 

Liggett  and  Myers  account.    "The  bulk  of  cigarette 
advertising  is  usually  carried  by  network  radio  and 

tv,    he  told  SPONSOR,  "except  when  we're  introducing 
a  new  product.   In  this  October  through  December 
campaign  we  launched  L  &  M  filters  with  a  heavy 

radio  and  tv  spot  schedule  east  of  the  Mississippi." 
Vol  counting  hitchhikes  on  various  L  &  M  net 

shows,  the  filter  is  being  advertised  with  some  80 
announcements  a   iteek  in   New   York  alone. 

SPONSOR 
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IN    "THE     PULSE    OF    GREENSBORO"    REPORT 

Previous   opinions   now  proven   facts   in   this   survey 

Bob  Poole  is  established  as  the  top  radio  personality  in  Greens- 

boro. "Poole's  Paradise"  is  the  favorite  locally  produced  early  morning 
show  by  a  wide  margin. 

WBIG  is  the  station  local  listeners  tune  in  most  .  .  .  morning, 

afternoon  and  evening  ...  to  hear  a  carefully  balanced  program  of 

our  own  plus  network  shows. 

In  popularity,  WBIG  is  a  2  to  1  favorite  when  its  rating  is  com- 

pared to  the  combined  average  of  all  Greensboro  competition. 

We  will  never  be  satisfied  with  less  than  the  No.   1    spot. 

/Pi 

GREENSBORO.  N.C 

Contact  Hollingbery,  our  national  repre- 
sentative .  .  .  get  the  revealing  facts  from 

"The  Pulse  of  Greensboro"  report. 

In  28th  Year  of  Broadcasting 
CBS    AFFILIATE       5000     WATTS 

14  DECEMBER  1953 



ALL  THE  WORLD'S  A  STAGE  ..." 
...  and  the  ever-changing  panorama  of  television  entertainment  is 
constantly  reflected  in  WDSU-TV's  studios  in  New  Orleans  Pat- 

terned after  a  Hollywood  soundstage,  the  largest  studio,  by  means 
of  specially  designed,  electrically  controlled  folding  doors,  can  be 
converted  into  2  independent  telecasting  areas.  Adding  further 
flex,bil,ty  is  the  recent  installation  of  the  Cyclorama  system  of  set 
design  (one  of  the  very  few  outside  of  New  York),  which  permits 
local  productions  of  network  caliber.  "All  the  world".  .  .  can  always be  found  in  the  studios  of  WDSU-TV,  New   Orleans    





-Want  to  see 
your  sales 

SKY  HIGH? 

anchor 

your /advertising 

I .  I  luge  coverage    2 

"\ii  "I  :i  French  radio 

homes  in  Quebec. 

2.   Hundreds  of 

thousands  of 

fail  Mill  listeners  day 

and  nighl  as 

reported  by  B.B.M. 

3.  Selling  power 

se<  ond  to  none 
  0  box  tops 

lasl   vear 

CBS  Outlet  in  Montreal 

Key  Station  of  the 

TRANS-QUEBEC  radio  group 

CKAC 
MONTREAL 

730  on  the  dial  •  10  kilowatts 
Representatives 

Adam  J.  Young  Jr.    New  York,  Chicago 
Omer  Renaud  &  Co    Toronto 

flui MADISON 
sponsor  invites  letters  to  the  editor. 
Address  40   E.  49  -St.,  New  York  17. 

85  TIMEBUYERS 

The  story  on  timebuyers  in  the  No- 

vember 16  issue  ["85  timebuyers," 
page  38]  was  extremely  interesting  and 
1  for  one  agreed  with  many  of  the 

comments.  I  think  your  publication 

improves  with  age  and  I  look  forward 
to  receiving  it. 

Penm    Simmons 
I  imebuyer 

Foote,  Cone  &   Belding 
New  York  17 

POSTSCRIPTS  TO  CONTROVERSY 

Having  had  myself  to  do  plenty  of 

hard  scrapping  since  I  got  into  this 

doggone  industry  of  ours,  I  particu- 
larl)  appreciate  it  when  a  fellow  puts 
on  a  fight  for  something  he  believes  in, 

and  especially  when  he  takes  on  a 

giant   the    way    you   have   done. 

Your  "Postscripts  to  a  controvers\ 
[10  August  1953,  page  118)  reminded 

me  that  I've  been  meaning  to  send  v  ou 
this  letter  for  some  time.  Our  congrat- 

ulations to  sponsor  have  been  long 
overdue! 

R.  R.  Kaufman 
President 
Guild   Films    Co. 

New  York  17 

STUDENT  RATE 

I  am  interested  in  subscribing  to 

your  magazine.  I  am  majoring  in  ad- 
vertising and  would  like  to  know  if 

you  have  any  student  rates.  Please  ad- 
vise  because  there  are  other  students 

also   interested   in  subscribing. 
\\  i i.i.i  v m  Santoni 

f\(ij>pa    Sigma    House 
Gainesville.  Fla. 

•       Student     rate    is    St    m    >..ir. 

REPRINT  PERMISSION 

(  lark  Agnew,  of  Lennen  &  Newell, 
and  I  have  contracted  to  write  a  text 

book,  Television  Advertising,  for  Mc- 
Graw-Hill. Your  own  excellent  book. 

Television  Advertising  and  Production 
Handbook,  is  naturally  an  invaluable 

Bource,  and  you  may  be  sure  we  are 
stud]  ins  it  in  detail. 

In  addition,  however,  we  would  very 

much  appreciate  advice  and  informa- 
tion from  you  specifically  in  relation 

to  our  own  project,  and  permission  to 

reprint  certain  pertinent  material  from 
SPONSOR. 

Neil  O'Brien 
Lennen  &  Newell,  Inc. 

New  York  17 

•  "Television  Ad\  ertiotng  and  Production  Hand- 
book" was  edited  bv  SPONSOR'-  president  and 

editor,  .Norman  Glenn,  in  eonjunetion  with  Irving 
>etirl.  merchandising  and  Mle*  promotion  con- 

sultant, Du  Mont ;  ad  manager  of  Concord's.  Inc., 
and  an  instructor  ••  I  radio  and  tv  at  Pace  Col- 

Lege.  Permission  to  reprint  material  from  SPON- 
SOR may  be  obtained  by  putting  the  request  In 

w  rii  in-. 

FARM  ISSUE 

I  want  to  thank  \ou  for  the  support 

SPONSOR  has  given  farm  broadcasting 
in  the  October  19  issue.  I  know  I  am 

late  in  thanking  \ou  because  of  a  Eu- 

ropean trip.  I  ha\en't  had  a  chance 
to  read  it  until  this  week.  I  thought  it 

was  the  best  job  anyone  has  done  in 

covering  the  farm  field.  It  must  have 

taken  a  tremendous  amount  of  organi- 

zation to  put  the  facts  in  such  a  con- 
cise, well-written  manner. 

Frankly,  I  was  amazed  to  find  that 
managers  give  such  little  support  to 
farm  broadcasting  activities  in  the 

East.  At  both  the  Chicago  and  Kansas 

City  clinics,  we  had  far  more  managers 

and  sales  managers  on  hand.  It  is  to 

be  expected,  of  course,  but  I  think 

one  of  our  biggest  jobs  is  to  get  man- 
agers interested  in  what  we  have  to 

offer,  and  apparently  along  the  East- 
ern Seaboard  we  have  a  long  way  to 

go.  Articles  like  yours  certainly  ought 

to  stir  up  some  interest  in  farm  broad- 
casting and  telecasting  among  the  man- 

agers and  sales  managers. 
Mal  Hansen 
President 

Natl.  Assn.  of  FIFO's 

10 

SCHWERIN  TECHNIQUE 

The  brief  reference  to  Schwerin  Re- 
search in  vour  16  November  article 

on  new  tv  noting  figures  "W  ill 
Starch's  new  tv  noting  figures  upset 

buying  strateg)  ?",  page  40].  may  give, 

in  the  storv's  particular  context,  a  mis- 
leading impression  of  the  type  and 

scope  of  our  service.  This  could  read- 

in  be  shown  by  reference  to  sponsor's 
excellent  past  coverage  of  Schwerin 
acth  ities. 

Far  from  resulting  "primarily  in  a 

set  of  'like  and  dislike'  curves." 
Schwerin  commercial  tests  have  long 

employed  remembrance  as  the  central 

— though  not  the  only — measure.    We 

SPONSOR 

. 
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W: IPs 
They  arc  the  most  important 

people  in  town.  They're 
your  customers  who  turn  to 

WTOP-TV  ( 1,648,926  of  them 

each  week).  Day  in 

and  out,  more  of  them 

watch  wtop-tv  than 

any  other  station.  And  they 

spend  more  time  with 

wtop-tv  ...  1 ,275,000  more 

hours  a  week  . . .  than  with 

the  second  station.  To  see, 

and  be  seen  by,  the  right 

people  in  Washington,  the 

right  place  is... Channel  9, 

WIOP-TY 
The  Washington  Post- 

CBS  Television  Station,  which 

is  represented  nationally  by 

CBS  Television  Spot  Sales 

Sources  on  request 

I 



Names 

B8 news  make 

//  *  // newscasts 
/ 

/ 

\ 

for  audience  and  sponsors 
Nothing  like  a  little  ingenuity  to  win  audiences  and  influence  sponsors! 

That's  the  opinion  of  WAPI,  Birmingham,  Alabama,  as  the  result  of  a 
continuing  project  which  the  station  is  using  most  successfully. 

Each  day,  the  station  scans  The  AP  local,  regional  and  national  news 

reports  for  the  names  of  Alabama  persons.  A  copy  of  the  story  is  sent  to  the 

individuals  named,  together  with  a  personal  note  inviting  them  to  listen  to 

the  newscasts.  A  daily  radio  newscast  schedule  is  enclosed. 

Listeners  go  for  the  idea— and  so  do  their  relatives,  friends  and  neighbors. 

The  second  pay-off  comes  when  prospective  newscast  sponsors  see  the 

collection  of  letters.  Then  the  station's  audience  becomes  more  than  a  face- 
less throng.  Here  are  real  names... real  people... real  potential  customers. 

Says  Henry  P.  Johnston,  WAPI  president: 

' '  By  humanizing  our  audience,  we  alerf 

fhe  sponsor  to  his  sales  opportunities. 

Much  of  the  idea's  success  leans  on  the 

fact  that  from  AP  we  get  solid  cover- 

,,  ....  .  age    backed    up    by    The    AP's    solid I  J  your  station  is  not  yet  using  Associated  . 

Press  service,  your  AP  Field  Representa-  A  prestige. 
live  can  give  you    complete  information. 
Or  write  — 

Those  who  know  famous  brands... 

know  the  most  famous  brand  in  news  is  JP 

12 
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began  remembrance-testing  of  commer- 

cials late  in  l''17.  initially  using  an 
"aided"  approach,  and  introduced  « >u i 
present  unaided  response  technique  ;it 
the  beginning  of  L951.  We  have,  in 
the  ensuing  time,  tested  around  2,000 
i\  commercials  l<>r  man)  of  the  coun- 

trj  'a  leading  advertisers. 
"(  aptive  audier*  e"  is,  of  course,  the 

standard  antipathetic  phrase  for  our 

type  ol  research,  just  as  "shallow 
draught"  or  "weak  signal"  arc  labels 
pinned  on  techniques  depending  <>n 
later  recall  l>\  those  hostile  t<>  them. 
Actually,  both  kinds  of  research  have 

useful  purposes  to  Berve.  Without  1 1  \  - 
big  to  go  into  too  much  detail  here, 
these  are  Borne  distinctive  features  of 

the  Schwerin  methods:  (a)  commer- 
<  i.il  remembrance  and  reaction  to  pro- 

gram can  be  studied  as  a  unit;  (b) 
detailed  audience  group  information  i- 

-ecured:  (c)  experimental  tests  do  not 
involve  setting  up  special  broadcast 
situations;  (d)  there  is  immediate 

strong  recapture  of  remembrance;  (el 

the  respondents  are  not  exposed  to  dif- 

ferent stimuli  in  the  time  intervening 
between  the  commercial  and  their  re- 

sponses   (f)    the  effect  of  individual 

commercials  can  he  isolated:  (g)  there 

is  les-  "playback"  of  sales  points 
picked  uj>  from  the  sponsor's  past  ad- 

vertising than  is  commonl]  encoun- 
tered when  delayed  measures  are 

made;  ihi  adequate  personal  informa- 
tion can  be  secured  from  the  respon- 

dents so  that  properlv  matched  sam- 
ples can  be  drawn. 

The  present   need   is   for  much  wider 

use  «f  qualitative  research,  not  for  in- 
ternecine warfare  as  to  the  merit-  of 

existing  services.  In  that  connection 
I  inereK  wanted  to  clarifv  the  record 

as  to  the  experience  and  techniques  of 
the  various  organizations,  since  only 
with  accurate  information  can  those 
with  problems  to  solve  make  an  intelli- 

gent choice, 
Leonard  Kudiscb 

Executive  I  ice  President 

Schwerin  Research  Corp. 
New  York  19 

It  seems  odd  that  the  recent  Starch 
report  on  the  effectiveness  of  tv  com- 

mercials |"\\  ill  Starch's  new  tv  noting 
figures  upset  buying  strategy?",  li> 
November  1953,  page  40:  "Beware  of 
these  misuses  of  Starch  tv  figures."  30 
\ovember  1953.  page  42]  has  occa- 

sioned such  a  furor  on  Madison  Ave- 
nue in  light  of  the  general  reluctance 

to  guc  similar  <  onsideration  to  the 

Starch  reports  on  individual  newspa- 
l it- 1  ail  readership. 

Since  W  OWO  operates  onl)  in  the 

rea  of  the  nation's  most  effective  low- 
«  ..-t  medium  i  adio  we  can  l"ok  at 

ilu-  most  r©  enl  researt  h  development 
in  a  i athei  detached  tnannei ,  Natui al 

i  uriosity,  however,  demands  an  answei 
to  the  question:   Win    Starch   reports 
for  tv    i  and   ma\  be  radio)    I'Ul   not    foi 

newspapers? 

(  !aRL  W  .   \  tNDAGRIl ■'! Manage} 

11  OWO,FortH  ayne2 

SPONSOR   BECOMES   "SPONSOR 

Enclosed  are  i  w o  medal-  I  see  pic- 
ture) that  we  at  KCMO-T\  and 

KCMO-Radio  would  like  to  present  to 

you.     rhese    are   sponsor    badges    for 
the    1953    American    Roval    Livestock 

and  Horse  Show  here  in  Kansas  City. 

^  ou  most  certainly  are  entitled  to 

these  badges  in  view  of  the  might j 

fine  work  you  have  done  in  furthering 

the  promotion  of  radio  for  rural  (ov- 
erage. 

E.  K.  Hartenbower 
General   Manager 
KCMO   Broadcasting  Co. 
Kansas  City  8 

RADIO  IN  TV  MARKETS 

We  found  the  material  you  sent  li- 
on radio  in  tv  markets  of  very  greal 

interest  and  would  like  to  duplicate 
some  of  this  material  and  send  it  to 

our  local  advertisers.  We  would  ap- 
preciate it  very  much  if  you  would 

give  us  permission  to  do  so. 
I  .    \.  \  w    \i  -n  \i 
Manager 

K  vrt: 
llhert  Lea.  Minn. 

•        rrrmi--inn     to     reproduce    SPO>SOR     material 
i-   frequently   grantrd.     Reque-t   mu-t    he    in   writing. 

A  TOP  ARB 
STATION 

IN    LESS   THAN 
45  DAYS 

14  DECEMBER  1953 

Decatur,  Champaign,  and  Springfield 

are  yours  when  you  use  WTVP.  WTVP, 

located  in  the  center  of  this  vast  po- 
tential market  for  your  product,  has 

brought  about  this  phenomonal  set 

conversion — by  hard  hitting  .  .  .  pro- 

gramming to  the  consumer.  .  .  .  The 
result  is  your  product  will  be  sold 

solid  on—  WTVP, 

'Before   1st   World  Senes  TV 
in  Decatur  Area 

WTVP 
CHANNEL    17 

DECATUR,  ILLINOIS 

Repre.ented  by  George  W.  Clark,  Incorporated 

13 



Pittsburgh's  PIONEER 
UHF  television  station! 

..IT'S  GOOD 

BUSINESS 

TO  SELL 

THE  RICH 

PITTSBURGH 

MARKET 

..THROUGH 

, 

&6*H*tet  53   f 
PITTSBURGH PITTSBURGH 

National  Rep rtstntativts:  WEED  TELEVISION 

York         Chicago        Detroit         Boston 

Can  Fron:i»co        Atlanta        Hollywood 

I%eiv  developments  on  SPONSOR  stories 

"23    years    with   the   same   program" 

26   February    1951,   page   26 

Subject:      "Voice    of    Firestone"    celebrates    25 vears  on   radio 

Voice  of  Firestone,  which  .elebrated  its  twenty-fifth  year  on  radio 
30  November,  is  unique  for  its  method  of  operation  as  well  as  for 

its  longevity  on  the  air. 

The  half-hour  musical  program,  oldest  coast-to-coast  musical  show 
on  network  radio  today,  is  currently  in  its  fifth  year  as  a  simulcast. 

To  mark  its  silver  anniversary  on  the  air  it  bought  an  extra  half 

hour  on  tv,  doubled  the  choru-,  augmented  the  orchestra  and  re- 
peated two  songs  used  on  the  original  broadcast. 

Perhaps  just  as  noteworthy  as  its  long  history  on  the  air  is  the 
fact  that  it  is  one  of  the  few  major  network  shows  today  that  is 

simulcast.  Here's  how  A.  J.  McGinness.  national  advertising  man- 
ager for  Firestone  Tire  &  Rubber  Co..  Akron,  makes  the  most  efficient 

and  economical  use  of  the  simulcast: 

1.  The  production  staff  at  all  times  keeps  in  mind  the  fact  that 

a  good  share  of  the  audience  is  only  listening  to  the  program.  There 

is  never  any  request  that  the  audience  "look  at"  or  "watch"  anything, 
either  in  the  program  itself  or  in  the  commercial?. 

2.  Since  both  shows  have  identical  scripts  and  formats  the  sponsor 

saves  on  the  cost  of  a  separate  cast,  rehearsal  hall,  production  staff. 
The  addition  of  scenery  and  costumes  converts  the  radio  show  into  a 
television  show. 

In  recent  months  Firestone  has  found  another  way  of  getting  extra 

yardage  out  of  its  air  efforts.  All  its  print  advertising  carries  the 

tag  line.  "Enjoy  the  Voice  of  Firestone  Monday  evenings  over  NBC 

Radio  and  Television."  Now  the  simulcast,  in  turn,  is  drawing 
attention  to  specific  print  advertisements. 

For  example,  recently  listener?  and  viewers  were  asked  to  "Be 
sure  to  see  the  double-page  ad  in  the  Saturday  Evening  Post  out 

Wednesday."  On  tv,  a  closeup  of  the  ad  followed,  showing  a  number 

of  children's  toys.  The  announcer  described  the  picture  for  the 
benefit  of  radio  listeners.  Then  the  closeup  dissolved  to  a  shot  of 

the  toys  in  action.  No  prices  were  mentioned,  but  the  announcer 
added  that  further  details  were  given  in  the  print  advertisement. 

The  show  is  aired  Mondays  8:30-9:00  p.m.  over  62  tv  and  156 
radio  stations  at  a  cost  of  $21,000  for  talent  and  production  for  each 

simulcast  (cost  figures  from  sponsor's  Radio  and  Tv  Compara- 
graphs  i .     \ge:icy:  Sweenev  &  James.  Chicago.  •  *  • 

First  broadcast  of  "The  Voice  of  Firestone"  took  place  3  December  1928  over 
NBC  Radio,  featured  tenor  Franltlyn  Baur,  Harvey  S.  Firestone  Jr.  and  Harvey  S. 
Firestone    Sr.    (left   to    right).      Show    celebrated    25    years    on    air    30    November 
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got  somethi
ng  to  se U  in  Detroi

t? 

Mulhollands 
the  Man 

IV ho  can  se 
U  M 

How  can  we  tell  it?  .  .  .  letters,  sales,  contracts  and  ratings 

prove  it.  Advertisers  and  audiences  seek  out  WWJ's 
Ross  Mulholland,  the  man  who  sells  with  record-music 
from  1  to  3  P.M.  on  weekdays. 

Mulholland's  following  consistently  ranges  from  14r,'  to 
19r,  of  Metropolitan  Detroit's  8-station  audience,  dur- 

ing early  afternoons  when  adult,  purchase-planning 
listeners  control  the  home  radios. 

Mulholland's  advertisers  are  happy  with  their  increased 
sales.  Their  letters  tell  him  so,  and  their  renewals  of 

WW  J  time  prove  it's  so. 

Automobiles  or  zircons  or  zwieback  or  whatever  you  produce  .  .  . 

let  Ross  Mulholland  sell  them  for  you  in  Detroit,  a  wealthy  market 

with  V/i-million  home  radios. 

Ai*ociot# 

UUvition  Stalk*   WWJ-TV 

AM-JSO  KILOCYClES-5000  WATTS 

FM-CHANNEl  M6-97.1  MEGACYCLES 

Basic  NBC  Affi//ofe 

THE  WORLD'S  FIRST  RADIO  STATION    •    Own«d  ami  Operc/ed  by  THE  DETROIT  NEWS    •   National  Representatives:  THE  GEO.  P.  HOLUNOBERY  COMPANY  I 
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70P-&47ED 
EACH  A  PROVEN  NETWORK  SUCCESS 

e 
Thrilling  starlit  dramas  for  every  member  of  the  family! 

Now — from  the  current  Schlitz  Playhouse  of  Stars 

series,  26  half  hours  that  sparkle  with  box-office 
favorites  like  Joan  Caulneld,  Peggy  Ann  Garner, 

Preston  Foster,  Maureen  O'Sullivan.  And  what 
wonderful  stories!  By  Somerset  Maugham,  F.  Scott 

Fitzgerald,  Thomas  W.  Phipps,  and  many  other 

"greats."  A  tried-and-proven  way  for  the  smart 
advertiser  to  win  big  audiences,  week  after  week! 

Just  how  big  is  evident  from  these  local  ratings.* 

Boston   32.8         St.  Louis   41.5 

Dayton   30.5         Chicago   25.2 

Minneapolis    .  .  .  29.5         Seattle   48.0 

Use  these  faces  to  launch  a  sales  campaign! 
Top  stars  appear  regularly  on  THE  PLA  YHOUSE. 

if    M 



Sm/fMTSf/OM 
OFFERED   LOCALLY   FOR  THE   FIRST  TIME 

ft* 

This  is  the  TV  film  series  that  zoomed  into  a  45.3  Nielsen  rating  (Aug.  1953) 

—  the  nation's  Number  One  show!  It's  based  on  actual  cases  from  the  files 
of  police  confidence  and  racket  squads.  Each  half-hour  show  is  an  action- 

packed  chapter  in  the  annals  of  rackets  and  "confidence  games"  that  could 
victimize  you.  Big  public-service  appeal ...  a  real  buy  for  advertisers  looking 

for  quick,  profitable  sales.  Here's  how  RACKET  SQUAD  rates  locally:* 

Cleveland   37.5 

New  York   28.5 

New  Orleans    ....  42.5 

Chicago   30.4 

Toledo   56.0 

Pittsburgh   46.3 

tRating  Source;  Telepulse,  December  1962 

FILM     SYNDIC  ATIO 
In  New  York:  Don  L.  Kearney,  7  West  66th  St.,  SU  7-5000;  in  Chicago:  John  Burns,  20  North  Wacker  Drive,  ANdover  3-0800 



Reach  'em 
on  wheels 

in  New  England- 

The  Dr.  Forest  L.  Whan 

Survey  shows  how! 

More  than  half  use  car  radios 

daily.  According  to  the  Dr.  Forest 
I  Whan  Survey  of  the  Boston  Trade 
and  Distribution  Area  (the  most 

thorough  audience  survey  ever  com- 
pleted in  New  England)  New  Eng- 

landers  arc  among  the  nation's  largest 
users  nl  car  radios.  Better  than  half 
the  motorists  there,  both  men  and 
women,  have  their  radios  on  daily  as 
they  drive.  Thus,  to  reach  the  biggest 
audience  in  New  England,  use  radio., 

the  medium  that  seeks  out  your  cus- 
tomers wherever  they  are! 

More  listeners  than  any  other 

station.  According  to  the  same  sur- 
vey, WBZ  rates  first  as  the  station 

"listened  to  most."  For  daytime  lis- 
tening,  17.0  percent  of  those  inter- 
viewed  named  WBZ  (compared  with 
13.7  percent  for  the  second  station, 

10.9  percent  for  the  third).  For  night- 
lime  listening,  the  figures  are  even 
stronger:  28.6  percent  named  WBZ, 
9.5  percent  named  ihe  second  station, 
and  8.5  percent  the  third. 

With  the  Whan  report  on  your  desk, 

you're    equipped    to    get    the    biggest 
value  for  your  New  England  radio 

dollar.  If  you  haven't  a  copy  of  this 
report,  get  in  touch  with  WBZ  or 
Free  &  Peters. 

WBZ 
BOSTON 
50,000    WATTS 
NBC    AFFILIATE 

WESTINGHOUSE 
RADIO     STATIONS     Inc. 

WBZ-WBZA-KYW-KDKA 
WOWO-KEX-WBZ-TV-WPTZ 
National  Representatives,  Free  &  Peters, 
except  for  TV;  for  WBZTV  and  WPTZ, 

NBC  Spot  Sales 

by  Bob  Foreman 

When  you  listen  to  your  radio  these  days,  especially  to  the 
disk  jockey  type  of  opus  on  the  independent  stations,  you 
may  come  to  the  conclusion  that  radio  copy  is  being  presented 

in  a  more  blatant  way  than  ever.  And  you'd  be  right — espe- 
cially in  the  field  of  recorded  announcements. 

I  doubt  if  such  a  revelation  is  going  to  make  you  think 

more  highly  of  the  aesthetics  of  the  medium,  but  you  may  con- 
cur with  the  economics  and  psychology  of  it. 

Today  most  radio  advertisers  and  certainly  all  network 
and  station  operators  are  aware  of  the  tremendous,  as  well  as 

uncharted,  out-of-the-home  listening  to  radio  in  addition  to 

the  common  practice  of  radio  listening  that's  done  regularly 
in  other  than  the  living  room.  For  example,  bedroom  listen- 

ing while  someone  is  reading  the  papers,  kitchen  listening 

while  someone  is  preparing  Baked  Alaska,  playroom  listening 
during  a  ping-pong  match,  and  so  on. 

To  capture  the  attention  of  these  audiences  or  to  penetrate 
the  wall  of  their  inattentiveness,  radio  copywriters  have 
rightly  chosen  to  use  louder  audio  gimmicks.  Pall  Mall  is 
relying  on  a  metronome  and  droning  repetitive  line  to  make 
this  point  sink  in:  One  smoker  every  three  minutes  switches 
to  Pall  Mall.  Other  advertisers  are  stepping  up  the  decibels 
with  echo  chambers,  drums,  pistol  shot?  and  so  on  as  well 

(Please  turn  to  page  58) 

Here  are  some  topics  Bob  Foreman  has  covered  in  '53: 
How  television  affects  the  agency    72   January 
Dealer  reaction   to   television                  26   January 
Transition  jrom  print  to  television  9  February 
Common  sense  and  advertising         _  23  February 
Summer  programing  on   tv       6  April 
Training  the  young  tor  television  20  April 
Advertising  and  the  corporate  personality                  4  May 
Television   misinformation                                              _._  18  May 

Hon  tv  is  affecting  family  living  patterns    7  June 
How  to  select  media                          75  June 

Why  hard-sell  sells  on  ti  29  June 
Fall  trends  in  broadcast  media  73  July 
The  announcer  dilemma                                            27  July 
I  iewer  identification   with  tv  stars  ..  10  August 

I  v*s   theory    oj   diffusion                         7  September 
Why    video    tape   is    the    tv   H-bomb    79  October 

Television's  handicap :  inflexibility    2    November Television  ideas  and  realities    30    November 

18 
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all  this 

and  more WASHINGTON 

on  channel 
all  this 
After  December  11  your  sales  message  will  reach  this  vast,  rich 

market  with  a  stronger,  clearer  signal  and  picture  on  KOMO-TV, 
Channel  4.  Maximum  power  of  100,000  watts  combined  with  a 

maximum  antenna  height  of  1,000  feet  (highest  in  the  area)  on  low 

Channel  4  will  give  your  TV  advertising  the  best  Western  Wash- 

ington coverage  of  any  station  in  the  area.  Hitherto  "blind  spots"  and 
fringe  areas  will  now  be  covered  by  big  and  powerful  KOMO-TV. 

SEA 

and  more 
KOMO-TV  will  be  the  NBC  television  affiliate  for  Seattle  and  Western 

Washington.  KOMO-TV  will  have  the  star-studded  programs  at  the 

same  time  they  are  aired  in  New  York  City.  The  outstanding  per- 
sonalities in  the  Pacific  Northwest  in  news,  home  service  and  variety 

are  scheduled  as  participation  features.  Plan  your  TV  spots  adjacent 

to,  or  in,  the  best  shows  in  Western  Washington. 

KOMO's  prestige  and  leadership  in  the  field  of  radio  for  over 
twenty-six  years  is  the  heritage  of  KOMO-TV.  Studio  facilities  which 
were  designed  and  built  for  television  are  second  to  none  in  Western 

Washington  for  accessibility,  acoustical  qualities  and  size.  KOMO-TV 
has  the  personnel,  talent,  facilities  and  experience  to  do  the  best 

television  advertising  job  in  Western  Washington. 

K OMO 
NBC   FOR  SEATTLE  AND   WESTERN   WASHINGTON 

SEE  YOUR  GEO.  P.  HOLLINGBERY  REPRESENTATIVE  FOR  TIME,  PARTICIPATION  AVAILABILITIES  ANI 

ADJACENCIES-MINUTE,  20  SECOND  OR  ID-TO  START  DEC.   11.  PLACE  YOUR  ORDER  NOW! 

14  DECEMBER  1953 
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DAYTIME    DOLLARS    BUY    MORE 

In  NBC  daytime  television  your  advertising 

dollar  becomes  more  elastic  and  more  efficient. 

Compared  to  the  average  of  all  nighttime  tele- 

vision shows,  the  average  NBC  daytime  TV 

program  reaches  more  homes  per  dollar  .  .  . 

gives  you  up  to  three  times  more  commercial 

time  for  your  money  .  .  .  and  gives  you  up  to 

three  times  the  commercial  frequency.  These 

are  only  a  few  of  the  reasons  why  daytime 

dollars  buy  more  when  they  are  wisely  placed 

in  N  B  C  daytime  television. 

NBC        TELEVISION 

a  sirricc  of  Radio  Corporation  of  America 



New  and  renew 14       DECEMBER       1953 

1. rVettJ  on    Itutlln    V  e  lit*  or  Us 

SPONSOR 

Ami-ncin    Oil    Co.    Bait 
Carter    Prodi.    NY 

Carter    Prods,    NY 

Credit     Union    Nat  I    Assn. 
Madison,    Wis 

Druggists     Supply     Corp. 
NY 

Cillcftc     Safety     Razor. 
Boston 

Cillcttc     Safety     Razor. 
Boston 

Crand    Duchess    Steaks. 
Akron 

Texas    Co.     NY 

Toni    Co.    Chi 

Travelers     Insurance. 
Hartford.    Conn 

AGENCY STATIONS 

Joseph    Kati.    Bait 
Ted    Bates.    NY 

Ted    Bates.    NY 

|     Walter    Thompson,    Chi 

ROR,    NY 

Maxon.    Boston 

M.ixon.    Boston 

DiNuoscio     Adv.     Akron 

Kudner,    NY 

Titham-Laird.    Chi 

Y&R.    NY 

CBS    83 

CBS    204 

CBS    204 

MBS  563 

MBS  480 

MBS  567 

CBS    204 

MBS  46 

ABC   375 

CBS    2C4 
NBC  200 

PROGRAM,   time.   start,   duration 

Years   of    Crisis;    Sun    10-11    pm      3    (an     54    only 
My    Friend    Irma.    T   9  30   10    pm      15    mm    of    prog 

1    Dec.    52   wks 

Nora    Drake;    Th    2  30-45    pm;    26    Nov    thru    31 

Dec;    off    9    Jan    '54     City    Hospital.    Sat    1  - 1  ;30 

pm;    52    wks People    Helping    Each    Other.    Sun    4  55-5    pm      3 
Jan      54;     no      wks    not    set 

Multi-Mtssige     Plan;     M-F    8-8  30    pm :     16    partic 
betw    2-23    Dec 

Blue-Cray    Came;    Sat    2  45    pm    to    concl;    26    Dec 

only 

Orange    Bowl   Football   Came;   F    1  45   pm   to  concl 
1     Jan      54    only 

Remember  with   Tiny   Fairbanks:   Sat   11:15-30   am; 
28    Nov;    13    wks 

Metropolitan    Opera;    Sat    2    pm    to    concl;    5    Dec; 

18     performances 
My   Friend    Irma;  T  9:30-10  pm ;   1    Dec:   52   wks 

Voices  &  Events  of  1953;  Sun  5-6  pm;  27  Dec  only 

2. Renewed  on  Radio  \etworUs 

SPONSOR  AGENCY 

Ass'n  of  American  Rail- 
roads.   Wash.    DC 

Ccneral    Motors.     Dctr 

Coodycar  Tire  &  Rubber 

Co.    Akron 
Lewis  Howe  Co.  St  Louis 

Benton  &   Bowles.   NY 

Kudner,    NY 
Kudner.    NY 

R&R,    Chi 

Snow  Crop   Marketers.    NY         Maxon,    NY 

STATIONS 

NBC  200 

ABC   343 ABC   355 

NBC  200 

CBS    200 

PROGRAM,   time,   start,   duration 

Railroad   Hour;   M   8-8:30  pm;   28   Dec:    13   wks 

Henry   J.    Taylor;    M    8-8:15   pm;    14    Dec:    52   wks 
Crcatcst    Story    Ever    Told;    Sun    5:30-6    pm;    3    Jan '54:    52    wks 

The  Three   Plan     Second  Chance.   M-F   11:45-12  n; 

It    Pays   to    Be    Married.    M-F    5  45-6   pm :    Fibber 

McCee    &    Molly.    M-F    10-10:15    pm;    3    partic 

per   wk:    19    Jan    '54;    13    wks 
Arthur    Codfrey;    M-F    10:15-30    am.    alt    days;    30 

Nov;    52    wks 

3. \ationai   Rroadeast   Sales  Executives 

NAME FORMER   AFFILIATION NEW  AFFILIATION 

Andrew    Akamian Sidney   Carficld   &   Assoc.   SF.    food    mdsg   head KCO,   KCO-TV,  SF,   head  new  mdsg  dept 
Harold    J.    Algus MBS.   NY.  press  info  dept Same,    mgr   press   info   dept 

John    Ashcr Consolidated   Tv   Film   Sis.    LA,   sis   prom    mgr KECA-TV.   LA,  sis  prom  mgr 
Charles    Bernard WINS.    NY.    acct    exec WABD.    NY.    acct    exec 

Robert   A.    J.    Bordley WTOP.   Wash.    DC.   radio  sis  dept WTOP.    am,    fm.    tv.   gen   sis   mgr 
Walter  J.    Bowc Hewitt.    Ogilvy.    Benson    &    Mather.    NY.    chief 

timebuyer 
NBC  TV,  NY,  sis  devel  rep 

E.    W     Buckalew KNX-CPRN,    Hywd,   asst   gen    mgr   chg   sis Wayne    Stcffncr    Prodns,    Hywd.    dir    radio-tv 

synd   sis 
John    Callis Headley-Reed,    NY.    acct   exec ABC    Film    Synd.    NY,    sis    stf 
Icrome    B.    Capp Capp    Enterprises.    NY,   head Tv    Progs    of    Amer,    NY,    nat  1    dir    adv     prom 
H.    W.    Cassill KIOA.    Des    Moines,    la,    gen    mgr WLOL,    Mpls.    supvr    am    opers 
Ceorge    Castleman CBS   Radio   Spot   Sales.    NY.    sis   devel   dept Same,    mgr    sis   devel 
William    L.   Clark WPIX.    NY.    asst    sis    mgr ABC    Film    Synd.   western    m?r    'LA   office  i 
Charles   E.    Denncy   Jr KECA-TV.    LA,    asst    gen    sis   mgr ABC    TV.    net    sis    exec 

James   R.    Dickson A.   C.    Nielsen,   Sydney,    Australia,   chg   client   scrv 
activities 

Same,    also   Wellington.    New    Zealand     mng   dir 

Ceorge   Diefendcrfer NBC  Central   Div.   Chi,   sis  dept Same,    mgr    radio    net    sis 
Jack    Donahue CBS   Radio   Spot   Sales.   SF.   acct   exec Same     m;r 
Nat   V.    Donato United    Artists   TV.    NY.    div    sis    mgr ABC    Film    Svnd     NY,    sis   stf 

Clarence    L.    Doty Edward    Petry.    NY.    sis    exec WSBA.   WSBA-TV.   York.    Pa.,    vp.   gen   mgr 
Charles    Dunbar WOR.    NY.   acct  exec WCBS.   NY.   acct  exec 

Ray    Eichmann NBC     NY.  asst  supvr  of  ratings,    Res  Dept NBC    TV.    NY.    sis    devel    rep 
Earle    C      Ferguson KOA,    Denver,   prog   mgr KLZ     Denver,    radio   sis   stf 
Ed   Forester D-F-S.    NY.    radio   &    tv   timebuyer Foricc    &    Co     NY.    acct    exec 
Del  Core KROW     Oakland.    Cal.    acct   exec KJEO.    Fresno.    Cal.    sis    mgr 
Cordon    Cray WJR.    Dctr:    WCAR.    Cleveland,    vp    chg    easte-n WOR      WOR-TV    Div.    Con    Tclcradio.    NY.    vp    chg 

office,    hq    NY div      eff    1    Jan     54 
Herbert    Jacobs Mkt    res    analyst    &    economist Forjoe   &   Co.   Chi.   acct   exec 
Winston   Kirby O.    L.    Taylor,    NY.    acct    exec Weed   &   Co.    NY.    sis   stf 
Milt    Klein 

KECA-TV.    LA.    gen    sis    scrv    mgr Same,     acct     exec 
Don    Knowlcs Bangor  Evening  Comml.   Bangor.   Me.   adv  display mgr WABI.    WABI-TV.    Bangor,    sis    scrv    depts 

{Continued  next  page) 

In     next    issue:    \etc    and    Renetced    on     Television     (\ettcork) ;     Advertising    Agency    Personnel 

Changes;  Sponsor  Personnel  Changes;  Station  Changes  (reps,  nettcork  affiliation,  potcer  increases) 

s 

\umbers  alter  names 

refer  to  \cu'  and  Re- 
new category 

Harold  AlgUS  (3) 

Hulbert  Tait  J' Harr\    R.   Lipson    (3) 

David  Tait Robert  C.  Smith    (3) 

14  DECEMBER  1953 
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\«/j    timl  rrtirn 

3. 

>» 

5. 

\ational  Broadcast  Sales  Executives  (cont'd.) 
NAME FORMER   AFFILIATION NEW  AFFILIATION 

Edward    L.    Kocnig    Jr 

Al    Larson 

Ceorge    H.    Larue 

Edward  F.   Lethen  Jr 

Harry  R.   LiDSOn 
Robert  Max 

Tom    McManus 
Maurice   E.    McMurray 
Arthur    E     Muth 
Herbert     Neuwirth 

|ohn    Peffer 
Martin    H.    Percival 
Nicolas    Pitasi 

James    Richards 

Edwin    C.    Richter 
Keith    Royer 
David   0.    S.    Ruark 
Donild    H.    Saunders 
Adolph    L     Seton 
Morton    Sidley 
Norman    H.    Stoane 
H.    Ncedham  Smith 
Heber  Smith  Jr 
Robert   C.    Smith 
William   H.  Steese 
David   Taft 
Hulbert  Taft   |r 
Clarence   P.    Talbot 
Hal  Tate 

Ceorge    Thady 

John    A.    Thayer    Jr 

Jim    Theiss 
Ceorge    Tichenor 
Don   Van   Atta 
William    Veneman 

Larry  Walker 

Robert   C.    Wiegand 
Don    Weldon 
Dick    Wells 
Bert   S.   West 
Fulton  Wilkins 
Will    Williams 

Sydney    Yallen 

Vitapix   Corp.   NY,   special   consultant 

WOW-TV.    Omaha,    local,    reg'l    sis    mgr 
KFBK.    Sacramento,    sis   mgr 

CBS  Radio  Net.  NY.  dir  sis  extension 

WJBK,  WJBK-TV,  Detr.  gen  head,  sis 
Welch   Crape   Juice.   Westficld.    NY.   asst   sis  prom 

mgr Telencws    Prodns.    NY.    vp 
CBS   TV,   net   sis  dept 
Weed   &   Co.    NY,   acct  exec 
WMCM,   NY,  acct  exec 
WTAR.   WTAR-TV,    Norfolk,   opers   mgr 
NBC   Spot   Radio   Sales.    NY.  acct  exec 
Media    sis    rep 

John    Blair   &   Co,    mgr   SF   office 

WTVN.    Columbus,   0.    sis   dept 
Publicist    &    adman.    Ncbr 
Audio-Video  Cos.  NY.  dir  adv.  sis  prom 
WTOP,    Wash.    DC.   engr   chg   technical   opers 
ABC.    NY.    copy    chief,    publicity    stf 
KFWB.    LA,    sis    mgr 

KECA-TV,    LA,    tv    prodn    control    mgr 
WBNS-TV.   Columbus,   0.   acct  exec 
NBC    Spot    Sales,    SF.   acct   exec 
WCAR.    Cleve.    publicity    dir 
Petry.    NY,    radio    prom    stf 
WKRC,    Cinci,    vp.   gen    mgr 
Radio   Cinci      WKRC,    WTVN).  exec   vp 
USAF.    Brig    Cen,    refd 
Own    radio-tv    pkg    firm,    Chi 

KSET.   El   Paso,  mgr 

Reuben    H.    Donnelly.    NY.   sis  stf 
Benton   &    Bowles.   NY,   radio  &   tv  timebuyer 
Television    Mag,    NY,    assoc    ed 
KECA-TV.    LA,    film    recorder 
KTTV,   LA,   acct  exec 
Jefferson    Standard    Bdcstg.    Charlotte,    vp. 

secy-treas WTVN.  Columbus.  0.  sis  mgr 
KCOK.    Tulare,    Cal.    sis  exec 

Lew    Bonn    Co.    Mpls,    ind'l    sis    mgr CBS    Radio   Spot   Sis,    SF,    mgr 
KOOL.    Phoenix,    acct    exec 
Better    Business    Bur,    SF,    public    rels 
KFWB.    LA.    prog    prodn 

Same,  gen  sis  mgr 

KPHO-TV,    Phoenix,    comml    mgr 
KTVU.   Stockton.   Cal.   regl   sis   mgr   for   Sacra  nil 

area 

Voice    of    Amer,    NY.    deputy    dir 
Same,    asst    mng   dir 

Kagran    Corp.    NY,    mdsg   exec 

UTP.    NY.    sis   exec 
WJBK-TV.    Detr.  .tv    sis    mgr 
Free   &   Peters.    NY.   acct  exec 
H-R    Reps.    NY,    sis   stf 
Same,   asst    gen    mgr 

Same     mgr   SF   office 
Ceo.    P.    Hollingbery.   NY.   sis  stf 

Don    Lee    Bdcstg   &    KHJ-TV.    LA.    eastern    sis  a 

NY  hq 

Same,  sis  mgr 

WOW.    Omaha,    radio   prom    mgr 
WFMY-TV.    Creensboro.    NC.   prom   mgr 
Same,    stn    exec 
Same,    trade    cd 
Same,   gen   &   sis   mgr 

Same,    tv  sis   serv  mgr    <  also   for  ABC   TV    Net 
WTRF-TV.    Wheeling.    W    Va.    sis    mgr 
John    Blair   &   Co.    mgr   SF   office 
Same,    dir    publ    rels   &    adv 
Same,   radio   prom   mgr 

Radio  Cinci    iWKRC,   WTVN).   exec   vp 
Same,    pres 

KCCC-TV,    Sacramento,    dir    publ    rels 
Alex    Rosenman      nc-w    rep   firmi,    Chi    mgr.    ha 

stns  WCAN.    WCAN-TV.    Milw 
KHJ.  LA.  acct  exec 
Du    Mont   Tv    Net.    NY,    acct   exec 

Forjoe    &    Co,    NY,    acct   exec 
Forjoe-Tv.    NY,    chg    sis    prom    &    res 
Same,  asst  sis  serv  mgr 

KECA-TV,    LA.   asst   gen    sis   mgr 
WSOC.    Charlotte,    exec    vp,    gen    mgr 

Same,    asst    gen    mgr 
Same,    stn    mgr 

WRRR.    Rockford.    III.    comml    mgr 
KNX-CPRN,    LA,    gen    sis    mgr 
KNX-CPRN.    Hywd.    sis    rep 

KCO,    KCO-TV.    SF.    mgr    publicity,    adv.    prom 
Same,  dir  opers 

iVeic  Anencxj  A  ppointments 

SPONSOR PRODUCT    (or   service) AGENCY 

Allied   Prods  Eng  Corp,   LA 

House  of  Westmore.    NY 

Household    Prods.    Stamford,    Conn 

Mountain   States  Tel  &  Tel  Co.   Denver 

Norwich    Pharm.    Norwich.    NY 
Swift   &   Co,   Chi 

Tasty  Baking   Co.    Phila 

S     B.    Thomas   Inc.    Long    Island.    NY 

WJR.    Detroit 

Suppliers  Fiberglas,   resin   materials 

Tru-CIo   Liquid    Make-up,   Westmore   Holly- 
wood  Lipstick,   Party  Puff  Cream   Powder 

Sulfur-8    hair    preparations 

Telephone    service;    inst'l    advertising    in    7 states 

Athlete's    foot    remedy.    NP-27 
Jewel    shortening,    jewel    oil 

Tastykake.    radio  &   tv  advertising   only 

Thomas    bakery    prods 

Advertising,    promotion    for    radio    station 

Harry   C.    Willis   &   Assoc.    Clt 
dale.   Cal 

Kiesewetter,    Baker.    Hagedorn 

Smith.     NY Herschel   Z.    Deutsch  &  Co.  N> 

Arthur    C.    Rippey    &    Co.    Den»      '/ 

Benton  &   Bowles,   NY 

Gardner    Adv,     St     Louis      eft Jan    '54>  \ 

Cray   &   Rogers.    Phila 

I    Si 

Robert  W.  Orr  &  Assoc,   NY  It       / 
1    Feb     54) 

Campbell-Ewald.    Detroit 

IVetc  Firms,  \ew  Offices.  Changes  of  Address 
Caribbean  Networks,  Inc.  200  W.  57th  St.,  NYC.  formed  as 

US  &  Canada  sales  offices  for  WAPA,  WAPA-TV,  Puerto 

Rico;  YSEB,  El  Salvador;  RPC  'j  Onda  Popular  Nets  of 
Panama;  pres.  of  new  Corp.,  Jose  Ramon  Quinones;  vp,  gen 
mcr     Vicente    Ramos 

CBS  TV  Film  Sales,  Chi  office  moved  from  Wrigley  Bldg  to 
LaSalle  Wacker  Bldg;  but  phone  &  mail  address  remains Wrigley    Bldg 

King  Horton  Prodns  new  tv  packaging  firm,  6087  Sunset  Blvd 
Hywd:  headed  by  Kingsley  F.  Horton,  ex-vp  Ceorge  F. Foley    Inc 

Frank    B.    Sawdon.    adv.    moved    radio-tv    dept    to    enlarged  ► 
at   270    Park    Ave.    NY    <due    to    expansion    in    client    Rober 
Hall   Clothes,    adv    prog    in    tv) 

Tele-Reps  Co.    Boston,    newly   formed   tv   station   reps  for  Ne» 
England:  mgr.   Richard  A.    Keating 

United    Tv    Progs.    Hywd,    new    reg'l    office,    40581     Madnof 
Bldg.    Memphis.    Tenn 

Western  Adv    LA.  new  Mid-West  branch  office  at  1655  Scfcef- 
fer  Ave.  St  Paul.   Minn;  mgr.   Harold  L.   Maddox 

Zachary    &    Liss.    public    rels.    moved    office    to    171     Madisc Ave.    NY 

S  umbers  alter  names 
refer  to  New  and  Re- 

new category 

I     II  .  Buckedeu 
Richards ■  Bordlej 

//.    V   Smith 

'son 

/<■    c 

Wort  Sid 
:l'l> 

Dm  id  Ruark 

Fultoi    ■•' 
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WE'VE       HIT      THE      TOP! 

With  a  TV  Antenna  1000'  Above  Average  Terrain. 

Actual   height  925'.    That's  as  high  as  any  in  Michigan. 

Far  higher  than  any  commercial   station  in  any 

Michigan  market  except  Detroit. 

We're  Installing  a  50,000  Watt    RCA  Transmitter. 

The  10.000  watt  component  is  already  installed  and  operating  — 

delivering  100.000  watts,  e.r.p.,  video  and  50.000  watts, 

e.r.p.,  audio.    That's  more  power  output  than  any  other  station 

in  the  area  delivers  or  plans  to  deliver  in  the  near  future. 

But,  full  power  of  316,000  watts,  e.r.p.,  video  and  158.000 

watts,  e.r.p.,  audio  is  scheduled  for  February   1,   1954. 

A.T.&T.  Relay  Service  Comes  to  Grand  Rapids  January   1.   1954. 

Schedule  your  advertising  on  WOOD-TV,  Grand  Rapids' 

only  television  station.    The  Western  Michigan  station  with  top 

technical  equipment,  top  local  and  network  programming 

and  the  top  market   to  go  with  them. 

*  Primary  service,  too,  to  Western  Michigan's  most  populated  area 

including  Muskegon,  Lansing,  Battle  Creek  and  Kalamazoo. 

WOO  P -TV 
GRAND    RAPIDS,    MICHIGAN 
Grandwood    Broadcasting   Company. 

Reaches  more  people  who  have  more  and  buy  more 
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More  news — more  local — more 

often   than   any   other  Milwau- 

kee station  .  .  .  that's  the  prod- 
uct   of    the   WEMP    news    staff 

directed  by  Don  O'Connor. 
Emphasis  is  on  local  news 
and  community  events, 

though  national  and  world 

affairs   are   fully   covered. 

That's  another  reason  why 
Milwaukeeans      prefer 

WEMP,  the  24  hour  a  day 

music,    news    and    sports 
station. 

National  and  local  advertisers, 

who  have  the  facts,  are  buying 

WEMP,    where   you    get    up    to 
twice   the  Milwaukee   audience 

per  dollar  of  any  network  sta- 

tion.*   Call  Headley-Reed — get 
the   facts! 
•  Bated  on   Imtril   mailable    Pulse   ralinzi and  SK 

MILWAUKEE 
HUGH  IOICE.  ML,  G«n    Mqr. 

HEADLEY-REED.  N«ll.  Rtp 

HOURS  Of  MUSIC.  HEWS,  SPORTS 

Star-maker    Dietz    likes    home    talent     best:     relaxing     he 

Howard  Dietz 

V.P.    and    Director   of    Publicity    and    Advertising 
M-G-M    Pictures,   New  York 

Howard  Dietz.  M-G-M  mogul  of  press-agentry  and  advertising,  is 

himself  a  press  agent's  delight.  He  developed  the  M-G-M  trademark 
in  1916.  not  realizing  then  that  in  less  than  four  decades  the  roaring 

lion  would  be  seen  in  more  than  2.000  movies.  More  gags  and 

witticisms  have  been  attributed  to  him  than  \ou  can  shake  a  Georgie 

Jessel  at. 

However,  in  heading  up  M-G-M's  advertising.  Dietz  has  been 
surprisingly  conservative.  "Advertising  and  publicity  only  help  a 

production  to  go  over,"'  he  remarks  frequently. 
This  "help"  may  be  furnished  by  M-G-M  advertising  to  the  tune 

of  $300,000  as  in  the  case  of  Kiss  Me  Kate,  or  a  SI. 5  million  ad 

budget  as  in  the  care  of  Quo  Vadis.  But  the  key  to  a  picture's  suc- 
cess, the  movie  company's  advertising  v.p.  insists,  is  the  appeal  of 

the  movie  itself,  rather  than  the  way  it's  sold  to  the  public. 
The  methods  of  selling  a  movie  have  undergone  a  substantial 

change  during  the  past  year  with  increased  use  of  air  media.  Movie 
companies  have  bowed  to  the  inevitable  and  are  now  using  tv  to 

promote  attendance  <>f  particular  movies. 

Though  by  far  the  largest  portion  of  M-G-M's  ad  budget  I  proba- 
bl)  TV,  i  usuallv  goes  into  newspapers,  radio  and  tv  play  an  in- 

creasing!) lug  role.  The  reasoning  here  is  that  the  public  uses  news- 
paper movie  advertising  as  a  form  of  directory  service,  to  consult 

for  address  ol  theatres,  time  of  performance  and  so  forth.  Air  media, 

on  the  other  hand,  are  meant  to  whet  the  public's  appetite  and 
curiosit)  for  a  particular  film.  Therefore,  M-G-M  today  shows  actual 
scenes  from  its  films  in  tv-teaser  ads  of  60  seconds  or  longer.  Fre- 

quent quickie  radio  announcements  of  20-  and  30-second  length  at- 
tracl  moviegoers  with  provocative  copy  and  star  names. 

\ir  media  played  a  prominent  role  in  M-G-M's  tert  campaign  for 
Kiss  We  kale  to  determine  whether  the  public  wanted  to  see  the 
film  in  3-D  or  2-D.  Initial  tests  showed  that  3-D  outpulled  2-D  by 
«  lose  to   K»' ,  . 

'"I)..,-  this  mean  that  3-D  i-  the  movie  industry's  answer  to  tv?" sponsor  asked  Dietz. 

"Nol  net  essarily,"  he  stated.  "We've  found  that  tv  does  not  detract 

business  from  good  mo\  ies,  be  the\  2-D  or  3-D."  •  •  • 
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How  Are  You  Fixed  For  Sales? 

Ginny    Wood,    gracious    hostess    of 

WSPD-TV's  "Woman's  Window", 
has  the  sparkling  enthusiasm  and 

experience  it  takes  to  increase  your 
sales  in  (he  WSPD-TV  hil  I  ion  dol- 

lar market. 

"\\ Oman's  Window"  is  directed  to 

WSPD-TV's  women  viewers,  featur- 

ing interviews  with  interesting  wo- 
men who  make  Toledo  tick.  Toledo 

women  know  (iinnv.  and  her  fan 

mail  proves  they  are  enthusiastic 
ahout   her. 

Ginny  Wood 

Sales    Increase    With    Proper    Planning 

Ginny  carefully  works  out  nuworld  cheese  pre- 
sentation with  Marion  Mills  of  Arthur  Towle 

Agency. 

Using  props,  (iinny  actively  demonstrates 

sponsors'  products — everything  from  food  to 
house  paint. 

Get   your   share   of   sales   in   WSPD-TV's    billion   dollar   market. 
Contact  your  nearest  Katz  agency  or  call  ADams  3175  in  Toledo. 

Storer    Broadcasting    Company 

TOM  HARKER.  NAT  SALES  DIR.  118  E  57th  STREET.  NEW  YORK 

AM -TV TOLEDO,     OHIO 

Represented  Nationally 

by  KATZ 

&f V 

14  DECEMBER  1953 
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The  rich  county  of  which  Statesville  is 
the  center  took  iti  name  from  James 

Iredell,  Associate  Justice  of  the  first 

U.  S.  Supreme  Court.  Pronounced 

"Ear-dell"  or  "Eye-rdell" —  it  makes 
no  difference  to  advertisers,  for 

WBT  and  WBTV  have  the  eyes  ond 

ears  of  Iredell. 

Penetration  of  Charlotte's Big  2  in  Iredell  County: 

WBT   86%        WBTV   89% 

^^^ 

fourth  city*  in  the  Charlotte  market 

STATESVILLE,   N.C.—  as  near  to  Charlotte  as  San  Jose  to  San  Francisco 

Originally  named  "Fourth  Creek",  Statesville  underscored  its  support 

of  Carolina  statehood  by  renaming  itself  in  1789.  Today,  the  fourth 

most  populous  city  in  Charlotte's  50-mile  ring  of  IV2  million  population, 

Statesville  is  an  integrated  entity  in  the  textile-furniture  area 

of  which  Charlotte  is  the  acknowledged  metropolis.  Realistic  coverage  of  this 

fabulous  market  specifies  Charlotte's  Big  2— WBT  and  WBTV. 

,tll  — GASTONIA 
2nd—  KANNAPOUS 
3rd  — ROCK    HIU 
4th  —  STATESVILLE 

Jefferson  Standard  Broadcasting  Company 

Represented  Nationally  by  CBS  Radio  and  Television  Spot  Sales 

CHARLOTTE'S 
BIG  2 WBlyUBTV ARE     PLUMB     IN     THE     MIDDLE     OF     A     FABULOUS     MARKET 



Yesterday     the     big     ruckus     over     video     commercials     centered     on 

ooh-la-la       necklines.       Controversy       spurred       1952       NARTB       Code 

The    situation    in    video    today    has    improved,     but    the    self-policing 

battle   continues.     Latest    hassle:    "Doctors"    portrayed    in    commercials 

Is  tv  over-commercialized? 
Six  out   of    10  ntlmcii   said   "yes"  in   special  SPONSOR  survey.    What's 

nooclocl?    Stricter  adherence  to  XAKTII  code,  most  of  them  folt 

by  Charles  Sinclair 

_M  elevision  is  too  commercial  and 

offends  against  good  taste,  mam  view- 
ers feel  today . 

But  how  does  the  tv  industry  itseli 
feel  about  these  accusations? 

^  ou'd  be  wrong  if  \ou  guessed  that 
tv  admen  are  unanimous  in  defense  of 

the  medium.  Last  month,  SPONSOR  sur- 

veyed  a  total  of  450  agenc)  execu- 
tives, station  managers  and  important 

video  clients  across  the  country.  \ 

postcard  ballot  was  used.  Replies  were 
received  from  well  over  1 00  business- 

men in  all  parts  of  tlie  tv-covered  I  .  S. 

Ilii~  was  the  box  score  of  respon-e 

to  the  question.  "Is  tv  o\  ei-commer- 

cialized?": "1  es"     59.5'  ,  . "No"     28.2%. 

Some  12.  V,    answered  "maybe." 
The  point:  Nearly  six  out  of  1<»  t\ 

admen-  not  ordinar\  viewers  but  peo- 

ple to  whom  tv  is  a  business-  feel  that 
1\  is  violating  the  spirit  and  often  the 

letter  of  the  industry's  self-policing 
code  of  good  practices,  according  to 

SPONSOR'S  sunn  . 
Vi  hose  fault  is  it? 

Nearly  half  of  the  "1  •  s"  group  felt 
thai  the  blame  rested  on  a  triumvirate 

— broadcaster,  agency  and  advertiser. 
\boiit  a  fifth  of  the  group  felt  that 

i  lients  and  agencies  were  primarily  to 
blame,  while  a  similar  number  felt 

broadcasters  were  main!)  the  guilty 

parties. To  man)  admen  the  result  of  spun. 
-«>i;"~  opinion  sampling  will  he  no  sur- 

prise. Vlready  several  leaders  in  the 
advertising  field  have  gone  on  record 

with  sober-minded  warnings  that  tv 
is     on     a     free-wheeling     commercial 

14  DECEMBER  1953 
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SPONSOR  poll's  results 

Q.    Is  tv  over-commercialized? 

A.  "YES"         59.5% 

"NO"  28.2% 

"MAYBE"     12.3% 
Over  100  admen  at  agencies,  clients  and 

stations  replied  to  SPONSOR  survey 
last   month   with   postcard    shown    at   right 

(Please  fill  out  and  mail,  giving  us  at  least  your  title) 

BALLOT  Here  is  how  I  feel  about  TV  commercials: 

1.  TV  is  over-oommercialized:   (  )YES   (  )NO 

2.  If  "yes,"  it's  the  fault  of:  (  )  Broadcasters  (  )  Agencie 
(  )  Advertisers   (  )  All  three   (  )  Other. 

3.  Here's  what  I  suggest  doing  to  curb  this:         

NAME— .Title. 

City.. 

bender  and  nun  be  headed  for  trouble 

Simird  Larmon,  president  of  Young 

&  Rubicam,  spoke  late  in  September 
before  the  44th  Annual  Meeting  of  the 

ANA  in  Chicago,  sa\ing: 

"'  \lniut  three  weeks  ago,  as  a  prepa- 
ration for  this  talk.  I  asked  Y&R's 

radio-t\  department  to  make  a  brief 
check  on  the  amount  of  time  devoted 

to  television  commercials. 

'"  \  total  of  21  stations  in  six  <  ities 

ranging  from  one-station  markets  to 
those  with  seven  stations  were  moni- 

tored lor  one  da\  each,  from  the  time 
the  station  went  on  until  it  went  off. 

amounting  in  all  to  280  hours  and  .">() minutes  of  tv. 

"In  all  but  one  case,  network  and 
independent  alike,  there  was  found 
what  can  onlj  be  called  abuse  of  the 

standards  set  up  h\  the  industry  itself 

to  regulate  commercials.  There  were 

liiii  cases  of  programs  exceeding  the 
Btandard  commercial  time,  ranging 

from  a  few  seconds  to  single  commer- 
cial-   nver    III    minute-    long    in    a    15- 

minuie  program.  Frequent  instances 
wen  found  of  triple-spotting  during 
Btation  breaks.  Indeed,  one  .  ase  of 
five  announcements  in  a  one-and-a-half 
minute  period  was  logged. 

"'  I  here    were    olliel     abuSCS,    tOO.     I  lilt 

is  enough  t<>  give  you  the  general  idea. 
I    im  sure  none  of  us  will  ilenv   thai 

28 

this  is  an  evasion  of  tv  responsibility 

to  its  own  industry,"  stated  Y&R's chief  executive. 

Radio-tv  columnists  and  editors. 

who  know  what's  going  on  in  the 
minds  of  main  viewers  I  from  fan 

mail  I  and  what  goes  on  inside  tv  ad- 

vertising I  from  backstage  observa- 
tion!, are  equally  sharp  in  pointing 

out  the  explosiveness  of  the  tv  com- 
mercial problem. 

"In  the  long  run  the  victim  of  over- 
commercialization  is  the  sponsor  him- 

self," I\eiv  York  Herald  Tribune  syndi- 
cated columnist  John  Crosby  told 

sponsor.    "His  plea  for  us  to  buy  his 

controversy 

toothpaste  is  not  going  to  be  long  re- 
membered if  it  is  drowned  out  30  see- 

onds  later  1>\  pleas  to  buy  someone's 
second-hand  cars,  somebod\  else's 

cigarettes,  or  Bloop's  Skin  Cream. 

"Television,  we  keep  telling  our- 
selves,  has  five  times  the  impact  of 
radio.  Hut  station  managers  ought  to 
be  reminded  thai  it  has  five  times  the 

power  to  infuriate.  I've  seen  people 
gel  much  madder  over  i\  commercials 

than  the)    e\er  did  over  radio's.    For 

radio,  we  all  developed  to  some  degree 

'selective  deafness.'  I  have  yet  to  meet 

anyone  who  has  developed  'selective 
blindness"  to  a  tv  commercial." 
A  similar  warning  was  voiced  to 

sponsor  by  another  veteran  journalist. 
Harold  B.  Clemenko.  managing  editor 

of  the  Regional  Editions  of  Tv  Guide. 

"The  broadcasters'  stake  is  being 
kicked  around  today  in  tv  whenever 

the  intelligence  level  of  commercials 

drops,  the  sound  level  rises  and  the 
commercial  length  is  stretched  into  an 
endurance  contest.  \^  e  see  this  re- 

flected daily  in  gripe  letters  from  nice, 
average  viewers.  The  tv  industry 

should  be  tough-minded  about  its  own 

code  for  its  own  good." 
The  largest  single  group  of  respon- 

dents to  sponsor's  survey  felt  that 
broadcasters,  agencies  and  clients  are 

equally  responsible  for  the  misleading, 
over-long,  silly  and  furiously  paced  tv 
commercials  which  sometimes  blast  at 

U.  S.  viewers  from  video  screens.  How- 
ever, most  admen  still  feel  that  the 

responsibility  for  enforcement  of  good 

tv  practices  rests  with  broadcasters. 
Reason :  The  tv  broadcaster  is  the 

last  link  in  the  video  chain  which  starts 

when  an  adman  thinks  up  an  idea  for 
a  t\  commercial  and  which  ends  when 

the  signal  goes  out  on  the  air.  He  is, 
(Please  turn  to  page  82  I 
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John     E.     Fetzer,     leading     broadcaster,     heads    the     NARTB's    Tv 
Code    Review    Board    which    is    a    self-policing    industry    watchdog 

Much    of   Code    Board's   field    work    is   done    by    NARTB's    Edward 
H.     Bronson,     director     of     Tv     Code     Affairs,     from     Washington 

Highlights  of  the  NARTB's  Tv  Code 

Commercial   presentation:    As    "suggested   practices,"    Code 
advocates  presenting  all  tv  commercials  "with  courtesy  and  good 

taste."    Sots  the    \  IRTI1:   "Disturbing  or  annoying  material 
should  be  avoided"    Also  frowned  on:  Commercials  not  "in 
harmony   uith    general   tone   of   program,"   cow-cuti  hers,   trailer 
plugs.    "Television  broadcaster  should  exercise  unceasing  (are  to 

supervise  advertising  material."  Code  warns  it   outlets. «        »        * 

Acceptability  of  clients:  "A  commercial  tv  broadcaster  should 
refuse  the   facilities  of  his  station   to  an   advertiser   where  he  has 
pood  reason  to  doubt  the  integrity  of  the  advertiser,  the  truth 
of  the  advertising  representations,   or   the   compliance   o)   the 
advertiser   with    the   spirit   and  purpose  oj  all   applicable   legal 

requirements,"  states   tin'   self-policing    \ARTB  Code. *  *        * 

Time   standards    for    commercials:    Code   spells    out 

"suggested"    time    standards.     In    halt-hour    Class    "  I"    tv 
show,    tor   instance,   allowable   commercial   time   is    three 

minutes — no  more.    In   participation   shows,   one   minute 
commercials  should   not   occur   more  often    than   once   every 
five    minutes.     Station    breaks    should    be    30    seconds. 

»  *  » 

"Dramatized"    advertising:    Commercials    which    feature 
"statements    b\    doctors,    dentists,    nurses    or   other 

professional    people"    should    either    involve    bona    fide 
authorities  or  be  tagged  as  "dramatized"  if   tv  a<tors  are 
dressed   up   for   the   part,   recommends    the    \  ARTB. *  *        * 

Contests,    premiums,    offers:    Contests,    the    Code    group 

ieels.   "should  offer  the  opportunity   to   all   contestants 
to   win   on   the   basis  of   ability  and  skill,   rather   than 

chance."     And.    all    rules    should    be    clearly    spelled    out. 
All    tv    "offers"    should    be    screened    by    the    tv    broadcaster 
in   advance  to  make  sure  they  are   not  harmful,   misleading  or 

shoddy.    A   "free"   offer   must   be  free. *  *         * 

Revietc  of  the  Code:    Entire  Code  i$  now  reviewed  along  with 
machinery  for  implementation,  at  least  once  each  year. 

What  the  Tv  Code  has  accomplished 

Outside  "investigations":  (  ode  went  into  effect  in   tlanh  L952. 
Soon  afterwards,  <  ongresa  voted  an  investigation  of  radio  and  h 

programing  for  "offensive  material."    Committet    raised  ruckus 
m  er  Inn    necklines,  high  incidence  <>f  crime   shows.    But 
Code  group  uas  complimented  tor  our  ere  attempt  to 
police  the  industry   from  within.   Other  organized  attacks 
on  tv  medium  lime  been  defended  by    \   IRTB,  which   then   turns 
results   hi   investigations   back   to   subscribers   for   study. 
\   IRTI!  has  made  point  oj  letting  Congress  know  all  details 

(   /;   t  iii/e  in  diplomatic  nunc  to  forestall  I  .  S.  censorship. •  *  « 

Within-induttry  cleanups:   Television  Codt     tffairs  Director 
Edward   //.    Bronson   spends   about   a    third   of   hi*    time 
in    the   field,    visiting   subscribers    and   non-subscribers.     Also, 

he  regularly    checks   in   at    the   ti    networks    tall  jour 
subscribe   to    \ARTB    Code)    to    discuss    ways    and    means 

of  assuring  agency-client   cooperation    with   Code  authorities. 
As  a  result,  all  networks  and  many   ti    stations  have  tightened 
their    screening   procedures    and   are    getting    tougher    with 

recalcitrant    advertisers.     "While   some   dejections    might 
be   noted,   it    was    the   feeling   of    \   I/V77.'    executives    and 
the    Code    Renew    Hoard    that    the    subscriber*    were    following 

the  code  successfully"  stated    \  IRTB. »        »        » 

Tougher  "rules"  for  future:   !'•■  its  periodic  review 
procedures.    \JRTR   will  probably    re-draft   I  rom 
time  to  time,  or  urge  ti   subscribers  to  pay  closer 
to   its   statements.    For  example,   the   American    Medical 
Association    recently    criticized    tv    for    overuse    oj    actors 

dressed  up  as  "doctors"  in  tv  commercials,  jor  jailing 

to    identify     these    commercials    as    "dramatizations."     SARTB 
Code  group  members  met  with   AM  i    •■■■        •  Soon, 
\  IRTB    sent   a   strong-worded   resolution    to    subscribers, 
urging  them   to  stick  closely    to  the  Code.    In   turn,  subscribers 
i  networks,   stations*    hate   passed   the   word   alor:- 
agencies    and    clients    who    use    such    commercials.     Latest 

result:    "Men    in    ff  hite"    commercials   are   increisingly    being 
labeled  as  "dramas"  to  avoid  the  stigma  of  being  "fake." 
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PART  ONE 
OF       A       2-PART       SERIES 12  big  spot  clients:  In 

^|M>t  air  advertising  has  been  marching  upward  and  on- 
ward with  vigorous,  consistent  strides.  It  is  likely  to  plant 

it>  banner  at  the  $230  million  mark  this  year. 

In  radio,  where  network  billings  have  tumbled  under  the 

impact  i>f  t\.  spot  marches  merrilj  forward,  blithely  un- 
aware  that  man)  ad  pundits  have  numbered  the  years  of 

radio's  life.  Estimates  are  that  clients  placed  well  over 
$120  million  in  national  radio  spot  last  year.  This  com- 

pares  with   about   $80   million   in    1946. 

In  tv  spot  has  grown  with  the  expansion  in  the  number 
of  stations  and  sets  but  the  inherent  advantages  of  spot 

advertising  have  also  been  responsible.  FCC  figures  on 

spot  t\  billings  last  year  showed  business  had  hit  the  S80 
million  mark,  about  $20  million  more  than  1951. 

This  growth  o\er  the  \ears  reflects  a  healthy  apprecia- 

tion of  spot's  flexibility.  Spot  offers  different  kinds  of 
advertisers  with  different  kinds  of  problems  a  varietj  of 

ways  to  advertise.  In  main  cases  spot  calls  for  more 

paper  work,  more  thinking,  more  analysis  than  network 
advertising.  But  advertisers  and  agencies  have  become 

more  at  home  in  planning  spot  campaigns  and  have  mas- 
tered  main   of  its  problems. 

To  show  the  varietj  of  ways  in  which  >i>ol  can  be  used, 

SPONSOR  will  present  a  dozen  case  histories.  Six  spot  radio 

advertisers  are  covered  in  this  issue  I  see  pages  32-33i. 
Six  spot  l\  case  histories  will  appear  28  December. 

While  the  dozen  sponsors  use  spot  in  different  ways, 

the)  all  use  it  for  one  main  reason — it  gives  them  the 

ability  to  pi<  k  their  markets.   To  put  it  another  way,  spot's 

appeal  lies  in  the  ability  to  say  something  in  one  market 
and  not  in  another;  or  the  ability  to  say  one  thing  in  one 
market  and  another  thing  in  another  market;  or  the  ability 
to  advertise  at  8  p.m.  in  one  market  and  8  a.m.  in  another; 

or  the  ability  to  advertise  one  product  in  one  market  and 

another  product  in  another  market. 

Specifically  here  is  what  this  flexibility  means: 
1.  Spot  advertising  follows  the  sun.  One  reason 

spot  is  so  important  is  that  the  U.  S.  is  so  big.  Because  of 

the  country's  four  time  zones  people  get  up.  eat.  drive  in 
their  cars  and  go  to  bed  at  different  times.  If  Mennen 

wants  to  reach  men  at  shaving  time  all  over  the  country, 
it  must  use  spot.  If  Esso  wants  to  sell  men  driving  to 
work  in  different  cities,  it  must  use  spot. 

2.  Spot  advertising  follows  the  seasons.  A  firm 

selling  anti-freeze  for  autos  will  want  to  push  it  hard  when 
a  cold  snap  makes  motorists  think  of  winterizing  their 
cars.  Makers  of  cold  remedies  will  want  to  plug  them 

during  a  cold  snap,  when  the  incidence  of  colds  is  high. 
But  cold  weather  does  not  come  to  all  markets  at  the  same 

time.    Hence,  spot   is   indicated. 

3.  Spot  advertising  is  economical.  Commercials 

can  be  expensive,  especially  in  tv.  but  they  don't  have  to 
be.  An  advertiser  closelv  identified  with  a  network  show 

gets  something  he  can  merchandise  but  he  pays  for  it. 

In  spot  there  is  no  production  expense  outside  of  the  com- 
mercial, and  sometimes  none  for  the  commercial.  The 

sponsor  who  cannot  afford  a  network  show  can  always 

arrange  a  spot  schedule  to  fit  his  budget. 

Spot  radio  ad  expenditures  jump  42%  from  1947  to  1953 
MILLIONS MILLIONS 140 

1947 

S91, 581,241 

1948 

S104,759,761 

1949 

5108,314,507 

1950 
SI  18,823,880 

1951 

SI  19,559,000 
1952 

SI  24,300,000 
1953 

$130,000,000 
30URCF 

19S!   released   April   1953. Industry  and  stati 
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ley  use  I  lie  medium 
TURN  PAGE  FOR  6  RADIO  CASE  HISTORIES 
<  N . .  i  ►     r>  n   case  histories  next  issue) 

►    ►    ► 

I.  Spot  litis  local  appeal,  I  hi-  i-  true  w li«-n  com- 
mercials arc  given,  for  example.  I>\  local  personalities 

oi  when  the)  are  connected  with  broadcasts  of  local  news 

and  weather  reports.    Sometimes   local   personalities  out- 
piill   national  talent    in   their  own   market-. 

.">.  Spot  is  mi  excellent  $upplement  to  network 
advertising.  Where  an  advertiser  uses  network  advertis- 

ing, >|>ot  can  back  it  up  with  special  campaigns  in  problem 
market-.     I  lie  advertiser  Can  come  in.  put  on   pressure   for 

a-  long  a-  necessarj  and  move  out.  Normall)  network 
shows  require  Btead)  exposure  for  l>est  results  so  far  as 

advertising  goes.  It  i-  true  that  radio  networks  have  be- 
come more  flexible,  allowing  advertisers  to  l>u\  in  for 

short-term  saturation  drives  hut  broadcasters  regard  this 
trend  a-  a  tribute  I"  spol  not  to  mention  an  eneroaehment 
upon  their  spot  business,  i  It  should  also  he  pointed  out 
that  the  best  announcement  slots,  especially  in  t\ .  tend  to 

become  franchises  with  all  the  long-term  commitments 
found  in  network  advertising.) 

6.  Spol  is  necessary  ii>  introduce  new  products. 
Even  for  the  biggest  firms  national  distribution  of  a  new 
product    is  an   expensive   proposition       and   is   probably 

wasteful  under  certain  condition-.  To  get  1(H)' ,  distribu- 
tion for  a  new  cigarette,  for  example,  requires  the  placing 

of  about  -i\  billion  cigarettes  on  dealer-'  shelves.  Then. 
too.  new  products  take  hold  better  in  certain  markets. 

The  classic  method  of  introducing  new  determent-  is  to 

push  them  first  in  hard-water  markets  where  soap  doesn't 
work  well  because  OJ  mineral-  in  water. 

7.  Spot  enables  the  advertiser  to  duct  more  effec- 
tively with  his  competitor.  There  are  times  when  an 

advertiser  wants  to  meet  hi-  competition  head-on  and 
there  are  time-  when  be  warn-  to  avoid  an  advertising 

collision.  Most  advertisers  put  pressure  in  markets  where 
the)  have  the  best  distribution,  but  Bometimes  the  sales 

situation  calls  for  putting  most  effort  into  missionary  w.ik 
in  weak  markets.    \\  ith  Bpol  sponsors  can  call  their  shots. 

8.  Spot  permits  variety  iii  programing  and  sell- 
ing.      Network    -how-    are    not    uniforinK     popular    in    all 

market-.  I  be  \\  est  Coast  max  prefei  one  kind  of  enter- 

tainment, the  South  another,  the  Midwest,  a  third  type 
and  the  Northeast,  a  fourth.  While  national  advertisers 

commonl)  use  one  selling  pitch  all  over  the  country,  sec- 
tional differences  often  call  for  different  -ale-  arguments. 

9.  Spot  enables  the  advertisi-r  to  cope  with  fluctu- 
ating economic  situations.  Individual  markets  .ire 

often  affected  l>\  such  events  a-  Hood-,  droughts,  blizzards 

or  strikes,  causing  a  dip  in  income  in  the  area.  \  -pot 
advertiser  selling  a  non-essential  product  will  be  able  to 
pull  out  and  not  waste  advertising  money. 

10.  The  spot  advertiser  can  pick  his  station.  \ 

network  station  lineup  will  not  nece— ariK  give  the  adver- 

tiser the  best  station  in  each  market  for  hi-  purpose  but 

the  spot  client   can  choose   hi-  own   lineup  to  fit   hi-   need-. 
This  b\  no  mean-  e\bau-t-  the  reasons  -pot  i-  used. 

But  it  gives  a  pood  idea  whj  its  billings  have  been  con- 
stant!)   increasing  and   wh)    so  man)    different   advertisers 

have  found  it  -o  e|Te<  tive.  *  *  * 
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Spot  tv  ad  expenditures  jump  1,290%  from  1949  to  1953 
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1950 

S25  034,000 
1951 

$59,733,000 

1952 

$80,235,000 

1953 

SIOO.000,000 

SOURCE:    Fedora!   Common!  \;iiro>    AKTKR    Motion    dis- 
count*  hut    BEFORE  commts  ttlon  representatives,   agencies   and  other  brokers. 
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►    ►     6  SPOT  RADIO  CASE  HISTORIES 

I   1 

HE 
i_ 

l  in  ul  talent  slants  "IAfe" 
commercial*  to  each  market 

Life  uses  spot  radio  not  onlj 
because  it  can  pick  its  markets  but 
because  local  radio  can  stress  those 

facts   about   each   issue  of  Life 

which  particularly    interest  readers 

in  the  particular  market.  Life  squeezes 
the  most  out  of  its  local  appeal  tactics 

bj   having  local  radio  personalities 
write   their   own    Life   commercials. 

The  magazine  is  now  using  this 

technique  on  about  80  stations  to 
boost  it-  newsstand  -ales.    In  use 

for  a  year,  the  ad-lib  spot  approach 
has  been  thoroughly  tested  by  Life, 
which   was  particular!)    interested 

in  comparing  radio's  cost  and 
effectiveness  against   other  media. 
It   was  tried  on  one  station  last 

year,  tested  further  on  11  during 

.human    and    l'el>ruar\.   continual!) increased   after   that. 

There  is  more  work  in  this  method 

of  buying  local  radio  than  would 

appear    at    fir-t    glance. 
In  the  fir-t  place,  each  local 

personalit)    i-   briefed  on   the  basic 

fact-  ol  magazine  newsstand  selling 
l>\  a  two-man  traveling  team 
from  Life  and  \  &R. 

Se<  ond.  discussions  are  held  be- 

tween  these  traveling  team-  and  sta- 
tion  personnel,   newsstand   dealers 

and  magazine  disti  ibutors  to  pin- 
point market   \»<  uliai  ities. 

I  oi  example,  a  team  at  Indianap- 

olis was  told  b)    \\  ll'.C  that   rural 
families  often  travel  to  town  on 

Saturda)    morning.    Life,  therefore, 

bought  into  a  Saturda)  moi  ning  show. 
I  bird,  Life  sends  oul  to  eat  h 

station  advani  ■■  <  opies  of  the  maga- 
zine along  with  editorial  briefing. 

Life  buys   into  music  and   news 

shows  with  personalities  who  com- 

mand loyalt)  among  listeners.     *  *  * 
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i_ Pall  Mall  buys  early  a.m. 

radio  to  reach  men,  women 

Pal!  Mall  has  long  had  a  repu- 

tation for  using  spot  like  a  sledge- 
hammer and  its  latest  campaign, 

just  ending,  is  no  exception. 

Though  it  doesn't  compare  in  size 
with  the  famous  Pall  Mall  saturation 

drive  in  1941-'42  ("On  land,  in  the 

air,  on  the  sea  .  .  .  etc.")   the  cur- 
rent campaign   is  still   a  hefty  buy. 

About  10%  of  Pall  Mall's  $5,546 
million  budget  went  into  spot 
radio    this    year. 

Starting  1  April  with  a  36-week 
schedule,  the  campaign  was  carried 
in  45  markets.    These  are  the  out- 

standing characteristics  of  the 
drive,  bought  via  SSCB: 

1.  The   markets   were  big 

ones.     Pall   Mall   is   a   big-city 
cigarette,   thus  can   hit   the  center 
of  its  target  with  spot. 

2.  Practically   all   announcements 
were  slotted  between  6:30  and  8:00 

a.m.    Pall  Mall  likes  daytime  radio  but 
wants  to  reach  both  men  and  women. 

3.  Except    where    availabilities 
were  limited,  all  the   radio 
stations  in  each  market  were  used. 

4.  For  further  impact  via  repe- 

tition,  Pall  Mall   used   a   rhythmic 

chant,   "Three   smokers   per   minute 

change  to  Pall  Mall." 
The  (bant  was  Pall  Mall's  way  of pointing  out  that  its   1952  sales  were 

12  billion  over  the  preceding   \ear. 
an   increase  greater  than  that  of  all 
othei    cigarettes    combined. 

Ilii-  year's  spot   radio  drive  was 
Pall   Mall's  first  since  1950.    The 
mone)  came  from  putting  NBC  T\  - 
The  Big  Story  on  alternate  weeks  at 

a  time  when  man)    advertisers  were 
■  utting  ilnw  n  on  radio  to  pay   for 

\  ideo's  high  costs.  *  •  • 

(tsso) 
l_ 

J 

Esso  times  commercials 

to  local  weather  chanyes 

Esso  distributes  its  gasoline  and 

other  auto  products  only  in  the  East- 
ern  Lnited   States.    As  a   regional 

advertiser,   it   finds   spot   par- 
ticularly  useful. 

Its  current  use   of  spot,   via 
Marschalk  and  Pratt,  is  on  two  levels. 

There  is  the  regular  use  of  news- 
casts and  there  is  also  a  six-week 

campaign    for    its    new    gasoline. 
The  regular  newscasts  are  on  55 

stations  in  53  markets  from  Maine 

to  Louisiana.    They  are  generally 

five-minute  shows,  and  Esso  usually 

buys  them  six  da\  s  a  week.    An 
average  of  three  newscasts  per  day 

are  used  per  station. 

The  new  gasoline — "Total  Power Esso-extra" — is   being   plugged 

with  2.000  announcements  in  18 

cities.    Most  of  the  18  are  large 

markets  where  the  regular  newscast 
schedule  is  less  than  four  a  day. 

Besides  gasoline,  Esso  markets 

tires,  batteries,  oil,  anti-freeze, 
heating  oil  and  cooking  gas,  the 

latter  two  primarily  down  South. 

Since  some  of  these  products  are 
tied  in  with  the  weather,  Esso  gets 

the  most  out  of  spot's  flexibility. 
Its  anti-freeze  commercials,  for 

example,  can  be  perfectly  timed  to 
fit  in  with  the  first  cold  snap. 

Esso  likes  newscasts  for  two 

reasons:   (1)   they  are  one  of  the  best 

ways  for  reaching  the  male  audience, 
and   1 2)    local  news  has  a  strong 

appeal  to  radio  audiences. 
Esso  began  using  spot  tv  earl)   last 

year,  built  up  a  chain  of  15-minute newscasts  in  about  a  dozen  markets. 

Esso  radio  newscasts  are  described 

as   the   "most   tuned-in"   on    radio. 
The  agency  says  their  audiences  top 

the  No.  1  radio  network  show.    *  *  * 
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SHELL  CHEMICAL  CORPORATION 

AMERICAN 

AIRLINES ''*'• 
(^ylmsrua*   JLcadmg  Air/iru 

l_ J 

'Iniiini  reaches  nu-n  (flirtHM 

nii-icil  I  ..S.  shaviaa  (iitH'.v 

The   MiMiiuMi   Co.   hopes   thai    when 

the   American  male  gets  u|>  in  the 
morning  and  performs  his  daily 

shaving   ritual,  he  uses  the   follow- 
ing  products:    Mennen   shaving 

creams,   Mennen  after-shave  lotion, 

Mennen  spra)    deodorant    (for  men). 
One  of  the  ways  Mennen  and  its 

agency,  Kenyon  S   Eckhardt,  turns 

that  hope  into  a  reality    is  l>\ 

reaching  their  prospects  during  the 

time  the)   shave.    I  hej   do  t f  1  i — 
with   spot    radio. 

So  far  as  air  advertising  goes, 
Mennen    is  strictl)    a   user  of  spot, 

ami  practically  all  of  it  i-  radio 
spot.     Its   use  of   tv    lias   been    re- 

stricted and  may  be  even   more  cur- 

tailed next  year,  one  reason  being 
that    Mennen   feels   it   is   not   in   a 

position.    financially     speaking,    to 
put   the  effort   into   t\    which 
it  believes   is   required. 

In   buying  early-morning   time 
Mennen   uses  straight   announcements 

as  well  as  participations  in  musical, 

varietj   and  news  show-.    Buying 
is  not  restricted  to  early-morning 
time,  however.    While  some  of  the 

periods  bought  1>\   K&F  are  con- 
sidered good  for  reaching  men  driving 

to  work,  the  agency  does  not  seek 

auto  drivers  as  a  matter  of  policy. 
Mennen    likes    spot    because    it 

is  interested   in  exploiting  certain 
markets  which  are  particular^ 
important    to    it.     Mennen    can    also 
reach  men  shaving  in  different  time 

zones  with  spot.    The  company 
usually   rotates  commercials   for   its 

shaving  products.     In   buying   an- 
nouncements.  Mennen   feels   it   needs 

at  least  a  minute  to  sell  properly, 
especially    during    the    morning    when 
men  walk  around  the  house.  *  *  • 

Slwll  I'hemical  «o«*\  on  air 

when  pests  strike  the  farmer 

Believed  to  he  the  biggest   usei 
of  radio  in  the  faun  insecticide 

industry,  Shell  Chemical  find-  -pot 
especially    useful  as  a  speed   medium. 

Shell  Chemical  sells  Eoui  produi  ts 

bj     radio:     \ldrin    and    Dieldiin.    both 
insecticides;    !)-[).  a  soil  fumigant 
to  kill   microscopic   pests  in  the 
soil,  and  ammonia   For  fertilizer. 

Since   weather   changes    and    pests 

can  come  suddenly,  Shell  Chemical 
1 1 1 1 j — t    be  able  to   reach   the   farmer    in 

jig  time  with  sales   messages.     No 
medium  can  reach  the  farmei  as  fast 

as  radio.  Shell  Chemical  feels. 
About   300  local  stations   were   used 

this  year  for  regular  selling   and 
special   campaigns. 

Shell  Chemical  can  have  a  com- 
mercial on  the  air  48  hours  after 

its   field    representatives    report 
there  is  a  need  for  extra  advertis- 

ing in  pest-infested  areas. 
Shell   Chemical   also   finds   radio 

useful   because  it   has  discovered 

through   research  that  radio  will 
command  the  attention  of  the  farmer 

during  certain  periods  when   no 
other  medium  will  work.     These 

periods  are  during   the   farmer  - 
l>u-\   time,  during  which  he  will  take 
time  out   to  listen   to   weather   and 

market    reports    while  eating   breakfasl 

and  lunch.    J.  Walter  Thompson 
timebmers.   therefore,   seek   announce- 

ment periods  adjacent  to  newscasts 

in  the  early  morning  and  at  noon. 
In  buying  stations,  coverage  of 

the  farm  areas  Shell   Chemical 

wants  to  reach  is  the  most  impor- 
tant   factor.     Cost    is   secondary, 

not  because  Shell  Chemical   doesn't 
watch   expenses   but    because   farm 
radio   is  inexpensive.    Shell  spends 

10';   of  ad  budget  on  radio.  *  *  * 

liii<*ri<-<ui    lir/iiM's  uets  hia 

post-midniuht  radio  audience 

i  ine  of  the  most  un<  <>iw entii inal 

Inner-  ot  spot  i-    American    Virlinea, 

the    biggest    user   of   after-mid- 

night radio. Since    \pril  1 953    Vmei  i<  an 
Airlines   has   been   selling    itself    as 
well  as  air  travel  on  six  CBS  stations 

five  owned-and-operated  and  one 
ke\    alliliate      from  midnight  to  dawn 
through  the  week.   The  campaign  is 

scheduled   to   run  three  years. 

The  o&o's  arc  \\  I  BS,  New  York; 
\\  EEI,  Boston;   \\  BBM,  Chicago; 

KNX,  Los   Vngeles,  and  KCBS,  San 
Francisco.    The   affiliate:    WTOP, 
W  ashington. 

The    airline    uses    a     mu-i>      and 
new-   format  in   it-   five-and-a-half 
hour  -how-.    While  -ix  different 

markets  are  used  it  was  de<  ided  by 

CBS   and    the   agenc\.    Buthrautf   S 

Ryan,  t<>  search   lor  a  single  music 
formula  rather  than  evolving  one 
for   each    market.     The   final   choice 

was   middle-brow    classical   and   semi- 

classical    music.     Beside-    giving 

much  thought  to  the  t\pe  of  music 

played,  the  sponsor  and   agenc\    also 
-pent  a  great  deal  of  time  auditioning 
announcers  in  order  to  find  the 

right  type  of  soothing  voi<  e. 
It's  been  estimated  1>\  (  BS  Radio 

Spot   Sales   that   the  average    \  \ 

commercial  will  reach   100,   • 
listeners,   and   that    in    three   \cars 
the    total    number    of   commercial 

impressions  will  total   two  billion. 
For  this  AA  pays  a  time-and-talent 
bill    of    about    $2.5    million. 

Spot  Sales  also  estimated  the  -ix 
stations  would  cover  something  like 

809!     of   American   Airlines 
sales  territor\ . 

In  addition  to  after-midnight 

radio.  AA  has  special  drives.       *  *  * 
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What  timebiiyers  want  I 
Something  useful  for  around  the  office  makes  popula  g 

p§     hat    do    timebuyers    like    to    get 
for  Christmas? 

\  station  manager  asked  sponsor 

that  question  a  few  weeks  ago  after 

he'd  Belected  the  j:ift  he  planned  to 

give  buyers  this  year.  He  had  chosen 

a  desk  lighter  inscribed  with  his  sta- 

tion*- call  letters.  '"Is  that  the  kind 
of  gadget  the)  find  hand)  ?  Do  buyers 
like  useful  presents  lor  their  offices  or 

do  the)  prefer  luxur)  items?"  Those 
were  some  of  the  questions  the  station 

man  put  to  SPONSOR.  The  answers 

SPONSOR  came  up  with  should  be  amus- 
ing  reading  for  timebuyers  and  the 

Station  people  who  pick  out  their  uilt-. 
i  For  that  other  accompaniment  of 
Christmas   in   the  advertising  business 

lish  a  rule-of-thumb  for  the  perfect 

gift  to  timebuyers.  here's  a  tip  worth remembering: 

Food  delicacies  and  liquor  are 
among  the  items  most  frequently 

praised  by  buyers. 

Desk  and  office  accessories  and  gad- 
gets are  what  buyers  receive  most  of 

the  time,  however.  Most  of  the  buyers 

reported  that  over  the  years  they  had 

gotten,  for  example,  dozens  of  lighters. 

But  they  added  that  the  era  of  the 

lighter  is  on  the  ebb. 
A  number  of  timebuyers  commented 

that  some  of  the  Christmas  presents 

they  receive  look  more  like  promo- 
tional gimmicks  than  gifts.  Thev  get 

a  kick  out  of  clever  promotion  items, 

Interestingly,  most  of  the  timebuyers 

remembered  who  had  sent  what — even 

though  the  gift  might  not  have  had 
call  letters  stamped  indelibly  on  it. 

Others  remembered  gifts  which  were 

typical  of  an  industry  or  product  in 

the  sender's  area.  Florida  oranges  or 
Michigan  celery,  for  example.  Several 

recalled  getting  beeswax  candles,  re- 
ceived from  a  group  of  stations  which 

customarily  use  a  beehive  as  part  of 

their  trademark  in  promotion. 

A  timebuyer  with  one  of  the  larger 

agencies  having  many  important  air 
accounts  said  that  he  usually  does  not 

keep  the  souvenir  type  of  gift  in  evi- 

dence in  his  office.  "I  usually  throw 
them    in    a    drawer    in    the   hope   that 

X 

tips  m  what  to  get  time
buyer*: 

•Home   delivery"   of   gifts,   i
f   P°»ible'   's   re' 

aueTed    by    most   time
buyers.     Fancy   chees

e 

J  'SI  ',&  «-k>  in   Polity. 
Hft  certificates,  "somethin,  

use  u        m.,.- Gift  cert.ticares,     *»"'<>   •»  —      ■  „    .  . -  d 

£ne   subscriptions,   liqu
or  are  on   the     w  shed 

for"  list.  Lady  timebuyer
s  like  good  perfume. 

the  office  part)  SPONSOR  presents  a 

lew  word-  ol  advice  reprinted  from 

an  Esquire  etiquette  book.  Seepage  at 
right.) 

I  he  great  majorit)  of  timebuyers 

like-  to  gel  presents.  But,  surprising!) . 
there  were  a  few  who  frown  on  gift 

gh  ing   among  business  contacts.   R<  a- 

Bon :    I  he)  doubted  it  was  g   I  ethics 

ive   or   re<  ei>  e   such   presents;    or 

felt  |  ■  reate  office  jealousies. 

V  tuall) .  the  he)  da)  of  Chi  ist 
presents  for  timebuyers  seems  to  be 
over.  Most  reported  that  the  How  of 
gifts  has  leveled  off,  and  mam  said 

-  been  on  the  downgrade  for  the 
past  few  postwar  j  ears. 

Although  it  would  be  hard  to  estab- 
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said  the  buyers,  but  they  think  that  a 

novel  paperweight  in  the  form  of  a 
radio  station  tower,  with  the  call  let- 

ter- big  enough  to  be  seen  from  across 
the  street,  is  not  a  real  Christmas  gift. 

I  lie  value  of  the  gifts  received  by 
timebuyers  depends  to  some  degree  on 
the  si/e  of  the  agency  and  its  billing; 
usually  the  chief  timebuyers  receive 
more  presents  than  others  on  the  staff. 

I  he  timebuyers  hesitated  to  place  a 
retail  value  on  the  total  amounts  of 

gifts  received  ("The)  are  present-,  you 
know"),  but  with  a  little  prodding 
came  up  with  estimate-  ranging  from 
about  $20  a  Christmas  to  as  high  as 
$200.  Manx  mentioned  more  expensive 
gifts  like  turkeys,  fane)  packages  ol 
cheese,  eta  trie  desk  ■  locks  and  radio-. 

they  will  turn  into  something  better," 
he  said.  He  opened  up  his  drawers  for 
a  SPONSOR  researcher  and  found  that 

the)  contained  the  following  I  not  all, 

however,  received  as  Christmas  gifts  I  : 
Piece  of  mineral  salt  i  which  he 

saved  because  he  might  be  able  to  use 

it  as  a  pellet  some  da\  i . 
Phone  perch  device. 
Dial  which  one  uses  as  a  reminder 

as  to  when  the  parking  meter  is  due 
to  run  out. 

Beer  mug  for  pencils. 

Memo  pads  with  station  call  letters. 
Personal  hygiene  kit. 

Mechanical  pencils. 
1  LOO  -hare  of  oil  well  stock  (he 

got  a  dividend  on  this  stock,  too). 

Slide    rule   for   calculating   the   dis- 

SPONSOR 



iris!  mas 
iixiiricvs  nre  preferred 

tance  ;■  nlif  or  \bf  Bignal  will  travel 

depending  <>n  ili«'  physical  factors  1 1»« • 
described  it  as  a  "Jim  \)>\u<\\  roo"  I. 

Imported  combination  w  rench,  screw 
driver  and  knife. 

Plastic  paper  knife. 
i  lalipera. 
\ltei  going  through  his  desk,  he 

observed  thai  a  swap  shop  for  time- 
buyers  might  l>e  a  fine  idea.  He  would 
trade  an)  <>f  the  above  items,  be  said, 
fo]    .1    leather   billfold. 

How  much  liquor  does  lie  »et?  Con- 

Bidering  thai  it's  Bucb  an  obvious  jiift, 
he  feels  he  gets  verj  little.  Only  about 

two  bottles  last  year.  "I  may  not  be 

typical,"  he  commented.  "Maybe  they 
feel  I'm  too  \onng." 

Wan'—  mtf&t* 

"I  received  two  gifts  last  Christmas 
which  I  use  all  the  time."  a  timebu\er 
with  a  medium-sized  New  York  agency 
said. 

"Both  are  very  practical  gifts.  One 

is  a  little  imported  tool  kit.  I've  really 
appreciated  it.  and  I  have  used  it  many 
limes. 

"The  other  gift  is  a  combination- 
t\  pe  de\  ice  called  an  Ami.  It  takes  off 

bottle  caps  and  so  forth.  I've  used  it 
constantly." 

A  lady  timebuyer  recalled  that  last 

year  she  got  four  or  five  diaries.  "All 
of  them  had  my  name  on  them,  of 
course,  but  since  I  lead  only  one  life, 
I  can  use  only  one  per  year.  I  also 

got  some  nice  stockings."  she  reported, 
(Please  turn  to  page  93) 
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For  rid  icorfcr.v  Christmas  parties 

here's  itileiee  whieh  mialu  come  in  huttthj 

The  following  suggestions  are  from  "Esquire  Etiquette:    A 

guide  to  business,  sports  and  social  conduct"  by  the  editors  of 
Esquire.    Copyright  1953  by  Esquire  Inc.,  New  York. 

*  *  ■■':■■ .  .  .  For  the  gue>ts.  we  can  offer  three  piece-  of  advice  which 

will  almost  certainly  have  no  effect: 

DON'T  GO  if  yon  can  muster  a  reasonable,  sorrowful  excuse. 
What  a  perfect  day  for  a  trip  out  of  town  or  an  attack  of  flu  or 

even  a  crisis  which  demands  your  all-nighl  presence  at  the  plant! 

IF  YOU  GO,  don't  stay  too  long.    Slipping  out  early  mighl 
be  noticeable  and  might  mark  you  down  as  antisocial  if  everyone 

did  it.  hut  not  that  many  people  have  that  much  sense.    Never 

fear  that  no  one  else  can  take  over  as  the  life  of  the  party. 

Fear  only  that  you  will  make  an  ass  of  yourself  or — even  more 

likelv  for  a  man  of  any  self-control  and  intelligence — that 

you  will  witness  someone  else's  asininity.    Remember, 
what  you  do  and  see  will  be  forever  held  against  you. 

DON'T  DRf\K  TOO   MUCH— which  prohal.lv  mean-  don't 
drink  anything  hut  long  glasses  of  water  colored  with  a  little 

caramel  syrup  brought  from  home.    \  ou  can't  afford  to  be 

conspicuously  sober  after  everyone  else  has  "loosened  up" — 
particularly  since  you  will  later  want  to  remember  bat  ing  -ecu  the 

Big  Blow-up — but  don't  kid  yourself  into  thinking  von  can  "hold 

your  liquor"  well  enough  to  -kip  the  hazards  of  an  office  party. 
Next  day.  or  soon  after  the  party,  make  a  point  of 

congratulating  the  committee  members  on  their  good  work. 

They've  had  a  pretty  thankless  job,  and  the  put-up  applause 

they  got  at  the  toastmaster's  behest  does  not  remove  the 

necessity  for  guestly  thank-  later  on.  .  .  .  It's  nice  to  do  what 
you  can  to  make  the  chairmen  think  their  party  was  a  success. 35 



Who  listens...where...when...why.. 

IC.-iilio '§  'round-the-clock 

ability  to  follow  people  while 

tlitkv  work,  eat  or  relax 
•• 

makes  it  an  "indispensable 

medium,  study  bv  Politz  for  11 •/  •/ 

t  bristal   slat  sons  shows 

10  key  ftnriiuo.v  about   radio  in  Politz 

1.  In  i  ti    has  fat/ed  to  displace  nulla  from  its  role  as 

the  "constant   companion   of  the   bust,   bus)    American   people." 

2.  Radio  g   its   audience  at  all  hours,   in   all 
'en    while    doing    something    else. 

.'J.  Ra  red  twice  as  much  n  "  as  compared 
with   tr   6}    rail 

I.   Sol  in    the    top    tv   areas    intend    In    buy    a 
thin  the  r<  .mills.    Most  will  be  "exti 

5.  time  people  go  to  bed  in  video  communities  radio  has 
mmi  adults    i  L5  and  up i . 
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8.  On   the  lower   income  levels,  people  prefer  radio  for  its   en- 
tertainment  aspects.     On    the    upper   levels,   for    its    information. 

9.  Only  5.59S  of  people  in  tv  areas  oun  radios  tchich  don't  icork 
propcrlv.    Only    UY ',    of   this   group   neglect   repair   to   natch   tv. 

10.  Radio  is  important  to  advertisers  because  it  is  important  to 
■  rs,    study    makes    clear.     Radio    has    penetration,    impact. 



The  article  belou  is  "  report  on  a 

research  stud)  conducted  last  Decem- 
ber and  Jamais  foi  II  radio  nations 

represented  l<\  the  Henry  I.  Christal 

Co.  Field  work  and  research  compila- 
tions were  made  63     Hind  Politz. 

The  first  of  "  proposed  annual  series 

of  studies,  it  a  ill  u/on  he  tent  in  book 

form  h\  the  Broadcast  Advertising  Bu- 
irmi  to  its  lull  mailing  list  of  some 

4,000  advertisers  and  agencies,  and  to 

its  members.  \  //»'//>  will  send  it  to 

the  remaining   I  .>'.  stations. 

Said  B  IK'-  U  iUiam  /»'.  Ryan  in  ex- 
plaining 11  In  Ins  organization  felt  the 

(  In  isinl  stinl \  should  get  wide  dissem- 
ination: 

"The  study  is  tl"'  first  attempt  to 
get  ut  the  1  ml  basics  oj  radio  infor- 

mation which  is  essential  today.  "  e 
all  know  the  quantitative  facts     that 

radio  has  saturated  I  .>'.  homes.     Vott) 

we  need  more  qualitative  facts." 

/%   early  one  out  of  two  adults  in  tele- 

vision areas     some  30,200,000  people 

consider  radio  "a   necessity."    Less 
than  one  out  of  four.  1>\  ua\  of  con- 

trast, considers  t\    in  the  same  light. 

•  \-  a  new-  source  in  l\  area-,  radio 

is  tops,  \dults  were  asked  this  ques- 

tion: "Suppose  you  were  at  home  and 
heard  a  sudden  rumor  that  war  had 

broken  out  What  would  you  do  i" 

find  out  if  the  rumor  was  true.'''"  Some 

5 1.8'  I  said  the)  would  "turn  on  the 

radio."  Some  1~>.  !',  said  they'd  "turn 
on  t\ . 

•  Daytime  radio  is  well-liked  1>\ 

video-area  Americans,  chief!)  because 
the)  can  listen  to  it  while  doing  some- 

thing else.  Some  17,200,000  people  in 
t\  areas,  lot  example,  listen  to  radio 

while  eating  breakfast. 

•  At  night,  better  than  six  out  of  10 

adults  who  are  dialing  their  radio-  are 

doing  nothing  else  hut  listening.  In 
other  words,  radio  follows  people 

about  all  durinjz  the  day.  hut  there 

exists  an  "extra-attentiveness"  in  the 
evening  periods. 

•  Some  3,500,000  people  in  t\  areas 
intend  to  hu\  a  home  radio  -et  in  the 

next  few  months.  Two  out  of  three 

of  these  new  radios  will  be  additional 

sets.  The  others,  replacements.  Vnd, 

eight  out  of  10  people  in  tv  areas  who 

plan  to  bu)  a  new  car  sa)  the)  want 
a  radio  in  it. 

The     statements     you've     just     read 
above  are   highlights   from  a   national 

• 

»ll  Ol  1    IIMITI  I    DEL  I*  ED:    !■■■  .us,-  of  Us  1  derisive  tcope  Part  II 

,,1   sponsor*!     til-Media  Evaluation   Study    entitled   "What's   wrong   with    the 
rating  services"  scheduled  lot  tins  issnr  u  being  held  ■'/■  until  next 
Decei  'lint  nil  the  controversial  data  m  a  •  an   In-  double-checked.    It 

will  include   'l>   detaUt  <>'   sponsor*!  ;  "//  1  advertisers  and  agencies, 
(2)     1/    muster    •hurl    mmmarixing    tin-    features    "'    each    nl    tin-    six     major    air 

g  services,  <  '•*  n  spo  .strut  ui  which  an  attempt  mil  be 
made  to  1 "'»/  are  the  11  1  services     In  article  on  punt  rating  services  u  ill  follow. 

- 

stud)  b)  the  Mind  Politz  Research 

organization  for  the  II  big  radio  sta- 
tions thai  are  repped  b)   the  I leni s   I. 

(  In  i-lal   lii  m. 

It  1-  a<  in. ill »  an  extensive  follow-up 

to  the  same  industr)  stud)  made  a 

sear  ago  and  reported  in  111  the  Hi 

August  1953  issue  of  sponsor. 

"10  basic  findings  ol  new  Christal 

radio  stud) ,"  page  3  1.  > 
I  nlike  main  a  radio  resear<  h  stud) 

these   days   which   seeks   to   make   it- 
point  with  the  sheer  weight  of  quanti- 

tative  figures,  the  Politz  researchers 
interviewed  a  probability  sample  ol 

some  1,985  people  in  II  i\  areas  of  the 
I  .  S.  last  December  and  Januar)  to 

find  out  answers  to  these  qualitative 
media  questions: 

What    are    the    reasons    people    hme 

radio  sets  in  their  homes.-' 
\l  hat   are   their  altitudes   ton  aid   it? 

What  benefits  ran  advertisers  drau 
from  sin  h  an  analysis? 

\-  in  the  initial  report,  the  stations 

sponsoring  the  stud)  are  these:  \\  B  \l  . 
Baltimore;  WBEN,  Buffalo;  V7GAR, 

Cleveland;  W.IR.  Detroit;  WTIC,  Hart- 
ford: \\  l)\l  .  Kansas  City;  Ml.  Los 

Angeles;  WHAS,  LouisviUe;  VI  Ml. 
Milwaukee:  \\  G Y,  Schenectady; 

WTAG,  Worcester.  Ml  these  call  letters. 
are    familiar    one-    to    timelun  er-    and! 

radio  &j  "i  advertisers,  for  all  of  these 
outlet-  are  radio  veterans. 

I  be  ver)  fact  thai  these  Btations 

have  been  in  business  long  enough  t" 
know  the  kind  of  information  adver- 

tisers   want     '  or    -hoiild    li,i\  r  |     toda) 

concerning  radio  played  .1  large  role 
in  determining  thai  the  Btud)  was  to 

be  one  dealing  with  the  qualitative  as- 

peels  ol  radio,  rather  than  quantita- 
tive. 

\llied  Stanford,  an  advertising  vet- 
eran who  was  recentl)  directoi  ol  the 

Plans  Board  of  Benton  &  Bowles  and 

who  now  publishes  his  own  yachting 

magazine,  wa-  commissioned  b)  the 
Christal  group  to  act  as  a  sort  of 
"■learned  appraiser1   of  the  Btud)  . 

N  ited  Stanford  : 

"Research  of  the  hiidi  -ensitivit)  and 

accurac)  implied  iii  Mfred  Politz  - 
work  has  -'Mom  been  more  full)  justi- 

fied than  in  the  findings  of  this  real 

\  o)  age  of  discover)  . 

"The  findings  on  uhn  listens,  when 
anc    u  here   and    nln     Imild    the    pi    ture 

of  a  medium  with  penetration  and  tre- 

mendous impact  because  of  it-  spei  ial 

ability  to  serve  people's  wants  and 
needs  wherever  the)  are  and  what- 

ever the)  arc  doing. 

■     "The    well-known    bask     'quantities 1  Please  turn  to  page  1021 

When  do  people  listen? All  People 

A[>)>:                           '  mp 
time"                    number 

of  minutes  per  ! 
Waking  si  Breal 29 

During  Breal' : 

Between  Breakfast  &  Lunch 

27 

\>~ 

Durtnjr  Lunch 

15' 

82 
Between  Lunch  &  Supper 25 

During  Su IT 

Between  Supper  &  Going  to  B 29 

\"i 

Chart  from  t'-.e  updated  Politz  study  indicates  that,  except  for  the  shorter  mealtime 

periods,  the  percentage  of  people  in  tv  areas  reached  by  'ad'o  is  fairly  uniform  during 
rhe     day,     and     evening.      However,     people     listen     more     ATTENTIVELY     during     the     evening 
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U  examples  showiny  how  agencies,  producers  use  stock  film  for  tv  commercials,  programs 

In  their  search  for  new  video  effects  and  ideas  ad 

agencies  ami  tv  producers  are  relying  increasingly 

on  the  use  of  "stock"  film  footage  available  in  a 
number  of  big  film  libraries.  Stock  footage — film 
which  may  have  been  shot  originally  for  use  in 

everything  from  newsreels  to  Hollywood  process 

shots — provides  a  creative  tv  tool  comparable  to 

the  use  of  stock  "stills"  in  print  advertising. 
At  the  same  time  stock  footage  gives  new  freedom 

ami  range  to  dramatic  tv  shows,  musicals,  quiz  pro- 

grams, and  so  on  by  serving  as  bridges  and  scene- 
shifters  betiveen  live  and  filmed  action  or  as  scenic 

backgrounds. 

The  photos  on  these  pages  are  a  cross-section  of  the 

many  successful  case  histories  of  stock  film  usage. 
These  pictures  were  culled  from  the  files  of  one  of 

the  world's  largest  stock  film  suppliers,  NBC  TV 
Film  Library.  They  illustrate  how  stock  footage 

can  be  integrated  into  both  tv  programs  and  com- 
mercials. 

Admen  have  a  wide  choice  of  raw  material.  At 

present  there  are  some  157  million  feet  catalogued 
in  stock  libraries  of  NBC,  CBS,  Fox  Movietone  and 
others  in  New  York,  Chicago  and  Hollywood. 

Costs  vary,  depending  on  whether  the  film  is  to  be 
used  in  live  or  filmed  production,  how  much  film  is 

needed,  what  size  film  is  bought  and  amount  of  lab 
work.    {For  details  of  costs,  see  story  below.) 

/s. ^■1 
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1 To  stress  idea  that  Red  Ball  shoes  were  as  modern  and  rugged 

as  new  jets,  Atlas  Films  used  some  15  feet  ($40  worth)  of  tv 
stock   footage    in    series    of    Chicago-made    filmed    commercials 2 Live  RCA  commercials  on  "Goldbergs"  used  two  10-second film  "loops"  of  lion  (among  others)  for  $30  on-the-air  demon- 

stration of  RCA  video  receivers.    Agency:  J.  Walter  Thompson 

157  million  feet  of  stock  tv  film:  in 
Here's  a  guide  for  tv  admen  in  the  use  of  slock  film  footage  as  a  creative  ai 

tan 

M  be  tv  producer  on  the  phone  sound- 
ed desperate. 

"I  ve  jjntta  have  some  stock  footage. 
An  atomic  bomb  exploding.  About  20 

bo  onds'  worth." 
"'  I  li.it  shouldn't  be  difficult,"  Baid 

Barbara  \\  iener,  chief  index  super- 
visor of  NBC  TV  Film  Library,  men- 

tallj  thumbing  index  cards  marked 

Disa  tplosions-atomic) .    "What 
sort  of  ̂ Imt  did  \ou  have  in  mind?" 

"I  ueed  one  where  the  camera  is 
looking  out  from  the  center  <d  the 
blast,    said  the  produ  er. 
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Needless  to  say  there  is  no  such  shot 
in  the  20  million  feet  of  catalogued 
and  cross-indexed  stock  film  footage  in 
NBC  TVs  library. 

Nor  does  it  exist  anywhere  in  the 
millions  of  feet  of  stock  footage  avail- 
aide  to  tv  in  other  film  libraries,  such 
as  those  of  Fox  Movietone  News. 
March  of  Time,  Telenews  and  CBS  I  \  . 

Hut  practically  everything  else  does exist. 

Do  you  want  to  set  the  mood  of  a 
t\  commercial  for  a  new  car  bv  open- 
in-  with  a  shot  of  a  busy  New  Jersej 

highway?  Do  you  need  some  rear- 
projection  footage  of  waves  breaking 
on  a  California  beach  for  a  scenic  ef- 

fect in  a  romantic  comedy?  Need  a 

jet  plane  taking  off?  A  Berber  festival 
in  North  Africa?  The  Grand  Casino 

in  Monte  Carlo?  Niagara  Falls?  Ma- 
lenkov's  bedroom  in  the  Kremlin? 

Try  the  film  libraries.  If  a  movie 
camera  has  caught  it.  chances  are 

they'll  have  it  in  the  form  of  a  stock shot. 

Stock  footage  is  film  shot  originally 
for   anything   from   feature  movies  to 

SPONSOR 
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Problem:  How  to  integrate  film  commercials  for  Piels  Beer  with 

tv  sports  shows?  Answer  was  found  by  Y&R  agency  through 

use   of   some   $125   worth   of  stock   sports   shots   as   scene-setters 

Triumphant  entry  of  Allies  into  Paris  in  WW  II  featured  as  part 

of  drama  on  "Robert  Montgomery  Presents.''  Stock  footage 
was  blended  with  live  action.  Some  20  seconds'  worth  cost  $32 

4 
Old  and  new  autos  were  contrasted  in  film  commercials  super- 

vised by  K&E  for  Lincoln-Mercury's  "Toast  of  the  Town"  on 
CBS  TV.    Rush  processing  job  took  three  days.    Cost:  about  $60 

6 Jam  Handy-made  hour-long  film  show  for  "Lutheran  Hour"  was built  around  several  hundred  feet  of  stock  shots  (cost:  $2.50 

per  foot,    plus  lab  fees).   NBC    Library   read    script,    picked   film 

ii  getting  the  most  out  of  it  ? 
flows  and  commercial*.    Data  includes  uses,  sources,  prices 

newsreels  and  carefully  collected  and 

catalogued  by  film  libraries.  In  the 

world  of  tv  advertising,  stock  film  li- 
braries serve  roughly  the  same  purpose 

that  still  picture  services — like  I  nder- 
wood  &  I  nderwood — serve  in  produc- 

tion of  magazine  ads.  Their  big  ad- 
vantage is  that  they  make  stock  scenes 

available  at  a  far  lower  price  than  the 

cost  of  sending  out  your  own  photog- 
rapher. 

Most  tv  admen,  however,  still  have 

much  to  learn  about  the  use  of  stock 

movie    shots     in     tv     production.      As 
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Frank  Lepore,  manager  of  NBC  T\ 

film  and  kinescope  operations,  and  TVd 
Markovic  chief  librarian  of  the  NBC 

Film  Library,  told  sponsor:  "Until  re- 

cently, half  the  advertisers  in  tv  didn't 
know  we  existed  to  serve  anyone  in- 

side or  outside  NBC." 
Earl)  this  month  therefore  SPONSOR 

surveyed  all  of  the  major  stock  film 

libraries  to  determine  how  thej  could 

besl  serve  as  t\  advertising  aids,  and 
how  much  such  assistance  costs  an  ad- 

vertiser. Here  are  the  questions  spon- 
sor asked  and  the  answers  it  received : 

How  and  when  can  stock  film  be 

used  in  tv  production? 

Stock  footage  is  no  magi<  gimmick. 

Its  production  n>l<-  is  primarily  that  of 
featured  player,  rather  than  star. 

Here's  a  typical  use. 

Recentlj  Caravel  Films.  New  V>rk 

producer,  was  -hooting  film  commer- 
i  Please  turn  to  page  68) 

llllllllllllllllllll 
film 
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•SMILIN'  ED  McCONNELL,'  BROWN  SHOE'S  KIDDIE  RADIO  PROGRAM,  HAS  BEEN  ON  AIR    10  YEARS.    IT  FEATURES  ED   McCONNELL   (ABOV 

How  Brown  Shoe 

gets  its  Iv  show  on 
M  radio  stations 
Firm  has  radio  program  for  nominal  cost  by 

supply  in-  dealers  with  tape  recordings, 

getting  them  to  pay  •  ■■<->  time  charges 
40 

&£">•  is  in  the  unique  posi- 

tion of  having  its  television  show  on 
203  radio  stations. 

The  St.  Louis  shoe  manufacturer  has 

carefulh  worked  out  a  cooperative  sys- 
tem with  its  dealers  which  extends  its 

ABC  TV  children's  program.  SmiLa' Ed  McConnell  Show,  to  radio. 

Brown  Shoe  has  added  to  its  adver- 

ting effort  for  Buster  Brown  chil- 
dren's shoes  without  substantially  in- 

creasing its  budget.  Method:  getting 

the  dealers  to  pay  the  cost  of  radio 
time.  Today  about  S750.000  annually 

—virtually  100','  of  the  Buster  Brown 
division  budget  —  is  going  into  tv. 

Onlj  a  small  sum  is  needed  for  pro- 
duction and  handling  costs  of  radio 

tape  recordings  I  plus  additional  prints 
of  the  tv  show  which  is  also  available 

for  dealers  to  sponsor  in  markets  not 

on  the  company's  network  station  list.) 
O.her  manufacturers  with  limited 

budgets  who  want  the  dual  impact  of 
ft  and  radio  on  a  nationwide  scale 

might  well  find  the  Brown  Shoe  ap- 
proach valuable  in  solving  their  own 

advertising  problems. 

SPONSOR 
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C.-STORYTELLER.     TV    VERSION    INCLUDES    ADVENTURE    FILMS    (ABOVE    AT    LEFT),    LIVE    ANIMALS    (RIGHT),    IMAGINATIVE    CHARACTERS 

Here's  how  R.  (j.  Stolz,  Brown 

Shoe's  advertising  manager,  explained 
the  cooperative  system  to  sponsor: 

Broun  Shoe  produces  the  Smilin' 
f-.il  McConnell  Show  for  radio  entirel) 
separate  from  the  tv  version.  Tape 

recordings  are  made  and  Brown  Shoe 
dealers  are  invited  to  sponsor  the  show 

in  their  own  areas  on  a  39-week  basis. 

The  dealer's  sole  expense  is  time 
charges.     The    manufacturer    pays    all 

case    history 
liliilillllillllllllll 

shipping  expenses  invoked  in  getting 
the  tape  to  and  from  the  station. 

The  radio  show  is  available  only  to 
dealers  in  those  markets  not  covered 

hy  the  network  tv  program.  Brown 

Shoe's  tv  network  covers  the  larger, 
metropolitan  areas.  The  radio  pro- 

gram cannot  be  carried  in  the  areas. 

Although  the  company  is  by  no 

means  unique  as  a  sponsor  of  coopera- 
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live  advertising,  most  co-op  programs 
involve  onlj  announcements.  Mam 

advertisers  who  sponsor  co-op  plans 

use  such  campaigns  as  a  stop-gap  be- 
tween regular  programing.  Brown 

Shoe,  however,  is  unique  in  its  simul- 
taneous use  of  the  same  program  on 

a  network  and  cooperative  basis. 

The  company's  bappj  because  it's getting  radio  co\erage  at  minimal  cost. 
Dealer  reaction  to  the  plan  can  be 

measured  by  the  fact  that  the  show  is 

being  broadcast  on  2(13  radio  stations 

today,  just  six  months  after  the  pro- 
posal was  first  made  to  Brown  Shoe 

dealer-..  |  he  t\  version  of  the  shoM  is 

sponsored  1>\  the  company  on  51  sta- 
tions. Dealers  buv  the  tv  show  on  an 

additional  2  1  stations. 

Brown  Shoe's  first  air  advertising 
occurred  in  1943.  Until  then,  the  com- 

pany,  which  marks  its  seventy-fifth 
anniversary  this  year,  had  directed  its 
advertising  exclusive!]  to  parents 

through  such  national  magazines  a- 

Life,  Ladies'  Home  Journal  and  Par- 
ents Magazine. 

(Please  turn  to  page  %  > 

C      Stolz.     Brown     Shoe    ad     manager 

Brown  Shoe's  co-op  approach: 
I.   Firm  hour  tv   t\ 

I  '     '.:/'•    ' 'am  for  radio,  inviti 
it  In/  pn>/ino  for  time. 

2.  /.'  ■• 

and    pays    all    sliipping    chn 
Each  rm    und'T 

0  for  production  and  talent. 

3.  .1  bov  I    - :    charges    for 

•  ach    mat  x  months  203 
idan. 
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Bouncing    ball   traversing   the 

product  name  is  used  as  a  "logo" 

in  series  of  abstract  commercials. 

Ball  bounces  in  time  to  music  whit 

is  used  as  theme  in  the  commercials 

Modern  art  conies  to  commercials 
Novel  Earlc  Ludgin  tv  film  commercial  for  regional  coffee  firm  uses 

abstract  art  coordinated  with  well-timed  music  and  narration 

m   oo  many   rubber-stamped  tv  commercials  send 
viewers  out  to  the  kitchen  for  a  refill. 

That's  the  conclusion  Earle  Ludgin  and  Co.  came 
to  a  few  month-  ago  while  planning  a  series  of  tv 
commercials  for  their  Midwest  regional  client,  Mc- 

Laughlin's  Manor  House  Coffee.  The  Chicago  agen- 
C)   wanted  a  New  Look  for  television  commercials. 

The  16  slides  on  these  pages  from  a  McLaughlin 

eommercial  -tory hoard  -how  you  that  Ludgin  got 
it-  wish.   Modern  art  has  come  to  tv  commercials. 

\n  entiie  series  of  film  commercials  has  been 

produced  for  McLaughlin's  (to  introduce  its  instant 
coffee  brand)    in  which  there  is  neither  live  action 

nor  animation.  Instead  the  series  used  a  technique 

which  might  be  called  symbolism  or  semi-abstrac- 
tion. The  commercials  are  being  slotted  on  tv  shows 

in  Chicago  and  other  Midwest  markets  including 
Milwaukee.   Producer  is  Five-Star  Productions. 

The  commercials  were  conceived  and  written  by 

Jack  Baxter,  creative  group  head,  working  with  John 
Willmarth,  v. p.  and  creative  director,  and  Hooper 
White,  tv  production  manager  (all  of  Ludgin). 

Both  agency  and  client  are  enthusiastic  about  the 
commercials  and  sales  results.  The  morning  after 

they  first  appeared  on  the  air,  five  agencies  called 

to  ask  for  prints  they  could  show  their  own  crea- 
tive  groups.    And  sales  response  was  strong. 

LUDGIN  AD  IN  CHICAGO  PAPER  HAILED  CLIENTS  COURAGE.    AD  USED  LOGO  (BELOW)  WHICH  WAS  TAKEOFF  ON  COMMERCIAL 

EARLE LUDGIN 

yd 

c ompany 
42 
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1       Typical    commercial    in    series    starts    with 

  ■    bars.  Voice:  "Do  you  have  closed  mind? " 
2         Bars  form  fence.  Voice:  "Lots  of  people 

■      bar  themselves  from  best  things  in  life." 

3         Bars  move  off  into  clump  as  voice   says 
■      these  people  stay  off  in  corner  by  selves 

7         Door  reopens  and   letters  float  out  into         jr         Four  quotes  appear.  Voice:  'Delightful!'         U         Each  quote  forms  word,  words  form  slo- 
■      space  to  form  trademark  of  the  product         Oa       So   easy   to   make!'    'Real    coffee    taste!'  Vm gan.    Music    stresses    action    throughout 

II       Action  reverses:    Words  again  become 

AVi     quotes   and    voice   repeats   the   slogan 
n        Quotes    form    bar,    triangle    represent- 

■     ing     scale     to    weigh     lbs.    of    coffee 12. Scale  shows  amount  of  coffee  needed 

for  just  a  few  ounces  of  instant  coffee 

I    J        Door  theme  is  used  again  to  familiar- 

XJi     iie     viewers     with      product      package 
|  /I       -'ar     *t«nds     in     open     doorway     while 
JL^BB    voica  slowly  repeats  name  of  product ■  t\       Door  closes  quickly.   Voice   ends  com- 

Ui     mercial:      "You'll     like     it     instantly!" 
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How  do  all  the  stations  in  a  market  compare  in  programing  emphasis? 

Backbone  of  sponsor'^  ncu   programing  Guide  will  be  a 
chart  of  most  U.S.  radio  and  tr  stations  showing  number  of 

hours  each  station  devotes  to  rations  show  types.    Sample 

below  covers  Philadelphia  stations.  It  answers  at  a  glance 

questions  like:  Which  stations  have  home  economics  shows? 

Which  program  to  Negroes;  have  concert  music,  hillbilly? 

r DAILY 

,   

WEEKLY 

HOURS- 

  , 

Call    letter* Freq. Watt* Network 
National  rep Network hours 

Sign  on  &.  oft 

Pop 

music Concert 
Hlllb 

Westn 
News 

Sports 

nows 

Farm 

service    Home-ec 

For'n 

lang. 

Negro 

P«t  mldn 

hourv 
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New  SPONSOR 

program  guide  will  be 
tool  for  1  imrhuyiTS 

Due  early  next  year,  SPONSOR'S  station  directory 

will  toll  timebuyers  kind  ok'  shows  U.S.  stations  air 

'fl      here  can  I  gel  a  list  of  all  the      tions  when  sponsor  publishes  its  new I     S    radio  stations  which  have  home 

-  shows?" 
".   .   .  a   li-t   "I    stations   with   farm 

ice  - 1 1 "  v  - 

*'.  .  .  .1  lisl  "I  stations  « hi<  li  pro 
foi  Negro  audiem  1 

the  tn-i  time  in  industry  historj 
it  will  be  1  ossible  to  answer  these  ques- 
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station  director)  earl)  next  year.  The 

dire  tory,  called  1954  sponsor  C,[  IDE 

TO  STATION  PROGRAMING,  is  in- 

tendedspe  ificall)  as  a  timebuyers' tool. 
Backbone  of  the  book  will  be  a  list 

of  most  1  .  S.  radio  and  television  sta- 

tions showing  the  number  of  hours 
<  ach    station    det  otes    to    the    various 

program  types.  In  addition  there'll  he lists  which  break  stations  down  by 

specialty  types — including  foreign  lan- 
guage, concert  music,  Negro,  other 

classifications. 

The  GUIDE  will  tell  timebuyers 

what  the  program  character  is  of  each 
station  in  most  U.  S.  markets.  It  will 

serve  as  a  basic  indication  of  the  kind 

of  audience  the  station  seeks,  without, 

of  course,  attempting  any  kind  of  rat- 
ing or  ranking  of  stations. 

On  these  pages  appear  sample  list- 
ings from  the  GUIDE.  Above  is  a  list 

of  all  radio  stations  in  Philadelphia 
with  hours  devoted  to  show  types.  It 

is  this  type  of  listing  which  will  be  the 
basic  component  of  the  GLIDE.  At 

right  is  an  example  of  the  t\  pe  of  sta- 
tion list  timebuyers  will  be  able  to 

quickl)  assemble  from  the  basic  city- 

by-citj  facts.  It's  a  list  of  all  I  .  S. tv  stations  which  schedule  feature  film 

in  morning  and/or  afternoon  time. 
I  Many  of  the  most  frequently  used 

special  li-ts  will  be  assembled  within 
the  GLIDE;  others  will  have  to  be 

I  idled  out  1>\  individual  buyers.)  Proj- 
e  t  editor  of  the  GUIDE  is  Wallace  A. 
Ross. 

Questionnaires  (lowing  into  SPONSOR 
from  stations  all  over  the  country  have 

given  some  interesting  indications  of 

lo<  al-level  programing  trends.  With  al- 
most 2.000  questionnaires  in  hand. 

SPONSOR    editors    had    these    observa- 

SPONSOR 



lions  i"  m.ikc  (in  programing: 

•  Radio  management  appears  defi- 
nitely committed  i<>  supplementing 

broad  community-wide  coverage  with 
a  program  schedule  slanted  toward 
some  Fractional  h>\  al  audience.  I  his 

appears  to  be  true  in  the  case  ol  most 

powerhouse,  network  outlets;  it's  par- 
tkularl)  true  with  respect  i<»  indepen- 

dents. Not  content  with  sharpening 

the  music,  news  and  Bports  formula, 

independents  have  Bhown  that  frac- 
tional audience  loyalt)  can  pa)  oil  in 

securing  sponsors  for  the  station,  and 

in  turn  for  tin-  advertiser  aiming  at 
six  li  audiences.  Success  ol  the  inde- 

pendent- in  this  direction  appears  to 
have  influenced  the  powerhouses  and 
network  affiliates  t<>  schedule  at  least 

some  programing  in  the  direction  of 
some  fractional  segment. 

•  Examination  of  questionnaires  re- 
turned by  the  stations  shows  that  some 

b~' ',  of  the  nation's  radio  stations 
either  have  a  farm  director,  work  with 

the  count)  agent  or  schedule  some 

farm  service  programing.  Even  metro- 

politan station-  (several  in  Philadel- 
phia, for  example  I  are  reaching:  out  in 

this  direction.  The  farm  market  is 

being  exploited  today  as  never  before. 
It  has  been  recognized  h\  both  stations 

and  advertisers  as  being  worth)  of  in- 
di\  idual  concentration. 

•  In  this  connection,  but  even  hroad- 

er  in  aspect  and  appeal,  the  hillbilly- 

Western  music  audience  it  catered  to 

li\   some  62'  I    of  i  adio  stations,  both 
rural   and   metropolitan. 
•  Six  out  of  I"  stations  have  home 

economists  w  bora  the)  feature  in  I"'  al 

homemaker-appeal  -how-. 
•  Rapid  growth  in  the  numbei  oi 
stal ions  prog] aming  afl  i  midnight, 

whethei  it  be  to  .1  Bwing-shift  audience, 

to  insomniacs  01  to  metropolitan  -ta\  • 

out-lates,  i-  confirmed  b)  a  I1'' !  rep- 
resentation  foj   tlii-  categoi  j . 
•  \\  itli  respect  to  those  audien<  es 

most  often  designated  as  "specialized," 
the    foreign,    Negro,    border   Spanish, 

progra  ming 
lllllllllll 

"'-odd  music"  ami  the  like  .  .  .  the 

recognition  given  b)  SPONSOR  feature 
sections,  and  in  turn  In  national,  as 
well  as  local  advertisers,  appear-  to  be 

influencing  a  sharp  upturn  in  the  num- 
ber of  station-  catering  to  these  impor- 
tant bu)  inj;  segments. 

•  Some  27','  of  the  GUIDE's  respon- 
dents indicate  that  they  either  have 

some  Negro  segments  or  are  primaril) 

Negro  in  appeal.  In  the  face  of  tele- 
vision competition,  the  potential  loval- 

tv  of  Negroes  to  radio  programing  in 
their  interest  has  inspired  several  new 
radio  stations  to  take  to  the  air  in  the 

past  few  1   1I1-    •  ponsoh  found. 
•  \\  bile  not  quite  as  1  U  nsive,  the 

numbei  of  radio  -i.nn.h-  •  iterii 

foreign  populations,  whethei  in  theii 
own  language  oi  in  English,  stands  al 
19'  I  oi  all  stations  repl)  ing  to  the 

questionnaire. •  This  dor-  not  include  those  1 1 

California,  New  Mexico  and  othei  sta- 
tions u lii'  li  are  re<  ognizing  the  exten- 

sive Southwest  bordei  Spanish-speak- 

ing markets.  Umosl  l'f,  of  the 
nation'-  stations  have  Bome  Buch  sched- 

uled appeal,  and  in  California  particu- 
larly, the  numbei  1-  in<  reasing  rapidl) . 

•  It  would  appeal  as  well  that  "good 
music  or  1  oncert-lo^  ing  audiem  es  are 

re  eh  ing  new  attention  from  all  radio 
-tations.  Through  the  advent  of  fm 

and  operations  Buch  as  \\n\K.  those 

listeners  who  prefer  an  almost  exclu- 
sive diet  of  concert   music  are  being 

•  atered  to  b)  some  dozen  stations.  But 

in  all  no  less  than  .">.'!',  of  radio  -ta- 
tions  are  claiming  several  hours  a 
week  minimum  of  this  category. 

•  Station-  are  bolstering  their  net- 
work and  local  offerings  with  impor- 

tant new-  and  librarv  service  contribu- 

tions as  well.  Some  83$  Bubscribe  to 

a  wire  lews  service,  and  72'  '<  take  a 
librar)  Bervice,  one  of  the  benefits  of 
the  latter  being  more  carefully  pre- 

pared musical  programing. 
•  Television   of  course  has   not   had 

1  /'lease  turn  to  page  1<i7  > 

rniiMiiiiiiiHiiiiiniiiii:!  '  Jiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiwiiiiiiiw 

Which  television  stations  in  the  U.S.  have  feature  film  in  daytime? 
Lists  like  this  can  be  pulled  from  the  basic  city-by-city 

chart.  It  consists  of  all  I  .S.  tv  stations  which  by  press- 
time  had  been  reported  to  SPONSOR  as  having  feature  film 

before  6  p.m.  Many  lists  like  this  will  appear  in  the 

GUIDE.  They  are  intended  as  an  aid  to  timebu\ers.  The 

list  is  arranged  alphabeticalh    In    cities  for  eas\    reference. 

ALBCQl  ERQl  E,    N.    M.  ...KOAT-TV 
ALTOONA,    PA.  WFBG-TV 
BATTLE  CREEK.  MICH.       WBK/.-TV 
BAKERSFIEW.  (   il..  KAFY-TV 
BALTIMORE,  MD.    WAAAI 
BIRMINGHAM,  ALA.    WBBC-TV 
BOSTON,  1/  ISS  WBZ-TV 
CHARLOTTE,   N.  C.  WBTV 
CHICAGO.  ILL.  WGN-TV 
CINCINNATI,  0.  _  IICPO-TA 
COIll  MB1A.  S.  C.  WCOS-TV 
COLUMBUS,  0.  YVTVX 
DAYTON,  0.  WHIO-TV 
DEC  ATI R.  ILL.  .  .WTVP-TV 
DENVER,  COLO.  ...  KFEL-TV 
DILI  TH.  MINN.  .WFTV 
ELKHART.  IND.  WSJV 
EL  PASO.  TEX.  KTSM-TV 
ERIE.  PA.  II  Id 

PRINCETON,  IND.         WUAY-TV 
FORT  WORTH,  TEX.  WBAP-TV 
ERESSO,  CAL.  __.  KMJ-TV 

GALVESTON,  TEX. 
HARRISBl  RG.  PA. 
HARRISBl  RG.  PA. 
HOI  STOW    TEA. 

KANS  IS  1  ITY.  MO. 
K  tNSAS  CITY.  MO. 
K  INSAS  CITY,  MO. 
LANSING,  MICH. 
LONG\  IE  IT.  TEX. 
LOS  AXGELES,  CAL. 
LI  BROCK,   TEX. 
I.)  VCHBl  RG.  I   l. 
U  IDISON,  WIS. 
MIXOT.  X.  D. 
MOBILE.   ALL 
MOXROE.  LA. 
MOXROE.  LA. 

NEWARK,   V.  /. 
NEW  YORK.  N. 
NEW  YORK.  X. 
NORFOLK,  VA. 
OMAHA,  XEB. 

Y. 
Y. 

KGUL-TV 
II  IIP  -TV 
WTPA-TV 
KM7-TV 
WDAF-TV 

mi  it-TV 
KOIO-TV 
WILS-TV KTVE 

K\XT 

KDUB-TV 
WIVA-TV IV  MTV 

KCJB-TV 
WKAB-TV 
KFAZ-TA 
KXOE-TV 

VI  ATA 
II  CBS-TV 
WOB-TX 
WTOA-TA 

WOW-TV 

PEORIA.   ILL. 
PHILADELPH1  I.  PA. 
PHIL  IDELPHIA,  P  I. 

ROSWELL,  V.   M. S  11  T  1.  IKE  CITY.  UTAH 
S  f\  ANTONIO,  TEX. 

S  l\  FR  Wt  l><  <>.  1   IL. 
S  t\  FRANt  IX  0,  C  IL. 
>  l\  FRANt  l><  0,  '  IL. 
SE  ITTLE,   9  ISH.    
SPOKANE,  WASH. 
SPOK  INE,    W  ISH.        

SPRINGFIELD,   M  ISS.    
SYRACl  SE,  X.  Y.   
SYRACUSE,  X.  Y.  .   
Tl  CSOX.  ARIZ. 
IT  4SHINGTON,  D.  C. 
HI  T<  HINSON,  KAN.    

WICHITA  FILLS.  TEX. 
WORCESTER.  MASS.    
YOLXGSTOWX.  0.   

WEEK-TV 
YICAl-TA 
WFIL-TV 
KSWS-TV 
KDYL-TV 
KEYL-TV KPIX 

K  BOX-TV 
KSW-TV 
KING-TV 

KHQ-TV 
KXLV-TV 
II II  I.P 

WHEN 
YISYB-TA 
KVOA-TV 
II TTG 

KTVII 

KFDX-TV 
IIYIOB-TA 
YIFJ1J-TA 

14  DECEMBER  1953 
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and  fltUJf  TV  CHAMPION 

.  .  .  with  a  pre-sold 
audience  of .  .  . 

70  MILLION 
FOLLOWERS 

•  HAM  FISHER's  beloved  ALL 
AMERICAN  CHAMP  .  .  .  now 
brings  the  impact  of  his  great  public 
acceptance  to  Television  ...  in  a 
superb  Hollywood  production  .  .  . 
high  adventure,  romance,  humor, 
boxing  .  .  .  with  an  ALL-STAR 
CAST  including  Joe  Kirkwood, 
Cathy  Downs,  Sid  Tomack  and 
Maxie  Roscnbloom  .  .  .  plus  compre- 

hensive promotion,  exploitation  and 
merchandising  aids. 

•  JOE  PALOOKA  is  your  best 
guarantee  of  maximum  audience 
.  .  .  maximum  influence  .  .  .  maxi- 

mum results. 

JOE  PALOOKA 
dramatic    half   hour   scries   available 

to   local   and   regional   sponsors 

COMAAt/r     /A>C 

420  MADISON  AVE. 
NEW  YORK  17,  N.  Y. 

MUrray    Hill    8-5365 
HOLLYWOOD  •  PORTLAND 

KANSAS    CITY  •     CHICAGO 
CLEVELAND 

pumiiiiiiiiiiimiiiiiiiiiiiiii 

f 
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Mann  producers  want  fast  buck: 
Let  the  film  buyer  beware 

by    Ralph    Colin,    vice    president    and    general    man- 

ager,     Screen     Gems,     Inc.,     .Vein     York 

There  was  a  play  on  Broadway  sev- 
eral seasons  ago  that  was  moderately 

successful.  At  the  conclusion  of  its 

New  York  run,  it  started  a  road  tour 
in  Chicago. 

Chicago's  colossal  indifference  to  his 
offering  prompted  the  producer  to  call 
a  meeting  of  his  staff. 

The  press  agent  observed  that  it  was 

right  afler  New  Year's  and  people 
were  not  spending. 

The  box  office  treasurer  offered  for 

consideration  the  weather,  ft  was  the 

coldest  winter  in  years. 

Someone  came  up  with  the  inevita- 

ble: "This  is  not  a  critic's  play.  It's 
an  audience  play  and  it  takes  time  for 

word  of  mouth  to  get  around." Each  in  turn  offered  a  little  halm  to 

ease  the  pain  of  Chicago's  blunt  re- 
jection of  their  attraction.  Through  it 

all.  the  company  manager  slumped  in 
his  chair  gloomily.  Now  he  brightened. 

"Did  any  of  >  ou  realize,"  he  asked, 
"that  the  duck  hunting  season  has  just 

opened  and  a  lot  of  people  are  away?" 
South  Pacific  never  worried  about 

the  weather.  Critics  and  public  both 
found  From  Here  to  Eternity  to  their 

Liking.  \ml  The  Robe  does  not  expect 
to  take  a  beating  during  the  duck  sea- 
son.  These  are  shows!  Attractions 

that  will  really  attract  people  to  the 
box  office  with  mone)    in  their  hands. 

Television  is  now  show  business. 

too.  \ml  a  good  program  on  television 
will  draw  a  lame  audience.  It  is  true 

thai  almost  anything  went  in  the  earlj 
days  when  the  medium  was  a  great 
novelty.  But  as  the  industry  grew,  as 
the  number  of  vet  owners  and  station 

operators  grew,  the  audience  became 
more  selective. 

Now,  stations  arc  being  offered  a 
laii  l\  wide  choice  of  programs  on  film. 

■•I  it  is  good,  like  )  our  Ill-Star 

I  In, it,  (the  syndication  title  for  the 
Ford  Theatre),  which  we  produce  and 

distribute;    /    Led   Three    Lives     pro- 

48 

duced  bj  Ziv;  Victory  At  Sea,  dis- 
tributed by  NBC  Film,  and  the  Gene 

Autry  shows  offered  by  CBS  Film. 
Some  of  it  is  indifferent  and  a  lot  of 

it  is  plain  horrible.  In  the  latter  cate- 

gory is  the  "product"'  cheaply  turned 

out  by  promotors  who  saw  "a  fast 
buck  in  the  tv  racket." Now  the  industry  is  expanding.  Rate 

cards  are  being  adju  ted  upwards. 
Over  three  million  sets  were  sold  at 

retail  from  January  through  July  of 

this  year.  New  markets  are  opening 

up  continuously.  Now  is  the  time.  The 
time  for  station  film  buvers  to  sepa- 

rate the  "men"  from  the  "boys"  among 
film  producers. 

For  the  station  film  buyer  daily  is 

being  offered  the  opportunity  to  be 

penny  wise  and  pound  foolish.  He  is 

offered  a  good  program  at  a  reason- 
able price  from  the  studios  of  a  reputa- 

ble producer  and  on  the  other  hand  a 

pitchman  with  the  same  type  of  pro- 

gram bewilders  him  with,  "I'll  tell  ya 
what  I'm  gonna  do!  Ya  say  ya  want 
a  show?  Ya  say  ya  want  it  for  a 

price?  All  right!  I'll  give  ya  a  double 
discount  and  throw  in  a  bathing  beautv 

contest  free,  as  a  promotion!" 
Caveat  emptor!  Let  the  buyer  be- 

ware. This  has  been  a  meaningful 

business  slogan  for  centuries.  It  ap- 
plies to  television  today  as  well. 

In  television  how7  caveat  should  the 

emptor  get? Very ! 

▼  ▼  "▼" 

!%ew  distribution  pattern:  CBS  TV 

Film  Sales  reports  its  dual-distribution 

plan  for  the  Annie  Oaklev  film  series 

is  meeting  with  considerable  success. 

Breaking  precedents  last  month,  it 

made  the  film  available  to  local  spon- 

sors simultaneously  with  its  sale  to  a 
national  advertiser. 

After  CBS  Film  signed  Canada  Dry 

Ginger  Ale  as  the  national  sponsor  (the 
soft-drink  firm  is  scheduling  the  film 
in  some  80  markets  throughout  the 

U.  S.  and  Canada  next  year),  it  an- 
nounced the  series  was  also  available 

on  a  syndicated  basis  on  alternate w  eeks. 

According  to  Walter  Scanlon.  mer- 
chandising  and  promotion  manager 
for  CBS  Film,  the  show  was  sold  in 

"over  15"  markets  within  24  hours  of 
the  announcement. 

Here's  how  the  plan  works:  CBS  TV 
Film  Sales  and  Anne  Oaklev   Produc- 

tions.  Inc..  derided  to  readv  a  second 

series  of  Annie  Oakley  to  be  sold  to 
l  Please  turn  to  jmge  80  i 

SPONSOR 



.°. .  or  New  York,  for  example,  with  a  "live"  Hollywood 

glamour  show  at  9  P.M.  (EST) . . .  then  "air" 

the  same  show  same  day  in  Los  Angeles  3  hours  later — 9  P.M.  (PST)? 

Want  to  bridge  this  coast-to-coast  gap  of  time  and  space  effectively, 

brilliantly — at  low  cost? 

answer  Use  Eastman  Film (Air  for  N.  Y. 

and  TV-Record  at  6;  be  ready  to  project  and 

show  in  LA.  at  9  as  specified). 

For  complete  information  write  to: 

Motion  Picture  Film  Department 
Eastman  Kodak  Company 

Rochester  4,  N.  Y. 

factum 

Installati- 

East  Coast  Division       Midwest  Division  West  Coast  Division 

342  Madison  Avenue    1 37  North  Wabash  Avenue    6706  Santa  Monica  Blvd. 

Now  York  1 7,  N.  Y.        Chicago  2,  Illinois  Hoi ly wood  38,  Ca lif ornio 
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Tv  film  shows  recently  made  available  for  syndication 
Programs  issued   since   August    7953.     Next   chart   will  appear    11    January 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 
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Show  name  Syndicator  Producer  Length  Price  Range*         No.  in  series 
Show  name  Syndicator  Producer  Length  Price  Range*        Nci 

ADVENTURE 

Advtntur*   It   My  Lakeside    Tv 
M 

Jungle    Macabre  Guild     Fllnu 

Hal    H.    Harrison      l2'/>    mln.  open 

Radio   &    Tv  15    mln.  $50-400 
Packages    Inc. 

CHILDREN  S 

Animal    Time  Sterling  Tv  Sterling     Tv  15    mln. 

King    Callca  Kllng  Kllng  12   mln. 

The  Cinnamon  Bear  Fltz    &  Assoc.  Gilwln    Prod.  15    mln. 

Terry    and    the  Official  Films  Dougfalr  Prod.  2G    mln. 
Pirates 

Tim*    tor    Beany  Consolidated     Tv       Bob    Clampett  30    min. 
Sales 

Unci.    Mistletoe  Kllng 
Kllng 

II1..    mln.  $25-156 

MUSIC 

39 

on    request  104 

$22-142  65 

50%   of   Class   B  26 

30 

Oklahoma     Chuck-       Lakeside    Tv 
wagon   Boys Lewis  &   Clark         12'/,    mln.  $25-500 

Opera    &    Ballet  Lakeside    Tv  Transatlantic   Tv       !2'/2    min.  open 

Operettas  &   Ballets      Hoffberg    Prod.  Hoffberg    Prod.  13    min.  open 

Werner    Janssen 

Series 

George     Bagnall 
&    Assoc. 

Jaossen 15    mln. on 
request 

NEWS 

Drew    Pearson's 
MPTv 

Charles   Curran 15    min. 

unlimited  m 

Wa  hington 

Merry-Go-Roundt 

Fulton    Lewis    Jr.t       United   Tv   Pro-        Un'ted    Tv    Pro-        12    min. 
grams  grams 

United    Press-  United    Press 
Movietone  News 

Muvletone  News        30    min. 

15   min. 

COMEDY 

DOCUMENTARY 

Flath    Gordon MPTv Inter. Cnntlnen-         30    mln. 
tal    Tv 

General    Eleetrlt  Stuart    Reynolds       Sovereign    Prod.       25    min.  I00°o    Class   A 
Tht»tr» 

Janet    Dean.    Regis        MPTv 
trred    Nurse 

Puis*   of   the   City       Ttlruent 

Racket    Squad  ABC     Film 

Syndication 

Cornwall   Prod.         30    min 

Teleseene  12' ,    mln.  $50-750 

Hal    Roach   Jr.         30    min. 

Secret     Chapter  Guild    Films  Ron    Ormond  15  mln.  $50-400 

Sovereign     Thtatrt      Stuart    Reynolds  Sovereign    Prod.  26  mln.  100%   Class   A 

Thr    Playhouse',  ABC     Film  Meridian   Corp.  30  mln. 
Syndication 

26 

"8 

26 
26 

M 

SPORTS 

Duffy's   Tavernt 
MPTv Hal    Roach Jr. 30    min. 39 

My    Hero Official Films Ed    Beloln 30    min. 39 

Boxing    from Ralnbo 

Kling 

Kllng 

26'/2    min.         $40.50-675 

Madison    Square  Du    Mont 
Garden 

Wlnik    Films  26"2    min.         $55-500 I2"2    mln. 

Wild    Lift    In  Lakeside    Tv  Lakeside    Tv  I2'/j    mln.  $25-500 
Action 

Wonders    of    the 
Wild 

Sterling    Tv Borden     Prod.           15    mln. 

26 

DRAMA.    MYSTERY 

Colonel  March Official    Films Hannah    Weln-          26' 2    min. 

stein 

on request 

26 

The    Referee 

Kllng Kllng 

30 min. 

TRAVEL 

Hawaiian    Paradise 
George     Bagnall 

&    Assoc. 

Franklin 
15 mln. on    request 13 

Safari Sterling     Tv Sterling     Tv 15 
min. on    request ■ 

This    Is   Hawaii George     Bagnall 
&.    Assoc. 

Franklin 
30 mln. on    request 

It 

This  World  of  Ours Sterling     Tv 
Dudley    Pictures 

II1. 

i    min. 

on    request 

IS 

VARIETY 

Interviews    of    the Century Academy  Films Academy  Films 15 mln. 

$50-400 

uallaltre 
Old    American 

Barn    Dance 

Kling 
Kllng 

26 

2    mln 
$50-675 

8 

Ray    Forrest    Show Sterling     Tv Sterling    Tv 30 min. 
on    request * 

WESTERN 

Annie    Oakley" 
CBS   Tv   Film  A-nie    Oakley  30    min. 

Prod. 

50 SPONSOR 

price    range   il   not    fivtn,    it    has   not    yet    been    fixed,    or   syndicator    prefers   to   give    price   only   en    request.     ""Canada    Dry    is    sponsoring    this   film    in    80 
thly      Separate    series    is   available    for    local    sponsors    in    these    same    markets   on    alternate   weeks      'Available   8    January.     :Available    early    next 

year.     -Run  originally  under  another  title,   now   being  rc-rcleascd.     SPONSOR   invites   all    tv   film    syndicators   to    send    information    on    new   films. 



FLASi 

ready  for 
immediate 

TV  showing 

Featuring 

STEVE 
HOLLAND as 

FLASH 

GORDON" 

IRENE 

CHAMPLIN (IS 

DALE" 

JOE 
NASH 

"DR. 

ZHARKOV" 

FLASH  GORDON  blasts  its  way  to  the  TV  screen  ivith  39,  new  V2 

hour  films  that  are  custom-made  for  TV.  .  .  available  for  local,  re- 
gional, and  national  spot  sponsorship! 

FLASH  GORDON  as  a  King  Features  Syndicate  property  is  seen 

in  279  neivspapers  .  .  .  read  and  known  by  50,000,000  people! 

A  natural  for  wide-scale  merchandising  promotion  with  self  liquidat- 

ing premiums!  Produced  by  Inter-Continental  Television  Film  Corp. 
and  Inter-West  Films. 

FLASH  GORDON  rates  as  one  of  the  best  liked  children's 
programs  ever  tested  by  the  Schiverin  Research  Corp. 

For  auditions, 

prices,  and  sales  plan- 
write,  wire,  or  phone: 

HERB  JAFFE 

655  Madison  Ave New  York  City 

TEmplelon  8-2000 

FRANK  0  ORISCOLL 

2211  Woodward  Ave 
Detroit.  Michigan 
Woodward  1  2560 

JACK  McCUIRE 

830  N  Wabash  Ave 
Chicago.  HI. 
WHitehall  31341 

MAURIE  GRESHAM 

9100  Sunset  Blvd 

los  Angeles.  California CRestview  14101 

MOTION    PICTURES 

655  Madison  Avenue,  N.  Y  SI,  N.  Y. 'VV\VyVV^      FOR    TELEVISION,  INC. 1  Film  Syndication  Division 

14  DECEMBER  1953 
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I.    \cw  construction  permits* 

CITY  4.   STATE CALL 
LETTERS 

CHANNELl 
NO 

DATE  Or GRANT 

POWER 

(KW)" 

STATIONS 
TARGET 

VISUAL 
AURAL ON  AIR 

Summer  '54 

240 120 
3 

200 

100 

3 

316 191 0 
102 

62 0 

Spring    '54 

240 120 
1 

316 

51 

204 

31 

0 

0 

SETS  IN 

MARKET* 
1 000 1 PERMITEE   &.    MANAGER 

RAOIC 

REPf 

ATLANTA,    GA. 

DETROIT,   MICH. 

FLORENCE,  S.  C. 

MARINETTE,    WIS. 

PORTLAND,   ME. 

SPARTANBURG,   S.   C. 

TRAVERSE  C  TY,  MICH. 

WQXI-TV 

WMAM-TV 

WGAN-TV 

WORD-TV 

WTCM-TV 

36 

62 
8 

11 
13 

7 

7 

19  Nov. 
19  Nov. 

25    Nov. 

18  Nov. 

19  Nov. 

25  Nov. 

25    Nov. 

330  vhf 

1,100  vhf 

NFA 

NFA 
20  uhf 

NFA 

NFA 

R.     W.     Rounsaville 
UAW-CIO    Bdcstg.    Corp. 

of    Mieh'gan 
Jefferson  Standard   Bdcstg. 

Co. 

M    &    M    Bdcstg.    Co. 

Guy    Gannett    Bdcstg. Service 

Spartan    Radiocasting    Co. 

Midwestern   Bdcstg.   Co. 

Hollingbe 

Clark 

Avery- 

Knodel 
HoHingbet 
Ho'man; 

Bunyan 

II.    Xcic  stutions  on  air* 

CITY   4   STATE 
CALL  CHANNEL 

LETTERS  NO. 
ON-AIR DATE POWER    (KW)* 

AURAL 
NET 

AFFILIATION 
STNS. 

ON  AIR 

SETS  IN MARKETt 

(0001 

PERMITEE   &   MANAGER 

REP 

ANCHORAGE,   ALASKA 

AUGUSTA,    GA. 

BOISE-MERIDIAN.    IDA. 

FESTUS,   MO. 

FORT  LAUDERDALE,  FLA 

LEWISTON-AUBURN,  ME 

LONGVIEW,  TEX. 

MIDLAND,  TEX. 

NORFOLK,    VA. 

OKLAHOMA  CITY,  OKLA 

PANAMA   CITY,   FLA. 

PINE  BLUFF,  ARK. 

PORTLAND,  ME. 

SCRANTON,  PA. 

STEUBENVILLE    OHIO 

WATERLOO,   IOWA 

WORCESTER,    MASS. 

KTVA 

WJBF-TV 

KBOI 

KACY 

WITV 

WLAM-TV 

WJDM 

WATV 

11 

6 

2 

14 

17 

17 

KTVE  32 

KMID  2 

WTOV-TV  27 

KWTV  9 

WCSH-TV  6 

WARM-TV  16 

WSTV-TV  9 

KWWL-TV  7 

WWOR-TV  14 

11  Dec. 

26  Nov. 

27  Nov. 

22  Nov. 

1  Dec. 

26  Nov. 

12  Nov. 

6  Dec. 

6  Dec. 

8  Dec. 

1  Dec. 

1  Dec. 

1  Dec. 

10  Dec. 

10  Dec. 

26  Nov. 

4  Dec. 

3 

0.5 16 

500 10 

16 

1 
10 

20 

316 

2 

80 

100 

245 

230 

50 

16 

2 
0.3 

8 

250 

5 

8 
0.6 

6 
12 

158 

1 
40 

50 
130 

115 
25 

9 

NBC,    Du   M 

ABC,    NBC 

CBS,  Du  M 

Du   M 
ABC,    CBS 

Du  M 

CBS,   Du   M 
NBC 

ABC 

CBS 

CBS 

NBC 

CBS 
NBC,   Du   M 

NFA 

NFA 11    vhf 

NFA 

86  uhf 

NFA 
4   uhf 

NFA 

50   uhf 
237   vhf 

NFA 
NFA 

20  vhf 

100   uhf 

NFA 

NFA 

NFA 

Northern    Tv    Inc. 

A.    G.    Hiebert.    gen    mgr 

Georgia-Carolina     Bdcstg. 

Co. 

Boiso  Valley  Bdcstrs.   Inc. 

Ozark   Tv   Corp. 

John    T.    McKenna,    pres 

Gerico    Investment    Co. 
R.   W.   Stanriart,   gen   mgr 

Lew  ston-Auburn     Bdcstg. 

Co. 
E.    H.   Shute,    pres..    mgr. 

East    Texas    Tv    Co. 

W.    M.    Morrow   Jr.,    com. 

mgr. Midessa   Tv  Co. 
R.    H.    Drewry,    principal 

partner 
Commonwealth    Bdcstg. 

Corp. 

Oklahoma    Tv    Corp. 

Edgar   T.    Bell.   gen.   mgr. 

WJDM     Inc. 
J.    D.    Manley.    pres. 

Mel    Wheeler,    gen.    mgr. 

Central    South    Sales    Co. 
John     Griffin,     pres. 

John    Esau.    gen.    mgr. 

Congress  Square   Hotel  Co. Frank    S.     Hoy,    pres. 

Union    Bdcstg.    Co. 
Martin    F.    Memolo.    pres. 

W.   M.   Dawson,  gen.  mgr. 

WSTV    Inc. 
J.    J.    Laux.    gen.    mgr. 

Black    Hawk    Bdcstg.    Co. 

Salisbury    Bdcstg.    Co. 

Hugh    Felt 
Hollingbery 

Free   4 Peters 

Raymer 

Taylor 

Everett 

McKinoey  I 

Forjoe 

Taylor 

Forjoe 

Avery. 
Kivodel 

Hoilingbery 

Avery- 
Knodel 

Weed    Tv 
Hollingbery 

Avery- Knodel 

Headley- 
Reed 

Raymer 

Total    I  ..V    stations    on    air. 
incl.  Honolulu  and  Alaska    i  I 

33  J 
20; 

BOX  SCORE 
Vo.  of  post-freeze  CP*s  grant- 

ed   (excluding  26  educational 

grants;   \  Dec  ",.;  i        .   \  a.  hi  grauti  •  s  on  air 

•Bom   new    ("  !•    ■    tod    ItaU  u    rnlni   on    the    air    listed   here   ire   Uiose   which    occurred    between Si  at  Inns    are 

r  of  C.P.'i  l«  thit   recorder 
.■mm      'Information  on  the  number  of  seu 

In    rot.rkt'1    »'  -nrrh.    consists   of   eitlmttei    from    the 
•pprosimate       'Data    from    NBC    Research    and    Plaiuilnr 

168 
268 

No.    tv    homes 
Oct.  '53) m    U.S.     (1 

Percent    of    all     I  .S.    homes 

with  tv  sets   11  Oct.  '53)   

25,690,0001 
56  %§ 

es  on  homes  with  seis  and  homes   In   iv  coverage  areas  are  considered  approximate,    fb 

,,-"  eiemiilve  of  a  radio  station  which   Is  granted  a  CIV   also  represent,  the  .- 

iram«  ' ,  |,res1sl"»<'    ■«  .--    generally    too   early    to   confirm    tv    representations   of  most 
hcJnTi>  T  ,              lists  the  reps  of  the  radio  stations   >n   this  column    (when  a  r.d.o  station  •• been     glwn  the     ti     gram.        M\       No     ,1>;,m,     avail,blc     at     presstime     on     sets     in     market. 

52 SPONSOR 



; 



,«*»«
" 

«**
" 

*»**
 

TOP  RATINGS  IN  MARKET  AFTER  MARKET! 
•  SEATTLE  -  1st  Place!  •  WASHINGTON,  D.  C.  -  2nd  Place! 

Sat.  ove.  •  rates  53.3  -  Telepulse,  June  1953  Tues.  eve.  •  rata*  21.4  -  Telepulse,  Aug.  1953 

■•all    tabarl    Montgomery,    Mr.    &    Mn.     North,  Bead      Danger,      Suipenie.      Kroft     TV     Theatre, 
Eddie  Cantor,   Ford  Theatre,   Playhouse  of  Stars.  Douglas   Fairbanks    Presents,    Lux   Video   Theatre. 

KANSAS  OH  -  1st  Place!  •  SAN  ANTONIO  -  2nd  Place! 
Frl.  eve.  •  rates  32.3  -  Telepulse,  Aug.  1953  Tuei.  eve.  •  rates  26.3  •  Telepulse,  Aug.  1953 
toots  Philco-Goodyear  TV  Playhouse.  Ford  Theatre,  Boats  Suspense,   Blind  Dote,   Bums  A  Allen,   KrofI Boats  Philco-Goodyear  TV  Playhouse,  Ford  Theatre. 
Kraft  TV  Theatre.  This  Is  Your  life.  C.E.  Theatre, 

What's  My  lino,  Godfrey's  Talent  Scouts. 

•  PITTSBURGH  •  1st  Place! 
Time,  ova.  •  rata*  41.5  -  Telepulse,  Aug.  1953 

BooH  This  Is  Your  life.  Down  You  Co.  Ford  Thea- 
tre. Playhouse  of  Stars,  (abort  Montgomery. 

TV  Theatre,  Toast  of  the  Town,  Bauloh,  G.  E. 
Theatre,   Robert  Montgomery,    Lux  Video   Theatre. 

•  PORTLAND  -  2nd  Place! 
Two*,  ova.  •  rates  58.5  •  Telepulse,  Sept.  1953 

Boats  Break  The  Bank.  Chance  of  a  Lifetime,  Play- 
house of  Stars,  The  Goldbergs.  Big  Story. 

These  leaders  have 

RENEWED  FOR  2ND  YEAR! 

•  BLATZ  Beer  in  3  markets! 

•  DREWRYS  Beer  in  9  markets! 

•  OLYMPIA  Beer  in  6  markets! 

•  GENESEE  Beer  in  5  markets! 

SCHAEFERBeerinNewYorkCity! 

No.  1  FILM  SERIES  NATIONALLY!— Telepulse,  August,  1953 

NOT  ANYWHERE,  BY  ANYONE,  HAS  TELEVISION  BEEN  SO  HANDSOMELY  AND  LAVISHLY  SI 
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ZIV  TELEVISION  PROGRAMS,  INC. 
1539  MADISON  ID..  CINCINNATI,  OHIO 
NEW  YOIK  HOLLYWOOD 
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WHAT'S  OAK  HILL,  W.  VA.-A  SUBURB,  OR  WHAT? 

NO,  IT'S  JUST  A  SMALL 

WEST  VIRGINIA  TOWN- 

LOVED  AND  LISTENED-TO  BY 

102,200  DAYTIME  FAMILIES! 

STATION   COVERAGE   DETAIL  BV NCS  AREAS 

Total 

Radio  Homes 

in  Area 

STATE 

NCS  Area County 

No.  of 

Counties 

DAYTIME 

4-Week  Cum. 
Weekly 

Averag 
e  Day 

NCS  Circ. NCS  Circ. 

%:;: 

NCS  Circ. 

V" 

WEST    VIRGINIA 

20.370 FAYETTE 18,490 

90 

18.220 

89 

10,150 49 

18,190 GREENBRIER 

MONROE 

SUMMERS 

15,490 85 15,130 83 

6,720 

36 

66.940 KANAWHA 10,310 

15 

7,180 

10 

4,410 
06 

14,570 LEWIS 

BRAXTON 

DODDRIDGE 

GILMER 

3,110 
21 

2,280 

15 

1,680 
11 

18.260 LOGAN 2,780 

15 

1,960 

10 

1,020 

05 

19,440 MERCER 8,000 41 
6,480 

33 

3,990 

20 

14,790 NICHOLAS 

CLAY 

WEBSTER 

11.450 
80 11,080 77 

6,620 

46 

23.930 RALEIGH 20,220 

84 

19,610 

81 

8,540 

35 

12.290 
ROANE 

CALHOUN 

JACKSON 
WIRT 

2.720 
22 

1,990 

16 

1.460 
11 

16750 WYOMING 

N    III 
9.630 

57 
8,610 

51 

6730 

40 

iO  rOTAI 

2i          ■?:--: 
n  540 

5!  320 

'  (  of  R.ulio  llomn  in  Area 

Write  down  the  name  of  every  "familiar" 
West  Virginia  city,  and  Oak  Hill  probably 

won't  even  make  your  list!  But  if  you're 
interested  in  lots  of  radio  listeners  for  mighty 

little  dough,  we'll  bet  Oak  Hill's  WOAY 
would  rank  high  on  almost  any  list  you  draw 

up.  Where  else  can  you  get  102,200  daytime 

families  for  only  S21.60  per  quarter  hour? 
(26-time  rate.) 

We'd  certainly  like  to  have  you  join  our 

growing  and  rather  impressive  list  of 
national  accounts.  No  representative  yet, 

so  please  write  for  facts,  direct  to  Robert 
R.  Thomas,  Jr.,  Manager,  at: 

WOAY 
OAK  HILL,  WEST  VIRGINIA 

5000  Watts,  Daytime 

20,000  Watts  FM 



agency  profile 
Michael  tain 

Director  of   Radio   4   Tv  Creative   Production 

Erwin,   Wasey,    New   York 

Michael  Levin's  sizable  office  is  idealh  equipped  for  a  radio-tv 
dinn  tor:  It  has  a  21-inch  tv  screen,  two  radios,  a  miniature  spinet, 

ral  telephones  and  a  rear-projection  viewing  screen  in  the  process 
of  being  huilt. 

Between  various  long-distance  calls  and  the  hammering  of  carpen- 
ters who  were  installing  the  film  projector.  Levin  gave  SPONSOR  his 

interpretation  of  some  current  agency  trends. 

""  Agencies  are  going  to  have  to  make  more  creative  and  productive 
contributions  than  just  hiring  successful  film  and  package  producers. 

Otherwise,  who  needs  "em  at  any  percent?  Granted  a  good  tv  opera- 
tion can  cost  more  than  15%.  Then  put  it  on  a  percent  plus  fee 

luisis  and  make  sure  the  client  gets  his  real  money's  worth." 
Himself  a  veteran  writer,  producer,  musician.  Levin  favors  whal 

he  calls  the  "integrated  system": 

"Most  agencies  make  a  ver\  had  mistake  in  separating  the  crea- 
tive and  production  functions.  ParticularK  in  commercial  work, 

both  must  work  together.  Just  as  Hollywood  came  to  the  integrated 

function,  so  will  tv.  ̂   ou  have  to  pay  the  writer-producer-director 

more,  but  he  costs  less  in  the  end.  saves  collective  stomach  linings." 
\mong  tv-dollar  savers  that  Levin  has  used  are  such  production 

devices  as  color  transparencies  or  miniature  sets  in  tv  commercials 

to  save  the  sponsor  expense  of  building  elaborate  sets  every  week 
and  vet  give  him  a  varied  commercial.  These  color  transparent  ies 

are  photographs  of  various  portions  of  the  set  and  the  sponsor's 
product  which  are  intercut,  at  air  time,  with  a  live  demonstration 

on  a  pared  down  full-scale  set.  By  making  these  transparencies  in 

color  Levin  achieves  a  better  definition  for  viewers"  screens  than 
through  use  of  black-and-white. 

For  his  Admiral  Corp.  account  alone  Levin  has  a  library  of  over 

250  color  transparencies.  <  See  "  Admiral's  sponsorship  of  Bishop 

Sheen:  Did  it  move  merchandise? "  24  August  1953.  page  31.)  In 
1053  the  \dmiral  Corp.  accounted  for  $2  million  t\  billings  out  of 

Erwin.  \^  asey"s  total  ail  billings. 
\^  hen  not  in  his  office.  Levin  can  usuallv  be  found  in  his  apart- 

ment on  Lower  Fifth  Avenue,  with  his  wife  Jinna  Rolf — a  high- 

fashion  model — and  their  blonde  two-year-old  daughter.  That  is. 

when  he  isn't  at  the  photographer's  studio  working  on  color  trans- 
parencies. •  *  * 

EVERYWHERE  YOU  GO,  THEY  RE 

WATCHING 

WHEN 

|Jn  Egypt  they're  watching  .  .  . in  Rome  and  Delhi,  and  more 
than  250  similar  communities 

in  Central  New  York. 

What's  more,  they've  been 

watching  for  five  years  and 

today  2  j  million  of  them 

happily  collaborate  to  wish 

WHEN  a  happy  5th  birth- 

day. Happy  viewers  make 

receptive  customers,  recep- 

tive to  your  product,  your 

message.  You  can  reach 

them  through  WHEN. 

CBS ABC 

DUMONT 

A MEREDITH 
STATION 

14  DECEMBER  1953 
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UJVEC-TV 

Here's  selling  power  PLUS  in  the  great 
Norfolk  Metropolitan  Area  where  only 

WVEC  TV  is  NBC  .  .  .  beaming  y7u~r 
sales  message  right  to  the  core  of  this 

dynamic   multi-ctty  market 

only  WVEC-TV 

©o© 
Television    Affiliate 

UJVECTV 

rq»mmtmA  A>,  RAMBEA  U 
NEW    YORK  •  CHICAGO  ^. 
SAN       FRANCISCO  •   MINNEAPOLIS 

IOS  ANGELES  ' 

(Continued  from  page  18 1 

as  the  volume  of  their  announcers'  voices.  And,  as  I  said  be- 

fore, maybe  the  result  isn't  a  thing  of  beauty  or  a  joy  for- 

ever, but  it  certainly  won't  "fade  into  nothingness"  which  is 
the  intent  of  the  advertiser  and  a  necessity  these  days. 

*        *        * 

As  with  the  Navy  and  the  Marine  Corps,  there  is  a  con- 
stant battle  between  the  folks  who  write  copy  for  broadcast 

media  and  those  in  the  production  end.  Since  television 

reared  its  lovely  head,  this  feud  has  been  stepped  up.  The 

reason,  I  suppose,  is  the  fact  that  tv  production  and  tv  copy- 
writing  are  so  much  more  involved  than  radio  copy  is  to  write 

or  produce — and  far  more  involved  than  print  writing  and 
production.  A  tv  writer  must  have  mastered  the  mechanics 

of  production,  both  live  and  on  film,  before  he  is  fit  to  put  a 

word  on  paper.  As  for  the  production  people — uvless  they 

have  some  copy  savvy  and  advertising  knowhow,  their  pro- 
duction interpretation  of  the  words  in  the  commercial  (es- 
pecially the  video  instructions)  can  emasculate  it. 

Unlike  printed  advertising  wherein  production  is  mostly 

mechanical  and  at  best  only  serves  to  carry  out  the  wishes 

of  the  copywriter  and  art  director,  television  production  is  a 
highly  creative  job. 

Neither  the  most  detailed  storyboard  nor  the  most  thor- 

oughly worked  out  script  can  possibly  include  half  the  in- 
structions, angles,  pacing  and  other  video  necessities  which 

become  the  responsibility  of  the  television  producer.  His 

interpretation  and  direction,  his  skill  and  experience,  his  un- 
dertaking of  what  is  implicit  in  the  copy  (over  and  above  the 

explicit)  can  make  or  break  the  message  that  results. 

So  there  must  be  a  complete  rapport  between  copywriter, 

t\  artist  and  production  supervisor  if  the  copy  is  to  succeed. 

And  equally  important,  the  production  man  must  have  suffi- 
cient  latitude  to  use  his  own  creative  abilities  after  the  meet- 

ing of  minds  on  the  script  is  reached.  I  don't  mean  to  imply 
that  production  personnel  should  be  allowed  to  go  off  on 

tangents  of  their  own  but  they  do,  however,  require  as  much 

authority  as  the  tv  writer  and  should  be  permitted  to  exert 
it  when  the  copy  is  being  shot  (live  or  on  film). 

In  addition,  the  tv  writer  has  to  recognize  the  domain  of  the 
tv  artist  .  .  .  all  of  which  is  sometimes  difficult  for  a  copy 
man  to  realize,  especially  when  that  copy  man  may  have 
migrated  from  print  copy  where  he  reigned  supreme  at  all 

times  and  over  all  stages  of  the  advertisement.  •  •  • 
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T.  t  story  hoard 
i  column  tponeorei  by  dim  <>/  the  leading  /ilni  proaueeri  in  television 

S  A  It  It  A 

NEW    YORK:    200    EAST    56TH     STREET 

CHICAGO:    16    EAST    ONTARIO    STREET 

How  ingeniously  flexible  IV  commercials  can  In-  is  shown  m  this  sines 
created  l>\  SARRA  fol  1  he  (.ie.it  Atlantic  v  l'.n  ifi<  lea  Company,  thiou^h 
Paris  8e  Peart.  I  In  basic  version  opens  w i 1 1 1  .1  cartoon  sequence  sel  to  a 

rollicking  theme  song;  animation  highlights  the  refrain:  "Come  See  Come 
Save  .11  \  v  I'!"  1  i\  t-  .u  i  ion  shois  ol  .1  woman  shopping  permit  close-ups  ol 
\  ,v  p  brands  which  provide  strong  identification.  "Open  ends"  allow  the 
insertion  ol  d.uK  changes  in  |)io(lii<ts  and  prices.  Pre-planned  cutting  and 
extra  footage  on  majoi  A  8c  P  products  yield  a  variety  oi  spots. 

SARRA.  Inc. 

New  York:   200   East  56th   Street 

Chicago:    16   Easi    Ontario   street 

An  effe<  tive  balance  of  live  a<  tion  and  stop  motion  is  used  by  SARRA  in  this 

series  to  create  a  lasting  impression  ol  Virginia  Dare's  "<h\  sweetness"  sioi\. 
The  opening  is  given  immediate  appeal  with  a  strikingly  beautiful  giil 

coming  oil  the  label  to  sing  Virginia  Dan's  "Say  It  Again"  theme  in  haunt- 
ingly  persuasive  tones.  Live  action  scenes  ol  home  entertaining  register 
prestige  and  flavor  enjoyment.  Stop  motion  magic  of  moving  bottles  and 

idling  glasses  lead  to  the  reprise,  "Say  It  Again  ....  Virginia  Dare."  Created 
by  SARRA,  Inc.  for  Garret!  8c  Co.  Inc.,  through  David  J.  Mahoney,  Inc. 

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

Fine  seiipts,  expert  casting  and  some  really  outstanding  live  action  photog- 
raphy make  this  scries  of  6  one-minute  TV  spots  one  ol  unusual  interest  and 

conviction.  The  product  story  is  tactfully  woven  into  the  sciipt  with  delicate 
pel  suasion  1>\  a  charming  home  maker  who  takes  the  viewer  to  Northern 

Paper  Mills.  Here — with  the  manufacturing  processes  as  a  backdrop — North- 
ern's "soilness"  is  demonstrated  and  dramatized.  Excellent  brand  identifica- 

tion throughout  is  climaxed  by  close-up  product  display  at  the  <  lose.  Created 
by  Young  8c  Rubicam,  Inc.  (Chicago),  and  produced  by  SARRA,  Inc.  for 
Northern  Paper  Mills.  SARRA,  Inc. 

New  York:    200  East  56th   Street 

Chicago:    16    East    Ontario   Street 

A  new  high  in  captivating  entertainment  is  achieved  in  this  trul)  novel  series 
of  spots  by  SARRA.  Choreographer  Dorothy  [araac,  in  a  dance  ol  brilliant 
pantomime,  enacts  the  quest  ol  a  girl  who  first  selects,  then  1  ejects  various 
t\pcs  of  deodorants  until  .  .  .  she  discovers  Stopette!  The  narration  and  the 
action  of  the  dance  arc  synchronized  to  convey  a  message  ol  strong  competi- 

tive "sell"  to  both  eye  and  ear.  Produced  by  SARRA,  Inc.  (  hicago)  for 
Jules  Montcnier.  Inc..  through  Earle  Ludgin  8c  Co. 

s\RRA.  Inc. 

New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 
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a    torum    on    question*   of   current    interest 

to   air   advertisers    and   their   agencies 

Do  you  believe  television 

is  over-eommereialized 

Mr.     Mirel 

THE  PICKED  PANEL  ANSWERS 

^  es,  I  believe 
television  is  over- 
commercialized. 

I !nt  the  culprit 

i~  not  the  station 

alone,  the  agen- 
cies alone  or  the 

advertiser  alone. 

Ii  is  a  combina- 
tion of  all  three 

— with  the  most 

important  one  be- 
ing tin-  listener.  It  is  not  fair  of  the 

listenei  to  expert  high-grade  entertain- 
ment, talent  of  all  kinds  including  writ- 

ers, directors,  actors  and  actresses, 

wardrobe  designers,  set  designers, 
technicians  "I  all  kinds  and  the  hun- 

dred .ind  one  extra,  unseen  talents — 
it  is  not  fair  that  the  listener  should 

expert  all  this  for  free.  He  could  not 
gel  so  man)  greal  talents,  and  so 
man)  different  plays,  revues,  movies, 

sports  events,  political  events  and 
wli.it  have  you  an)  other  place 

in  the  world  for  absolutely  ih>  money. 
I  believe  that  eventually  there  will 

be  metered  payment  television,  in  com- 

bination with  commercial  advertising 
television  and  some  public  service 
t<  l.-\  ision. 

\\  herever  metered,  or  pa)  -as-)  ou-go 
teleA  ision  has  been  tried,  it  has  had  a 

-ii  ■  essful  re*  eption  \.u\  ing  onl)  in 
degree  from  communit)  to  community, 

osts  in  telex  ision  produ<  - 
lion  m  ill  not  i  ome  dow  n  no  mattei 

how  man)  new  television  viewers  there 

will  be  in  the  nexl  few   years.    II  an)  - 
tliiiiL'.  •  ..-I-  u  ill  go  up.  \nd  l\  sta- 

tions, foi  i  I  to  <  ii  i  \  the  burden,  must 
in\  il  commen  ials  and  nil  in 

time  with  awkward,  shoddy,  old- 
fashioned  iii.iv  ies.  \l\  ow  n  l.i  lr 

that  i\  viewing  i-  down  with  more 
and  more  Belei  tion  developing.  I-  this 
  1      0 
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And  then  have  xou  heard  of  color'.-' 
As  color  becomes  commonplace 

i  within  six  to  18  months)  viewers  will 
demand  the  fine  Technicolor  films 

now  available — and  will  pav  for  the 
privilege  of  seeing  them  in  their  homes. 
They  are  planning  to  film  Jules 

Verne's  delightful  80  Days  Around  the 
World  in  color. 

How  much  would  you  pay  to  see  it 

on  your  color  tv  set? 
Or  would  you  rather  sit  through  the 

forced,  unhappy  tv  commercials  and 
the  old  movies? 

Advertising  people  are  intelligent. 
There  is  no  reason  why  they  could  not 

introduce  educational,  constructive,  en- 

tertaining and  selling  tv  commercials 

in  combination  with  pay-as-you-go  me- 
tered television,  in  perfectlv  good  taste. 

Face  it,  fellas — it's  coming. 
Jules  Mirel 
Jules  Mirel  Advertising  Agency 
New  York 

Let  me  answer  the 

question,"Do  \  ou believe  television 

is  over-commer- 

cialized?" in  this 
\va\  : 

Emphatically 

no!  This  rather 

frequently  heard 

charge  of  over- commercializa- 
tion of  television 

just  ,i~  frequentl)  nibs  me  the  wrong 
wax  because  I  don't  believe  it  i>  true. 

I  lie  basic  question  which  anyone 

musl  ask  is,  "'\\  hat  do  you  mean  by 
over-commercialization?" 

If  you  pick  up  Better  Homes  &  Gar- 
dens magazine  and  find  advertising  on 

'  of  the  300  pages,  is  this  too  much 
advertising?  Or,  in  reading  your  eve- 

ning newspapers,  ii  I"' .  of  the  printed 
material    is    advertising,    is    tin-    too 

Mr.  Abrams 

much  advertising?  Or,  if  you  ride  in 

a  subway  or  on  a  bus  and  can't  escape 
the  car  cards,  is  this  too  much  adver- 
tising? 

You  quickly  discover  that  it  be- 
comes a  matter  of  proportion  between 

the  advertisement  and  the  vehicle 

carrying  the  advertisement. 
Now.  in  television  you  get  three 

minutes  of  commercial  time  in  relation 
to  27  minutes  of  entertainment  in  a 

half-hour  program.  In  other  words, 

only  one-tenth  of  the  total  time  is  con- 
sumed bv  advertising.  Is  this  too  much 

to  ask  for  having  spent  many  thou- 
sands of  dollars  in  the  purchase  of 

time  and  talent  to  present  such  a  limit- ed message? 

I  have  felt  from  the  start  that  tele- 
vision advertisers  made  a  serious  mis- 

take in  permitting  radio  standards  to 

be  adapted  to  the  new  medium.  Toda\. 

with  the  cost  of  a  single  television  pro- 
gram rising  with  rapid  regularity,  the 

cost  of  one  minute  of  commercial  time 

becomes  a  startling  figure. 

On  the  other  hand.  I  do  think  the 

practice  of  loading  program  adjacen- 
cies with  spot  announcements  is  a  dan- 

gerous practice  from  both  the  viewer's 
and  the  advertiser's  standpoint.  The 
advertiser  who  spends  a  considerable 

amount  to  put  on  his  program  is  en- 
titled to  some  measure  of  freedom  from 

the  "parasitical  riders"  who  cling  to 
his  expensive  show:  the  consumer  is 
entitled  to  freedom  from  excessive 

commercialization  each  time  a  pro- 

gram changes. 

Over-commercialization,  as  I  men- 
tioned at  the  start,  is  a  proportionate 

term.  In  programs.  I  don't  think  there is  i i\ei -commercialization.  Around  pro- 

grams,  I   think  there  is. 

George  J.  Abr\ms 
Advertising  Director 

Block   Drug  Co..  Inc. 

Jersey  City.  A  .  /. 
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Fried 

There  is  nothing 

wrong  with  most 
commercials 

tin-  more  the 

merrier,  particu- 
lar!) if  m\  agen- 

i  \  ia  placing  the 
business. 

\\  here  else   in 
the      world      will 

\ mi  find  sponsors 

who   |iro\  ide    I  on 

.1  competitive  I>;im*i  for  free  the  finesl 

varierj  ̂ ln>\\~-.  dramas,  music,  sporting 
events  and  thousands  of  other  top 

programs? 

In  countries  when'  then-  are  no 

commercials  the  government  i*  the  Bole 

sponsor  and  the  programs  air  gener- 

al!) inferior,  definitelj  scaled  t<>  medi- 
ocre thinking,  with  an  unprofessional 

outlook,    and    no    incentive    to    present 
the  \er\  best  Government  controlled 

television,  minus  commercials,  is  al- 

ways done  cheapl)  (costs  are  alwa\~ 
carefull)    checked    1>>    the   politicos). 

That  is  wh\  top  artists  anil  entertain- 
ers are  not  anxious  to  |>erform — wh\ 

should  the]  ? 

In  place  of  so-called  "commerciali- 

zation," government-planned  i\  ̂ uhsti- 
tutes  politieal  propaganda  from  the 

part\  in  control — some  of  their  favor- 

ite third-rate  performers — or  intellec- 
tual drivel.  I  nsponsored  intellectual  t\ 

programs  las  a  public  service)  have 

their  place,  hut  not  at  every  turn  of  the 
dial. 

Shows  of  the  entertainment  variety 
are  needed  to  ease  tension*  and  serve 

a  good  purpose.  They  cost  money. 

which  the  sponsor  readil)  pays  in  re- 
turn for  his  commercials.  Good  com- 

mercials inform  the  public  of  available 
products  and  services,  add  new -worthi- 

ness to  the  program,  and  pla\  an  im- 
portant part  in  the  progressive  de- 

velopment of  industn  and  the  nation. 

Commercials  are  designed  to  sell  mer- 

chandise—if they  do  that  in  a  fair 
and  honest  manner,  the)  are  sua  essful. 

Manx  of  those  who  harp  on  "over- 
commercialization"  either  have  an  axe 
to  grind  i  such  as  representing  a  compet- 

itive medium  i.  or  are  self-opinionated 
demagogues  who  urge  saving  us  from 

ourselves  via  television.  Significantly, 

these  do-gooders  represent  a  verv 

small  part  of  the  nation  and  an  insig- 
nificant part  of  its  purchasing  power. 

Commercials  are  not  designed  to  reach 

them,  but  the  vast  majorit)  of  \meri- 
cans  who  have  made  listening  to  tv  a 

i  Please  turn  to  page  108  "I 

covered  exclusively  by 

'The  TV  Link  in  the  Heart  of  the  Nation' 

SOUTH   DAKOTA 

NEBRASKA 

WYO. 

COLORADO 

•     DENVER 

•     COLORADO    SPRINGS 

NORTH    PLATTE     • 
GRAND   ISLAND  • 

•    KEARNEY 
^  •    HASTINGS 

HOLDREGE    £    t 

KHOL-TV 

KANSAS 

128,300  potential  TV  homes,  with  an  EBI  of  $505,153,000 

completely  isolated  from  competitive  TV  markets. 

NOW!     YOU    CAN    CASH    IN    ON    ONE    OF   THE    NATION'S 

WEALTHIEST,  NEWEST   TV  markets  — 
EXCLUSIVELY  on  56,000  WATTS 

CHANNEL    13    •    KEARNEY,  NEBRASKA 

ONLY   VHF   STATION 
IN    CENTRAL 
NEBRASKA «0F 

Repretenled  Nationally  by 

MEEKER,  TV, 
INC. 

CBS-TV 
DUMONT 

owned  and  operated  by  BI-5TATES    COMPANY,  414-416  East  Ave.,  HOLDREGE,  NEBRASKA 

Duane  L.  Worts,  Gen'l  Mgr. 
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Tv  commercials:  Advertising 

"Good  television  commercials  repre- 

si-nt  the  fulfillment  of  advertising's 

greatest  opportunity."  That's  the  opin- 
ion of  Fairfax  M.  Cone,  president  of 

Foote,  Cone  &  Belding,  who  spoke  at 

the  4A's  Eastern  Annual  Conference 
in    New    York  late  last  month. 

Noting  that  advertising  exists  be 

cause  there  aren't  enough  persona 
salesmen  to  go  around.  Cone  men 

tidied  some  "highly  rewarding  tech 

r.iques  and  truly  remarkable  means"  o 
using  the  substitute-for-a-salesman 

such  as  "broadest  and  cheapest  of  al 

family  coverage  .  .  .  radio.'" Television,  Cone  says,  is  the  great- 

Dlchter  outlines  features 
of  effective  commercials 

\\  liat  makes  an  effective  commer- 
i  ial?  Some  of  the  answers  to  the 

question  were  presented  last  month  by 

Dr.  Ernest  Dichter,  president  of  In- 
stitute for  Research  in  Mass  Motiva- 

tions, Inc.,  before  New  York's  Radio- 
Tv  Research  Council. 

The  listener,  said  Dr.  Dichter,  is  not 

a  "passive  recipient"  of  the  message. 
"He  does  something  to  the  commer- 

cial. He  gives  each  commercial  a  'for 
me  or  not  for  me'  test." 

The  problem  is  not  whether  the  com- 
mercial  should  be  in  the  mood  of  the 

program  or  a  complete  break  of  the 
mood,  said  Dr.  Dichter.  Actually,  he 

said,  the  problem  is  whether  the  com- 
Mini  ial  is  in  the  "mood  of  the  inter- 

mission" required  for  the  program. 
There  should  be  understanding  of  the 

"psy<  holog)  of  the  pause."  he  said. 
I  In-  advertiser  should  realize  that 

the  consumer  lives  in  the  total  world 

of  commen  iah     and  nol   in  the  indi- 

vidual world  of  the  single  commercial," 
Dr.   I  li<  lite!   told  the  research  group. 

I  In-  listenei  "judges  all  of  the  advertis- 
ei  -   <  ommercials,  i  athei  than  i  usl  one. 
Therefore,  there   needs  to  be  serious 

ition  of  the  fact  that  the  ad- 

vertisei    requires   re  ognition   and    ac- 
of  the  intention  of  his  mes- 

•  I  not  nun-  repetition."    *  *  * 

98  great  opportunity — Cone 
est  thing  in  advertising  since  it  does 

everything  a  personal  salesman  can  do 
I  with  three  exceptions,  i.e..  smell, 
taste  and  feel). 

To  prove  his  point,  Cone  showed  the 

group  10  tv  commercials  which,  he 
said,  he  wished  his  agency  had  made. 

He  pointed  out  that  nine  of  the  10  were 

based  upon  demonstration  (the  excep- 

tion dealing  with  a  subject  he  consid- 
ered non-demonstrative). 

The  10  commercials  had  such  vir- 

tues as  believability,  "repays  you  ade- 

quately for  your  time,"  adds  to  one's 
knowledge,  and  "every  foot  of  the  ac- 

tion advances  the  sale."  *  *  • 

Emerson  spokesman  says 
rcfffio  sales  better  than  ever 

In  spite  of  growing  tv  audience, 
sales  of  radio  sets  are  better  than  ever. 

Emerson  Radio  &  Phonograph  Corp., 
five  months  after  the  introduction  of 

its  "pocket  radio,"  still  cannot  pro- 
duce enough  to  keep  up  with  the  de- 

mand. A  company  spokesman  said  that 

"the  world's  smallest  personal  radio" 
is  being  produced  at  the  rate  of  1,000 

a  day.  "A  distributor  will  call  in  a 
rush  order  for  500  of  the  radios,  but 

all  we'll  be  able  to  allot  to  him  will  be 

12,"  the  spokesman  said. 
At  least  two  radio  stations  have 

equipped  their  sale-men  with  the  ra- 
dios, for  use  in  selling  time.  Thev  are 

\\  \YZ.  Detroit,  and  WWDC,  Wash- 

ington. *  *  * 

Use  i'ight  picture, 
Increase  sales  via  TV 

The  right  picture  to  illustrate  a  sales 

point  can  have  a  "phenomenal  effect" 
upon  audience  remembrance  of  an  ad- 

vertiser's  TV  message.  Donald  H.  Mc- 
Collum,  director  of  client  relations  for 

S<  hwerin  Research  Corp.,  recentlv  told 

tin-  \it  Directors  Club  of  Chicago  that 
his  organization  had  found  that  by 

changing  the  visual  portion  of  the  com- 
mercial to  better  fit  the  audio,  re- 

membrance  ol  the  commercial  was  in- 

creased as  much  as  eight  times. 
The  most  fundamental  of  all  TV 

principles,  said  McCollum,  is  that  of 
illustrating  a  sales  point  at  the  same 

moment  it  is  stated  on  the  audio.  "Once 

that  rule  is  followed,"  McCollum  de- 
clared, "the  important  thing  is  to  find 

the  strongest  possible  video  devices. 
Research  now  is  able  to  .  .  .  audience- 

test  these  devices  you  conceive,"  he 

explained. 
Other  points  for  advertisers  to  re- 

member, according  to  McCollum:  Dem- 
onstrate a  sales  claim  at  the  same  time 

it  is  described;  keep  the  commercials 

simple;  identify  the  person  who  deliv- 
ers the  commercial  with  either  the 

product,  the  program  or  else  as  an  au- 
thority ;  make  the  setting  for  the  com- 

mercial  authentic. 

Briefly  .  .  . 

Cincinnati  motorists  are  getting  gold 

"coins"  instead  of  tickets  these  days 

from  traffic  cops.  The  "coins"  are  in- 
scribed with  a  message  that  the  motor- 

ist has  been  singled  out  for  this  award 
because  of  some  act  of  courtesy  as  a 

driver.  Sponsored  by  WKRC-TV  in 

cooperation  with  the  Cincinnati  police 

department,  the  Courtesy  Safe-Driver 
awards  will  be  given  out  for  the  next 

year.  An  average  of  five  a  day  is  given 

to  motorists  outstanding  for  their  acts 

of  courtesy.  Most  frequent  winners: 
those  who  stop  to  permit  pedestrians 
to  cross  the  street. 

*        »        * 

Here  is  a  picture  of  KTYL-TV's  new Zoomar  lens.  The  station,  located  in 

Mesa-Phoenix,  Ariz.,  says  it  is  one  of 
the  first  in  the  country  to  be  equipped 

with  the  versatile  lens.  It  also  is  one 

of  the  first  to  send  sponsor  a  picture 

of  Dawn  Riggs,  Miss  Phoenix  of  1953. 

Miss    Phoenix   of    1953    examines  Zoomar    Lens 
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\  nrw  contrad  between  W  \  I  \ . 

Newark-New  \  ork,  and  W  eed  Televi- 
-nui  Corp.  was  signed  late  last  month, 
short!)  after  \\  \  I  \  began  transmit 

ting  I'mm  ilic  Empire  State  Bldg.    In 

Rosenhaus,    Grabhorn    renew    contract 

tlic  picture,  Irving  R.  Rosenhaus,  pres- 

idenl  and  general  manager  of  \\  \'l  \  . 
signs  the  agreement  as  Joseph  J.  Weed 

(L),  president  of  Weed  Tv,  and  Mur- 
ray Grabhorn,  sales  manager  of 

WATV,  look  on. 
•       *       * 

More  than  5,000  invited  guests — the 

"socially  elite"  of  Cuba — attended  the 
grand  opening  last  month  of  CMTV, 
Havana.  The  station  went  on  the  air 

at  11  a.m..  11  November  (the  eleventh 

month)  on  Channel  11.  Taking  part  in 
the  initial  telecast  were  I  1.  to  r.  in  the 

picture)  His  Excellency,  Most  Rever- 
end   Alfredd    Midler,    auxiliary    bishop 

Cuban  dignitaries  participate  in  CMTV  debut 

of  Havana;  Manuel  D.  Autran.  presi- 
dent of  CMTV;  Dr.  Fernando  Sirgo, 

former  minister  of  education  for  Cuba 

and  now  on  the  staff  of  CMTV  as  di- 

rector of  cultural  and  civic  affairs; 

Jose  Raquero,  director  of  radio  for 

Cuba,  and   Francisco  Orue.   mayor  of 

Marianao.  site  of  CMTV's  studios. •        •        » 

The  best-selling  book  in  the  Arab 
countries  right  now  is.  interestingly, 
This  I  Believe.  The  book  includes  the 

personal  philosophies  of  Arabic  guests 
such  as  Premier  Naguid  Be)  of  Egypt 
and  \meritans  who  have  been  heard 

i  Please  turn  to  page  109  • 

CANADA'S    MOST    POWERFUL 

TV    STATION 

ON   THE  AIR 

117,000  Watts  e.r.p. 

In   Canada  contact 
All   Canada   Television 
in  U.S.A.  Weed   &   Co. 
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CORN  BEEF 

SPONSOR:  i  orn  Beef  Riley's  AGE\<  \  :  Merle  C.  Blair 

I   U»S1  II    CASE  HISTOR1  :  To  increase  the  flow  of 

traffic  at  Us  outdoor  booth  in  a  large  public  market,  Corn 

Beef  Riley's  bought  a  IS-minute  news  program  over  A/A. 
The  show  is  aired  three  times  weekly  at  a  cost  of  $123 

per  week.  After  a  few  broadcasts  Riley  s  reported  that 

20  customers  came  to  the  booth  on  a  given  Saturday 

afternoon  saying  they  heard  about  the  stand  on  the  Satur- 

day morning  newscast.  Riley's  reports  a  continued  in- 
crease in  business  due  to  the  broadcast  at  a  period  when 

other  booths  in  the  market  experienced  decreases. 

Kl  \.  ((Aland PROGH  \M:   Newscast 

— — ■   

results 

VITAMINS 

SPONSOR:  Vitalife  AGENCY:  Richard  Meltzer 

I  M'M  IT  CASE  HISTORY:  This  sponsors  radio  invest- 
merit  paid  off  10  to  one  on  his  KYA  \  rogram,  Ben  Sweet- 
land.  Ben  Sweetland,  star  of  the  show,  made  three  an- 

nouncements offering  vitamin  packages  at  SI  each  on  a 
single  program.  Cost  of  the  three  announcements  was  a 

total  of  -  10.  //  ithin  two  days  lien  had  received  450  orders 
for  the  vitamins.  The  program  is  aired  Monday  through 
Friday  from  9:00  to  9:30  a.m.,  Saturdays  and  Sundays 
8:00-8:30  a.m. 

K\  \.  S an    r  ram  isco PROGRAM:   Ben  Sweetland 

INSURANCE 

SPONSOR     Pri  ferred  Insurance VGENCY:  West  Pacific 

'  Vl"111    '  ̂'    HISTORY  The   Preferred   Insurance 
«  ng  about  300  sales  earl,  month  be- 

a    weekly   nighttime   radio 

ram.   It  bought  Could  I  In-  Be  You?  ovei  Kill  Mon- 
days from  9:30  to  9:55  p.m.  //  ithin  a  three-month  p. 

Ralph  li.  II  e  ,,r  ,}ir  insurance  firm 
reported  a    100 

Kill.  I  ■■-   tngelea PROGR  \M    I  oold  Tin-  Be  You? 

HARDWARE 

SPONSOR:  Lack's  Associate  Store  AGENCY:  Direct 

I   IPS!  I.h  CASE  HISTORY:      After  Nick  Nicholas  openedl 

Lack's  Associate  Store  in  Longview,  Tex.,  a  few  months] 
ago  he  decided  to  use  radio  to  acquaint  the  townspeople] 

with  the  new  venture.   He  bought  10  announcements  over] 

KFRO,  at  $5  apiece,  followed  them  up  with  participa- 
tions in  the  Turkey  Shoot  program.    The  Turkey  Shoot  | 

quiz  show  is  aired  Mondays  8:00-8:30  p.m.,  and  gives 

away  turkeys  to  quiz  winners.    Each  participation  costs 

$6.    After  two  participations  on  the  program,  Nicholas 

reported   the   store   hart   the   biggest   day   since   opening. 

KFRO,  Longview,  Tex. PROGRAM:  Turkey  Shoot 

COLLEGE  COURSE 

WTAG,  Worcester PROGRAM:   Announcements 

Interview 

CLOTHING 

SPONSOR:  Paul's  Tailoring  Co.  AGENCY:  Direct 
CAPSULE  CASE  HISTORY:  During  a  particularly  quiet 

business  period,  Paul  Vescovo,  owner  of  PauVs  Tailoring 

Co.,  decided  to  offer  2.5%  discounts  on  made-to-measure 
slacks,  suits  and  skirts  to  stimulate  trade.  The  offer  was 

made  25  times  in  announcements  over  Negro-appeal 

WDIA.  A  total  of  $4,500  in  sales  teas  realized  from 

these  announcements,  at  a  cost  of  S125.75.  That's  a  re- 
turn of  $36  in  sales  for  every  dollar  spent  on  advertising. 

WDIA,  Memphis  PROGRAM:  Announcements 

SNOWSUITS 

SPONSOR:   Zellers,  Ltd. AGENCY:   Direct 

<   \PSl  I  E  CASE  HISTORY:  When   the   first  snow  flake 

fell  this  uinter  a  Canadian  retail  store,  Zellers,  Ltd.,  got 

on  the  air  to  advertise  its  snowsuits.  It  bought  eight 

announcements  over  CKLR  to  push  the  cold  weather  out- 

fits. Its  total  expenditure  for  air  time  was  $18.30.  The 

radio  carnjraign  resulted  in  the  sale  of  121  snowsuits  at 

$12  apiece,  or  a  total  of  $1,452  in  sales. 

I  Kl  IS.  Oshawa,  Ont. 
PROGRAM:   Announcements 

SPONSOR:   Worcester  Junior  College  AGENCY:   Direct 

CAPSULE  CASK  HISTORY:  One   radio   interview   and 

seven  announcements  over  WTAG  filled  up  two  class- 

rooms at  Worcester  Junior  College.  The  school  adver- 

tised its  adult  reading  class  in  announcements  and  a  pro-  J 
gram  interview  and  received  so  many  registrants  that  it 

formed  two  classes  instead  of  only  one,  as  originally 

planned.  The  college  reports  that  85/r  of  the  executives 

and  other  businessmen  and  women  who  signed  up  for 

the  course  came  in  response  to  the  radio  publicity.  The 

station  gave  the  college  free  air  time  as  a  public  service. 



"WEEKEND: 

Nothing  like  it  ever  before  and  it's ■:K    I'itf    -Hi 

"Weekend,"  radio's  only  "Sunday 

paper  of  the  Air,"  has  an  all- family  appeal  lews 
ami  music.  Two  hour--  of  wonderful 

listening,  two  hour-,  of  wonderful 
selling.  And  u  one-minute  participation 
costs  you  only  $2,250. 

THE  "THREE" PLAN 

You  tret  saturation  of  your  market 
for  as  low  per  participation. 
"Three"  offers  you  three  or  more 
one-minute  sales  messages  morning, 

noon  and  night  on  three  Monday- 
Friday  strips.  Second 

11 :45-12  Noon,  /'  Pays  <<>  Be  Married, 
5:45-6:00   I'M.  and  Fibber  McGee 

and  Molly,  10:00-10:16  P.M. 

Reach  more  wigwams  for  much  less  wampum 

Smart  bucks  are  going  on  NBC  Radio.  Now 

you  can  buy  full  network  one-minute 

participations  at  the  lowest  prices  we  have 

ever  offered,  in  NBC  Radio's  new  sales  plans. 

•Weekend"  and  The  "Three"  Plan.  Each  is 

tailor-made  to  get  your  sales  messages  into 

more  homes  for  less  dollars.  Naturally,  the 

best  availabilities  will  be  the  first  to  go.* 
To  learn  how  these  plans  can  be  adapted 

to  your  budget  and  marketing  needs,  get  in 

touch  with  your  XB-C  Radio  salesman  today. 

Headquarters  for  new  ideas NBC 

'Goodrich  7 

harr  just  b^ntnht 
participation  in "  Weekend."  Turn*  and 

Paper-Matt  join 

,  The"Tkree"  linn. 

RADIO 
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STOCK  FILM 

i  Continued  from  /«/,«<•  39  i 

i  ials  for  Ballantine  Beer  t<>  be  used  in 

the  spot-placed  Foreign  Intrigue  series. 

Theme  of  the  commercials:  'it's  al- 
ways winter  in  \<>ur  refrigerator. 

Caravel  gol  in  touch  with  M><:  I  \  'a film  lil>rai\.  which  probabl)  supplies 

more  >t<><  k  footage  foi  t\  production 
toda\  than  all  the  rest  of  the  libraries 

put  together.  We  need,  said  Caravel, 

some  good  short  -cenes  of  winter 

~|i<  'i  t-. 

From  NBC,  Caravel  got  about  90 
feel  of  assorted  35  mm.  shots  of  skiers, 

tobogganists,  ice  boaters  and  the  like. 

This  was  in  the  form  of  "scratch 

prints" — prints  which  the  library  has 

deliberatel)  scratched  so  they  can't  be used  on  the  air.  but  which  are  quite 

adequate  for  viewing  purposes.  Cost 
-ii  far:  about  7c  per  foot. 

Caravel  wound  up  bu\mj.'  10  sec- 
onds' worth  of  various  action  shots, 

about  $2.50  per  foot  plus  laboratory 

fees  (regular  NBC  TV  film  rate  for 
commercials) . 

The  commercial  started  with  a  shot 

of  a  refrigerator  door  which  is  opened 
en  the  winter  scene,  which  then  wipes 

iiiiiiniiiiiiiiiiuiiiii   iiiiiuiuuiiiiiiiiniiiiuiiiiiiiuiiiiiii   uiiiiiiiiiiiiiiinin   urn   mimiiimiiii^ 

|     NOW  on  the  air! 

KMID-TV      I 
MIDLAND-ODESSA-TEXAS 

$ 

$ 

Americas 

Miracle 

Market 

With   KWID-TV   >ou   reach 
Americas    carriage    trade    in 
coveralls  .  .  .  one  of  the  richest 
markets  on  earth. 

Effective  buying  power: 
$6,464.00  per  family   ($1,378.00 

above  the  national  average  I  — 
73  500    well-fed    families    to    choose 

I  rum.  made  possible  by  the  world's 
greatest  treasure — oil ! 

Not  the  most  people  in  any  one  TV  market  to  be  sure, 

but  certainly  among  the  best-paid — and  as  the  figures 
bear  out.  the  must  ready,  willing  and  able  to  spend! 

KMID-TV 
Midland 
P.  O.  Box  2758 

Telephone  2-7321 

Exclusive  in 

Odessa 
P.  O.  Box  733 

Telephone  7-7327 

NBC-ABC-DUMONT 
Sid  Grayson,    Manager 

O.  L.  Taylor  Co. ,\alional  Representat 

to  a  shot  of  a  hand  reaching  for  a 
bottle  of  Ballantine  in  a  refrigerator. 

The  result  of  this  billboard  tech- 

nique, blended  smoothly  with  an  opti- 

cal wipe  to  the  "sell"  portion  of  the 
commercial,  was  a  series  of  hard-hit- 

ting, attention-getting  film  commercials 
which  mated  well  with  the  action  na- 

ture of  the  Foreign  Intrigue  series. 

This  is  just  one  way  in  which  one 

tv  producer  u-ed  stock  film.  Several 
other  examples  appear  on  pages  38-39 
with  stills  from  the  scenes  used.  Other 

sponsors,  from  Electric  Auto-Lite  with 
Suspense  on  CBS  TV  to  Kreisler  and 
American  Chicle  with  Rocky  King  on 
Du  Mont  use  stock  footage  frequently 

in  programs  and  commercials. 

The  most  common — but  not  the  only 

— uses  of  stock  footage  are  these: 

1.  As  "scene  setters"  or  "bridges" before  or  between  other  action.  In 

drama  shows,  stock  footage  is  often 

used  to  transport  the  action  to  another 
locale,  accomplishing  the  same  thing 

as  a  words-and-music  bridge  in  radio. 
An  example:  The  hero  walks  out  a 
door.  We  dissolve  to  a  shot  of  a  plane 

fl\  ing  the  Atlantic,  flying  over  the 
Eiffel  tower,  then  settling  down  at  Le 

Bourget  airport.  As  our  next  scene 

starts,  we  know  he's  now  an  American 
in  Paris.    We've  seen  it  happen. 

2.  As  a  rear-projection  background. 
This  is  a  trick  borrowed  from  Holly- 

wood. Sample:  Two  actors  converse 
in  a  Pullman  roomette  and  through  the 

window  we  see  the  moving  country- 

side. Actually  the  scene  is  just  a  10- 

second  loop  of  16  mm.  film  which  re- 
peats over  and  over  again,  being  pro- 

jected on  the  rear  of  a  screen  behind 
the  window  of  our  train  set. 

What  subject  matter  is  covered  in 
stock  footage? 

You  name  it. 

Film  libraries  usually  break  their 

film  footage  down  by  "main  subject" 
and  then  subdivide  further  under  indi- 

vidual topics.  NBC  TV's  Library,  for 
example,  contains  some  2.200  main 

subject  heads — from  "Academies"'  to "Zululand" — and  is  further  carved  up 

into  some  14,750  individual  topics. 
Then  NBC  breaks  up  the  topics  into 
shot-by-shot  descriptions. 

The  total  amount  of  stock  footage 

open  to  tv  admen  is  staggering.  As  of 
mid-November  there  is  a  SPONSOR-esti- 

mated  157,000,000  feet  —  enough  to 
stretch  around  the  earth  at  the  Equator 

with  plenty  of  slack — in  the  vaults  of 
the  largest  film  libraries.  And  the  sup- 

ply is  growing  at  the  rate  of  some  100,- 
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000  !>•<•!  a  week  toda)  as  the  Footage 
from  >ialT  cameramen,  government 
sources,  travel  agencies,  commercial 

producers,  newsreels  and  amateur  pho- 
tographers rolls  in. 

XI* ► — t  ill  this  vast  suppl)  i>l  celluloid 
images  is  of  a  news  nature  because 
mosl  of  the  film  libraries  are  offshoots 

of  newsreel  companies  i>r  t\  networks. 

Almost  all  of  the  newsreels  you've  ever 
seen  in  a  theatre  <>i  on  a  video  Bcreen 
are  catalogued  somewhere  in  a  film 

library.  Everything  from  fiitlei  - 
troops  marching  into  Czechoslovakia 

to  last  year's  kcntuc  k\    Derln   can  I  <• 

delivered  on  short  notice.  NBC  I  \ 

even  maintains  an  "emergency  list  of 
BtcH  k  footage  available  immediately  for 
the  more  ob^  ious  production  needs, 
Buch  a-  a  shot  ol  I  imes  Square,  rain. 
waves,  i  louds. 

I n  addition  t'>  a  bedi ock  of  new -- 
related  events  all  the  film  libraries  i  on- 

tain  general,  non-news  footage  shots 
of  the  Statu.'  of  Libert)  "i  the  Eiffel 
Tower  and  i  ollectJons  "I  scenes  rich 

in  local  atmosphere.  Mai <  li  of  Rme  - 
library  in  particulai  is  designed  around 
tlii-  t\  pe  "I  feature  and  ba<  kground 
material.     Fox    Movietone    has    access 

KFYO 
LUBBOCK,    TEXAS 

Announces  the  Appointment  of 

THE  KATZ  AGENCY  INC. 

As  National   Representative 

Effective  December  1,   1953 

790  Kilocycles 

# 

5.030  Watts  Day— 1,000  Watts  Night 

AMERICAN  BROADCASTING  CO. 

mi  the  W  est  <  oast  t"  studio-qualit) 

stock  footage  that  bas  been  shot  <>\ *r 
tin-  years  foi  it-  parent  company,  20th 
(  mini  \  I  OX  mil'  li  "f  it,  in<  ill  nlallv . 
ii,  <  "lor. 

Where  is  Hock  /<  film  footage  avail- 
able? 

I  [ere  -    a    i  undow  n    on    the    chief 

Bources  of  stock  footage  f"i  t\  \ 

VBt  II  Film  Library:  NBI  'a  is  the 
largest  bj  far  <d  the  film  libraries 
maintained  bj  the  foui  major  video 
networks  and  i-  one  <>f  the  biggest  in 
the  business ;  it  contains  2n  mill  on 
feet  of  film.  It-  catalogue,  in  the  opin- 

ion of  producers  contacted  bj  sponsor, 

i-  the  "mosl  minutel)  detailed"  ami 
those  "I  outfits  supplying  stock  footage 
to  \iil«'u.  The  film  i-  divided  bj  main 

topi<  -.  and  then  — ul «-i< >j >i-  s.  I  i  der  the 

sub-topi<  s,  each  scene  is  des  i  ibed  at 

some  length  and  footage  I ' - n - 1 1 1 -  are 
given,  plus  an  indication  of  whether  it 
is  "long  shot"  <t  "'In  eup,"  etc.  V><t 
the  benefit  "f  agencies  and  clients  lo- 

cated outside  New  ̂   <  >rk.  copies  of  1 1 1  *  - 
index  are  maintained  in  NBC's  Holly- 

wood offices.  But  most  of  the  film  and 

film-handling  equipment  i-  located  at 
L05  E.  L06  St.,  New  i  ork  City.  I 
tact :  Ted  Markovic.    Phone  CI  7-8300. 

Fox  Movietone  Sews,  Inc.:  Having 

opened  its  library  to  t\  in  Vpril,  Movie- 
tone is  a  recent  addition  to  the  film 

libraries  servicing  video.  Movietone 
has  over  90  million  feet  of  stock  film 
in  it-  vaul  -.  The  lil>rar\  is  catalogued 

b)  main  title  and  by  sub-topics,  but  is 
not  broken  down  shot-for-shot.  Over 
(>n',  ,,f  the  footauc  i-  in  35  mm.  S 

<ial  feature  backgrounds  of  studio 

quality  <an  be  purchased  from  Fox's fie  Carpet  short  subje  ts,  oi  from 
the  film  librar\  of  the  Hollywood  par- 

ent, 20th  Century-Fox.  Location:  160 
\\  .  54  St.,  NeM  York  City,  (intact: 

Frank  Barry.  Phone  (  <  I  5-7200. 
March  of  Time:  This  veteran  film 

organization  i?  the  Cadillac  of  the  film 

libraries  (see  price  data  in  section  be- 
low i .  and  has  been  open  to  tv  - 

1951.  Some  15  million  feet  of  top- 
quality  footage,  shot  since  the  early 

I's  for  theatrical  March  of  Time 
short  subjects,  are  in  its  library.  Some 

of  this  footage  is  •  ross-indexed, 
shot-for-shot.  Most  of  MOTs  foi 

was  shot  at  leisure  under  the  best 

possible  conditions,  whereas  much  of 
the  footage  in  other  libraries  was  shot 
for  new -reels.  Location:  127n  \venue 

of  the  Americas,  New  i  nrk  Citv.  Con- 
tact: Bill  Mead.    Phone:  JU  6-1212. 

CDS    TV    Library:    The    Columbia 
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web's  film  library  contains  perhaps 

100,000  feet.  It's  the  newest  tv  library, 
having  been  started  in  its  present  role 

early  this  year.  CBS  TV's  biggest 
sales  point:  Its  cross-indexed  library 
was  designed  from  the  ground  up  to 

supph  tv  production  needs,  and  con- 

tains nothing  which  isn't  cleared  for 
use  on  video.  In  charge  of  this  unit 
Ls  Cla\  \dams.  formerh  llie  director 

of  NBC's  Victory  at  Sea  filmed  tv  se- 

ries. I  Adams'  experience  in  the  field 
can  be  judged  from  the  fact  that  it 
was  he  who  weeded  some  60  million 

feet  of  naval  and  military  film  down 
to  the  61.000  feet  which  comprise  the 

/  ictory  aims.)  Like  NBC  TV's  film 
library,  the  CBS  unit  is  open  to  all 
comers.  Location:  421  W.  54  St.,  New 

York  City.  Contact:  Clay  Adams. 
Phone:  PL  1-2345. 

Telenews:  OITshoot  of  the  INS  news 

organization.  Telenews  opened  its 

rapidl\  growing  film  library  in  1947. 
Almost  all  of  its  seven  million  feet  of 

film  footage  is  of  a  news,  sports  or 

general  nature,  with  little  special  fea- 
ture or  travelogue  material.  The  ma- 

jorit\  of  it  is  catalogued  shot-for-shot. 
In  general,  the  Telenews  library  is 
similar  to  those  of  NBC  TV  and  Fox 

Movietone,    although    it    doesn't    date 

^oHingfo,; 

back  much  farther  than  the  late  1940's 
in  its  material.  Location:  630  Ninth 

Ave.,  New  York  City.  Contact:  Vir- 

ginia Dillard.    Phone:  JU  2-2450. 
Here  are  a  few  others: 

In  the  East:  Advance  Film  Libraries, 

Films  of  the  Nations,  Marathon  Tv 

Newsreel,  Stock  Shots  Unlimited  and 
British  Information  Services.  All  of 

these  are  in  New  York.  Most  are  spe- 
cialists in  supplying  a  particular  kind 

of  stock  film  footage  (old  newsreels, 

foreign  locales,  etc.)  but  none  has  a 

library  which  compares  in  size  with 

the  biggest  stock  suppliers  cited  above. 
On  the  West  Coast:  Cate  &  Mc- 

Glone  Film  Library  (a  general  li- 
brary I,  Wild  Life  Films  (specialists 

in  nature  shots,  particularly  in  color) 

and  Cosman  Productions  ( locale  back- 

grounds) .  Prices  are  similar  to  those 
in   the  East. 

What's  the  cost  of  stock  film  footage 

for  tv? All  of  the  film  libraries  use  similar 

pricing  formulas,  if  not  similar  dollar 
charges.  Basically,  they  work  out  like 
this: 

1.  Usage  Charge:  This  could  be 

compared  roughly  with  a  costume  ren- 
tal charge,  varying  with  the  type  of 

show-  in  which  the  costume  will  be  used. 

O*  7?&^C&ic<rfca4~  &&.. 

...NBC 
FULL  lOOkw  POWER 

CHOICE   CHANNEL  4 

7%&  QeKf&z, /Zip&ee 

CALL  PETRY 

In  tv  stock  footage,  there  are  usually 

two  different  usage  price  scales — one 
for  live  and/or  film  programs,  another 

(and  usually  higher)  scale  for  tv  com- 
mercials. The  cost  spread  is  fairly 

wide,  running  for  example  from  CBS 

TV's  charge  of  75c  and  NBC  TV's 
SI. 00  per  foot  for  one-time  live  air  use 

to  March  of  Time's  charge  of  $7.50 
per  foot  and  up  for  commercials. 

2.  Laboratory  charges:  Apart  from 

use  fees,  there  are  costs  to  be  borne  in 
connection  with  the  service  work  done 

on  a  stock  footage  order.  Mostly,  they 
are  a  matter  of  developing,  printing 

and  handling  charges.  Being  mechani- 
cal steps  not  involving  original  film 

production  costs,  they  are  almost  stand- 
ardized in  the  film  industry.  Here  are 

the  chief  lab  costs: 

Scratch  prints:  As  mentioned  earlier, 

these  are  scratched  prints  from  which 
tv  admen  make  selections  of  final  foot- 

age, or  which  they  cut  up  to  get  a 
''mock  up"  of  the  final  stock  footage 
which  will  be  used  on  the  air.  Like 

a  photographer's  proofs,  they  are  not 
the  final  product.  But  they  do  give  a 

good  idea  of  what  the  finished  picture 
will  look  like.  The  usual  charge  is  7c 

a  foot  for  black-and-white. 

Fine  grain  master  positives:  Unless 
an  advertiser  has  some  fancy  optical 

printing  (trick  dissolves,  wipes,  iris- 
outs,  etc.)  or  other  copies  to  make  this 
is  the  footage  which  will  finallv  go  on 
the  air  in  a  live  show,  where  the  film 

is  being  intercut.  Rear-projection 

loops,  too,  are  usually  fine  grain  posi- 
tives in  16  mm.  Cost:  about  10c  a  foot. 

Duplicate  negatives:  This  is  a  nega- 
tive which  duplicates  a  fine-grain  mas- 
ter positive  of  the  original  negative 

shot  by  the  film  cameraman  in  the 
field.  It  would  be  used,  for  example, 

in  processing  optical  shots  where  neg- 
atives, rather  than  positives,  would  be 

needed.  Or.  stock  negatives  would  be 

used  where  a  spot  film  commercial  is 

being  made,  and  would  be  cut  into  the 
master  negative  from  which  all  the 
commercials  would  be  printed.  Cost: 
about   15c   a    foot. 

Here,  company  by  company,  are  the 
lasic  tv  stock  film  charges: 

NBC  TV  Library:  Charges  on  final 

black-and-white  35  mm.  orders  (you 

make  your  selection  from  the  7c-per- 
foot  scratch  prints)  are  SI  per  foot 
for  use  in  live  TV  programs.  S2.50  per 

foot  for  use  in  film  programs  or  com- 
mercials. Lab  charges  are  standard,  as 

above.  There  is  a  $20  minimum  order. 
1 1' lease  turn  to  page  80) 
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RADIO   AND  TELEVISION 
By  JOHN  CROSBY 

Soft  Vs.  Hard  Selling 

I 

' 

■  ■ 

sponsor." tig,  . .. 
1 

„„  „.» ....  W*»  ** ,n""' 
h 

__  e  the  i  iv 
i    .sole 

[-cola  by  the  box  car.  all  i  :ei  whi 

don't  have  to  shout  at  people. 
it  long  ago.  "Sponsor"  magazine,  which  make- 
c  sense  than  any  other  trade  magazine,  declared: 
Ire  is  n   growing  number 

Naiiuntlly  distributed  through  X.   Y    HtrilJ  Tr.bunr  Sjndlcat*   .March  4.   1953) 

With   apologies   to  John  Crosby 

SPOJVSOI?  makes  more  cents 

for  advertisers,  too! 

the  magazine  radio  and  TV  advertisers  use — 



NOW  ON  THE  AIR  .  .  . 

the  VHF 

station  that 

starts  with 

478,490  VHF 

sets! 

WTRF-TV 

Salem_ 

Palestine 

Lisbon  fc 

COLUMBIANA 

I  East  Liverpool 

Dover 

\New 
TUSCARAWAS 

Uhrichsville, 

*/^J  New\Vi$X_ 

hiladefphial      CumberiandV-jJ -. 
jT  V       \  JEFFERSON^Wi.-}  P 

COSHOcA  Nei 

"Coshocton 

Newcomers- 
town        h 

HARRISON, 

Cidu 

Cambridge 

.     GUERNSEY Byesvilfe f 

Tiltonjiille Martins  Ferry t 
Bridgeport 

^  ShadysidelrbuoiHU      i Barnesville  ~JK,  ,     '■,, 

BELMONT      f^Moundsvill
e 

Powiuun  Poini  V  MARSHALL 

Toronto 

Steubenvill) Mingo  Jc.a       I    Canonsburg ^Well>6urgkv>,SH/WG7.0/vl 

' BROOKE 

,0/y/o 

^Wheeling 

WTRF-TV 

MORGAN  \, 

BASIC  NBC 

INTERCONNECTED 

OHIO 
•Woodsfield 

MONROE 

neaheljp 
T"  -^ 

harleroi 

•"5  N J        r—^Brownsvill( 
FAYETTB^y 

Waynesburg  I  f    <*| 

•V     I  Uniontowit~ic 

^--  GK££rV£ 
 Masontou" 

WASHING-/J> 

W£7Z£L New  Martinsville 

'adenCity 

Middle  bo  ante 

WHEELING,   WEST  VIRGINIA 
S  TEl  BENVILLE.    OHIO    •    WEIRTON.    W.    V  A. 

MARTINS    FERRY.    BELLAIRE,    OHIO 

TON  JO 

arysl  TYLErVIRGI-  . 

^DODDRIDGE^ 

"NforgantownW  j^£   •» 

iqnongalia/  ̂   T^K 

Marfiington      N.  /     /^>  -^£ 
%      MARION    L/   ̂ ^  -g3J 

Fairmont     A  -^PRESTON 

'A       ■^>>~X^'A'-  "^
 

HARRISON/ta  YLOR^il 

Clarksh-4   J^^Gr«/ton*' burg  *<  ̂  

IContour  Measurements 
IWIILIAM  I.  FOSS,  Inc. by     ̂ A 

.Con  . Radio  Engir, 

THIS  BUSY 

CORNER  OF 

en  you  start  with  W  T  R  F-TV.  Many  of  these 

rveloped  by  a  VHF  station  52  air  miles  away,  are  essentially 

fringe  sets  to  them. 

But  they're  A  and  B  coverage  sets  to  us. 

To  you  they're  sales-a  VHF  market  of  3  million  buyers  in  (22)  counties 
in  West  Virginia,  Ohio  and  Pennsylvania. 

THE  SKYLINE  STATION 

IN    THE    TRI-CITIES 

Ask  HOLUNGBERY  for  availabilities  today. 

WTRF-TV 
BASIC  NBC 

INTERCONNECTED 

WHEELING,   WEST  VIRGINIA 
STEUBENVILLE,   OHIO   •    WEIRTON,    W.    V A. 

MARTINS   FERRY,   BELLAIRE,   OHIO 

Radio  Affiliates  -  WTRF  AM-FM  —  AII  represented  by  HOLUNGBERY 



em  ber    1953 TV  COMPARAGRAPH  OF  NETWORK  PR( 

MON  DAY 

Int'l    Cellucotton 
|C&B;  »now  Op 

llaxon   alt  das 
btar-Kist   Tuna 

,.ra,w    10:30-45 
Q  Ihoades  &  Davis 

^  'ever:    pepsodent 
>m.w    10:45-11 
IcCann-Erickson 

rthur    Godfrey* 
'illsbury    Mills 
ra,w   11-11:15 
eo  Burnett 

rj  .Igeett  &  Myers: 
^    chesterfields 

m,w    11:15-30 
nqhm   &   Walsh 

Glamour  Girl 

Hy         m-f         L 

;t-ike  It  Rich 
'olgate:  tthpst : 
'el.  super  suds, 
jslmollve.    fab. 

ajax 
INT  L 

Dl-f 
sty  $8000 

Valiant    Lady 

en  Mis:  blsnk-r 
'NY     m.w.f     L 
FS  shr   $10,000 

Love  of   Life 
mer   Home    Pr 
XT       m-  f       L 
low  $8500 

•arrh  for  Tom'w 
PAG:  jnvt 

!\T      m-f       T, 

low   $8500 
iuldlnq     Llqht 
ftO:  korv.  du7+ 
OT      m-f       L 
omot       $10,000 

No  network 
programing 

m-f 

fiarrv  Moore 
lir-cland:  rues 
tC        (see  hel) 

Hoover  Co 
! ornett 

Pacific  Mills 

\"Y  Ii 
iVT   1'ihr    $2038 

Double   or 
Nothlna 

('•mnbell    Soup 
IKY  h 

m-w-f 

arri 
heeloek      $8000 

»rt Llnkletter 
Tever:     5' 

irf 

IHy m.w f      T. 
ver (see hel) 

Illsbury     Mills: 
flour.    mixes 
iHy      m-th      L 
B     <4hr     $4000 

Big    Payoff 

Colgate-     fah. 
Mornnhvll     tth- 
»t.  ra<=hmr  not 
!NY     m.w.f     L 
Isus    tu.th) 

sty $8500 

Bob    Crosby 
Show 

y        m-f         L 

Vlhr 
$3,100 

No   network 
programing 

m-f 

Hawkins    Falls 
Ch         m-f         L 

No    network 
programing 

m-f 

Three  Steps  to 
Heaven 

P&G:    duz 
NY       alt  das       L 
Compton   , 

Follow   Your 
Heart 

NT         m-f         L 

No    network 
programing 

all  uk 

No    network 
programing 

m-f 
The  Bennetts 

Ch         m-f         L 

Bride  &  Groom 
Jergens    Co 

52NT     m.w.f     L 
Orr  $7500 

No   network 

programing 
m-f 

Tonl  Co 

tu.th   10:45-11 Weiss  &    Geller 

Arthur    Godfrey* National    Bisc 

♦u.th     11-11:15 
McCann-Erickson 
Pillsbury  Mills 

tu.th     11:15-30 Leo    Burnett 

Strike   It   Rich 
Colgate 

■  m-f    (see  mon) Esty 

Valiant  Lady 

Tonl  Co 
47NT      tu.th      L 
LB     shr     $10,000 

Glamour    Girl 

Hy         m-f         L 

Star-Klst  Tuna 

m.w    10:30-45 Rhoades  &  Davis 

Lever:  pepsodent 

m.w    10:45-11 
McCann-Erickson 

No    netvt 

program in  t 

Hawkins  Falls 

Ch         m-f         L 

No    network 
programing 

m-f 

Love  of Life 

Amer Home  Pr 

m-f 

'see 

mon) 
Biow 

Search 
for  Tom'w P&G: 

ioyt 

m-f 
see 

mon) 

Biow 

No    network 
programing 

m-f 

Three  Steps  to 
Heaven 

P&G:     duz 
KY      alt  das      L 

Compton 

Arthur  Godfrey' Pillsbury  Mills 

m.w      11-11:15 Leo    Burnett 

The 

Ch 

Bennetts m-f         L 

Follow   Your 

Heart 
NT         m-f        L 

No    network 
programing 

m-f 

Liggett  &  Myers: chesterfields 

m.w    11:15-30 Cnghnt   &    Walsh 

Bridge  &  Groom 
ST  sus  tu.th  L 
Jergens      m.w.f 

Strike   It   Rich 
Colgate 

m-f 
(see  mon) 

No   network 
programing 

m-f 

Esty 

No    network 
programing 

all   uk 

No   network 

programing 

m-f 

No    network 
programing 

m-f 

Guiding  Light 
P&G:  Ivory,  duzf 
m-f  (see  mon) 

Compton 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 

programing 
m-f Garry   Moore 

Cats  Paw  Rubber 
56NT  I. 
Levyne     (see  bel) 

Pillsbury  Mills: 
ballard  biscuits 
48NT  L 

C-M     ̂ ihr    $2038 

No   network 

programing 

m-f 

No   network programing 

m-f 

Valiant  Lady 

General    Mills 
m.w.f    (see  moRi 

DFS.    K-R Love  of  Life 
Amer    Home    Pr m-f    (see  mon) 

Biow   

Search  for  Tom'w 

P&G:    joyt 
m-f    (see  mon) 

Blow   

Guiding    Light 
P&G:  Ivory,  duzt 
m-f   (see  mon) 

Compton 

Glamour    Girl 

ay         m-f         L 

Hawkins   Falls 

We     o     Oil, 

1    Ssiefl •  i     i   8 

llOlCil        w.f        L 

Fitzg'ld        $6000 

Three  Steps  to 

Heaven 
P&G:  duz 

XV        ;.lldas       L 
Compton 

The    Bennetts 

[Ch         m-f         Lj 
Follow   Your 

Heart 

NY         m-f         L 

Bridge   &.    Groom 
Jergens    Co 

.m.w.f    (see   mon) 

Robt   W.    Orr 

No   network 
programing 

all   uk 

No   network 
programing 

m-f 

No    netw 

program 

m-f 

No   network 
programing 

m-f 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

Paul    Dixon 
Show 

m-f  3-4 
(Participating 

segs    available; 
see  cost  below) 

Vitamin  Corp: 
rybutol,  juvenal 
lOCinc  L 

m    3:45-55   seg KFCC   

River  Brand 
Rice  Mills 

one    10-min   seg 
Donahue    &    Coe 

lOmln:  $400 

No    network 
programing 

m-f 

Kate    Smith 
m-f  3-4 

James  Lees: 
carpets 

D'Arcy      3:30-45 

No    network 
programing 

m-f 

I'll    Buy  That 
Seeman     Bros: 

airwick 

S7NT  L 
tu.  th 

1st  15  mln 

Welntraub    $4000 

Art     Llnklctw 
Kellogg:   all   pr 
38Hy  L 

LB         tu  2:30-45 

Pillsbury    Mills 
m-th   2:45-3 

LB     %hr     $4000 

Garry   Moore 

Swift   &   Co     :. JWT   68NX Best    Fds:   rtt. 

shinola 
54NT  L 

tthr 

Ludgin         $2038 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

No   network 
programing 

m-f 

Corn    Prods    Rcf 

3:45-4 C  L  Miller 
50NY  L 

%hr     $3500 

No    network 
programing 

m-f 

Big    Payoff 

m-f NT    sus  tu.th    L 

Action    In 
the  Afternoon 
•Vestern   drama 

hila      m-f       L 

15mln:    $1350 
%hr:  $3200 

No    network 
programing 

m-f 

u 

4— 

Bob    Crosby 

Show Amer  Dairy 

Ass'n 

33Hy  L 

tu.th   3:45-4 

■eg 

Campbell-       >4hr Mithun  $3100 

Paul    Dixon 

Show m-f  3-4 lOCinc  L 
(Participating 

segments    avail- 

able) 

Welcome 
Travelers 

P&G:    prell. 
ivory    snowt        Turn  to  a  Friend   pniia 

CICh  L  NT         m-f         L   r' 

Action    In 
the    Afternoon 

m-f 

(see   mon) 

alt  m 
DFS    ',jhr    $1200 

On  Your  Account 
NY        m-f        L 
P&G   tu.   w.   f 

sus    m,  th 

Ern   Westmore 

Show NT        m-f        L 

No  network 
programing 

m-f 

No    network 
programing 

m-f 

Atom    Squad 
Phila       m-f       L 

Gabby  Hayes 
Quaker  Oats 

32NY     m.f     30L 

Per  prog: S&M  $1750 

Howdy    Doody 
Standard  Brands: 
royal    puddings. 

gelatin 53NY  48L 

m.th    5:45-°. Bate*   %hr  $1800 

No   network 
programing 

m-f 

For  lOmln : 

$400 

No   network 
programing 

m-f 

No   network 

programing 

m-f 

Kate   Smith 
m-f    3-4 

Consolidated 

Cosmetics 
I  alt    tu    3:15-30 

BBDO   

Borden    Co: 
Instant  coffee 

tu  3:30-45 

DCSS   

Dow     Chemical 

tu    3:45-4 
McJ&A 

50NT  L 

%hr    $3500 

No    network 

programing 

m-f 

Double  or  Noth'g 
Campbell  Soup 

m.w.f    (see   mon) 

Ward    Wheelock 

Art   Linkletter 
Lever:    surf 

m.w.th     2:30-45 

Ayer   

Pillsbury    Mills 

m-th   2:45-3 
(see  mon) 

Leo  Burnett 

No    network 
programing 

m-f 

Big  Payoff 
Colgate 
m.w.f 

(see   mon) 

No   network 
programing 

m-f 

No    network 

programing 

m-f 

Esty 

Paul    Dixon 

m-f  3-1 (Participating 

segments  avail- 

able) 

lOCinc  I 
Bob    Crosby 

Show Hy         m-f         L. 

%hr 

$3100 

Welcome  Trav'lrs P&G:    prell. 
ivory    snowf 
(see  mon) 

Action    in 

Turn  to  a  Friend      *he  Afternoon NT         m-f        L,  Pl»la       mf 
(see  mon) 

10-mln  seg: 

$400 

Kate   Smith 

m-f    3-4 Landers.  Frary  & 

Clark:     universal 

elec    appliances 
Goold    &   Tierney 

Borden    Co .  w  3:30-15  st   1/61 

DCSS 

Gerber  Prods 
baby    foods 

w    3:45-4 

D'Arcy 

50NT 

Vihr    $3 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

No    network 
programing 

m-f 

DFS 

On  Your  Account P&G:  tide 

62NY  L tu,  W,  f 

Benton  &   Bowles 

$6500 Atom  Squad 
Phlla      m-f      L 

Gabby   Hayes 
NT         m-f         L 

sus  tu 

Howdy  Doody 

Kellogg  Co: rice    krisplest 

48NY  44L 
LB  (see  bel) 

tu.th  5:30-45 Colgate:  ttbpst 

51NT  5:45-6  48L Bate*  ttbr  $1550 

Ern    Westmore 
Show 

NY        m-f        I, 

Welcome  Trav'lrs P&G:  prell. ivory    snowt 

(see  mon) 
DFS 

No   netw 

program 

m-f 

No    netv 

program 

m-f 

No    netv 

progran 

m-f 

500 

Turn  to  a 

NT         m- 

No   network 
programing 

m-f 

No    network programing 

m-f 

Barker    Bill's Cartoons [   Mills: 

sugar   jets 
84NY       w.f       1? 

Esty   

No   network 

programing 

m-f 

No    network 
programing 

m-f 

On  Your  Account 

IP&G:  t
ide  Ern     We: 

tu,  w,  f  She* 

NY        m- Benton  &  Bowles 

Atom   Squad Phila       m-f       L 

Gabby  Hayes NT     co-op  w     I  i 

No    network 
programing 

m-f 

Howdy    Doody 

Continental   i:kg« 
wonder  bread, 
hostess  cakes 
35NY  29L 

>4hr: 

Bates  $1550 

No   net 

progra: 
ml 



I 
)GRAMS 

TH  URSDAY 

Arthur  Godfrey* 
Kellogg,  Burnett 

Knomark.  Mogul 
10-10:15    all    das 

Daytime    14    December    1953 

FRIDAY 

ork 
tug 

liu'l     Cellucotton 

FC4.B;   Sii'.m  l'n> 
Maxon   alt  das  | 

General  MUs: 

Krigldalre  l)iv 

tu.th    10:30-45 FC4B   

Tonl   Co 

tu.th    10:45-11 
Weiss    &    Geller 

No   network .unlliu 

all  uk 

Ding  Dong  School 

I  Scott    Pain-     '' toweli, 
rutrite    wax     ppr, 

soottles 
l8Cb  38L. tli  only 

JWT     ',hr     $985 

ink 
Ing 

Arthur     Godfrey" 
Nail   liiacult 

in. Hi    11-11:15 
McCann-Erlckson 

PUltbury  Mills 

tu.th  11:15-80 
eo    Burnett ' 

Strike    It    Rich 

in  f    (see    mon) 

Glamour    Girl 

Ily         m-f         L 

No   network 
raining 

in    I 

No  network 
programing 

ml 

Valiant  Lady 

Ton!  Co 
tu.th    (see   tu) 

Leo    Burnett 

Hawkins   Falls 

Ch         m-f         L 

Three  Steps  to 
Heaven I'M',:    .In/. 

NV        nil    ii  I. 
Compton 

The    Bennetts 
Ch  m-f         L 

Jack   Paar 
NV  I' 

Wheel    of 
Fortune 

.1  11:30  L 

15  mln: 

$2675 

No   n 

imlng 

in    I 

Follow    Your 
Heart 

NY         m-f         L 

Bridge   &    Groom 
NY    sus    tu.th    L. IN.W.f 

ork 
log 

Love  of  Life 

Amor  llome  l'r 
t  m-f    (see  mon) 
Blow   

Search  for  Tom'w P&G:  JoyT 
m-f    (see  mon) 

Blow   

Guiding    Light 

P&O:  ivory,  duzt 

m-f   (see  mon) 
r.nmnlnn 

No    network 

programing 
all  wk 

No    ni 

lining 

in  f 

ork 
ing 

No    network 

programing 

m-f 

Garry    Moore 
Swift   &   Co 

59NT       w.ih 
WT   

Norge  DIt. 

Borg-Warner 

MNY     th-onl 

No    network 

programing 

m-f 

JWT    Hhr   $2038 

I'll    Buy    That 
Secman    Bros: 

air.vlck 

tu.  Hi  1st  15  mln 

No  network 
nning 

in  l 

Wheel    of 
Fortune 

.    i  '    I) 

SATU  RDAY 

No    network programing 

all    wk 

Ding     Dong  Tootsle 
School  Hippodrome 

General  Mills:  S  Sweets     Co    of 

cereals,    mixes  ■\rner:  tootsle  rls 
::i;ci,  L  I'.i.nv  L 

f  only 

Tatham-  'ilir  Moselle  & 

Laird   $985  Elsen   $4500 

Smllln'     Ed McConnell 

Glamour    Girl        Brown   Shoe  Co 

Hy         m-f         L  43NY  F 

No   neiworK 
programing 

Strike    It    Rich 

Colgate limn) 

Valiant  Lady 

General  Mills m.w.f    (see  mon) DFS.    K-R    

Love  of  Life 
Amir   Home  Pr 
(in -f  (see  mon) 

Biow    

Search  for  Tom'w 
P&G:  jnyt 

m-f   (see  mon) 

Biow 

No    network 
programing 

m-f 

$131111 

Hawkins   Falls 

We., mm     ,, 

Siinwtlrilt  Sales 
illCli  w.i  L 

Fitzgerald 

Space  Patrol 
Ilalston-Purlna: 

trheat   chex,    rice cliex 
.-,11 1  I, 

No   network 

programing 
all   uk 

Three    Steps   to 

Heaven  Gardner 

P&G:   iluz 
NY        all  tlas        L 

Compton 

Winky   Dink and   You (.lack    Barry) 

NY  L 

No   network 

programing 

No    network programing 

$6500 

The 

Ch 

Bennetts m-f         L 
No    network 

programing 

Rod    Brown   of 
the    Rocket Rangers 

Follow  Your 
Heart 

NY        m-f        L 

No   network 

programing 

all  wk 

ridge   &    Groom 
us  Co 

ii, 'a. i    (see    mon) 

Robt  W   Orr 

No    network 

programing 

m-f 

Gen  Fi Cereils 

4NY 

Y&R 

Post 

Div 

Tom   Corbevt 

Space   Cadet 

Int'l  Shoe  Co: 

red  goose  shoes 

87NY  '    L 

alt  wks 

No   network 
programing 

$7500  D'Arcv  *80<X> 

No   network 
programing 

Guiding  Light 
P&G:  ivory,  duzt 
m-f  (see  mon) 

Compton 

1/6/51  only: 
Orange  Bowl  Gm 

Gillette    Safety 
Bazor    Co 

blMiaml  I> 
1 :45  to  concl      1 

Maxon 

ork 
Ing 

Weintraub 

Art    Llnklettrr 
Green   Giant   Co: 
aimed  peas,  corn 

lllly  th-onl  L 
LB  (see  pel) 

Plllsbury    Mills 

m-th   2:45-3 
LB    14  hr    $4,000 

No   network 

programing 

m-f 

Garry 

Moore 
Convex ted   Rice r.iNY L 
LB (see  bel) 

No   network 
programing 

m-f 

No    network 
programing 

m-f 

'     Kellogg  Co: 
gro-pup 

57NY  L 

LB      'ilir     $2038 

rork 
ilng 

No    network 

programing 
in  f 

Big 

Payoff 
in  f 

tu.th 

Frimi 

Bob    Crosby 

Show 

Tippan    Stove 
KMe&G 

10  15   »eg 

in  Hi     3:45-4 
V 

C.impDOl  -Million 

Action    In 
the    Afterne* 

I'hlli       m-f 
(ire  mon) 

•work 

programing 

m-f 

Paul   Dixon 
Show 

in  I 
I. 

(Participating 

No   network 

programing 

m-f 

Double  or  Noth'g Campbell  Soup 
m.w.f 

(see  mon) 

Kate  Smith 

in  f  3-4 Purer.    Corp 

FC&B       3:15-30 
half  of  segment 

Mathes 

Grey 

No   network 

programing 

m-f 

Ward   Wheelock 

Art   Linkletter    • I/ever:    surf 

m.w.f     2:30-45 

Ayer   

Kellogg:  all  pr  ) 
-'SHy  tu.th  L  j 

LB     14  hr     $4000 

No   network 

programing 

m-f 

able) 
Slum, 
auto    finishes 

th    8:45   1 
SSCB 
SONY                      T, 

ForlOmln: 

$400 

No  network 

programing 

in  -  r 

No    network 

programing 
m  f 

'work 

amlng 

m-f 

Welcome  Trav'lra 
P4G:    prell. 
ivory    snowt 

(see  mon) 

DFS 

On  Your  Account 

NY         m-f         U 

sui   m.    th 

Atom   Squad 

Phlla       m-f 

Gabby    Hayes 
Minute    Maid 

:li  nnl 

Bate*  $3.$t 

Big    Payoff 
Colgate 
m.w.f 

(see  mon) 
Esty 

No    network 

programing 

m-f 

The  Big  Top 

National     Dairy 

Prods:  sealtest 

ice  cream,  seal- test    dairy    prods 
KJPhlla  L 

$14,000 

No   network 

programing all   wk 

No   network programing 

Lone   Ranger 

General  Mills: wheaties.    kix 

BNY  F 

No   network 

programing 

DFS $15,000 

No    network 
programing 

No    network 
programing 

No    network 

^      programing 

No    network 
programing 

No    network programing No   network 
programing 

No    network programing 

Bob    Crosby 

Fnclan  !■ 

Purnett 

i     Mill 

I 
if    1 

Knox-  >;iir Reeves  $3100 

Turn  to  a  Frle 

nv        m-f 
to  a  Friend m-f         I- 

Westmore 

Show 
m-f         L 

Action    In 

the    Afternoon 
Phlla       m-f       I» 

(see  mon) 

Howdy    Doody 

Lea    Burnett 
Brands 

ni.ih    5:45-1 (»*•  mon) Mm 

No    network 
programing 

m-f 

Ni>    network 

programing 

m-f 

Barker     Bill's 

Cartoons 

sugar 

-NY        w.f       F 

Paul    Dixon 

Show 

m-f  3.4 

lOCInc  L 
(Participating 

segments    avail- 

able) 

10  mln: 

$400 

No    network programing 

m-f 

Kate   Smith 

m-f  3-4 

14    hr:    $3500 

No    network 
programing 

No    network 
programing 

Welcome  Trav'lrs P&G:    prell. 
Ivory    snowt 

(see  mon) DFS 

On  Your  Account 

PftG:  tide tu.  w.  f 

Benton  &    Bowles 

No    network 

programing 

No   network programing 

Horse    Racing 

NY  I 

No   network 
programing 

Christmas   Day 
r.stlval 

S     N\ 

only 

Victor    Bennett 

No   ni  • 

atnlng 

in  f 

Atom    Squad 

I  Phlla       m-f       IJ 

Gabby  Hayes 

Howdy    Doody 

Luden's 

Mathes       5:30-45 
Welch  Orp  Juice 

DCSS  all  f Int'l    Shoe 

HHS.M  alt  f 

49NY  46L. 

5:45-6 14hr    $1550 

No    network 
programing 

No   network 
programing 

No   network 
programing 

No   network 

programing 

No    network programing 

No    network 

programing 

No    network 

programing 
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ALEX  F.  OSBORN 

(Co-founder) 

Batten,  Barton,  Durstine  &  Osborn.  Inc. 

LIKE  MOST 

"Newsworthy" 
ADVERTISING 

EXECUTIVES 

MR.  OSBORN'S 
LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photogi  I  w,  utive 

565  Fifth  Avenue,  New  York  IT—PL  31882 

STOCK  FILM 
I  Continued  from  page  70) 

Fox  Movietone  News,  Inc.:  Charges 
for  35  mm.  footage  are  as  follows.  For 
one-time  program  use,  either  live  or 
film,  the  charge  is  $2  per  foot.  In  tv 
commercials,  either  live  or  film,  the 
rate  is  the  same.  However,  if  the  show 
or  commercial  is  to  he  repeated  one  or 
more  times,  there  is  an  additional 

charge  of  SI  per  foot.  Film  of  studio 
quality  from  the  Hollywood  vaults  is 
higher,  and  for  color  may  run  to  as 
much  as  ST. 50  per  foot  for  one-time 
use.  Lab  charges  are  standard  with 
one  exception.  If  the  lab  order  for 

masters  or  dupe  negatives  is  placed  at 
the  same  time  the  use  rate  is  deter- 

mined, this  is  included  in  the  S2  per 
foot  use  charge.  No  minimum  order 
is  required. 

March  of  Time:  MOT's  prices  are 
not  cheap,  but  the  quality  of  its  film 
is  said  to  be  uniformly  good.  Charges 
for  35  mm.  footage  shot  in  the  U.  S. 

are  $2.50  per  foot  in  live  or  film  pro- 
grams. For  use  in  filmed  commercials 

the  charge  is  $7.50  per  foot.  Footage 
shot  outside  the  LI.  S.  costs  double 

these  prices,  since  MOT  figures  it  cost 
more  to  begin  with.  Lab  charges  are 
10c  a  foot  for  scratch  prints.  There 

is  no  extra  charge  for  fine-grain  posi- 
tives or  dupe  negatives.  Minimum  or- 

der at  MOT  is  $62.50. 

CBS  TV  Library:  Columbia's  video 
film  library's  rates  for  35  mm.  one- 

time use  in  live  or  film  shows  start 

at  75c  a  foot  and  run  up  to  about 
$1.50.  For  film  commercials,  or  film 
shows  to  be  re-used,  the  charge  is  $2 
to  $2.50.  The  price  is  based  on  what 
is  actually  used  on  the  air.  Lab  charges 
are  the  same  as  NBC  TV's  and  are 
charged  on  the  total  order. 

Telenews:  For  one-time  use  in  a  live 
tv  show,  Telenews  charges  $1.50  per 
foot.  For  use  in  filmed  tv  shows,  or  in 
filmed  commercials,  the  charge  is  $2.50 
per  foot.  There  is  a  special  local  rate 
for  live  program  use  of  $1  per  foot. 

What's  the  usual  procedure  in  or- dering tv  stock  film? 

The  routine  varies  slight!}  between 
companies,  but  it  usually  works  out like  this: 

Stej)  1.  If  \ou  have  a  script  or  have 
planned  a  commercial  that  calls  for  the 
use  of  stock  film  footage,  try  to  de- 

termine as  exactlj  as  possible  what 

type  of  shol  you  want.  Don't  be  vague 
in  your  ordering;  you'll  sa\e  time. 

Step  2.  Contact  the  film  libraries 

in  person,  by  phone  or  by  mail.  Tell 
them  what  you  want  in  as  much  detail 

as  possible.  Also,  tell  the  film  library 
where  you  plan  to  use  the  footage, 
and  whether  or  not  it  will  be  in  a  com- 

mercial and  if  it  will  be  repeated  later. 
Thus,  the  rate  is  determined. 

Step  3.  If  you  think  you  can  make 
your  selection  from  cards,  most  libra- 

ries will  provide  you  with  descriptions 
of  the  shots.  If  you  prefer  to  do  \our 
selecting  on  a  visual  basis,  the\  will 
screen  selected  shots  for  vou.  If  you 
want  several  choices  of  film  to  study 

at  leisure,  they  will  provide  you  with 

a  "scratch  print." 
Step  4.  Having  determined  what  you 

want  and  how  much  you  want,  you 

place  your  order.  Allow  about  a  week 

for  laboratory  processing.  *  *  • 

FILM  NOTES 

{Continued  from  page  48) 

regional  and  local  advertisers  on  al- 
ternate weeks  and  on  the  same  stations 

used  by  Canada  Dry.  Result:  These 
stations  will  carry  the  program  every 

week  throughout  the  coming  year. 

Each  half-hour  show  is  a  self-contained 

unit  with  no  relation  to  the  show  pre- 
ceding or  following  it. 

The  firmly  established  pattern  of 

alternate-week  sponsorship  of  network 

tv  shows  provided  the  cue  for  CBS' 
action.  Scanlon  said,  adding,  "It's  been 
proven  that  each  sponsors  identity 
with  the  show  can  be  maintained 

through  effective  merchandising.  ' 
This  pattern  of  operation  for  spot- 

placed  tv  films  has  these  advantages: 

1.  It  enables  a  national  sponsor  of 

an  alternate-week  show  to  put  a  top- 

j:rade  production  on  the  air  at  moder- 
ate cost.  Because  the  national  adver- 

tiser is  actually  sharing  cost  with  local 

sponsors,  he'll  get  a  higher-grade  ve- hicle. The  local  sponsors  also  get  a 

top-quality  show  at  lower  prices. 
2.  Both  the  alternate-week  national 

sponsor  and  the  local  sponsors  get  the 

benefits  of  a  larger  cumulative  audi- 
ence than  they  could  normally  expect 

from  a  semi-monthly  air  effort. 

Predicts  Scanlon:  "Were  starting  a 
whole  new  trend  in  film  s\  ndication. 

Many  others  will  try  the  same  setup 
or  variations  on  it  because  this  formu- 

la helps  eliminate  financial  problems, 

programing  difficulties  and  audience 

loss."  *  *  * 

80 
SPONSOR 



Like  giant  horns  on  the  horizon,  radio-relay 
towers  carrying  television  programs  throughout 
the  country  arc  now  standard  fixtures  in  the 
American  scene. 

Today  these  radio-relax-  systems  together  with 
coaxial  cable  facilities  make  possible  an  audi- 

ence of  one  hundred  million  people  who  may 
see  and  hear  the  same  event  at  the  same  instant. 

The  ability  to  cam-  important  public  events, 
programs  of  education  and  entertainment  for 

millions  of  Americans  brulj  makes  the  horn- 

shaped  radio-relay  antennas  an  important  addi- 

tion to  our  nation's  resources. 
Already  more  than  $100,000,000  worth  of  Bell 

System  facilities  and  equipment  are  devoted 

to  furnishing  television  network  service.  The 

rapidly  expanding  television  routes  extend  from 
coast  to  coast  and  from  the  Great  Lakes  to 

the  Gulf  of  Mexico.  They  total  some  40,000 

channel  miles. 

BELL     TELEPHONE     SYSTEM 

PROVIDING    TRANSMISSION    CHANNELS    FOR    INTERCITY    RADIO    AND    TELEVISION    TODAY    AND    TOMORROW 



1 Give  Your  Client  a   Real I 
\         Merry        1 
a      Christinas    ^ 

Package  with  our 

\  $
75  • «  Audition   Record   Plan  U 

n  This  Package  will  be  created      f] 

•  for    your    client's    product    by 

a  Song    Ads    Co.,    one    of    the 

L  most    successful    and    special-       'I 
ixed    packagers    of    radio-TV 

A  musical    commercials     in     the 

m  nation. 

Call 
jr    write     for     information.       A 

5927  Sunset  Blvd. 
Hollywood  28.  Calif. 
Hollywood  5-6181 

1111111111 

80,000 
tv  sets  ihiw  in 

Sioux  City 

Sue-land 
t  l>n*r,l  tin  HI  W  t  x-  dl9tributor-4tmey   e*HmatB$) 

Sioux       City,       Iowa 

CBS,  NBC,  ABC  &  DuMont 

Represented    by    The    Katx    Agency 

OVER-COMMERCIALIZATION 
{Continued  from  page  28  I 

in  effect,  the  "safety  man,"  and  must 
be  on  guard  for  the  fumbles  of  his 
advertising   teammates,   many   feel. 

Broadcasters  have  shown  they  agree 

with  this  point  of  view  by  adopting  the 

present  NARTB  Code  I  in  March  of 
1952  I .  Today  all  four  tv  networks  and 
191  stations  (out  of  a  total  of  over 

315)  adhere  to  it.  But  the  NARTB 
Code — and  the  Review  Board  which 

hacks  it  up — has  only  a  limited  power. 

John  E.  Fetzer,  president-owner  of 
WKZO-TV,  Kalamazoo  and  chairman 

of  the  NARTB  group,  pointed  out  the 

limiting  factors  to  the  NARTB  Con- 
vention last  spring  in  Los  Angeles: 

"We  recognize  the  Code  Board  has 
no  material  power  of  sanction.  It  can- 

not exercise  compulsion;  neither  does 

it  want  any  such  power.  I  cannot  think 
of  a  quicker  way  to  destroy  voluntary 

compliance  with  the  Code  than  for  the 
Board  to  become  busybodies  and 

snoopers.  Our  job  is  to  precipitate 

mature  voluntary  compliance  wherein 

each  station  manager  renders  his  own 

decisions  in  the  operation  of  a  decent 
television   property . 

"The  Code  Board  could,  with  fan- 

fare, wield  the  big  stick — which  would 

be  most  gratifying  to  some — but  if  the 
net  result  should  bring  about  mass 

resignations  from  the  Code,  or  bring 

litigation  on  the  basis  of  restraint  of 

trade,  or  any  one  of  a  number  of  re- 
versals, the  whole  Code  would  col- 

lapse." 

Rightly  or  wrongly  here's  how tilings  stand:  Broadcasters  have  the 

nearest  thing  to  industry  censorship. 

But  the  NARTB  group  is  more  the  con- 

stitutional  monarch  who  "must  rule 

by  not  ruling"  than  it  is  the  industry 

"strong  man"  who  has  declared  a  kind 
of  advertising  martial  law.  The  Code 

"suggests";  it  rarelj  commands. 
Is  the  NARTB's  Code  group  just  so 

much  window-dressing?  Or.  does  it 

really    work? 
\dmcii  learned  several  answers  to 

these  questions  in  a  recent  booklet, 
First  Report  to  the  People  of  the  U.S., 

published  laM  month  1>\  the  \  VRTB 
Television  Code  Review  Board.  In 

essence  First  Report  i-  a  kind  of  open 
letter  to  the  industry  summarizing  the 

accomplishments  of  the  first  12  months 

of  Code-regulated  t\.  It  show-  some 
positive  gains  and  gives  a  revealing 

picture  of  how  the  Code  group  i-  slow- 

ly  becoming     despite  the  obvious  ini- 

tial trials  of  any  such  effort — a  force 
within  the  industry. 

For  example: 

Item — Just  as  the  Code  was  getting 

underway,  the  82nd  Congress  voted  to 
have  the  House  Interstate  and  Foreign 

Commerce  Committee  investigate  radio 

and  tv  programing  for  offensive  ma- 
terial. The  committee,  suggested  by 

Congressman  Ezekiel  C.  Gathings 
I  Dem.,  Ark.  I ,  raised  a  ruckus  over  low 
necklines  and  crime  shows,  but  made 

a  favorable  report  on  the  Code.  Tv, 

said  the  committee,  had  made  consid- 
erable improvement  between  the  time 

of  the  adoption  of  the  Code  and  the 
start  of  the  investigation. 

Item — Last  spring,  a  subcommittee 
of  the  Chicago  City  Council  grew 
alarmed  at  newspaper  reports  that 

there  were  links  between  juvenile  de- 

linquency and  tv  crime  shows.  NARTB 
representatives  met  with  the  Chicago 

group  as  it  started  to  conduct  hearings. 

The  group  agreed  with  NARTB  that 

censorship  was  "dangerous."  stated 
that  am  connection  between  tv  pro- 

grams and  crime  could  not  be  proved. 

The  inquirv  was  dissolved.  But  NARTB 

passed  on  a  summary  of  the  hearings 

to  all  Chicago  tv  stations  for  their 
future  guidance. 

BMI 
Television 

Sketehbool: 

(A  Program  Aid) 

Timelv  and  practical 

working  scripts  for  the 

presentation  of  songs  in 

dramatic,  comic  and  pic- 
torial  fashion. 

The  very  latent  song  hits 

as  well  as  the  standard 

favorites  are  developed 

into  photogenic  sketches 

which  can  be  used  effec- 

tively as  complete  musical 

shows,  as  production  num
- 

bers in  variety  programs 

or  as  scene-setting  seg- ments. 

There      are     dozens      of 

ways     in     which    you     can 

adapt  the  BMI  Sketchbook to   advantage. 

A  Monthly  BMI   TV  Service 

BROADCAST  MUSIC,  INC. 
NEW  YORK    •    CHICAGO    •    HOLLYWOOD 

TORONTO    •    MONTREAL 

8? 
SPONSOR 



R.  F.  D. 

A  woman  from  a  ranch  near  Mobridge,  South  Dakota,  was  giving  birth  to  a  baby. 

She  had  been  given  an  anesthetic  and  was  awakening  just  as  the  ten  o'clock  curfew 

whistle  blew.  She  looked  about  groggily  and  said,  "Ten  o'clock — time  for  Whitey 

Larsen!" 

Whitey  Larsen?  He's  been  reporting  the  news  on  WNAX-570  (333  miles  from 

Mobridge)  for  fourteen  years. 
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CBS 

IN  THE  LAND 

GREEN  BAY 

5,000  WATTS 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

WMBG-* 
WCOD  ■ 

W  T  V  R-« 
First  Stations  of  Virginia 

WTVR        Blair    TV    Inc. 

WMBG       The    Boiling    Co. 

Item — The  Code  specifically  "sug- 
gests" that  commercials  featuring  ac- 

tors dressed  as  medical  men  he  laheled 

"dramatizations"  (see  box,  page  29) . 

Until  recently,  few  networks  and  sta- 
tions insisted  that  sponsors  comply 

with  this  standard.  But  last  June  the 
AMA  fired  off  an  editorial  blast  at  tv. 

NARTB  sat  down  with  AMA  leaders 

and  discussed  the  problem.  Result: 
NARTB  issued  a  resolution  in  which 

it  reaffirmed  the  original  Code  and 

called  subscribers'  attention  to  it. 
Latest  status:  Violations  still  exist 

I  often  in  film  commercials  made  prior 

to  this  summer)  but  stations  and  net- 
works are  now  starting  to  get  tougher 

about  the  "men  in  white"  portion  of 
the  Code. 

Item — A  number  of  minor  offenses 

in  network  tv  shows  have  been  reme- 

died. Many  of  these  modifications 
have  come  about  as  a  result  of  irate 

letters  from  viewers  to  the  Code  Re- 

view Board.  Suggestive  dance  routines, 

bosomy  costuming,  off-color  ad-libs  by 
comedians  and  the  like  have  been 

called  to  the  attention  of  network  pro- 

graming and  continuity  acceptance  au- 

thorities. Stated  First  Report:  "The 
fact  that  complaints  against  this  type 

of  offense  have  practically  disappeared 
indicates  the  success  of  the  Code  Re- 

view Board  through  cooperation  with 

the  industry." 
Item — To  keep  Congress  informed 

of  what  the  video  industry  has  been 

doing  toward  policing  itself  NARTB 
earlier  this  year  sent  copies  of  the  Code 
to  each  member  of  the  House  and 

Senate.  Reaction  was  extremely  favor- 
able, with  the  Representatives  and 

Senators  complimenting  NARTB.  Many 

stated,  incidentally,  that  they  had  been 

receiving  a  good  deal  of  adverse  criti- 
cism from  viewers  in  the  form  of  let- 

ters to  Congress  asking  the  govern- 
ment to  step  into  the  business  of  tv 

regulation. 
Item — One  of  the  major  duties  of 

the  Code  Review  Board  is  that  of  im- 

plementing the  code  in  everyday  prac- 

tice NARTB's  Television  Code  Affairs 
Director  Edward  H.  Bronson  spends 
about  a  third  of  his  time  in  the  field, 

visiting  subscribers  and  non-subscrib- 
ers.  \  monthly  bulletin  is  sent  to  sub- 
scribers  informing  them  of  the  latest 
review   actions.    Specific  trouble  areas 

such  as  offensive  material  in  old 

lli>ll\  wood  movies  and  multiple-spot- 

ting  at  station  breaks — are  discussed 
al  periodic  meetings  of  the  Code 
group,  and  remedies  suggested. 

Indeed,  First  Report  shows  ■ —  as 
NARTB  President  Harold  E.  Fellows 

puts  it — that  the  Review  Board  has 
"encountered  many  trying  situations 
and  has  pioneered  in  the  evolution  of 

a  pattern  for  industry  self-regulation." Is  the  work  of  the  NARTB  group 

and  the  existence  of  the  Code  enough? 

Let's  look  again  at  the  replies  of  the 

100-plus  admen  who  answered  spon- sor's survey. 

For  the  most  part,  the  admen  felt 
that  the  Code  was  a  major  step  in  the 

right  direction — but  not  enough. 

Roughly  speaking,  opinion  on  what 
to  do  about  over-commercialization  in 

tv  divided  into  two  categories:  Those 
admen  who  felt  that  the  industry 

should  make  the  Code  (or  the  obser- 

vance of  the  Code)  tougher  and  those 

who  felt  that  tv  broadcasters  and  agen- 
cies should  educate  sponsors  as  to 

their    on-the-air    responsibilities. 
Here  are  some  of  the  opinions  in 

the  first  eategory  : 

"The  ANA,  the  4A's,  the  Television 
Council,  etc.  should  study  the  problems 
involved  and  take  whatever  action  is 

indicated  1>\  way  of  pressure  and  edu- 

cation to  correct  existing  conditions." 
I  John  H.  Piatt,  vice  president  in 

charge  of  advertising.  Kraft  Foods  I 
"Limit  stations  to  one  30-second 

commercial  between  shows  and  no 

commercial  I.D.'s."  (Glenn  Bohonnan, 
chief  timebuyer.  Erwin,  Wasey  &  Co., 

Los  Angeles) 

"Stick  with  the  NARTB  Code.  In 

multiple-station  cities  stations  might 
underwrite  cost  of  NARTB  monitor- 

ing teams  which  would  view  and  criti- 

cize every  program;  then  request  sta- 
tion and  sponsor  cooperation  in  getting 

and  staying  in  line."  I  Edwin  K. 
Wheeler,  general  manager.  WWj-TV, 
Detroit) 

"Simply  sell  so  much  commercial 
time — 10  seconds,  20  seconds,  one  min- 

ute, etc.  and  so  many  minutes  per 

quarter  hour,  half  hour.  Cut  off  com- {  Please  turn  to  page  88) 

FINE  OPPORTUNITY 
for  Commercial  Artist  with 
tv  experience  anil  experienced 

Manager    Film    Department. 

»h,.  BOX  1479 

HONOLULU,  T.  H. 
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DOMINATE 

mountain 

WITH 

When  50,000  wan  K.SL  Radio 

toots  your  horn  tor  you,  your  product 

dominates  the  airways  because  your  message 

always  appears  on  the  program  as  a   solo  .  .  . 

with  a  Supporting  cast  of  hundreds  ot  the  nation's  top 
artists.   On  K.SL  Radio,  your  message  plays  to  the  greatest 

audience  in  the  area:    1M.2'<  larger  than  that  ot  the  next 

ranking  station.    KSL  Radio,  with  its  whopper  of  a  Hooper. 

is  S  R  O*  during   mam    time  periods,  so  call  today  to 

make  your  reservations  on  the  KSL  Radio  bandwagon. 

For  reservations  or  availabilities,  contact  your  nearest 

CBS  Radio  Spot  Salesman. 

Sold  Right  Out 

Source     February,  1953.  Hooperaitngs 

SALT   LAKE   CITY,    UTAH 

CBS   Radio  Netv/ork      •    50,000  Watts 

Represented   by  CBS  Radio  Spot   Sales 
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Jn  Kansas 
J    c^h      ng~^lnj 

Don   Davis,   Pres. 

John  T.  Schilling 
General   Mgr. 

ftepf»»«ni#d  No'<«nolly  by 

Sales 

Swing  in 

Line 

on 
Channel 

Nine! 

WHBF 
+CBS 

Adds    up    to — 

BETTER  QUAD-CITY 
COVERAGE  AT  NO 
INCREASE  IN  COST! 

Les   Johnson,   V.P.   and   Gen.   Mgr. 

WHBF;: 
TEICO  IUIIDING,  ROCK  ISLAND,  ILLINOIS 

liprttinlid  by  A»try-Knodtl,  lie. 

CRITIQUE  OF  EMIL  MOGUL-RAYCO  MEDIA  TESTING  SYSTEM 

(For   details   see    "How    Emil    Mogul    tests    media 

weekly  for  Rayco,"  SPONSOR   19  October   1953) 

Part  12  of  sponsor's  All-Media  Study,  published  19  October,  showed  how 

Emil  Mogul's  media-testing  system  upped  sales  36%  in  18  months  for  Rayco 

SPONSOR'S  All-Media  Advisory  Board  raised  three  basic  questions  about 
the  system,  after  reading  advance  copies  of  article. 

1.  How  does  the  Mogul  method  evaluate  media  without  a  method  of  strictly 

controlling  the  variables  which,  of  course,  affect  media — such  as  copy,  posi- 
tion, and  adjacencies? 

2.  Is  it  safe  to  claim  astounding  validities  and  reliabilities  for  this  type  of 

empirical  made-for-the-situation  of>eration  which  won't  stand  up  under  quan- 
titative analysis? 

3.  If  retail  stores  provide  this  "scientific  laboratory"  for  media  (or  copy  or 
merchandising  or  anything)  testing,  have  the  Allieds,  Sears,  Penneys,  and 

A&P's  been  pig-headedly  unprogressive?  Many  retail  clients  and  agencies 
know  the  amazingly  restricted  scope  of  retail  sales  test  methods. 

Emil   Mogul's    Research    and    Media    Director    Joel   L.    Martin    answered: 

FIRST,  we  are  not  interested  in  abstract  comparisons  of  media.  What  we 

want  to  know  is  how  the  best  we  can  do  in  one  medium  stacks  up  against  the 

best  we  can  do  in  another.  What  sales  does  a  given  expenditure  produce  in 

one  medium  as  against  another?  All  standard  variables  that  affect  media 

performance,  are,  under  our  system,  allowed  to  play  their  normal  roles.  It 

isn't  necessary  to  establish  "laboratory  conditions"  because  the  only  yardstick 

we  use  in  the  final  analysis  is  sales.  For  example,  the  fact  that  consistently  poor 

ad  position  weights  the  case  against  a  particular  newspaper  doesn't  alter  the 

fact  that  under  those  circumstances  the  newspaper  doesn't  pull  well.  We  are 

primarily  interested  in  how  well  the  medium  pulls — and  only  academically  inter- 

ested   in   WHY.    To   eliminate   the   variables   would    actually   defeat   our    purpose. 

SECOND,  as  to  whether  this  system  stands  up  under  quantitative  analysis,  the 

simplest  answer  I  can  give  is  that  the  system  IS  quantitative  analysis  in  the 

truest  sense.  We  do  not  contend  for  a  moment  that  the  identical  system  could 

be  employed  for  all  advertisers.  It  was  indeed  tailor-made  for  the  Rayco 

situation.  However,  we  do  feel  that  a  variation  of  this  system  can  be  advan- 

tageously applied  to  most  advertised  lines,  other  than  packaged  goods,  for 

which  we  believe  other  "made-for-the-situation"  systems  should  be  devised, 

as   we   have    done   for   many   of    our   clients. 

THIRD,  if  other  well-known  retail  advertisers  do  not  take  advantage  of  their 

in-store  "scientific  laboratories,"  it  is  a  surprise  to  me  and  I  certainly  cannot 

explain  why  they  don't.  Unquestionably,  they  have,  in  most  instances,  attempted 
measurements  of  various  sorts.  Whether  or  not  such  measurements  have  leveled 

off  making  further  study  unnecessary,  or  whether  the  methods  themselves  were 

faulty,  I  cannot  say.  But  there  is  no  question  that  most  advertisers  are  much 

more  desirous  of  a  measurement  of  their  advertising  sales  effectiveness  than 

of  any  other  available  research  tool.  Frankly,  this  is  where  we  believe  most 

current  research  falls  down.  Consumer  panels,  for  instance,  or  store  inventories, 

merely  associate  sales  curves  to  current  or  past  advertising,  drawing  conclusions 

by  indirection. 
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Rest  Ye,  Merry  Gentlemen  . . . 

but  not  on  Christmas  Day: 
We  offer  an  un-ortho- 

dox  Holiday  sugges- 
tion to  those  of  you 

who  have  time 

scheduled  on  our 

stations: 

In  the  107  counties  of 

Paul  Bunyan  Land, 

where  WCCO  is  tuned 

in  on  more  sets  than  any  other  sta- 
tion, Christmas  is  a  home  day.  All 

the  family  is  around  the  receiver — 
even  those  usually  not  able  to  enjoy 

daytime  shows.  We  estimate  the 

increase  in  listeners  and  viewers  to 

be  as  much  as  80%. 

This  tremendous  increase  in  audi- 

ence offers  a  challenge  to  sponsors: 

Express  your  seasonal  sentiments 

.  .  .  but  tell  the  folks,  also,  what  you 

make  that  can  add  to  their  comfort, 

pleasure  or  well-being! 

Let's  exchange  greetings  .  .  .  but, 

shucks  .  .  .  there's  still  a  lot  of 
potatoes  to  be  dug! 

«"
M/
 

WCCO 
MINNEAPOLIS     Q SS      ST    PAUL 

TELEVISION  100,000  WATTS  CH.  4 
(Fra*  and  Patan) 

RADIO  50,000  WATTS.  830  K.C. 
CLEAR  CHANNEL 
(Radio  Spot  Sales) 
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OVER-COMMERCIALIZATION 
{Continued  from  page  84) 

menial  exact!)  when  time  is  up.  It 

ma\  take  guts  hut  it  will  soon  get  re- 

Bults."  (President  of  a  large  Midwest- 
ei  n  manufacturing  firm) 

"Stations  should  refuse  to  schedule 
two  and  sometimes  three  commercials 

al  the  break."  (Account  executive  of 
J.  Walter    Thompson) 

"('online  commercial-  to  two  in  a 

half-houi  program."  (Vice  president 
of  a  Grand  Rapids  manufacturer) 

"Not  more  than  one  commercial  in 
succession.    Police  commercial  time  in 

some  programs."  (Merchandising  di- 
mi  tor  of  a  household  product  firm) 

"Limit  station  breaks  to  one  spot. 

Limit  commercial  time  periods."  (Ac- 
count executive  of  Chicago's  Buchen 

Co.) 

"Tougher  rules,  higher  standards  by 

stations."  (Charles  H.  Wolfe,  radio-tv 
director,  McCann-Erickson,  L.  A.) 

"Reduce  tv  rates  so  sponsor  doesn't 
have  to  try  so  hard  to  make  program 

pay."  (Donald  L.  Arlen,  national  sales 
manager,  Knapp-Monarch  Co.  I 

"Broadcasters  should  maintain  stand- 

ards— treat  all  comers  fairly  and  equal- 

Long    Islands    amazing 

Nassau    County    ranks 

17th 

nationally  in  FOOD  STORE  SALES 

$204,005,000  (Sales  Management) 

• 

III  ILly  THE  VOICE  OF  LONG  ISLAND."  has  a 
larger  daytime  audience  in  the  big  booming  major  LONG 

ISLAND  MARKET  than  any  network  or  combination  of  in- 

dependents        [Conlan  i 

WHU 
HEMPSTEAD 

LONG  ISLAND.  N.  Y. 

Paul  Codofsky,  Pres. 

Represented  63  Rambeav 

AM  1100 

FM   98.3 

l\  but  positively.  Lack  of  this  hurts 

all  of  us."'  I  Manager  of  a  station  in New  York  area.) 

"Limit  commercials  between  pro- 
grams to  a  maximum  of  two  to  keep 

your  audience.  Produce  commercials 
digestible  by  other  than  gushing  bobby 

soxers."  (Erwin  H.  Klaus,  marketing 

director,  Northrup.  King  &  Co.,  Cal.'l 
"Eliminate  double  and  triple  spot- 

ting." (Joe  H.  Langhammer,  president. 
Langhammer  Advertising,  Omaha  I 

"Stop  double,  triple,  quadruple  spot- 

ting!" (Manager  of  a  Hollywood  ad 
agency) 

"Throw  the  carnies  off  the  air!" 
(New  Jersey  station  manager) 

Here  are  some  of  the  comments  from 

admen  who  feel  that  within-the-indus- 

try  education  is  the  solution: 

"Concentrate  on  good  entertainment 
or  educational  programs.  There  is  a 
tendency  on  the  part  of  the  public  to 

buy  the  product  of  the  best  entertainer. 
I  have  noticed  this  when  marketing. 

There  are  too  many  no-talent  com- 

mercials. The  'hard  sell'  is  outmoded 
in  the  city.  (Executive  of  Warwick  & 

Legler,  L.  A.) 
"The  record  proves  short  commer- 

cials will  produce  results.  The  broad- 

caster should  educate  the  sponsor." 
( Dick  Sampson,  general  manager. 

Broadcast  Corp.  of  America,  Cal.  I 
"Use  tv  as  a  video  medium  instead 

of  an  audio  medium."  I  Midwestern station  manager) 

"Persuade  station  management  to 
adhere  to  NARTB  code  without  the 

exceptions  that  break  down  the  struc- 
ture." I  Don  Frank,  owner,  Frank. 

Gold  &  Rich.  L.  A.) 

"Prove  by  research  that  sales  do  not 

suffer  from  civilized  commercials.'' 
I B.  J.  Katz.  public  relations  director. 

Jerrold  Electronics  Corp.,  Philadel- 

phia I 

"Clients  in  many  cases  can  be  sold 
on  the  advantages  of  brief  commercials 

well  done — from  a  selfish  standpoint." (Partner  of  a  leading  Eastern  ad 
agency) 

"Educate  clients  away  from  constant 
'hard  sell'  and  cut  down  on  the  num- 

ber of  commercials."  (Leonard  Shane, 
president.  Leonard  Shane  Agency, 

L.  A.i 

TV  COSTS  GOT  YOU  DOWN? 

The  Sportsman's  Club 52  popular,  well  rated,  15  minute  hunting,  fish- 
ing and  outdoor  shows  featuring  Dave  Newell 

and  panel  of  experts.  Write  for  audition  prints. 
SYNDICATED  FILMS 

1022  Forbes  Street  Phone:  EXpress  1-1355 
Pittsburgh  19,  Pa. 
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K  XL 

PORTLAND 

K  XL  Y 

SPOKANE 

K  XL  F 

BUTTE 

K  XL  L 

MISSOULA 

K  XL  J 

HELENA 

K  XL  K 

GREAT  FALLS 

K  XL  Q 

BOZEMAN 

4100  {^Ja^"^ 

K  XL  Y - TV4 
SPOKANE 

K  XL  F-TV6 
BUTTE 

M- >
>
^
 

9& 
""NBC 

*  DuMONT 

(4ioo  per  hour  /s  for  6oftr  //me  and  -fhci/ifiesS 

PACIFIC  NORTHWEST   BROADCASTERS  •&  THE  WALKER  COMPANY 
SEATTLE.    WASHINGTON          SAN  FRANCISCO  S.  CALIF.          HOLLYWOOD  28,  CALIF.               MINNEAPOLIS  2    MINN.             NEW  YORK   17.   N.   Y.  CHICAGO   I.   ILLINOIS 

Jones   Building                        116  New  Montgomery  St.                6381   Hollywood  Blvd.                1687   N  W.    Net.   Bank   Bldg,.           347  Madison  Avenue  369  North  Michigan 

Mutual   3377                                  EXbrook   2-8033                              Hollywood  T-5408                                  GEne«a   9631                             MurreyhMI   3-5830  Ando«er  3-5771 
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"Use  more  ingenuity  in  integrating 
commercials  into  program,  such  as  in- 

Berting  atrip  commercials  over  pro- 

gram picture."  I  General  manager  of 
\\  isconsin   Btation  i 

"Tv  i-  o\er-< •oiiiiiit-K :ialized  not  in 

number  but  in  quality.  Make  commer- 
cials more  believable.  Give  them  more 

integrity."  <  Advertising  manager  of 
large  Detroit-area   manufacturer) 

"Have  broadcasters,  agencies  and 
advertisers  watch  an  audience  writhe 

through  some  of  the  over-commercial- 

ization!" (Sales  dim-tor  of  group  of 
radio-t\    stations) 

How  do  admen  on  the  other  side  of 

the  Fence  feel — those  who  do  not  think 
i\   is  over-commercialized? 

Here  are  sonic   of  their  comments: 

"Tv  is  a  private  enterprise.  The 
handling  of  their  programs  is  their 

business."  (Vice  president  of  a  San 
Francisco  ad  agen<\  i 

"How  else  can  advertisers  pay  the 
bill?"  i  Partner  of  ad  agenc)  in  At- 

lanta i 

"T\  is  not  over-commercialized.  But 

there  are  exceptions.  Broadcasters  ac- 
<  epl  and  insert  extra  commercials  to 
secure  added  income.  A  standard  prac- 

tice should  be  followed  by  all."  I  Doug- 
la-  Wall,  media  director,  Allen  &  Rey- 

nolds, Omaha) 

"Too  many  people  expect  free  enter- 
tainment and  expect  the  sponsor  to 

pa)  huge  production  costs.  Let  the 

people  pay!'  (Owner,  ad  agency. Beaumont,  Tex.  I 

"Television  is  over-commercialized 

— except  on  our  own  company's 
shows."    (A   large  Chicago  advertiser  I 

Like  this  last  respondent,  several 

admen  straddle  the  fence  on  the  ques- 
tion of  commercialization,  as  witness 

these  opinions: 

"Tv  is  not  over-commercialized  on 
a  network  basis.  Most  flagrant  abuses 
occur  with  individual  stations  on  local 

sales."  i  Radio-tv  advertising  director 
of  a  leading  Midwestern  milling  com- 

pany i 

"Yes — but  mostly  on  local  or  re- 

gional shows."  i  Public  relations  direc- 
tor, a  large  insurance  firm  I 

"You  can't  answer  this  with  'yes'  or 
'no.'  In  spot  tv.  'yes.'  As  a  whole, 

'no.''  (Quentin  David.  David.  Inc.. 
St.  Paul  I 

One  adman.  Graham  S.  Mason,  an 

executive  of  Philadelphia's  Lewis  & 
Oilman  ad  agency,  took  time  out  to 

write  what  was  perhaps  the  most  com- 

prehensive reply  received  in  sponsor's 
opinion  poll. 

even  when  snowplows  can't 

A  land  of  great  distances  (302  counties 

in  12  states),  the  Western  Market's 
basic  means  of  communication  is  radio 

And  radio  is  KOA-Radio. 

KOA's  is  the  single  signal  capable 

of  reaching  this  entire  480-million  acre' 
market.  More  than  a  million 

families  live  in  the  Western  Market- 

better  than  half  of  them  rural. 

Last  year  they  earned  $5-billion, 

spent  $4-billion  in  retail  sales. 

The  Western  Market  farmer  has  an  income 

74.3%  greater  than  the  national 

average.  And  he's  a  prime  customer  for 
consumer  goods  of  all  kinds  plus  the 

equipment  and  materials  aiding  him  in  his 

production  capacity. 

In  the  Western  Market:  Sell  your 

product... buy  KOA-Radio. 

50,000  WATTS 

CALL   PETRY 

850   KC D  E  N  VE 

Covers  The   West       <$*&#*/ 

*F0R  FOOD  ADVERTISERS!  Li  AGUE  \  AMERICA'S  MOST  FOOD-CONDITIONED  AUDIENCE 

90 

Stated  adman  Mason: 

"Whose  fault  is  it?    Everybody's. 
"The  networks  and  stations — they 

had  their  hungry  days;  now  they're 
offered  a  banquet.  Who  can  blame 
them  for  grabbing  at  it?  Later  on,  let 

us  hope,  they  will  become  more  mod- erate. 

"Advertisers  —  too  many  have  the 
notion  that  tv  is  the  infallible  road  to 

sales.  So  they  want  in,  on  any  basis 

they  can  squeeze  in.  And  then,  too, 
when  thev  look  at  the  bills  they  feel 

the  urge  to  sell  the  factory's  complete 

output  for  a  year,  or  the  store's  entire 
inventory,  in  one  program.  Later  on. 

let  us  hope,  they  will  consider  the  use 
of  tv  more  realisticallv. 

"And  agencies.  With  clients  breath- 
ing hot  down  their  necks  to  get  them 

in  tv,  they'll  hold  still  for  double, 
triple  and  quadruple  spotting,  just  to 

get   a   foot   in    the   door.     And    again. 

"If   ihe   Nielsen    Food   and    Drug   Index 
Service    has    established     any    one     fact 
over    the    years    it    is    this:    Your    client 
can't    maintain    his    share    of    the    sales 
unless    he    maintains    his    share    of    the 

promotion — barring,  of  course,  the  pos- 

sibility   that    he   can   develop   and    main- 
tain a  better  product,  price  or  package, 

or  a  more  efficient  type  of  promotion." 

J.  P.  NAPIER Executive  Vice  President 
A.  C.  \ielsen  Co. 

looking  at  the  costs,  and  knowing  the 

client  is  watching,  they'll  turn  on  all the  heat  they  can  generate  to  plug  the 

client's  products.  Later  on,  let  us  hope, 
they  will  regain  their  judgment. 

'  V\  e  are  in  a  transition  period.  Hard 
to  take  and  hard  to  deal  with.  It  is 

to  be  hoped  that  television,  as  an  ad- 
vertising  medium,  will  soon  attain  the 

maturity  that  television  audiences  ac- 
quire after  the  first  six  months  of  set 

ownership.  It  is  a  condition  which, 

through  abuse,  should  cure  itself." Mason  concluded. 

And.  from  California,  came  a  state- 
ment from  Lisle  Sheldon,  president  of 

Los   Angeles'  Sheldon  Advertising: 
"\  \RTB  and  all  others  associated 

with  the  radio  and  television  business 

know  without  the  use  of  a  survey  the 
answers  to  I  your  i  questions. 

'"  \s  long  as  there  are  station  owners 
who  demand  more  profits  (or  more 
money  to  try  to  cover  losses),  as  long 
a>  we  have  clients  who  demand  un- 

reasonable results  for  the  advertising 

dollars  the)  spend,  as  long  as  agencies 

promise   to    deliver    the    impossible    to 
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Hoosier  con  Polio 

■  W  lien  Harr\  Martin  (he's  the 

bird  on  the  right  i  started  billing 

and  cooing  about  a  certain  kind  of 

chicken  feed,  the  distributor  gave 

him  a  clutch  of  White  Rocks  and 

Rhode  Island  Reds.  This  was  not 

an  act  of  subversion,  but  a  tribute 

to  his  husbandry.  Martin  is  a  farm 

editor  who  was  born  on  a  farm,  well 

aware  that  polios  (chickens)  eat  un- 

til thev're  eaten.  When  Martin  says 
that  chickens  go  for  Blank  feed. 

they  no  for  Blank  feed. 

It  would  take  a  Wabash  Indian 

to  <laim  earlier  roots  in  Indiana. 

Harr\  was  born  on  the  farm  which 

was  bought  from  the  government 

by  one  of  .Martin's  ancestors  in 

1826,    ten    vears    after    Indiana    be- 

i  ame  .1  state.  Pion<  ei  ing  -  in  his 

blood :  Hairs  began  the  fit  -1  regulai 

farm  l\    prOgl  am   in    Indiana,  did  tin 

first  live  Btudio  demonstration  com- 

mercials    in      Indiana      I  both      lor 

WFBM-TV  1  and.  -   ■  years  earlier, 

was  the  onlj  male  member  of  bis 

higb  school  graduating  1  lass  nol  on 

the  basketball  team. 

\<  \  ei  one  t"  bang  around  <  o*  k- 

tail  bars  and  I i \ <■  on  potato  chips, 

Harry's  rudd)  look  i-  bonestrj 

come  by.  \-  befits  the  man  who 

I > l< > w -  a  full  schedule  of  farm  pro- 

gram- on  W  FBM,  originates  agri- 

cultural    news     reports     for     C.B>. 

handle-     weather     reports,     a     tra\e- 

togue  series,  and  a  mail  bag  pro- 

gram on  WFBM-TV,  Hanrj  com- 
mute-, to  his  little  acres  fifteen  miles 

outside  Indianapolis,  where  he 

raises  rutabagas,  Indiana  limestone 

and.  with  the  help  of  his  wife,  chil- 

dren 1  Jud\.  9;  Debby,  <>:  Damn. .'}  1 . 
In  hi-  -pare  time  1  for  fun  1 

Harry  studies  Spanish. 

"Saj  something  for  u-  in 

Spanish,   Harry."   we  suggested. 
"I  na  imagen  en  television  vale 

por  10.000  palabra-  except  when  it- 

on  radio."  he  replied. 

That's  our  llarr\.  in  there  sell- 

ing even   minute. 

WFBM       WFBM-TV 
INDIANAPOLIS  •  CBS 

Represented  Nationally  by  the  Katx  Agency 

Affiliatea    w'rtfi   WEOA.    Evansvi   e     WFDF,    F    rrt     WOOD   AM    &   TV,    Grand    Rapids 
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Now  NBC  SPOT  SALES 
will  bring  you  our  story! 

Effective  January  1,  NBC  Spot  Sales  will  be  telling  you  the  facts 

that  have  made  WAVE  one  of  the  truly  outstanding  regional  radio 

buys  in  America. 

It's  brief  and  simple.  To  cover  the  entire  State  of  Kentucky,  you 

need  many  of  the  State's  51  radio  stations.  But  you  can  cover 
the  compact  Louisville  Trading  Area  with  WAVE  alone  —  reach 

59.8'  [  of  the  State's  drug  sales,  57.5r<  of  its  automotive  sales,  51.3% 

of  its  food  sales     with  one  medium-priced  station. 

No  matter  how  you  look  at  it,  WAVE  is  the  one  best  radio  buy  in 

Kentucky.   Ask  NBC  Spot  Sales  for  detailed  analysis. 

5000  WATTS 

NBC   AFFILIATE 

WAVE 
LOUISVILLE 

clients — just  lhat  long  will  we  continue 
to  have  commercials  that  are  too 

lengthy,  too  flamboyant  and  untrue. 
"You  can't  fine  the  violators.  You 

can't  throw  them  in  jail.  You  can't 
put  them  out  of  business.  But  you  can 

expose  them. 
"If  the  NARTB  were  to  clock  the 

stations  and  publish  a  list  of  agencies, 
clients  and  stations  involved  in  break- 

ing the  rules,  perhaps  this  'public  black 
list'  might  impede  the  momentum  at 
which  this  mad  pace  is  moving. 

"Grow   up  your  agency   men  and   wom- 
en  to   he   bigger  men   and   women,  grow 

up    your    hearts    and    hands    to    let    the 
truth  that  is  in  you  shine  forth  in  your 
advertising.       Write    advertising    out    of 
your   deepening   understanding   of   your 
customers — and      your     customers      will 

thank    vou,   in    todav's   or   any    world." 
JEAN   W.   RINDLAUB 

Vice  President 

BBDO,   New   York 
•         ••••••• 

"Believe  me,  I'm  not  mad  at  anyone. 

This  radio  and  television  agency  busi- 
ness has  been  good  to  me,  measured 

by  friends  I  have  and  dollars  in  the 

bank.    I  have  just  tried  to  be  honest." What  lies  ahead? 

Not  long  ago.  John  Fetzer,  chairman 

of  NARTB's  Television  Code  Re\  iew 
Board  told  a  group  of  broadcasters: 

"The  Board  has  demonstrated  that 

it  can  get  rough  and  tough  with  habi- 
tual violators.  These  behind-the-scene 

activities  in  ironing  out  difficult  and 
untenable  situations,  to  a  large  degree, 

make  for  smooth  running. 

"As  a  matter  of  fact,  the  compara- 

tive serenity  which  enables  the  indus- 

tr\  to  run  its  operations  without  wide- 
spread external  attack  can  be  said  to 

be  the  result  of  the  Code  system  of 
militant  check  and  balance. 

"I  can  assure  you  that  I  would  not 
be  devoting  my  time,  at  great  personal 
sacrifice,  to  the  chairmanship  of  the 

Code  Board  to  deal   in   platitudes." •  •  • 

\B(     Spot   Sales,  National  Representatives 

SMALL    BUDGETS   MAKE    BIG   SALES 

IN   THIS    OVER-A-MILLION    MARKET 

Ask  RAMBEAU  about  national  adver- 

tisers and  their  "Small  Budget  Success 
Stories"   on   KEYD. 
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CHRISTMAS  GIFTS 

{Continued  from  page  35) 

and  a  prett)  desk  calendai .  I •'oi  j  eai  b 
I  got  a  h  hole  bunch  oi  indn  idual 

lighters  evei  j  year,  then  I  beg  iri  gel 
ting  desk  lighters.  I  he  pasl  Few  years, 

though,  I  haven't  gotten  anj  lighters." 
Vnother  woman  timebuyei  has  re- 

ceived a  number  oi  trays,  appointment 
hook-,   .mil    nut-    and    li  ml.     (  Ine    yeai 
-lie  go)  a  corsage  on  Christmas  eve. 
vnother  time  she  received  a  set  of 
highball  glasses. 

"Most  oi  the  things  I  have  gotten 
do  not  have  the  stations'  call  letters," 
she  said.  "There  -rem-  i<>  be  a  trend 
awa)  from  stamping  everything  with 
<;ill  letters.  \  gift  sans  advertising 
seems  more  like  a  gift,"  she  observed. 

I  tnbrellas  have  been  given  to  women 

timebuyers  from  time  to  time,  too.  "I 

didn't  have  an)  prett)  umbrellas,"  a 
timebuyer  remarked,  "'and  so  I  appre- 

ciated the  one  a  station  senl  me.  I  also 
like  the  wallets  and  perfume  which  I 

have  received  in  the  past." 
One  woman  timebuyei  said  she  liked 

to  get  liquor,  but  thai  was  one  gift  she 

would  rather  get  at  home.  '"I  guess 
I  111  one  of  the  few  people  who  never 

has  gotten  a  paperweight,"  she  said. 

"And  I've  onl)    received  one  lighter." 
Younger  timebuyers,  incidentally, 

apparent])    are   missing    out    on   some 
rather  lavish  Christma-e-.    One  woman 

timebuyer  who  has  been  in  the  busi- 
ness for  the  last  15  years  said  stations 

formerl)  sent  verj  expei  sive  gifts.  She 
said  she  couldn't  understand  win  she 
hasn't  received  a-  much  recently,  es- 
peciall)  since  main  radio  stations  sa) 
the)  are  doing  better  than  ever. 

Gift  giving  is  a  custom  which  be- 
longs to  radio  station-  almost  exclu- 

sively, some  timebuyers  noted.    The) 
explained  that  tv  station-  unless 
owned  by  an  am  outlet—  seldom  sent 

gifts. 
So  much  for  what  timebuyers  re- 

ceive.   Now.  what  do  the)   want.-' 
First  of  all.  whatever  it  is.  most  of 

them  would  prefer  to  receive  it  at 
home.  Only  a  few  buyers  out  of  sev- 

eral dozen  contacted  said  the)  would 
rather  gel  their  gifts  at  the  office.  One. 
a  bachelor,  recalled  he  had  gotten  a 
case  of  fruit  at  home  and  for  days  was 
passing  out  fruit  to  all  his  friends.  He 

would  have  had  an  easier  time  gi\  ing 
it  away  at  the  office,  he  thought. 
One  timebuyer  would  like  cards 

from  the  stations  with  an  inscription 

something  like  this:   "Good  cheer.     In 

IN  RADIO! 

NOW 

^rTexas! 
CBS   AND    DuMONT 

TELEVISION    NETWORKS 

vi/icnita  oralis  c/e  lews  ton,  SJr 



the  name  of  the  nation's  timebuyers, 
we  have  given  8250  I  or  whatever  it 

might  be)  to  a  local  charity." 
Evelyn  Jones,  timebuyer  at  Donahue 

&  Co.,  who  made  tin-  -ingestion,  said. 

"I  love  to  jM't  presents;  I  love  sur- 
prises. But  some  j:ifts  although  well 

intentioned  arc  completely  impracti- 

cal. I'd  feel  a  lot  better,  and  have  a 

lot  more  'Christmas  feeling,'  if  stations 
would  give  the  money  the)  spend  on 
jiifts  for  timebuyers  to  one  of  their 

favorite  local  charities." 
Miss  Jones  pointed  out  that  such 

contributions,  like   business  gifts,  are 

considered  tax-deductible   items. 

Several  other  timebuyers,  when  told 

of  Evelyn  Jones'  suggestion,  enthusi- 
astically agreed  and  said  that  one  can 

use  only  so  many  lighters,  ashtrays 

and   paperw  eights. 
A  majority  of  timebuyers  would  like 

to  keej)  getting  gifts,  however. 
Among  men,  liquor  was  mentioned 

most  frequently  as  a  good  present. 
Next  in  order  of  popularity  were  fancy 

packages  of  cheese  or  food,  "some- 
thing useful."  gift  certificates  and  sub- 

scriptions to  magazines. 
Several   timebuyers   said   they   were 

SELL  MORE  IN  THE 

SOUTH'S  No.  1  State! 

You  «*
* 

Market 

iate 

A  recent  Pulse  Report  shows 
WSJS,  the  Journal-Sentinel  Sta- 

tion, FIRST  in  the  morning — 
FIRST  in  the  afternoon— FIRST 
in  the  evening!    For  the  finest  in 

AM-FM  coverage,  it's  WSJS 
in    Winston-Salem. 

Represented  by:  HEADLEY-REED  CO. 

getting  sponsor  as  a  Christmas  gift 
from  a  station  or  representative,  and 

they  appreciated  the  magazine.  Some 
said  they  not  only  enjoyed  tradepapers, 

but  liked  consumer  magazines  such  as 

Esquire,  too. 
Women  timebuyers  rank  perfume 

first  I  "But  make  it  good  perfume," 
they  plead  i .  rate  fancy  food  packages 
and  liquor  second  in  popularity.  But 

a  few  women  said  "I  don't  want  any 
more  perfume."  A  few  made  comments 
like.  "Well,  food  is  extremely  interest- 

ing— but  then,  so  is  liquor."  The  wo- 
men didn't  seem  to  share  the  male 

timebuyers'  interest  in  things  useful. 
"I'd  like  something  that  is  more  of  a 

luxury."  one  woman  confided. 
"*\  ery  easy  question  to  answer," 

Sally  Reynolds  of  Scheideler.  Beck  & 

W  erner  said.  "Mink  coats  and  Cadillac 
cars ! 

I  In  all  fairness  to  the  distaff  side,  it 

probably  should  be  mentioned  that  one 
or  two  men  also  mentioned  Cadillacs 
as  a  welcome  gift.) 

What  about  those  who  frown  on 
Christmas  gifts? 

They  are  not  anti-Christmas — far 
from  it.  But  they  see  in  Christmas 

gifts  to  timebuyers  a  problem  not  only 

of  ethics  but  also  of  intra-agency  re- lationships. 

One  timebuyer.  from  one  of  the 

country's  largest  agencies,  said  that 
in  every  field  whoever  does  the  bming 

of  anything  gets  gifts  at  Christmas,  as 
well  as  at  other  times  during  the  year. 

He  would  like  to  abolish  the  practice 

— at  least  in  the  agency  field — for  two 
reasons.  First,  it  looks  as  if  a  station 

were  trying  to  "bribe"  timebuyers. 
Secondlv.  "most  of  the  stuff  is  utterly 

useless." 

Another  timebuyer.  although  con- 

ceding that  he  personally  liked  to  re- 

ceive presents,  said  there  was  some- 

thing about  a  gift  which  "implies  that 
reasons  other  than  Christmas  gener- 

osity are  behind  the  gift." 
For  timebuyers  to  receive  gifts  cre- 

ates problems  within  the  agency,  ac- 
cording to  some  timebuyers.  One 

buyer,  with  one  of  the  top  five  agen- 
cies, said  people  on  the  agency  staff 

who  don't  receive  gifts  are  resentful 
when  they  see  timebuyers  getting  pres- 

ents. He  said  the  practice  was  not  fair 
to  the  estimators,  the  copywriters,  the 

account  executives  —  in  fact,  he  be- 

lieves it  is  completely  unfair.  "Other 

agency  personnel  'rib*  you  about  your 
presents,  even  when  you  split  the  loot 

with  them."  lie  complained. 
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WOW-TY 
Omaha 

KPHO 

Phoenix 

KPHO-TV 
Phoenix 

IT'S  GOOD 

TO  KNOW  IT'S A  MEREDITH 

STATION 

We're  proud  to  have  KCMO 
and  KCMO-TV,  Kansas  City,  join 

the  Meredith  Group. 

The  17  years  of  Kansas  City 

radio  experience  which  has 

made  KCMO  the  first  Kansas 

City  choice  of  smart  timebuyers 

is  also  seen  in  KCMO-TV,  which 

went  on  the  air  in  September. 

For  you  (as  well  as  for  us)  it's 
good  to  know  that  KCMO  is  now 
a  Meredith  Station.  KCMO  and 

KCMO-TV  are  affiliated  with 

ABC. 

REPRESENTED   BY   THE    KATZ   AGENCY 

/Imitated  cviti 
Better  Homes  and  Gardens  and 

Successful   Farming  Magazines 



Reggie  Schuebel,  veteran  buyer  and 

partner  of  Wyatt  &  Schuebel,  and  Bob 
Reuschle,  now  national  sales  manager 

for  Will  \1-T\  .  Reading,  Pa.,  and  for- 

merly chief  timebuyer  at  McCann- 

Erickson,  agreed  that  stations  should 

-<t(i|>  Bending  timebuyers  gifts.  Summed 

up,  their  comments  were  they  would 

prefer  stations  save  "gift"  money  and 
lower  their  rates,  do  more  merchandis- 

ing   or    promote    their    programs. 

"Don't  tell  stations  what  to  give 

timebu\ers."  one  agency's  timebuyer 

admonished  sponsor.  "Tell  them  "don't 
do  it.'  '"  He  said  that  "for  every  one 
who  gets  a  present,  there  are  two  who 

don't.  But  more  important — the  sta- 
tic >ns  would  not  lose  one  nickel's  worth 

of  business  if  they  cut  out  the  prac- 
tice. And  it  would  make  everyone  feel 

a  lot  better." 
"-,i  on  know  all  a  station  has  to  do?" 

one  timebuyer  asked.  "Just  send  out 
Christmas  cards.  But  send  them  to 

everyone.  Everybody  likes  to  get  a 

pretty  Christmas  card,  and  no  one 

would  feel  slighted  or  resentful." 
"  \n  awful  thing,"  was  all  one  time- 

buyei  would  say  about  Christmas 

giving. 

"An  awfully  nice  thing,"  was  an- 
other timebuyer's  comment. 

"I  know  some  people  are  against 

Christmas  presents,"  the  buyer  con- 
tinued, "and  it's  true — there  may  be 

some  problems  to  the  gift  giving.  But 
I  like  the  idea  of  giving  presents  to 

timebuyers  for  two  reasons. 

"1.  Gifts  take  buying  time  out  of  a 
highly  mechanical  impersonal  categoi \ . 

I  don't  think  the  senders  have  any  evil 
notions  when  they  send  us  presents. 

They  do  it  because  they  want  to  be 
nice  and  they  want  to  be  friendly.  I 

see  nothing  wrong  with  that. 

"2.  The  gifts  do  have  remembrance 
value.  Let's  face  it.  In  a  market  where 

all  other  factors  are  absolutely  equal — 

and  this  happens  fairly  often — you'll 
give  the  nod  to  the  station  which  seems 

most  familiar  to  you.  It's  not  a  matter 
of  bribery  at  all,  because  if  anyone 

should  ask  'why,'  you  can  produce 
your  tables  and  charts  and  facts  which 
show  that  all  factors  were  equal,  and 

it  simply  was  a  matter  of  picking  one. 

"\o  timebuyer  is  going  to  let  a 
Christmas  present  affect  his  time  buy- 

ing decisions  when  there  is  a  clear-cut 

choice,"  the  buyer  concluded.       *  *  * 
Suggestion  to  stationmen:  Clip  and 

save  this  article.  It  may  come  in  handy 

next  year  when  the  discussion  comes 

up  of  what  to  buy  agency  contacts. 

WBNS 

gives  you  the 

lion's  share  in 
Central  Ohio 

More  people  listen  to  WBNS  Radio  than  any  other 

station  in  Central  Ohio!  King-sized  local  talent  with 

top  CBS  network  programming  treats  listeners  to  the 

top  20  rated  programs  (Pulse).  Yes,  you  get  the  lion's 
share  of  the  rich  Central  Ohio  market  with  WBNS. 

CBS  for  CENTRAL  OHIO 

radio 
COLUMBUS,     OHIO 

BROWN  SHOE 
(Continued  from  page  41) 

Brown  Shoe's  agency,  Leo  Burnett 
&  Co.,  Chicago,  came  up  with  the  idea 
of  selling  directly  to  children,  instead 
of  to  the  parents,  and  using  a  medium 
that  would  be  sure  to  attract  the 

youngsters — radio.  In  February  1943 
a  test  campaign  was  launched  over  a 
13-station  NBC  Pacific  Coast  Network. 

The  program :  same  as  today,  the 
S  mil  in  Ed  McConnell  Show.  The  half- 

hour  children's  show  includes  adven- 
ture stories,  songs  and  chatter  by  Ed 

McConnell  and  a  group  of  imaginative 
characters  known  as  Froggy,  Squeaky 

and  Midnight.  At  the  end  of  13  weeks 

the  company  reported  unqualified  ap- 

proval of  the  show . 
The  following  year  the  network  was 

increased  to  the  52  basic  NBC  stations 

and  the  show  soon  became  a  52-week 

operation,  at  an  annual  cost  of  about 
S25O.000.  In  1945  the  lineup  was  in- 

creased by  over  100  additional  sta- 
tions, for  a  total  of  165  stations.  The 

annual  cost  of  Brown  Shoe's  radio  ad- 
vertising ran  about  8500.000  at  the 

time. 

The  firm's  advertising  picture  re- 
mained fairly  static  for  the  next  six 

years.  Then  in  1950  the  company  re- 
evaluated its  advertising. 

Television  seemed  like  a  natural  me- 

dium for  a  children's  show  and  for 

showing  shoe  styles.  And  the  new- 
medium  had  prestige  value  for  its  ad- vertisers. 

The  firm's  ad  manager,  R.  G.  Stolz, 

agreed  with  the  tv  proponents.  But 

radio  was  still  a  vital,  low-cost  and 
effective  way  of  advertising.  And, 

what  about  the  areas  without  televi- sion? 

During  the  last  half  of  1950  Brown 
Shoe  ad  executives  decided  to  adapt 

the  radio  show  to  television.  Frank 

Ferrin,  who  produced  the  radio  pro- 

gram for  the  Buster  Brown  division, 

agreed  to  put  the  show  on  film  for  tv. 
Each  film  cost  about  $12,000  for  talent 

and  production  and  was  shot  in  color. 
Black-and-white  prints  were  made  from 
the  color  negatives. 

While  tv  preparations  were  rushing 
onward,  company  executives  sat  back 

and  thought  about  radio.  Should  it 

be  dropped  altogether?  Or  was  it  pos- 
sible to  continue  the  pre-television  ra- 

dio schedule  without  any  changes? 

\< cording  to  Stolz,  "We  decided 
that  we  did  have  to  hang  onto  radio, 
that  we  could  not  afford  to  neglect  the 
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KVOO 
TULSA 

Yes,  KVOO  does  reach  more  homes  and  more  spendable  income  than  any 
other  Oklahoma   radio  station! 

There's  proof  of  this  fact  in  every  survey  made  by  Nielsen,  the  recognized 
authority  in  radio  measurement.  Spendable  income  figures  are  provided  by 

Standard  Rate  and  Data,  United  States  Census  figures  and  any  other  ac- 
cepted source  you  may  wish  to  employ. 

KVOO,  located  in  the  Northeast  section  of  Oklahoma  (the  richest,  most 

productive  in  minerals,  dairying,  number  of  highly  paid  white  collar  work- 

ers, air  transportation,  manufacturing  and  rate  of  growth  of  manufactur- 

ing— to  mention  a  few)  serves  additional  counties  in  Kansas,  Missouri,  and 

Arkansas  with   59-lOO'r    coverage,  and. 

According  to  Rand  McNally,  the  Tulsa  Market  Area  includes  all  of  these 
KVOO    counties. 

Thus  it   is  evident  that 

KVOO    reaches    more    homes    and    more    spendable    income    than 
any  other  Oklahoma    radio  station. 

KVOO  is  located  in  Oklahoma's  No.  1  market. 

OKLAHOMA'S    GREATJEST    STATION 

OKLAHOMA'S    NO.I.    MARKET 

KVOO  is  your  best  buy  to  reach  the  most  people,  the  most  spend- 
able income  at  the  lonest  cost  per  family. 

See  your  nearest  Edward  Petry  &.  Company  office  for  detailed 
factual  data  on  KVOO  and  this  No.  1  market  for  time  avail- 
abilities. 

RADIO    STATION    KVOO 

^i 

50.000    WATTS 

N8C   AFFILIATE 

EDWARD   PETRY  AND   CO..    INC.    NATIONAL   REPRESENTATIVES 

OKLAHOMA'S       CREATEST       STATION TULSA.  OKLA 
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thousands  of  other  communities  and 

thousands  of  dealers  not  covered  by 

television  due  to  tlie  freeze."  NBC  got 
together  a  special  network  of  L40  sta- 

tions completel)  eliminating  anj  dupli- 
cation of  areas  covered  b)  the  pro- 

posed tv  lineup. 

In  spring  L953  the  high  cost  <>f  tele- 
\  ision  forced  the  compan)  to  drop  ra- 

dio altogether  even  though  it  realized, 

Bays  Stolz,  that  "there  were  still  man) 
important  parts  of  the  countrj  without 
television  no  matter  how  fast  the  new 

uhf  stations  were  opening  and  other 

vhf  permits  were  being  granted." 

A  few  months  later  Brown  Shoe  an- 

nounced its  new  cooperative  radio  and 

tv  program  to  its  sales  force.  Brown 
Shoe  salesmen  were  instructed  to  try 
to  sell  all  their  accounts  on  the  idea. 

Two  months  later  only  six  radio  sta- 
tions—  no  tv  stations  at  all — had  been 

signed. 
The  company  reversed  its  strategy, 

deciding  the  most  effective  way  to 

push  the  new  cooperative  plan  was  to 
sell  direct.  It  consulted  0.  W.  Heath, 

its  account  executive  at  Leo  Burnett, 

and  came  up  with  an  attention-catching 

eight-page    giant    broadside.      It    dis- 

'4M 
(FARGO,  N.  D.)     '*( 

IS  ONE  OF  THE  NATION'S 

MOST  POPULAR  STATIONS! 

Last  year,  WDAY  was  swamped  with  145,659  letters  and 

postcards  from  its  listeners!  This  is  the  equivalent  of  a 

letter  or  card  from  over  70%  of  the  211,550  families  who 

listen  regularly  to  WDAY — an  average  of  slightly  over 

399   letters   per  day,  including   Sundays  and   holidays! 

NBC   •  5000  WATTS   •  970  KILOCYCLES 

FREE  iV   PETERS,  INC.,  Exclusive  National  Representatives  ,.         .      ,„-.* v  same  lines  in  19o4 

tributed  the  brochure,  titled,  "Ameri- 
ca's No.  1  shoe  salesman  can  now  be 

yours,"  to  more  than  1.200  radio  sta- 
tions and  150  tv  stations. 

The  booklet  gave  pertinent  facts  on 

the  cooperative  plan,  urged  dealers  in 

a  given  city  to  team  up.  particularly 

on  tv,  to  cut  costs: 

"You  get  $250,000  worth  of  tv  films 
and  recorded  radio  programs  and  you 

dont  pay  a  cent  for  either!"  the  book- 
let points  out. 

It  continues:  "There's  never  been 
anything  like  this  before  in  the  history 
of  retail  advertising! 

"These  are  the  television  films  and 

recorded  programs  that  have  sold  more 
shoes  than  any  other  advertising  in  the 

whole  world — and  it's  all  yours! 
"None  of  these  great  tv  films  has 

ever  been  shown  in  your  area.  A  total 

of  36  thrilling  half-hour  adventure 
programs.  Many  were  made  deep  in 

the  jungles  of  India  last  year.  You'll 
be  the  first  to  show  them  in  your  com- 
munity. 

"And  radio?  Buster  Brown  offers 

you  the  entire  series  of  famous  Smilin 
Ed  shows  that  helped  build  your  Buster 

Brown  business  —  the  greatest  selling 

record  in  the  shoe  field." 
Less  than  three  weeks  after  the  bro- 

chures had  been  distributed  Brown 

Shoe  had  signed  203  radio  stations  and 
24  tv  stations. 

Today,  the  tv  shows  cost  Brown 
Shoe  about  $15,000  apiece  for  talent 

and  production  of  new  shows,  SI 2,000 

for  time.  The  cost  per  print  to  sen  ice 

dealers  who  pay  for  their  own  time 

charges  runs  around  $45. 

The  radio  program,  which  repre- 
sents the  edited  versions  of  best  shows 

during  the  program's  10  vears  on  the 
air,  costs  Brown  Shoe  between  SI. 000 

and  $2,000  per  show  for  talent  and 
production.  Tape  and  shipping  charges 

are  about  $3.50  per  show  per  market. 

Dealers  can  begin  sponsorship  of 
either  the  radio  or  the  tv  show  at  the 

beginning  of  am    13-week  cvcle. 

R.  G.  Stolz  sums  up  the  company's 
reaction  to  the  plan  this  way:  "It's 
productive,  it  answers  all  of  the  ques- 

tions of  the  transitional  period  from 

radio  to  television,  of  expanding  the 
television  network  to  include  new  sta- 

tions and  the  continued  transition  of 

radio  to  new  television  stations  when- 

ever they  are  opened  in  dealer's  areas 
who  are  now  using  radio." 

The  company  plans  to  continue  the 
present    advertising    setup    along    the 
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they're 

personal  friends- 

OUR  AUDIENCE 

and 

OUR  TALENT 
And  well  might  they  be  friends.  For  during 

the  month  of  October  WGY  staff  artists  made 

more  than  100  personal  appearances  in  cities 

and  towns  that  stretch  across  our  coverage 

area — Cooperstown  and  Cobleskill,  Cohoes 

and  Saratoga.  From  Oneida  in  the  West  to 

Brattleboro,  Vt.,  in  the  East.  From  Saranac 

Lake  south  through  the  river  \  alleys  to  Catskill, 

our  people  are  always  out  making  new  friends 

for  WGY.  It's  great  to  be  a  good  neighbor  in 
such  a  beautiful  neighborhood. 

WGY 
A  GENERAL   ELECTRIC 

STATION 

SCHENECTADY,   NEW  YORK 

Bob     Bender,     WGY     Sportscaster,     talks     baseball     v.itS     Schenectcdy      Little 

Leaguers. 

Don  Tuttle,  WGY  Farm  Editor,  addresses    a   group    at    the    Farmers    Museum    at 

Cooperstown,   N.  Y. 

Represented  Nationally  by  Henry  I.  Christal  Co.      New  York  •  Boston  *  Chicago  *  Detroit  *  San  Francisco 



Brown  Shoe  learned  some  valuable 

lessons  during  the  early  years  on  ra- 
dio which  it  is  using  today  to  good 

advantage  in  both  air  media. 

Among  the  most  important  was  the 
fact  that  children  listen  to  radio  in  the 

"off"  hours.  From  the  firm's  past 
experience  Stolz  knew  that  children 
listen  to  radio  most  in  the  late  after- 

noon on  weekdays  and  during  the 

morning  on  Saturdays.  However,  he 
decided  to  test  the  tv  show  in  a  time 

period  different  from  either  a  weekday 

afternoon  or  a  Saturday  morning  to 

see  if  the  same  principle  applied  to  tv. 
He  slotted  the  show  in  Class  A  time 

(Saturdays  between  5:00  and  6:00 

p.m).  Dealer  and  audience  reaction 
proved  the  time  slot  was  a  bad  one  for 
a  kid  show.  Reason:  The  show  was 

telecast  at  a  time  when  the  whole  fam- 

ily was  around.  It  wras  in  competition 
with  main  adult  programs  which  the 

family  preferred  to  an  exclusively 

juvenile  show. 
The  tv  program  accordingly  was 

moved  into  an  11:30-12:00  noon  time 

slot  on  Saturdays,  Class  C  time.  In 

1950  only  one  other  children's  tv  pro- 

gram. Sealtest's  Big  Top  Show,  was 
slotted  on  Saturday  morning.  Immedi- 

ate  sales   reaction   to   the   Smilin'    Ed 

show  and  high  ratings  indicated  the 

right  formula  had  been  found — at  a 
considerable  saving  in  time  costs  to  the 

manufacturer.  The  tv  program  has  got- 
ten ratings  as  high  as  24%. 

According  to  Stolz,  during  the  peak 

listening  months — the  winter — a  total 
estimated  audience  of  850,000  children 

and  150,000  adults  watch  the  tv  shows 

on  Saturday  mornings.  The  tv  show 
is  now  seen  over  ABC  TV  10:30-11 :00 
a.m.  Saturdays. 

Stolz  sums  up  his  broadcast  adver- 

tising philosophy  this  way :  "I  believe 
it's  good  business  to  produce  low-cost 
shows  which  will  give  the  lowest  cost- 

per- 1,000  when  carefully  placed  in  the 

right  time  slots.  When  you're  operat- 

ing on  a  limited  budget,  it's  the  best 
way  to  get  the  most  impact  for  the 

least  amount  of  dollars." 
Brown  Shoe  has  consistently  used 

the  show  to  tie-in  with  its  dealers 

throughout  its  years  on  radio.  It  is 
following  the  same  policy  today. 

Back  in  1944,  just  one  year  after 

the  radio  program  was  inaugurated,  it 

started  printing  a  giveaway  Buster 
Brown  comic  book  I  the  division  was 

named  for  the  comic-strip  character 

popular  in  the  early  1900's).  The  32- 
page,    all-color    book    was    published 
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sells  your  product 
35  different  ways ! ! 

ir  Top  Talent!!— Herb  Morrison,  Bill  Brant,  Barry  Kaye 
and  Hilary  Bogden  daily  from  sign-on  to 
sign-off.  Station  promotion  all  day  long! 

•A-  Public  Transport— Dash-cards   and   car-cards   carry  your 
message  to  a  huge  traveling  audience. 

ir  Billboards— identifies  your   product   and   program 
along  important  traffic  arteries. 

PLUS  .  .  .27  sensational  merchandising  services  in  leading 

Pittsburgh  area  super- markets. 
Get  all  the  facts  today! 

Serving  the 

GREATER  PITTSBURGH 

Metropolitan   Area 

5000  Watts      1320  KC. 

Wrife  .  .  .  phone  ...  or  wire 

George  P.  Hollingbery  Co. 

*26  week  package  as  published  in  S.R.D.S. 

four  times  a  year  to  be  given  away  by 
retailers  at  Easter,  summer  vacation 

time,  back-to-school  time  and  Christ- 

mas —  the  peak  shoe-selling  seasons. 
Each  issue  1,400,000  copies  of  the 

book  are  published,  and  most  Brown 
Shoe  dealers  get  four  issues  annually, even  today. 

Next  year  Brown  Shoe  is  planning  a 

fiftieth  anniversary  on-the-air  promo- 
tion (the  Buster  Brown  division  will 

be  50  years  old  in  1954)  built  around 
the  comic  books.  The  contest  involves 

coloring  of  the  Buster  Brown  comic- 
books: the  prize,  a  gold-plated  bicycle. 

Here's  how  radio  copy  will  link  the 
contest  with  its  Easter  shoe  promotion: 

Smilin'  Ed:  "You'll  like  today's 

story,  gang,  but  before  we  go  on,  I've 
got  some  excitin'  news  for  you.  Yes- 
siree!  Buster  Brown  is  celebrating  his 

fiftieth  anniversary  this  year  with  a 

great  big  coloring  contest.  It's  a  real 
easy  contest,  and  lots  of  fun.  And,  oh, 

just  let  me  tell  you — the  first  prize  is 

a  genuine  14-carat  GOLD-PLATED 

Schwinn  Bike  —  why,  there's  not  an- 
other bike  like  it  in  the  whole  world. 

And  YOU  might  win  it.  Ell  tell  you 

about  all  the  other  swell  prizes  a  little 

later.  Now,  listen,  here's  all  you  do  to 
enter  the  contest.  Have  Mother  take  you 

to  your  Buster  Brown  shoeman  to  get 

your  free  copy  of  Buster  Brown's  Col- 
oring Contest  Comic  Book.  Besides  ex- 
citin' new  stories,  the  picture  Buster 

wants  vou  to  color  is  inside  the  book, 

along  with  directions  and  pictures  of 
all  the  swell  prizes.  And  say,  gang, 

while  you're  at  the  store,  be  sure  to 
see  the  swell  lineup  of  Easter  Parade 

shoes  'cause  you  want  to  be  sure  to 
wear  Buster  Brown  shoes  for  Easter 

so  you'll  be  a  real  member  of  Smilin' 
Ed's  Buster  Brown  gang.  Don't  forget 
to  look  inside  the  shoe  for  the  picture 

of  the  boy  and  his  dog." 
Another  facet  of  its  dealer  tie-in  pro- 

gram which  also  originated  back  in 

the  Forties — still  being  used  today — 
is  a  direct  reference  to  dealer  listings 

in  the  yellow  pages  of  the  phone  book. 

During  the  middle  commercial  of  each 
program  there  is  generally  a  request 
that  kids  turn  to  the  yellow  pages  of 

their  phone  directories  whenever  their 
mothers  want  to  buy  shoes. 

The  Brown  Shoe  Co.,  today  one  of 

the  top  shoe  manufacturers  in  the 
United  States,  was  founded  in  1878 

bv  George  Warren  Brown.  Bryan, 
Brown  &  Co.,  as  it  was  then  called, 

grossed  SI  10.000  in  its  first  year  of 
operation.     In    1952    its    gross    sales 
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totaled  $135,00  1,000.  During  this  7  1- 

yeai  span  the  original  five-man  factor) 

has  grown  l<>  ;i  .'{0-plant  operation 
where  L5,000  workmen  turn  oul   100,- 

OOO  pair-  ol  shoes  ;i  < la \ . 

Toda)  Brown  Shoe  Co.  has  ei<jht 
major  divisions,  each  with  its  own  sabs 

manager,  stylist,  designer,  merchandis- 

*»lt  seems  i<>  iiir  ill  h  iii  our  business  of 
creative  communications,  «<■  gel  along 
Ik'>i  iiln  ii  we  concentrate  on  digging 
(<>r  the  basic  ideas  about  our  clients' 
problems,  policies  and  objectives  .  .  . 
and  interpreting  them  in  terms  of  what 
ih<-  public  wants  to  knot*  about  the 
company  .  .  .  not  necessarily  what  the 
company  wants  tin-  public  to  know." 

HIDGE  L.  HARLAN 
I5HDO,  New  York 

******** 

ing  and  production  assistants.  These 

divisions  are:  Air  Step,  Buster  Broun. 
Life  Stride,  Naturalizer,  Pedwin.  Rob- 

lee,  Robin  Hood  and  West  port. 
Buster  Broun,  the  oldest  of  these 

illusions,  toda\  sells  more  children's 
shoe-  than  am  other  brand  in  America, 
according  to  the  company.  The  divi- 
sion  was  named  after  the  cartoon  char- 

acter whose  popularity  at  the  turn  of 

the  centur)  compared  with  that  of 

Superman  toda) .  *  •  • 

WHO  LISTENS 
{Continued  from  page  37  I 

of  raoio  I  how  mam.  how  long,  etc.) 
an-  important.  But  they  do  not  de- 

scribe wholh  the  importance  of  the 
medium.  These  quantities  are  not  ra- 

dio. The)  are  the  end  product  of  ra- 
1  io  -  sp  scial  qualities  to  serve  people. 

"Those  'qualities'  of  radio  are  real 
and  basic  to  an  understanding  of  what 
radio  is  and  what  it  can  do.  Research 

cannot  ever  describe  perfectly  the  ser- 

vices radio  performs — the  reasons  ra- 
dio is  indispensable.  But  this,  never- 

theless, is  what  is  really  important  and 
it  is  something  advertisers  and  agen- 

cies include  in  their  thinking  about 
each  medium,  whether  consciously,  b) 
intuition,  or  on  objective  evidence. 

In  the  field  of  specific  conclusions 

-  briefly    summarized  —  these    points 
stand  out: 

"1.  Radio,  as  a  constant  companion 
of  the  busy,  busy  American  people,  is 

the  only  medium  caoable  of  serving  in 
multiple-attention  situations. 

"2.  That  television — a  powerful  me- 
dium, but  one  without  this  character- 

istic— has  failed  to  displace  radio  from 

In  this  5-Station  Market, 

*skp*  F/XST 
Any  way  you  look  at  it 

PULSE  OF  SYRACUSE 

April,  1953 

NBC  A(f,liate  •    Write,  Wire,  Phone  or 
Aik  Headley-Reed 

WSYR-AM-FM-TV-»h«  Only  Complete  Broadcast  Institution  in  Central  New  York 
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this  fundamental  role  is  therein  easier 
to  understand. 

"3.  A  new  challenge  to  the  creative 
use  of  radio  has  been  set  up.  now  that 
its  basic  personality  difference  as  a 
medium  with  an  exclusive  character- 

istic has  at  last  been  suggested. 
"4.  More  fundamental  basic  re- 

search  on  the  further  significance  of 
this  idea  should  immediately  be  under- 

taken; it  is  a  very  big  advertising  idear 
worth  big  investment. 

"Radio  owes  it  to  its  listeners  to  give 
advertisers  and  their  agencies  this  in- 

formation," adman  Stanford  conclud- 
ed, "to  show  them  how  and  why  radio- 

continues  to  deserve  their  confidence. 

And  the  radio  industry  itself  needs  this 
clearer  picture  of  the  medium  so  that 

it  can  act  more  surely  to  meet — on  be- 
half (if  radio — the  responsibilities  that 

so  many  millions  of  Americans  have 

given  to  this  medium." \\  hat  was  Stanford  so  enthusiastic about? 

To  judge  from  his  running  com- 
ments throughout  the  studv  in  its  latest 

form.  Stanford  was  enthusiastic  about 

fact  that  Politz  narrowed  his  investiga- 
tion to  measuring  individuals,  with 

the  emphasis  on  motives  and  attitudes. 

Naturally,  a  good  deal  of  quantitative 
data  was  accumulated. 

Probably  the  biggest  single  thing 
thai  the  Politz  researchers  probed  was, 

as  the  study  describes  it,  "the  human 

capacity  for  multiple  attention." 
This  sounds  like  research  gobbledv- 

gook.  But  it's  really  very  simple. 
Reported  Stanford: 

"For  example,  when  you  drive  your 
car  through  heavy  traffic,  \ou  are  also 

likely  to  be  smoking  a  cigarette  and 

conversing  animatedly  on  a  varietv  of 
matters  with  your  companion.  That  is 

multiple  attention. 

"Or,  you  may  be  having  a  business 
lunch  in  a  noisy  restaurant.  You  con- 

centrate on  the  conversation  at  vour 

table  and  don't  'hear'  the  hubbub  else- 
where in  the  room.  Yet  if  someone  at 

the  next  table  speaks  your  name,  vour 

ear  at  once  catches  that  significant 

sound.  That  too  is  multiple  attention." 
In  radio,  as  Stanford  sees  it,  multi- 

ple attention  means  "you  can  listen  to 
radio  while  you  are  doing  something 

else.  Radio  is  a  constant,  friendly 

companion  in  people's  lives,  present 
almost  wherever  they  go  or  whatever 
else  they  do  all  around  the  clock.  This 

privilege  is  enjoyed  by  no  other  me- 
dium.   Its  values  have  not  begun  to  be 
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consciously    exploited    by    the    adver- 

tiser." Like  a  good  news  reporter,  the  stud\ 

tried  t<»  find  out  the  "who."  "where," 
"when"  and  "why"  of  radio  listening 
in  television  communities,  as  well  as 
an  estimate  of  what  listeners  think  of 
radio  today. 

Here,  in  highlight  form,  are  the  an- 
Bwers  the  Politz  study  for  the  11  Chris- 
tal-repped  stations  turned  up: 

1.  WHO  listens   tO   nulla? 

Almost  everyone  in  tv  areas  listens 

to  radio;  during  an  average  winter- 
season  day,  two  out  of  three  adults 
tune  it  in.  The  audience  changes  all 

day  long,  but  it  also  accumulates.  By 

the  time  people  go  to  bed,  radio  has 
reached  no  less  than  65  out  of  every 

100  people  living  under  the  electronic 
umbrella  of  tv  outlets. 

Reported  the  study :  "Among  the 
adult  (over  15  years)  population  of 
61,600,000  in  tv  areas  58,200,000 

(94.5^5  1  have  one  or  more  home  ra- 
dio sets  in  working  order.  Some  32.4% 

have  two  radios  and  22.8%  have  three 

to  seven  sets." 
Set  ownership  Politz  found  to  be 

highest   in  the  upper  economic  levels, 

but  even  in  the  lowest  income  groups 
nine  out  of  10  homes  have  at  least  one 

radio  in  working  order.  Car  radio 

ownership  was  additional;  70.9%  of 

the  people  in  tv  areas  live  in  car-own- 
ing households  and  51.6%  (31,800,- 

000  people)  have  one  or  more  cars 

equipped  with  radio. 

Commented  Stanford:  "Interesting, 
creative  challenges  to  current  commer- 

cial writing  techniques  abound  in  the 

variations  one  sees  in  answer  to  'who 

listens.' ' 

2.  WHERE  do  they  listen? 

Radio  penetrates  wherever  people 

are,  and  accompanies  them  wherever 

they  go.  People  just  don't  crowd around  radio  sets,  unless  something 

super-special  is  going  on.  Radio  listen- 
ing goes  on  virtually  all  the  time  in 

each  of  a  variety  of  places  outside  the 

home — in  cars,  at  work,  at  the  beach, 
— as  well  as  in  it. 

In  tv  areas,  about  one  out  of  three 

(29%)  of  all  adults  join  radio's  audi- ence before  breakfast,  Politz  found.  As 

the  day  goes  on,  some  drop  out — but 
are  replaced  by  others.  Some  who  drop 
out  resume  their  listening  later  in  the 

day,   often   in   a   different   place.     For 

1000  WATTS 

Charleston's  most  far  reaching  station 
"Remember  my  book  of  a  few  months  back? 

That  edition  gave  you  all  the  pertinent  facts 

about  w-PAL,  its  coverage,  its  people,  its  loca- 

tion,  its  effectiveness. 

"Well — we're  doing  it  again.  The  second  edi- 

tion of  my  book,  'PAL  SAYS',  will  be  off  the 
press  within  a  coupla  weeks. 

"Watch  for  the  bright-red-cover  containing  real 
valuable   radio   station   information. 

"Somp'n  for  everybody,  in  the  new  edition  of 
*PAL  SAYS'! 

"Watch  for  it!" 

HARLESTON 
>UTH      CAROLINA         I 

Forjoe  and  Company 

0    c    n„»  m».      a  f  A"    th,s   and    Hoopers   too 
S,  E.  Dora-Clayton  Agency  I 

example,  16%  of  the  people  reported 

listening  "in  car  while  driving."  And, 
some  41  r<  of  the  people  reported  hs- 

tening  to  radios  in  the  kitchen  "be- 
tween breakfast  and  lunch";  some 

32%  "between  lunch  and  supper"- — 
thus  explaining,  as  Stanford  put  it, 

"the  values  the  food  advertiser  has 

traditionally  found  in  radio." 
3.  WHEN  do  people  listen? 

No  effort  was  made  by  Politz  re- 
searchers to  define  by  the  clock  exactly 

when  listening  takes  place.  Tabulations 
were  made  of  the  percentages  of  the 

population  in  tv  areas  listening  to  ra- 
dio on  one  or  more  occasions  in  each 

of  seven  logical  (though  unequal  I  seg- 
ments of  the  day. 

Heaviest  listening  periods:  "Be- 
tween breakfast  and  lunch,"  "Between 

lunch  and  supper,"  and  "Between  sup- 

per and  going  to  bed." 
However,  people  listen  more  atten- 

tively in  the  evenings,  while  in  the 

davtime  people  are  more  likely  to  be 
listening  while  doing  something  else. 

Commented  Stanford:  "So  many 
varieties  of  'other  things'  people  do 
while  listening  are  relatively  auto- 

matic, almost  reflex  occupations  ( bath- 
ing, shaving,  cooking,  driving)  that 

deep  attention  to  a  well-aimed  message 
suffers  little  handicap. 

"The  extra-attentiveness  in  the  eve- 

ning (some  56%  listen  in  the  living 
room),  together  with  the  peak  amount 

of  listening  in  the  evening  also  drama- 

tize why  the  evening  hours  have  par- 
ticular importance  and  value.  They 

should  be  thought  of  in  very  different 

terms  from  daytime  radio's  'audience 

in  motion'." 

4.  WHY  do  people  listen? 

Although  almost  all  Americans  rely- 
on  radio's  companionship  —  in  fact, 

take  it  for  granted — they  expect  differ- 
ent things  at  different  times.  They 

turn  to  radio  for  many  reasons— rea- 
sons that  vary  with  time,  place,  sex, 

age,  economic  level  and  education.  The 
sum  total  of  all  these  individual  rea- 

sons determines  both  the  size  and  the 

composition  of  radio's  audience  at  any 

given  time. 
However,  in  the  broadest  terms,  peo- 

ple rely  on  radio  for  two  things — en- tertainment and  information. 

When  radio  listeners  in  tv  areas 

were  asked  why  they  had  radios,  some 

70',  gave  reasons  referring  to  enter- 
tainment features  and  programs.  Some 

66%   gave  reasons  which  centered  on 
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A sk   your   national   representative 
You're  on  the  verge  of  a  decision, 
and  a  problem. 

What  business  papers  to  pick 

for  your  station  promotion? 

It's  no  problem  to  kiss  ojj, 
for  your  choice  can  have  a  telling 

effect  on  your  national  spot 
income. 

But  where  to  get  the  facts? 

The  answer  is  simple.   Ask  your 

natiorial  representative. 

He  knows.    His  salesmen  get  around 

They  learn  which  business  f?apers 

are  appreciated,  read  and  discussed 

by  buyers  of  broadcast  time 

His  is  an  expert  opinion. 

Don't  overlook  your  national 

representative. 

s 
ponsor the  magazine 

radio  and  TV 

advertisers 
use 



Tin's  is  Mr.  E.  H.  T.  Crowder 
President,  Crowder  Motor  Company 

South  Charleston,  W.  Va. 

Thi< 
S  IS  w hat  1 le  says 

"We  have  found  //nil  Mr.  Lewis  has 

<iii  extensive  listening  audience  (via  H'TIP, 
Charleston,  II'.  Va.).      And  uc  could  not 

ask  for  a  heller  audience  or 
means  of  delivering  messages  regarding 

our    Chrysler-Plymouth    products    to    the 
people  of  the  Great  Kanawha 

Valley.     II V  are  very  happy  to  be 

counted  among  Mr.  Leivis's  sponsors." 

This  is  Fulton  Lewis,  Jr. 

whose  5-times-a-week  program  is  available  to  local 
advertisers  a1  local  time  cost  plus  low  pro-rated  talent 

cost.  Currently  sponsored  on  .'i(il  stations  by  more 
than  ?•">(»  advertisers  (among  them  <».">  automotive 
(inns  ,  the  program  oilers  a  teste, I  means  of  reach- 

ing customers  and  prospects.  For  availabilities, 
check  your  Mutual  outlet  or  the  Cooperative 
Program  Department,  Mutual  B  oadcasting  System, 
1440  Broadway,  NYC  is  (or  Tribune  Tower, 
<  'hicago,  1 1 

radio's    informational    aspects    (news, 
weather,  for  example). 

Some  other  findings  of  the  Politz 
study: 

71  '"t  of  the  women  referred  to  "en- 

tertainment"  when  asked  why  they 
listened  between  breakfast  and  lunch, 

but  onl)  39$   of  the  men  did  so. 

Poor  people  have  a  slightly  greater 

preference  than  the  well-to-do  for  ra- 
dio's entertainment  aspects  1 74$  vs. 

f>.V  '<  I.  Converseh.  those  on  the  upper 
economic  levels  referred  more  often  to 

radio's  information  features  (75$  vs. 

60$  i . News  interest  peaks  at  middle  age, 

but  reliance  on  it  declines  with  edu- 
cation. Interest  in  entertainment  rises 

with  education,  but  declines  with 
wealth. 

Onlj  5.5$  (3,400,000  people)  had 

radios  that  didn't  work.  Of  this  group, 

about  one  in  10  said  the)  didn't  bother to  get  it  fixed  because  they  watched  tv. 

5.    WHAT  do  people  think  oj  radio? 
As   mentioned   at   the   beginning   of 

this   SPONSOR    report,    one   out   of   two 

(49* 

people  in  tv  areas  look  on  ra- 
dio as  a  necessity,  as  compared   with 

the  one  in  four  (22.8$  I  who  can't do  without  their  video  receivers.  To 

get  a  general  comparison.  71.4'  r  and 
57.9$  respectively  of  the  tv-covered 
adults  felt  that  telephones  and  auto- 

mobiles were  a  necessity. 
Radio  listeners  in  tv  areas  have  few 

complaints  about  the  medium.  Indeed, 

as  Politz  reports,  "when  asked  what 
they  considered  the  disadvantages  of 
radio.  71$  could  not  think  of  any.  On 

the  other  hand,  seven  out  of  10  peo- 
ple could  rite  one  land  usually  more) 

advantages  radio  could  claim.  Chief 

advantage:  radio  fitted  in  with  other 

activities." 

And,  as  mentioned  earlier,  some 

3,500,000  people  in  tv  areas  said  they 
planned  to  buy  a  new  home  set.  As 

Politz  found  true  a  year  ago:  "In  the 
past  four-and-a-half  years,  people  liv- 

ing in  tv  areas  have  bought  21.000.000 
home  radios  while  they  have  bought 
some  18,000.000  tv  sets! 

Commented  adman  Alfred  Stanford: 

"One  needs  to  pinch  oneself  in  read- 

ing these  figures  on  "intend  to  buy  a 
new  radio,'  to  realize  that  these  are 

people  in  television  areas  talking." \\  ith  the  current  boom  in  clock  ra- 

dios, midget  portables  and  high-fidelity 
am-fm  radios  continuing,  there  seems 

to  be  no  visible  evidence  that  radio's 
future  is  am  thins  but  assured.     *  *  * 
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PROGRAM  GUIDE 

i  <  ontinued  from  p<i^<    I  i 

to  ir.i.  |]  oul  bo  ili.iin.iih  all)  foi  popu- 
lation components.  I  he  vei  j  advent 

of  i\  has  been  dramatic  enough  in 
most  sections.  However,  i"  supplement 
their  network  schedule,  t\  managers 

have  been  quick  t<>  develop  Ic  al, 

money-making    attractions    that    build 
1<>\  al  audiences.    Feature  Elm,  I   ne 

thing,  i>  1 1 « > i  onlj  relativel)  inexpen- 
sive, it  i-  .in  audience  puller  to  bu<  h 

an  extent  th.ii  ovei  60'  I  "I  the  stations 

program  late  evening  Features  before 

<  losing,  while  33| .  program  the  ll<>||\  - 
wood  features  in  morning,  mid-after- 

noon or  late  afternoon  time  slots  (see 

Bating  • .  No  le>»  than  I  3(  I  of  t\  re- 
spondents to  the  questionnaire  pro- 

gram feature  film  three  limes  a  day. 
The    feature    thai     make-    t  (■•-     L954 

SPONSOR  (-1  IDE  1*0  STA1  ION 
PROGRAMING  unique  among  direc- 

tories in  the  field  i-  thai  it  affords  the 

timebuyer,  ad  manager  and  broad- 
caster a  read]  impression  as  t"  the 

character  of  ever)  station.  Naturally, 

he  wants  to  go  beyond  thai  to  facts 
and  figures  thai  establish  whal  each 

station  can  do  in  am  given  market, 

but  in  no  other  place  ran  lie  find  the 
increasingly  vital  data  to  tell  him  the 

kind  of  people  he's  buying  when  he 
orders  time  for  his  message. 

The  (11  IDF.     out  earlj  next  year 

will  he  issued  separately,  hut  will  no 

to  all  sponsor  subseriher*.  Listings 
are  free,  and  stations  were  given  three 

Opportunities  to  replj  to  information 
questionnaires.  Forms  were  mailed  on 

15  September,  15  October,  and  l.~>  No- 
vember to  the  general  managers  of  all 

stations.  In  addition,  national  repre- 
sentatives were  urged  to  solicit  their 

stations'  cooperation.  *  *  * 

'5  I  fi'tiide:  vital  buyer  loot 
The  1954  SPONSOR  GUIDE  TO 

STATION  PROGRAMING  (pub- 
lished by  SPONSOR  SERVICES 

INC.)  will  offer  advertisers  and 

their  agencies  a  three-way  oppor- 

tunity to  determine  the  program- 
ing character  of  radio  and  tv  sta- 

tions: (  I  )  a  front-of-the-book  pro- 
graming breakdown  for  all  report- 

ing stations;  (2)  individual  listings 
of  stations  specializing  in  the  vari- 

ous programing  categories,  and  (3) 

numerous  informative  ads  placed  by 
the  stations  and  other  broadcast 

services.  The  GUIDE  will  go  to  all 
SPONSOR  subscribers  at  no  extra 
charge. 

LOWEST  COST 

MAJOR 

STATION  BUY 

IN  THE 

DETROIT  AREA 

MEASURE      YOUR  ADVERTISING 

'DOLLAR     DISTANCE"     IN     TERMS 

OF     SALES     RESPONSE!      CHOOSE 

CKLW,  THE  LOWER  COST  MAJOR 

STATION  TO  GET  YOUR  ADVER- 

TISING   MESSAGE    ACROSS    IN 

THE  DETROIT  AREA!  .  .  .AND 

WATCH  YOUR  SALES  CHART 

CROW  up...  UP...  UP! 

Adam  J.  Young  Jr.,  Inc 

National  Representative 

Guardian  Building Defro/f  26,  Mich. 

J.  E.  Campeau,  Pres. J 
14  DECEMBER  1953 
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First 

CLEVELAND'S CHIEF    STATION 

5,000   WATTS— 850   K.C. 

BASIC  ABC  NETWORK 

REPRESENTED 

BY 

H  •  R   REPRESENTATIVES 

CLEVELAND'S  Glue],   STATION 

■        4  Reasons  Why 
^_  The  foremost  national  and  local  ad 

|M  vertisers     use     WEVD     year     after 

iM  year  to   reach  the  vast 

am  Jewish    >larket 
g^a     of   Metropolitan    \e«    York 

I.    Top    adult    programming 

^^  2.     Strong   audience   impact 
gz^m  3.     Inherent  listener  loyalty 
i^^0  4.     Potential    buying    power 

Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD'' 
HENRY   GREENFIELD 

WIVll      I  1  T- 1  1  ■»     W..I       K.ll,      ft 
Nrw     Urk     19 

Managing    llirrrtor 

SPONSOR  ASKS 
{Continued  from  page  61) 

great     national     day-in     and     dav-out 
habit. 

The  non-professional  critic  who  tells 
the  advertising  people  what  the) 
should  do,  is  like  the  fellow  who  makes 

the  most  noise  at  a  supper  club,  en- 

joys the  dinner  and  show,  then  doesn't 
even  attempt  to  pick  up  the  check.  He 

will  tell  you  what  is  wrong  with  the 

sen  ice  while  taking  a  free  ride. 

The  television  industry  does  practice 

self-control  and  is  regulated  by  the 

FCC.  Anv  experienced  agencyman 

tempers  commercials  with  good  judg- 
ment. Only  in  exceptional  instances, 

do  a  few  exercise  bad  taste,  and  these 

fall  of  their  own  weight,  eventually 

proving  themselves  unsuccessful  com- mercially. 

Television  itself  has  cost  millions  to 

develop.  If  one  waited  for  the  govern- 
ment to  start  stations  throughout  the 

country,  produce  the  expensive  shows, 

raise  the  necessary  financing,  Ameri- 

can tv  would  be  nowhere  today.  Had 

it  not  been  for  the  sponsors  and  their 

commercials,  no  one  would  have  in- 
vested the  large  sums  necessary  to  give 

us  the  grand  entertainment  we  now 

enjoy  at  the  mere  flick  of  a  dial. 
Ad  Fried 

Ad  Fried  Advertising  Agency 

Oakland,  Cal. 

Is  television  over- 
commercialized? 
Yes. 

Television    has 

been  guilty  of  ex- 
— — -  cessive     exploita- 

y^LJ*  tion  of  the  "goose 

A  ̂^r   I  that  laid  the  gold- 

^     ̂ 11  en     ee?s-"      I*     *s 
■^■^        .   ̂ ^H  unusual  for 

Mr.   Settel  viewer  to  experi- 
ence as  many  as 

five  commercials  in  a  row  during  a 
station  break. 

From  the  point  of  view  of  station 
and  network  executives,  there  might 
be  some  justification  for  each  flagrant 

violation  of  the  feelings  of  the  listen- 
er-. \\  ith  television  costs  still  mount- 

ing the  temptation  to  sell  everj  avail- 
able fraction  of  time  period  is  just 

about  ovei  whelming. 

However,  the  industry    i-  obvioush 

defeating  its  own  purpose.  Continuous 
hammering  of  commercials  frequently 

develops  within  the  viewer's  mind,  a 
callus  which  becomes  increasingly 

difficult  to  penetrate.  Numerous  re- 
search reports  have  indicated  a  star- 

tling loss  of  viewers  during  "commer- 
cial" periods.  One  analyst  gave  dra- 
matic emphasis  to  his  conclusions  by 

indicating  that  the  consumption  of 

water  is  greatly  increased  at  half-hour 
intervals,  a  fact  which  points  up  the 

need  for  change.  Another  news  item 

reports  a  tremendous  increase  in  the 

sale  of  a  "gadget"  which  by  remote 
control  permits  the  viewer  to  switch 

off  sound,  presumably  of  commercials. 

These  grievous  symptoms  can  only 

be  diagnosed  as  a  very  bad  case  of 
television  over-commercialization.  The 

cure  lies  in  a  complete  re-evaluation 

of  commercial  techniques  by  our  net- 

works, agencies  and  stations.  This 
must  come  very  soon  lest  we  find  the 

situation  one  in  which  "the  operation 

was   successful  but  the   patient   died." 
Irving  Settel 

Television  Promotion  Consultant; 

Instructor.   Tv.   Pace  College 
New  York 

I  Within  I5MII* 

1  ofthistower \j     lives  the  greatest A)  concentration  of buying  power served 
tywy  Single  station 

m 

anywhere/ 

proof 

or  write 
5  *"&ci 

JANESVILLE 

•  BELOIT ILL. 

•  ROCKFORD 

-5000  WATTS  AT  1380 

"BASIC 

INDEPENDENT" 
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KWJJ 
Chief  of  N.  W.  Independents 

Help   urn   Scalp   Competitors! 

You  make  friend 

mighty  warrior  and 
moon  you  much  ric 
Chief  KWJ)  help 
Oregon  country  pie 

ing  ground.  Send 
now — and  chief  tel 

of  him  powerful 
strength. 

National 

Representative 
BURN   SMITH    CO.,    INC. 

KWJJ 
1011  S.W.  6th  Ave. 

with  this 

before  many 

her  paleface. 

you  capture 

nty  big  hunt- 
smoke  signal 

I  you  secrets 

PORTLAND  jjjN^W^ 0REG0M  m in 

rY*  M 

Same  old  story 
in  Rochester  .  . 

WHEC  WAY 
OUT  AHEAD! 
Consistent  audience  rating 

leader  since  1943. 

WHEC 
ROCHESTER,    N.Y. 

3,000  WATTS 

t*pre  lartfott'vai  .  .  . 
IVIMTT-MtKINNIY.   rue,  "*—  "- 

III  t.  O  COHNfll  CO..  1. 1  - ' 

ROUND  UP 

i  (  ontinued  from  i><i~<'  63  I 

i. n   Edward   R.   Murrow'a  CBS   Radio 
-n  iea.    I  he  entire  firsl  edition  <>f  31 ' 
(tin)  copies  u.i~  -"Id  immediate!) . 

Thanksgiving  breakfasts  in  agency 
and  Bponsi  irs  homes  I  as  well  as  in 

i  radepaper  editors'  homes  I  were 
brightened  with  a  jai  oi  Maine-Maid 
Vpple-Sass.  I  he  apple-sass  i  ame  from 
\\I.\MT\.  Lewiston-Auburn,  Me., 
which,  appropriately  enough,  began 
broadcasting  on  Thanksgiving  from  its 

location  atc>|>  \pplc-Sass  Hill  in  l.m- 
iston. 

»        »        * 

The  fir.-t  da\  il  was  offered  for  sale, 
201). 000  shares  of  common  stock  in 

the  Storer  Broadcasting  Co.  were  sold. 
With  a  par  value  of  $]  per  share,  the 
stock  was  offered  at  $14  per  share; 

two  days  later,  il  was  -ellin^  over-the- 
counter  for  $14.75  per  sliare.  There 
are  about  1. 1 00. 000  shares  of  com- 

mon stock.  519?  of  which  is  owned 

b)  Ceorge  B.  Storer.  Storer  owns  five 
lv.  five  fin  ami  seven  am  stations  in 

the  United  States,  and  has  majorit) 
interest  in  CMTV.  Havana,  Cuba. 

»        ♦        # 

A  radio  in  every  kitchen  by  Christ- 

ma-  is  the  goal  of  \BC.  Starting  last 
week  the  network  scheduled  35  musical 

announcements  dailv.  sung  b)  "The 

Satisfiers"  to  the  tune  of  "Jingle  Bells" 
and  other  Christmas  melodies.  \<>  par- 

ticular brand  of  radio  is  being  plugged; 

the  campaign  instead  is  aimed  at  get- 

ting housewives — who  spend  one- 
fourth  of  their  waking  hours  in  the 
kit.  hen  to  listen  to  NBC  on  a  kitch- 

en radio  set. 

*        •*        * 

Neu -paper  salesmen  can  pass  out 
samples  of  their  product  to  space  buy- 

ers without  much  trouble,  but  radio 

-tat ions  are  faced  with  a  more  difficult 

problem.  If  the  timebuyer  or  media 

director  is  in  a  distant  city,  it's  seldom 
he  can  hear  just  what  a  radio  station 

sounds  like.   KOWL,  Los   Vngeles,  has 

licked  the  problem,  however,  bv  re- 
cording excerpts  from  it-  broadcast 

da)  on  a  16-inch  long-playing  record. 
The  recorded  story  also  features  a 

humorously-drawn  "Mr.  Statistician" 
who.  at  appropriate  times,  interjects 
pertinent  market  data  and  other  fa<  t- 
into  the  record.  KOWL  features  its 

Negro  and  Mexican  programing  on 

the  record — a  total  market  of  750,000 
people,  according  to  the  station. 

,    Now  .  .  .  buy  the  Keyline ! 

SAVE  20      ON 

HORTHERN    CALIFORNIA 
COVERAGE 

lorn  booming  California 
markets  (2,200,000  buyers) 
witb  one  low -cost  buy! 

t\0 JO  San  Jose 

KBOX  Modesto 

Kvbl     Fresno 

KHUB Watsonville 
Reprtfnttd  by 

R AM  B  E AU 

Naw  York      •   '  Chicago      •      San  Francisco 
Lot  Angeles      •      Minneapolis 

KEYLINE 
Radio  Group 

Write,  wire  or  call 

for  complete  information 

Use  WMBD  To  SELL 

the  Heart  of  Illinois 

Obviously 

OUTSTANDING 
Popul.itie Radio    H 

id    (SMI 184  inn 
omc-s     (SAM) 

127870 

Food    S.i 

Drug    Sa 

General 

es    (SM) 
$152,571,000 

es      SM 

$24,259,000 
MdK.    Sales 

<SM. 

$65,386,000 
Effective 

Buying 

Income 
Net.       SM   .   $940,168,000 

Per    Fam 

ly    Income** 

<SM< 

$6,157 

Per   Cap 

fa    Inoome** 

iSM)               $1,886 
"Peoria  County  only. 

(SM)     1953    Sales    Manaaemrnt    Survey 
«f     Buying     P 
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PEORIA 
CBS  Radio  Network  •  5000  Watts 

Free    it    Peters,    Inc.,    Nat'l.    Reps. 
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Don't  miss  it! 

With  a   5-fold    increase    in    power 

wowo 
FORT  WAYNE 

will  soon  extend  its  signal  to 

cover  20  additional  counties 

— 1,700,000   more   listeners! 

Our  new  quarter-million- 
dollar  transmitter — now 

almost  completed  will  pro- 
vide blanket  coverage  of  69 

counties  in  the  great,  rich 
Midwestern  market.  Full 

r.O.OOO  watts  will  give 
WOWO  greater  intensity 
and  clarity,  too  greater 
value  for  advertisers — than 

ever  before.  Another  great 

example  of  Westinghouse's 
continuing  faith  in  radio, 
yours  for  audience  action. 

WESTINGHOUSE 
RADIO  STATIONS 

"13 

WBZ  •  WBZA  •  KYW  •  RDM 

WOWO  •  HEX  •  WBZ-TV  •  WPTZ 
National  Representatives,  Free  &  Peters, 

except  for  WBZ-TV  and  WPTZ;  for  the 
television  stations,  NBC  Spot  Sales 

Sylvester  L.   (Pat)   Wearer  Jr..  41.  newly 
elected  president  of  ABC,  joined  the  network  four 

years   ago   as   tv   head  after   23  years   in    broad- 
casting   and    agency    business.     A    year    ago    last 

summer  he  was  named  head  of  both  am  and  tv  net- 
works and  was  elected  vice  chairman  of  the  board 

December  1952.    He  reports  directly  to  Brig.  Gen. 

David   SarnofJ.     Weaver   said   he   hopes   "to   build 

on  what  has  gone  before''    He  noted  "the  value  and 
permanency  of  radio"  and  added  that  SBC  is  deter- mined to  increase  business  for  sound  broadcasting. 

Robert  W.  Sarnoff.  vice  president  of  ABC's 
film    division    and   executive   officer   to   Sylvester   L. 
Weaver   Jr.   was   elected  executive   vice  president  of 
\  HC  at  the  same  time  Weaver  was  elected  president. 

Sarnoff,    35   years    of   age,    served   under   Admiral 
Halsey  in  the  Pacific  during  the  war,  then  became 
assistant  to  Gardner  Cowles  Jr.,  who  is  newspaper 

publisher   and  president   oj   the   Cowles   Broadcast- 
ing Co.   He  joined  ABC  in  1948  as  account  executive 

in  the  sales  department.    He  was  elected  ABC  vice 

president    in    1951.    film    division    head   in    '52. 

Charles  L.   Whittier.  retired  vice  president 
of   )  oung  &   Rubicam.  stricken   with   illness  in   his 
Aew   York  hotel  room,   started  to  record  his 

speech   to  \A's  Eastern  annual  conference.    Halfway 
through   recording  he  called  for   wheelchair,  arrived 
at  conference  to  gii  e  speech   in  person,  received 

standing  ovation.  "It  is  possible  to  synthesize  genius," 
he  told  group.    It's   done,   he  said,   by   carefully 
reading  popular  magazines,  asking  oneself  why  editors 
did  what   the)    did,  then   making  every  ad — for 
whatever  medium — a  personal  challenge. 

Jatnes    W.    Cecil   on    1    January   becomes 
chairman   of   the   board  of   Cecil   &   Presbrey, 
succeeding  Charles  Presbrey  who  has  been  inactive 

in    recent  years.    Cecil   said   much    of  agency's 
growth   since  the   war  is  attributable   to  television. 
Thomas    J.     Moloney    becomes    agency    president, 
and  Samuel  Dalsimer,  senior  vice  president, 
will    become    executive    vice    president.     The 

agency's    executive    committee,    expanded    to 
six    members,   includes   Frank    Gilday,    vice 
president     and     radio-tv     director. 

no 
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UJERD- SALES  RINGER  IN  RTLRRTR 
\ 

>*< 

M 
UJERD  delivers  a  vast,  scarcely  tapped 

market- Atlanta's  great  Negro  audience! 

UJERD  stimulates  sales.  Its  listeners  go  out  and 

BUY!  They  have  confidence  in  their  station -the  only 

Negro  owned  and  operated  radio  outlet  in  the  U.S. 

UJERD  wants  the  opportunity  to  sell  for  you.  Write  for 

'  our  "Proof  of  Performance."  We're  loaded  with  success 

\  stories!  Surprising— WERD  is  your  most  economical 

\  radio  buy  in  Atlanta.  Call  or  write  for  details. 

•-'•■ 

m 

m^'^m eu&  : 
Tm£ fy*m^ 

.  K5 «  4, » Was*;"*  ̂ 5  y.rry^Jf-  i;' 
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\ 

RADIO   DIVISION        \ 

Interstate  United  Newspapers,  Inc.       N 
\ 

Represented  nationally  by        \         1000  WAns  .  m  QN  EVERy  ATUNTA  D,AL 

joe  woonon 

UJERD ATLANTA 

J.  B.  Blayton,  Jr.,  Gen.  Mg. 
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Why   they   like   spot   radio 

We  estimate  spot  radio  and  t\  will 

gross  a  record  $2.'i0  million  this  \ear. 
up  $30  million  from  1 052.  Of  this  ra- 

dio will  certainly  get  more  than  the 
^  1 24   million   it  commanded  last  year. 

In  the  first  of  two  articles  on  the 

subject  I  see  page  30),  we  list  the  10 

basic  reasons  submitted  to  us  by  ma- 
jor sponsors  and  their  agencies  as  to 

win  thev  use  this  form  of  advertising. 

Actually  there  is  only  one — flexibility 
— but  these  spell  the  word  out  as  t<> 
the  uses  spot  air  media  can  be  put. 

iSi\  major  radio  sponsors  are  covered 
this  issue:  six  Iv  advertisers  will  be 

described  in  the  28  December  issue.) 
The  six  advertisers  used  to  illustrate 

the  first  part  of  this  article  were  cho- 
sen because  each  employs  spot  radio 

in  a  different  way. 

Life  magazine  lets  local  announcers 
prepare    their   own    cop)    on    some   80 

stations.  Pall  Mall  likes  to  use  all  the 

stations  it  can  get  in  45  markets  for 
saturation  effect.  Esso  concentrates  on 

newscasts  on  55  stations  in  53  markets 

plus  2,000  announcements  in  18  cities 

over  a  six-week  period  to  push  its  new 
gas.  Mermen  likes  announcements  and 

participations  mostly  in  the  morning 
to  reach  men.  Shell  Chemical  has  used 

300  stations  this  vear  to  get  the  speed 

it  needs  because  of  (hanging  weather 
conditions  or  to  reach  insect-infested 

areas.  And  American  Airlines  stays  on 

all  night  on  six  CBS  stations  to  tell  the 
American    people  about    IK  ing. 

Mavbe    spot    radio    has   a    place    for 

you   too. 
*        *        » 

Two-fisted  uhf 

Come  what  may.  a  number  of  uhf 
stations  decided  that  the  road  to  suc- 

cess is   accentuating   the  positive. 
Furthermore,  they  follow  the  adage 

that  "in   unity   there  is  strength." 
Attending  a  two-day  meeting  of  the 

lltra  High  Frequency  Association  in 
New  York  in  late  November  were  rep- 

resentatives of  22  uhf  stations. 

Out  of  their  open-door,  shirt-sleeved 
sessions  came  these  objectives: 

1.  All-out  drive  to  develop  and  dis- 
tribute efficient  all-channel  tv  receivers 

and  build  high-power  uhf  transmitters. 
2.  Drive  to  convince  the  general 

public  of  the  positive  superiority  of 
uhf  reception  over  vhf. 

3.  Negotiations  with  the  FCC  and 
networks  to  achieve  better  affiliation 

agreements  for  uhf  outlets. 
4.  Fifty  new  members  added  to  the 

association    by    Februarv    1954.    when 

the  next  meeting  will  be  held. 

President  of  the  new  uhf  associa- 

tion is  two-fisted  Lou  Poller,  WCAN- 

TV,  Milwaukee.  Poller  has  never  al- 

lowed grass  to  grow  under  his  feet  and 

is  helping  establish  a  remarkable  rec- 
cord  in  keeping  Milwaukee  one  of  the 

top  tv  set  markets  in  the  nation.  Other 
officers  and  directors  are:  Don  Faust. 

WENS,  Pittsburgh;  Harry  Tenenbaum. 

WTYI.  Belleville,  111.;  Marshall  Pen- 

gra.  KSTM-TV,  St.  Louis;  Jack  Garri- 
son. KACY.  Festus.  Mo.;  Byrne  Ross. 

KLPR-TY.  Oklahoma  City,  and  Ben 

K.  McKinnon,  WGVL-TV,  Greenville. 

S.  C.  Membership  fee  is  8500. 
»        »       ♦ 

The  new  team 

Fascinating,  dynamic,  talented  Pat 

Weaver  is  the  new  president  of  NBC — 
and  his  chief  lieutenant  is  none  other 

than  Bob  Sarnoff.  who  has  been  elect- 
ed executive  vice  president. 

This  is  the  new  top  team  at  NBC,  ene 

that  augurs  well  for  the  future. 
These  men  have  worked  together 

long  and  well.  Their  teamwork  and 
abilities  are  well  known  to  the  Gen- 

eral. Weaver  likes  to  look  ahead,  and 

his  record  of  achievement  in  broad- 

casting is  not  inconsiderable. 
Further,  the  lines  are  more  tightly 

drawn  at  NBC  Radio  and  NBC  T\ 

than  at  any  other  time  in  recent  \ears. 
Jack  Herbert.  Bill  Fineshriber  and  Ted 

Cott  are  more  than  competent,  and 

the)  have  less  complex  chains  of  com- mand to  back  them  up. 

Organizational!)  the  future  looks 
better  for  NBC. 

Applause 
The  Sylvania  tv  awards  committee 

The  16-man  committee  of  judges  of 

the    Sylvania    Television     Wards    de- 
sei  \  es  applause  on  two  counts: 

1.  It  spent  three  days  watching 

kincs  of  nearly  10()  programs  and  came 
up  with  a  list  of  awards  that  few  will 
criticize. 

2.  It  issued  a  report  on  what  il 

thought  <if  T\  1953 — a  document  thai 
deserves  to  be  read  In  ever)  broad- 

caster, sponsoi  ami  agencyman  inter- 
ested in  improving  t\. 

The  awards,  "to  honor  those  who 
ue  ,id\  ancing  creath  e  tele>  ision  tech- 

nique,"   ranged    From    the   Coronation 

coverage  1>\  ABC.  BBC  and  CBC  to  the 

Tv-Radio  \A  orkshop  of  the  Ford  Foun- 
dation   for    Omnibus    and    Excursion. 

\mon»  I  he  talent  honored  were  Donald 

O  Connor,  Damn  Thomas.  Rod  Steiuer 

and  Mar)  Martin.  Shows  cited  includ- 

ed What's  l/v  Line,  Ding  Dong  School, 

Shakespeare  on  Tv.  Ed  R.  Murrow's 
Person   i<>  Person,    Theodore  Granik's 
imerican  Forum  of  the  Air.  Dragnet 
and  the  Ford  50//i  Anniversary  Show. 

Padd)  Chayefsk)  and  Irving  Gaynor 
Neiman    won    writing   awards. 

The  committee's  report  mixed  praise 
with  criticism.  It  stressed  that  t\  has 

come  a  long  wa)  in  jusl  two  years,  for 

example,  so  far  as  the  general  level  of 

program  standards  is  concerned.  How- 

ever, it  pointed  out  that  "mediocrity  is 
still  the  chief  characteristic  of  too 

man)  television  programs."  And  be- cause  it  felt  tv  commercials  had  nol 

kept  pace  with  the  advance  in  program 

technique,  it  refrained  this  \ear  from 

selecting  am  t\  commercial  as  out- 
standing. 

sponsor  is  confident  that  both  the 

awards  and  the  report  will  help  stim- 
ulate the  t\  industr)  to  greatei  efforts 

to  increase  the  qualit)  of  its  program- 

ing and  the  effectiveness  of  its  com- mercials in   L954. 
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For   Years,  The  KMBC-KFRM  Team  has 
been  the  undisputed   leader  among   the  radio 

stations   in  the  great  Kansas  City  primary 

trade  area.    As  the  sixth  oldest  CBS  radio 

affiliate,   KMBC  has  enjoyed  the  audience 

that  goes  with  the  nation's  number  one 

radio  network     Arthur  B.  Church's  32  years 

of  radio  know-how  are  the  key  to  the 

Team's   leadership   in   local   programming 

and  the  finest  of  facilities. 

In  television,   KMBC-TV  is  the  "Big  I"  in 

Kansas  City— both   literally  and  figuratively. 

With    the   CBS  Television    Network    (KMBC-TV 

shares  time  with  WHB-TV  on  Channel  9), 

KMBC-TV   immediately   took  the  spotlight 

and  its  fair  share  of  audience.    (A  special 

promotion   tie-in   with   TV   Preview   Magazine 

conducted  before  Channel  9  had  been 

on   the  air  a   month   resulted   in  nearly    12,000 

pieces  of  mail).    KMBC-TV  originates  eight 

live  TV  programs  daily  to  add  to  the 

station's  popularity.    More  are  to  be  added 
in  the  near  future 

KMBC-TV,   the  big  "I"  of  television   in 

Kansas  City,  and  The  KMBC-KFRM  Team, 

undisputed  radio  leader  in  the  Heart  of 

America,   belong  on  your  sales  force     See 

your  nearest  Free  &  Peters  colonel  now 

KMBC  TV 
BASIC  AFFILIATE  CBS  TELEVISION  NETWORK  ...  SHARING  TIME  WITH  WHB-TV 

KANSAS     CITY,     MO 

^KMBC-KFRM CBS  RADIO  FOR  THE  HEART  OF  AMERICA 



TELEVISION      STATION      REPRESENTATIVE! 
•    DETROIT      ■      BOSTON      •      SAN    FRANCll 
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TV-set  penetration   of  any 

United  States  .  .  .  proof  of  ' 
in  programming  and  prom 

this   fir ■eceive   this   fine   unsolicited 

■TV    which    has    the    greatest 

-set  penetration  of  any  one-station   market 

lited  States  .  .  .  proof  of  WJAR-TV's  e 
programming  and  promotion.  J 
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(*sso) DOES    A    COMPLETE    JOB 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS 

WMBG 

WCOD 

WTVR 

UCHMON&^SP 
A  MARTIN  INC. 

FIRST     STATIONS    OF     VIRGINIA 

Esso  Standard  Oil  Company  knows  its  business  well.    It  does  a 

complete   job   in   the   refining,   distribution 

and  sale  of  Esso  products.    The  geologist, 

rigger,  chemist,  tank  truck  driver  and  your 
Esso  Dealer  are  but  a  few  of  the  skilled 

members  of  the  Esso  family.    And  their 

specialists  in  advertising  effectively  use 

the  air  to  develop  wide  distribution   and 

sale  of  Esso  products. 

Specialists  in  management  and   programming  at 

the  Havens  &  Martin  Stations,  Inc.,  also  do 

a  complete  job.    You'll  find  a  combination  of 
experience  through  pioneering  and  program 
imagination  that  has  built  up  large  and  loyal 
audiences  in  the  rich  areas  around  Richmond. 

It's  a  complete  job  of  turning  ideas  into  sales 
results  for  advertisers  on  WMBG,  WCOD  and  WTVR. 

Plan  your  campaign  to  work  hand  in  hand  with  the 

"First  Stations  of  Virginia." 

WMBG  am  WCOD  fm  WTVR 

Havens  &  Martin  Inc.  Stations  are  the  only 

complete  broadcasting  institution  in  Richmond. 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
WTVR  represented  nationally  by  Blair  TV,  Inc. 

WMBG  represented  nationally  by  The  Boiling  Co. 



Ford  buys  record   Ford's  opening  1954  bid  for  first  place  will  be  made  first  2  weeks 
radio,  tv  skcd   of  January  when  new  models  come  out.   It  will  spend  (through  JWT)  some 

§1  million  to  $1.2  million  on  1,503  radio,  300  tv  stations — probably 

an  all-time  record  for  spot  air  media — plus  heavy  print  schedule. 

"Ford  Theatre"  (NBC  TV)  will  also  be  used.   In  addition  Ford  will 
push  Lincoln,  Mercury  models  on  Ed  Sullivan  show  (CBS)  and  via  an- 

nouncements on  400  radio  stations,  tv  stations  4  top  markets  for  2  to 
13  weeks  starting  4  January.   Agency:  Kenyon  &  Eckhardt. 

-SR- 

Some  tv  film   Several  important  trends  already  evident  for  1954  in  5100  million  tv 

trends  for  1954   film  industry.   SPONSOR'S  research  for  upcoming  (25  January)  Tv  Film 
Section  shows:  (1)  SAG  contract  has  put  virtual  stop  to  producers  ex- 

perimenting with  untried  talent.   Too  expensive.   Handful  of  elite 

talent  getting  most  of  jobs.   (2)  Color  becoming  big  factor  in  think- 
ing of  film  producers.   Transfilm,  Screen  Gems,  IMPS,  Sound  Masters, 

others  have  shot  color  commercials.   CBS  TV,  MPTV,  other  syndicators 

will  release  part  of  their  1954  program  films  in  color.   (3)  Competi- 
tion sharpening  between  networks,  syndicators  for  development  of  tv 

program  packages.   Some  non-network  film  producers  would  like  to  see 
government  step  in  and  divorce  network  broadcasting  and  film. 

-SR- 

Harper  elected   New  board  chairman  Advertising  Research  Foundation  is  Marion  Harper 

ARF  chairman   Jr.   At  37  he's  also  president  of  McCann-Erickson,  has  book  to  his 

credit  ("Getting  Results  from  Advertising"),  is  on  SPONSOR'S  All- 
Media  Evaluation  Study  Advisory  Board.   Sherman  &  Marquette's  Henry 
Schachte,  retiring  ARF  chairman,  and  Wildroot's  J.  Ward  Maurer,  both 
of  whom  also  on  SPONSOR'S  board,  will  serve  as  directors.   BBDO's 
Fred  B.  Manchee  is  new  ARF  vice  chairman.   Edgar  Kobak  remains  presi- 

dent and  A.  W.  Lehman  managing  director.   ARF  now  has  187  subscribers. 

-SR- 

Nielsen  meters   Here's  Nielsen's  sample  bases  for  his  5  individual  market  radio  re- 
shown  by  city   ports:  New  York — 180  metered  homes;  Chicago — 185;  Cincinnati — 145; 

Pittsburgh — 120;  Los  Angeles — 75.   For  Pacific  Regional  it's  200;  for 
New  York  tv  report— 120.   Firm  cautions:  When  report  lists  4-week  rat- 

ings, you  should  rightfully  quadruple  sample  size  for  weekly  program, 

multiply  it  by  20  for  5-t imes-a-week  show.   For  analysis  of  6  rating 

organizations,  see  "What's  wrong  with  the  rating  services?"  page  34. 

-SR- 

Out-of-home   1954  will  see  big  increase  in  interest  in  out-of-home  listening.   NBC 

radio  higher   Radio  has  figures  showing  it  can  run  to  40~-  of  in-home.   At  least  one 
net  reported  negotiating  with  Nielsen  to  install  meters  in  cars  and 

put  measurement  on  regular  basis.   Pulse,  Hooper,  others  also  devot- 
ing more  attention  to  out-of-home  listening. -J 

SPONSOR.  Volume  7.   No.   26.   2S  December.   1953.     Published  biweekly  by  SPONSOR  Publications.  Inc.,  it  311"  Elm  Ave..  Baltimore.  Md.   Eiecutlre.   Editorial,   Adrertiilnr.  Cir- 
culation Office*  40  E.   49th  St..  New  York  17.   IS  a  year  In  U.  S.   $9  elsewhere.   Entered  as   second   class  matter  29  January  1949  at  Baltimore.  Md.  poetofflce  under  Act  I   Marcs)   1879 
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FCC  color  plan 
O.K.  hits  sales 

WOW-TV  on  air 
with  color 

Year's  radio,  tv 
set  output  zooms 

Some  new  net 

radio  sponsors 

Drug  firms  take 
on  4th  tv  show 

Air  has  $42  mil. 
stake  in  tobacco 

Long-expected  formal  FCC  approval  NTSC  compatible  color  television 
system  came  at  worst  possible  time — 8  days  before  Christmas.   Industry 
had  hoped  FCC  would  wait  till  after  shopping  rush.   Firms  planning 

color  receivers  were  quick  to  announce  production  plans  for  1954. 
Cautions  that  quantity  production  will  not  be  available  until  1955 

were  buried  and  will  be  overlooked  by  shopping  public.   Already- 
dwindling  sales  of  black-and-white  receivers  expected  to  drop  more. 

-SR- 

WOW-TV  (Omaha)  reports  it  successfully  transmitted  Midwest's  first 
color  tv  Sunday,  20  December,  after  working  3  nights  to  install, 

modify  color  equipment.   Station  picked  up  and  rebroadcast  NBC's 
"Amahl  and  the  Night  Visitors,"  out  of  New  York. 

-SR- 
Both  tv  and  radio  set  output  dropped  in  October,  but  10-month  tv  total 

was  at  record  level  while  radio's  production  for  same  period  was 
highest  since  1950.   Tv  set  output  for  10  months  ran  to  6.2  million 

sets  (against  3.4  million  year  ago).   Radio  figures  were  11.2  million 
against  8.4  million  in  similar  1952  period. 

-SR- 

Niagara  Mfg.  &  Distributing  Co.,  Adamsville,  Pa.,  makers  of  profes- 
sional massage  equipment,  entering  network  radio  5  January  when  it 

starts  sponsoring  Gabriel  Heatter  Tuesdays  7:30-45  p.m.  Mutual. 
Agency:  Olian  &  Bronner,  Chicago.   Also  new  on  Mutual:  Grand  Duchess 

Steaks  of  Akron  (Di  Nuoscio  Adv.),  which  sponsors  "Remember  with  Tiny 
Fairbanks"  Saturday  11:15-30  a.m. 

-SR- 
Pharmaceuticals,  Inc.,  makers  of  Geritol  (Edward  Kletter  agency)  has 

signed  to  cosponsor  "Rocky  King,  Detective"  on  Du  Mont  for  2  years 
starting  3  January.   American  Chicle  is  other  sponsor.   Pharmaceuti- 

cals and  sister  firm,  Serutan,  now  sponsor  4  tv  shows  ;  other  3:  Red 

Skelton,  "Juvenile  Jury,"  both  CBS  TV;  "Life  Begins  at  80,"  Du  Mont. 

-SR- 

Air  media's  stake  in  intensifying  imbroglio  between  medical  profession 
and  tobacco  industry  is  at  least  half  SPONSOR-estimated  tobacco  ad 

expenditure  of  $85  million  this  year.   Here's  how  tobacco  ad  budgets 
have  increased  in  past  3  years  (from  PIB  and  ANPA,  with  some  dupli- 

cation regarding  newspaper  supplements):  1950 — $64.5  million;  1951 — 

$70.4  million;  1952 — $77.8  million.   Why  all  tobacco  companies  are 
worried:  Latest  British  Medical  Journal  states  flatly  abolition  of 

cigarette  (or  total  abstinence)  appears  "most  beneficent  single 
step  in  cancer  prevention  to  us  today." 

N <•»«•  national  spot  radio  and  tv  business 

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN,  start,  duration 

Anahist  Co,  NY 

C.intrc II  &  Cochrane, 
NY 

Ford  Motor  Co,  Dear- 
born.   Mich 

Ford  Motor  Co,  Dear- 
born.  Mich 

Anahist 

Super    Soft    Drinks 

Lincoln,   Mercury 

Ford    Prods   &    Dealers 

Ccncral     Motors    Corp,      Buick 
Detroit.    Mich 

Minute   Maid  Corp,   NY     Minute     Maid     Orange 

Juice 

Ted    Bates,   NY 

Ted    Bates,    NY 

Kenyon    &     Eckhardt, 
NY 

|.    Walter    Thompson, 

NY Kudner,    NY 

Ted    Bates,    NY 

125   rural   and   small-town   mkts 
throughout   the   country 

14    radio,    6   tv    mkts    on    West 
Coast 

400  radio  stns,  4  tv  mkts 

1.500  radio.  300  tv  stns 

450  radio,  125  tv  stns 

Top    50    Minute    Maid    radio    and tv  mkts 

Radio:   min  anncts;  20   Dec;   13  wks 

Radio-Tv:  min  anncts  on  radio:  min,  20- 
sec  anncts  on  tv:  18  Jan:  52  wks 

Radio-Tv:  min.  20-sec  anncts  on  radio, 
tv:  4  Jan;  2  to  13  wks 

Radio-Tv:  min.  stn  brks  for  radio;  20- 

sec,  min,  I.D.'s  on  tv;  1  Jan-6  Jan; 1    to  4  wks 

Radio-Tv:  min.  15-sec  anncts  on  radio; 
stn   I.D.'s  on  tv;  3  Jan;  7  das 

Radio-Tv:  min,  20-sec  anncts  on  tv;  min 
anncts  on  radio;  4  Jan;  43  wks 

SPONSOR 



WGY-Land  is  Vacationland 
AND  RADIO  GOES  WHERE  VACATIONERS  GO 

From  the  first  winter  snow  until  the  Spring  thaw,  winter  sports 
fans  from  all  over  the  country  flock  to  upper  New  York  State  and  New 

England.  As  in  the  summer  WGY-Land  again  hecomes  vacationland  for 
millions  of  people.  From  Lake  Placid  to  the  Catskills.  from  the  Finger 
Lakes  to  the  Green  Mountains,  where\er  people  ski  or  sled  or  skate. 
WGY  reaches  an  increased  audience  all  through  the  winter  season. 

WGY 
A   GENERAL   ELECTRIC   STATION,   SCHENECTADY,    NEW  YORK 

Represented  Nationally  by  Henry  I.   Christal  Company 

NEW   YORK— BOSTON— CHICAGO— DETROIT— SAN   FRANCISCO 

8  DECEMBER  1953 
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Volume  7  Nume 

28  December    )5 

ARTICLES DEPARTMENTS 

Year-end  report  on  radio  and  tv 
SPONSOR  makes  an  appraisal  of  the  biggest  radio  and  tv  events  in  1953, 
with   interpretations  designed  to  be  useful  to  advertisers  in    1954 

Rtitlio-tv's  role  in   Y.Y.C.  newspaper  strike 

With  newspapers  out  during  the  recent  engravers'  strike  in  New  York,  depart- 
ment stores  took  to  the  air  to  get  messages  across  but  spent  only  about  15% 

of    the    amount    they    would    have    spent    on    newspaper    ads    for    radio    and    tv 

Rudio-tv  resolutions  for  1954 

SPONSOR  went  to  broadcasting  industryites  and  admen,  asked  each  group  to 

suggest  resolutions  they  wished  the  other  group  would  make  for  the  coming  year 

II  hat's  wrong  irii/i   the  air  rating  services? 
Many  broadcasters  have  denounced  ratings  in  recent  months,  advertisers  and 

agencies  have  mixed  opinions.  This  article  in  SPONSOR'S  All-Media  study 
summarizes  the  debate,  tells  what  services  offer  and   how  they  compare 

Hon-  six  major  spot  advertisers  use  tv 
An  analysis  of  how  a  half  dozen  big  spot  tv  clients  key  their  approach  in  this 
medium.    Spot  tv   billings  for  this  year  may  hit  $100   million 

Hon-  to  get  the  most  out  of  an  independent  station 
From  AIMS  (Association  of  Independent  Metropolitan  Stations)  come  tips  to 

advertisers  and  agencies  on  how  to  make  most  profitable  use  of  "indie"  radio 
stations;    close    relationshio   with    retailers,    distributors   stressed 

COMING 

Is  rutlio  too  ehecip? 

SPONSOR'S   investigation    of    radio    rates    and    circulation    indicates   it    is   under- 
priced    in    relation    to    print   media.     Facts   and    figures   over    10-year    span 

Pat  Weaver:  a  profile 
What  makes  the  new  NBC  president  tick?    SPONSOR  goes  behind-scenes  for  an 

intimate   study   of   this   44-year-old    dynamo   who    shot   to   the    top   so   fast 

II  luii'\   wrong  with  the  print  rating  services? 
Article  15  of  SPONSOR'S  All-Media  Evaluation  Study  delves  into  industry 
opinion  about  the  print  rating  services,  presents  pertinent  facts  on  services 
and    techniques    of    Starch,    Readex,    Gallup-Robinson 
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rhings  have  changed 

n  ARKANSAS,  too! 

[VE-FIGURE  incomes  may  once  have  been  rare  in 

kansas,  hut  believe  us.  times  have  changed! 

ie  state  has  recently  made  spectacular  economic 

|ances      Farm   income,   For  example,  is  l:V2.'-V, 
eater  than  it  was  ten  years  ago  Retail 

lis  an  25 1.7' ,   ipi aterl* 

dio  in   Arkansas  has  also  taken  gianl   strides 

ward.    Aliiinst  all  the  state  can  now  he  covered 

h  one  radio  station       50,000-watl   KTHS  in 

tie  Rock  — CBS  Radio,  and  the  only  Class  1-B 

•ar  Channel  station  in  the  State.    KTHS  gives 

mary  daytime  coverage  of  1,002,758  people,  more 

n  Hi' (  of  whom  depend  upon  KTHS  exclusively  tor 

i:  mary  daytime  service.    KTHS  actually  delivers 

\intt  rfi  n  nr<  -fin    daytime  signal  to  3,372,433 

pie! 

k  witli  your  Branham  man.  soon,  tor  all  the 

H  HS  facts. 

^les  Management  figures 

50,000  Watts CBS  Radio 
Represented  by  The  Branham  Co. 

Under  Same  Management  As  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager KTHS 
BROADCASTING    FROM 

LITTLE  ROCK,  ARKANSAS 
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ANNE  DOE 
AGAIN! 

ANNE  TRUAX,  noted  home  economist, 

on  her  "Adventures  In  Homemaking"  pro- 
gram over  KLX  a  few  months  ago,  offered 

a  10  cent  brochure  on  Home  Decorating. 
This  same  offer  was  also  made  on  7  other 
Pacific  Coast  radio  stations. 

You    Know  What 
Our  Anne   Did? 

She  just  out-pulled  all  7  other  stations 

.  .  .  that's  all. 

And    Look  At  This! 

The  same  offer  was  repeated  a  few 

weeks  ago   and   .   .   .    that's   right   .   .    . 

Anne   Out-Pulled 
Them   All   Again! 

Let  Anne  and  KLX  sell  your  merchan- 

dise to  the  Oakland-San  Francisco  Bay 
radio   audience. 

contact 

No.   1    in   News  •   Sports   •   Music 

THE   TRIBUNE    STATION 
TRIBUNE  TOWER 

OAKLAND,    CALIFORNIA 

Represented  Nationally  by 
Burns-Smith   Company 

on  Pacific  Coast 
Duncan  A.  Scott  &  Company 

Imic   11  right,  /.    Walter   Thompson,  feels   1953 
saw  an  increased  tendency  to  look  at  all  broadcast 
media  in   the  light   of  actual   value   received. 

"Performance    meant    more   than    glamour"    she 
told  SPONSOR.    "There  was  a  greater  surge  toward 
i  reative  thinking  in  use  of  radio,  with  some  of 
the   old   standards   replaced,   or   changed.     The 
increased  familiarity  with  broadcasting  on  all  execu- 

tive la  els  brought  a  demand  for  really  adequate 

statistics  to  back  up  claims  of  coverage,  listening 

(mil  effectiveness.    This  is  our  greatest  challenge." 

Charles  M.  Wilds.  N.  W.  Ayer,  thinks  1954 

will  bring  solutions  to  many  timebuyer  problems, 

among  them  getting  clearances   in   one-station 

markets.    "Next  year,"   he  says,   "I   think   television 
will  enter  the  competitive  stage.    The  single-station 
market  situation  is  becoming  more  and  more 

alleviated."    Charles  also  foresees  more  money 
going  into  network  television  and  less  into  spot  as 
more  stations  begin  operating.    He  supervises  radio 
and  tv  buying  for  such  accounts  as  Atlantic  Refining 
Co.,  Hawaiian  Pineapple  Co.  and  Howard  Johnson. 

Grace  Porterfield,  Benton  &  Bowles,  predicts 
a  definite  upsurge  of  interest  in  nighttime  radio 
next  year.    Reason  :   Advertisers   will  realize   night- 

time radio  is  one  of  the  best  media  to  use  to 

reach  the  lower-income  group.   Grace's  own  account. 
Instant   Maxwell  House  Coffee,  is  already  using  this 
formula  even  in  markets  in  which  it  has  nighttime 

/derision.  She  explains,  "Some  people  can't  afford 
in  buy  television  sets.    One  of  the  most  effective 
urns  to  reach  them,  therefore,  is  through  radio. 

Mam   advertisers  are  just  beginning  to  learn  this." 

Johst  Si.  Collins,  Sherman  &  Marquette,  believes 
the  era  of  the  all-media  buyer  may  be  close  at 
hand.    For  the  past  few  years  his  own  agency  has 

trained  its   buyers   to  have  equal  familiarity  with 
all   media,   and   he   notes   some   other   agencies   have 

aha  switched  over  to  the  all-media  system.   "I  feel  it's better  tor  the  advertiser  if  buyers  think   of  product 

before  media."  he  says,  "because  they  have  a  com- 
plete picture  of  which  media  work  best  to  fill  specific 

purposes."  John  is  now  buying  time  and  spice  for 
Cashmere  Bouquet.  Afax  Cleanser  and  Colgate. 

SPONSOR 



IVvtr  Ulva  in  SELLING 

sold  o n 

■  A  new  concept  of  furniture  merchandising 

which  met  with  instant  acceptance  was  featured 
on  WHAM  Radio. 

Three  young  men  have  long  believed  furniture  shoidd  be  sold 

from  a  homelike  atmosphere  if  its  ultimate  destination  w.is 

the  purchaser's  home.  From  the  rooms  of  a  century-old  home  in 
a  delightful  suburb,  Monroe  Cherry  House,  sells  the  rich  lustre 

and  satin  patina  of  traditional  woods. 

Traffic  produced  by  WHAM  personalities  resulted  in  carloads 

of  fine  furniture  being  moved  from  Cherry  House  to  add  to  the 

warmth  of  living  in  WHAM  area  homes.  This  success  story 

is  typical  of  many  that  have  been  sparked  by  Bob  and  Ann 

Keefe  on  "Hometown"  and  Ann  Rogers  on  her  own  program. 

Success  like  this  is  not  accidental.  It  can  be  yours  if 

you  use  WHAM  Radio  to  sell  your  product  or 

service  to  Upstate  New  York  purchasers. 

WHAM RADIO  SELL  FOR  YOU LEI 

The  STROMBERG-CARLSON  Station,  Rochester,  N. Y.    Basic  NBC  •  50,000  watts  •  dear  channel  •  1180  kc 
GEORGE    P.   HOLLINGBERY    COMPANY,  National  Representative 

28  DECEMBER   1953 
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■ w Memphis ■ 
i  i 

announces  Memphis  and  Mid-South's 

mm 

on 
UBW 

preferred  CHANNEL  5 

now  operating  on  maximum  power  allowed 

for  low  band  TV  stations 

\*x.' 

greatest  coverage 

finest  reception 
delivered  by  any  Memphis  TV  station  by  far 



Topping  the  Memphis  market 

FIRST  IN  K)\\  ER  HEIGHT! 
FIRST   IN   COVER  USE! 

FIRST   IN    PROGRAMMING! 
Those  three  phrases  Bum  up  the  unmai 

Buperiorit]  ol  \\  MCT  in  the  Memphis  Market. 

Tower  heighl  i->  a  lv<\  t<»  -<>li<I  coverage.  W  MCT's  new 
tower  is  the  tallest  in  the  South.  Soaring  1088  It.  mi»  the 

sky,  L335  ft.  above  Bea  level,  \\  MCI  now  delivers  .1  higl 

"signal  service"  and  clearer  picture  greater  distances 
than  an)  other  television  station  from 

Memphis  and  th<-  \li«l  Sooth. 

Our  preferred  "lot*  band'1  channel — number  •">  plus 
the  pick  of  top  network  and  film  shows,  plus  our  own  locall) 

produced  shows,  plus  five  yean  ex)  .  means  withoul 
question  that  the  shows  sent  from  the  tall*  South 

command  a  greater  audieni  e  in  Memphis  and  the  Mid  South  market. 

Attention,  time  buyers! 
In  case  you  haven't  seen  the  figures,here's  tli<- 

low-down.  Judge  coverage  by  Government  standards 
According  to  I  .  S.  Government  Engineering  Standards 

television  station  operating  on  a  preferred  "lo*  hand"'  \  lit Channel  al  maximum  power,  (Channels  2  through  6)  delivei 

better  signal  service  and  a  clearer  picture  horizon 

than  a  -latum  operating  on  a  "higher  hand'"  \  III   CI  innel 
at  maximum  power  (Channels  7  through 

In  Memphis  and  the  Mid  South,  \\  M<  I . 
on  I"\\  hand  Channel  5,  is  received  in  a  wider  area  than 

an)  other  Memphis  television  station! 

With  our  new  increase  of  power  to  the  maximum 

100,000  watts,  sent  from  our  "topper**  tower  of 
1088  feet,  WMCT effectively  reaches  more  peo- 

ple by  far.  more  square  miles  by  far,  more 
buying  power  by  far  to  give  you  your  best  I\ 
buy  BY  FAR  in  the  rich  Memphis  and  Mid 
South  market. 

WMCT 
Memphis'  first  TV  Station 

CHANNEL   5    •    NBC-TV-BASIC 
Also  affiliated  with    ABC  a"d  DUMON1 

Owned   and   operated   by 

The   Commercial   Appeal I National    Represent 
The   Branham   Co. 



KMA  COVERS 

AMERICA'S 
TOP  SPENDING 

FARM  MARKET 

f] 

IJ    The    millions    of    rich-from- 
the-soil       midwesterners       in 

KMA-Land  comprise  America's 
top    spending    farm    market. 

<]J  In  1952,  they  spent  $3,081,- 
010,000*  for  goods  and 

services  —  a  figure  surpassed 

only  by  a  handful  of  metro- 
politan markets.  And,  this  year, 

as  in  the  past,  KMA  was  again 
the  favorite  station  in  this 

wealthy,  rural  market. 

*1952   SM    &   SRDS    Estimates 

<][    //  you  want  to  sell  products 
or  services  to  the  rural  mid- 

west, then  YOU  BELONG  ON 
KMA. 

5000  WATTS— 960  K.  C. 

KMA 
SHENANDOAH,    IOWA 

Represented   by 

EDWARD  PETRY  &  CO.,   INC. 

ir  em MADISON 
sponsor  invites  letters  to  the  editor. 
Address  40   E.  49  St.,  New  York  17. 

IDEA  STEALING 

Thank  \<>u  for  the  highly  compli- 

mentary reference  in  Boh  Foreman's SPONSOR  column  for  November! 

I.  too,  continually  get  the  "how  can 
I  protect  my  Little  One  from  being 

stolen  by  the  Gypsies?"  My  answer 
has  always  been  just  about  the  same 

as  yours,  if  not  as  well  said. 
A  more  embarrassing  problem  for 

me  is  in  being  asked  for  a  qualitative 

judgment  on  a  new  script.  When  an 
actor  asks  for  criticism,  you  know  hell 

settle  for  fulsome  praise,  but  writers 

are  a  slightly  different  breed  of  cats, 

and  it's  sometimes  hard  to  know  wheth- 
er to  give  the  Pure-Bred  Persian  or 

battle-scarred  alley-Tom  approach.  I 

doubt  if  either  you  or  I  welcome  sit- 

ting in  Olympian  judgment  on  fellow- 
writers,  but  I  suppose  that  from  a  van- 

tage point  of  experience,  we're  bound 
to  give  an  honest  answer,  tempered 
where  decently  possible  with  hope,  in 

the  form  of  constructive  help.  I  have 
found  that  as  a  rule,  the  writers  who 

resent  getting  what  they  asked  for, 
critically,  are  the  ones  who  worry  most 
about  having  their  ideas  stolen. 

Over  the  ulcerous  and  happy  years, 

I  have  evolved,  for  my  own  satisfaction 
at  least,  a  few  basic  rules  about  com- 

edy writing  which  I  see  substantiated 

week  by  week  in  practically  all  enter- 

tainment media.  But  you'd  be  sur- 

prised— or  maybe  you  wouldn't — at 
the  number  of  neophytes  who  still  think 
there  is  some  concealed  trick  or  some 

occult  device  which  will  permit  them 

to  by-pass  the  immutable  laws  of  pub- 
lic acceptance.  These  are  the  Short- 
cut Kids  who  are  suspicious  of  maps. 

Anyway,  thanks  again  for  the  kind 

words.     It's  nice  to  know  that  Some- 
body Remembers. 
Don  Quinn 

Supervisor  of  Comedy  Programs 
Young  &  Rubicam,  Hollywood 

Re    your    Bob    Foreman    column    of 
November  30:    Bravo!  bravo!  bravo! 

Edward  H.  Russell 

Ass't   to   the  president 
The  Biddle  Co. 

Bloomington,  III. 

TV  SALES  COMPARISON 

In  connection  with  a  research  proj- 
ect on  which  we  are  working,  I  would 

like  to  obtain  figures  showing  a  com- 
parison of  the  results  of  tv  advertising 

with  that  of  other  media.  Such  a  study 

might  show,  for  instance,  the  superior- 
ity of  tv  advertising  over  that  of  radio, 

magazine,  billboard  and  national  news- 

paper advertising  for  a  particular 
product   in  terms  of  sales. 

Michael  W.  R.  Davis 

First  Research  Corp.  of  Florida 
Miami  30 

•  SPONSOR  has  never  published  figures  on  any 

major  study  comparing  the  results  of  tv  adver- 
tising with  that  of  other  media.  However,  "Media 

Baslci  I"  and  Media  Kasies  II,"  4  May  1953  and 
18  May  1933.  respectively,  li-t  vital  facts  on 
eight  major  media  in  eluding  tips  on  how  best  to 
use,  strengths,  limitations,  costs  and  other  data. 
Many  of  SPONSORS  case  hi-ories  and  capsuled 
result  stories  have  media  comparison  aspects- 
as     veil. 

FARM   QUOTES 

As  producers  of  television  and  com- 
mercial motion  pictures,  we  are  ex- 

tremely interested  in  the  farm  televi- 
sion article  beginning  on  page  76  of 

your  October  19  issue  of  sponsor. 
We  will  appreciate  permission  to 

quote  from  this  article,  giving  appro- 
priate credit  line.  This  request  is  made 

because  of  the  fact  that  we  are  now 

in  the  preliminary  production  stage  of 

a  farm  series  which  is  planned  for  re- 
lease shortly  after  the  first  of  the  year. 

At  such  time  as  we  have  full  informa- 

tion and  schedules,  a  press  release  will 

be  forwarded  for  your  possible  interest. 
H.  L.  Wilson 
General  Manager 

Sam  Orleans  &  Assoc.,  Inc. 
Knoxville  15 

•        Permission      granted      provided      SPONSOR      U 
earefully     identified     as     the     source. 

10 

We'd  like  50  reprints  of  your  splen- 
did farm  story  in  the  recent  issue  of 

sponsor — exact  date  not  at  hand  [19 

October  1953].  Anyway,  it  was  the 
"Farm  Facts"  release — and  a  damned 

good  one,  too! 
Ship  'em  right  to  me,  please,  by 

either  parcel  post  or  Railway  Express 
— whichever  is  more  convenient  to 

you.  But.  ship  them  today — huh? 
Thanks  a  million! 

Dallas  Wyant 
Promotion   Manager 

WKY-TV 
Oklahoma  City.  Ohla. 

•  Reprints  of  SPONSOR'S  21-page  farm  section 
in  tile  19  October  issue  are  not  available.  Lim- 

ited supplies  of  the  issue  can  be  purchased  at 
30c    each,    however. 

SPONSOR 
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WHEN  EUSTACE  S.  SMORCSH 
filed  plea  for  divorce  . 

His  ease  got  shorl-shrift  from
lhejudge ) 

Mnw\ 
EVERY  GOOD  TIME-BUYER 
KNOWS  KOWH  HAS  THE: 

•  Largest  total  audience  of  any 
Omaha  station,  8  A.M.  to  6 
P.M.  Monday  thru  Saturday! 
(Hooper,  Oct.,  1951,  thru 
August,  1953) 

•  Largest  share  of  audience,  of 
any  independent  station  in 
America!     (August,    1953.) 

.» 

Expect  no  revision  .  .  .  this  is 
my  decision, 

And  from  it  I'll  never  budge; 

While  the  court  finds  it's  true,  and definitely  you 
Get  less  time  than  KOWH  with  your  wife 

That's  no  grounds  for  divorc aware  of  course, 

KOWH's  part  of  the  whole  town's home  life! you  re 

AVERAGE 

HOOPER 

KOWH 
35.7% 

•  U(i|  II    '  in  > 
'A  V  i.1  L'i 

General  Manager,  Todd  Storx;  Repre»ented  Nationally  By  The    BOILING   CO. 



TV  CODE   BOARD 

Ma)    I  commend  you  l"i   yout  edi- 
toi  ill  "ii  paga  I  I  -  "I  the  Novembi  j 

issue  concei  ning  the   I  \   Code  Board's 
"lii-t   I { t- 1 >i •  1 1 . 

Quite  frequentl)  we  heai  eloquent 

voices  attacking  the  Code  and  it-  ad- 
ministrative board   !"i    lack  of  a<  tion 

on     -nine     pgj  liculai      indu-li  \      |n.i'  li'  e 

which  obviousl)  i-  a  violation.  What 
these  ci  it*  a  overlook  is  that  the  I  ode 

Board  deals  specificall)  and  confiden- 
tiall\  w  i 1 1 1  stations  and  networks  con- 

cerning these  matters.  It  has  nevei 

been  our  purpose  to  publicize  these  in- 
di\  idual  negotiations.  1  am  sure  \  ou 

can  understand  the  efficac]  of  this 
principle.  Altogether  too  often  it  is 
assumed  1>\  our  critics  that  because  we 

hold  the  self-policing  job  in  confiden- 
tial status  that  the  Code  Board  is  in- 

active or  a  do-nothing  group. 
I  have  -aid  repeatedl)  that  the  re- 

sponsible men  and  women  of  our  code 

board  are  not  devoting  considerable 
time  at  great  persona]  sacrifice  to  deal 

in  platitudes.  However,  we  can  exhort 
and  wield  the  big  >tick  without  avail 

if  individual  management  fail-  to  serve 
the  role  as  executioner.  The  whole 

principle  of  voluntary  self-regulation 
will  collapse  unless  the  industry  un- 

derstands this  joint  responsibility. 

The  trade  pre--  i-  an  important  part 
of  the  play.  Vmr  editorial  indicates  a 

keen  understanding  of  the  problem. 
John    E.    FETZER 

President  &  General  Manage} 

Fetzer  Broadcasting  Co. 
Kalamazoo 

•      SPONSOR*!    r.-.-.ni    article,    "Ii    n    aTar-eom- 

mrrri.ili/i-d '.'"    I  I    December    l*>.vc    page    :!7.    pro- 
viHrfl     .n  ■  I  •  I  i  t  i  ■  >  u  n  I     detajll     ""     ill.-     >.nrk      i>l      ill.        I. 

(  ..<!.     ftoiinl.     Mr.    Petser    ht-.nl-    the    Board. 

SOUND   RESEARCH 

The  article.  "Beware  of  these  mis- 

uses of  Starch  tv  figures,"  b)  Beville 
of  NBC  and  the  replv  1>\  Jack  Boyle 

[30  November  1953,  page  12],  proved 
to  be  interesting  reading  las!  night. 
It  proves  the  great  need  for  and  the 
importance  of  the  work  now  carried  on 

In  several  Advertising  Research  Foun- 
dation committees,  working  towards 

Betting  up  standards  in  this  type  of 

research  and  furthering  the  under- 

standing of  proper  usage  of  advertis- 
ing research. 

Articles  such  as  this  one.  committee 

meetings,  conferences,  are  all  helpful 

in  providing  everyone  with  background 
and  information.  However,  it  take- 

more  than  this.  To  make  progre-s  in 
this    very    important    problem,    which 

.ill.-,  i-  dn-  value  of  the  advei i i 

dollar,  it  i-  necessary  that  we  gel  more 
.  mill  ibutiona  throu  h  brainwoi k  and 

mone)  foi  the  work  "i  the  Mil.  we 
realize  that  self-interest  i-  bound  t" 

•  i  up  up  but  intelligent  rese  in  here,  in 
all  1  > i -iii-  In  -  ol  the  advei tising  busi- 

ness, must  work  together,  selflessly,  i •■ 
Ward    "in     ultimate    -".ii    "I    -mind    ir 

-i  .in  h  properl)   applied. 
I  in  \i:  Km:  vk. 

President 
\i;i     \.u    York 

TV  CENSUS 

sponsor's  round-up  on  the  topk . 

"Is  there  a  pressing  need  foi  i  regular 

tv  census?"  "sponsoh  \-k-."  2  No- 
vember 195  i.  page  56  .  was  quite 

linielv  and  pertinent. 

\t  the  time  ii  was  prepared,  how- 
ever, vim  had  nn  wav  ot  knowing  ol 

Nielsen's  nationwide  tv  home  census, 
now  in  pi  ogress,  u  hich  CBS  I  \  is 

sponsoi  ing  i  nd  w  hi<  Ii  the  network  an- 
iiiiuih  ed  ic  entl) .  I  In-  sui  \  e) .  the 

largest  oi  it-  kind  and  the  first  Bince 
the  NCS  i  I'lint  in  1952,  becomes,  then, 
a  much  needed  answei  t"  the  indus- 

try's demands,  as  Bpe<  ified  l>v  v mir 
forum's  participants.  Results  will  be 
announced  in  Januarv.  and  a  great 

man]  existing  conflicts  in  set  estimates 
should  then  be   resolved. 

In  the  forum  pi©  e  Mr.  Diberl  sug- 

gests an  organization  similar  to  \B< 
foi  tv  censuses.  Practii  all)  speaking, 

thai  type  of  audit  work  take-  place  in 
offices,  whereas  a  tv  measurement  is 

:i|i|e\  |nl>  of  field  research  all  ovei 
the   I  .   >.     Hence,    it    need-   an   enlirelv 

different  type  of  organization,  with  ex- 
tensive facilities  and  highlv  trained 

personnel,  too  it  the  users  ol  the  stud) 

don't  want  to  hire  Fort  kn"\  to  pav lor   it. 

\\  ith    two    such    nationwide    studies 

ahead)  under  our  collective  bell  (one 
also  included  station  circulation),  and 
with  our  other  measurements  of  radii 

and  tv  now  enjoying  wide  acceptance 

throughout  the  industry,  it  appears 

fairlv  logical  thai  we  are  that  kind  of 

organization.  Consequently,  \.  ( 
Nielsen  Co.  is  ready,  willing,  and  we 

feel,  eminentl)  qualified  tn  serve  as 

television's  census-taker,  in  "rder  to 
provide  both  buyers  ami  sellers  "t 
time  with  continuing  bases  of  ao  urate 
Ea<  t-  about  ow  nership. 

Ml  RR1     H  MUUS 

Public  Relations  Din 
\ .  (      Vi<  Isen  Co. 
Veu    York    \6 

SATURATES 

CENTRAL  CALIFORNIA'S 
RICH  INLAND  MARKET 

Effective   buying   income 

$942,044,000 
in   KJEO   coverage   area 
61.364  sets  Oct..  1953 
(90  mile   contour  area) 

REPRESENTED   NATIONALLY    BY 

THE  BRANHAM  COMPANY 
Offices   in   Leading   Cities 

CHANNEL^ 

O'NEILL  BROADCASTING  CO. 
FRESNO.  CALIFORNIA 

P.  O.  Rex  1708 

J.  E.  O'Neill.  President 

28  DECEMBER   1953 
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LOADED? 

Hooper 

"If  you've  got  some- 

thing to  sell,  we  can 

make  a  /eef/e  room  for 

you  to  reach  the  tenth 

largest  agricultural 
market  in  the  U.  S.  . . . 

a  market  larger  than 

10  states  combined. 

^ 
3\,out  gitf'ng  u$  3  jingW* Let  us  show  you  why 

we're  NUMBER  ONE 

in  San  Diego. 

KSDO 
1130  KC      5000  WATTS 

( 

Representatives 

Fred  Stubbins     Los  Angeles 
Ooren  McGavren      San  Francisco 

John  E.  Pearson,  Co.      New  York 

by  Bob  Foreman 

That  segment  of  the  theatre  known  as  legitimate  may  seem 

strangely  out  of  place  in  these  pages  which  are  usually  if  not 
always  devoted  to  the  more  illegitimate  forms  of  dramatic 

art — radio  and  television.  However,  I  do  believe  that  Broad- 

way's problems  have  a  bearing  on  the  ones  which  we  face 
weekly  in  broadcast  advertising  so  I  shall  launch  this  session 

with  a  pica  or  two  on  Miss  Mary  Martin's  (and  Charles 
Boyer's)  Kind  Sir,  a  play  that  may  be  seen  at  the  Alvin 

Theatre,  which  itself  is  only  a  stone's  throw  from  such  works 
as  Arthur  Godfrey's  Talent  Scouts,  and  the  Jackie  Gleason Show. 

Kind  Sir,  despite  what  you  may  have  read,  is  a  thoroughly 

enjoyable  evening  in  the  theatre,  tightly  and  amusingly  con- 
ceived and  scripted  and  charmingly  played  by  one  of  the 

world's  most  delightful  people — Miss  Mary  Martin.  After  the 
show,  I  had  the  enviable  opportunity  of  dismissing  the  show 

with  Miss  Martin  in  her  dressing  room  where,  inevitably,  the 
fears  and  self-consciousness  that  she  and  the  others  in  the 

fine  cast  are  surrounded  by  were  mulled  over  at  length. 

I  tried  to  dispel  as  many  as  I  could  by  revealing  the  extent 

to  which  my  wife  and  I  were  entertained  by  the  on-stage 

doings  we  had  just  witnessed — and  vouching  for  the  fact  that 
there  must  be  thousands  more  like  us — the  drama  critics 
notwithstanding. 

And  now  to  the  tv  relevancy :  Kind  Sir,  it  seems  to  me,  set 

out  to  achieve  the  goal  of  so  much  television  drama — simply 
to  give  folks  a  good  time,  unburdening  them  of  their  own 

cares,  absenting  them  from  the  ills  of  the  world  and  the  col- 

lective nastiness  of  the  human  race.  If  this  isn't  what  most 
people  want  and  have  a  right  to  get  from  the  theatre  or  tv  or 

radio,  then  I'll  tear  up  my  Sardi's  credit  card. 

Not  that  the  theatre  as  well  as  broadcast  media  aren't 
capable  of  airing  the  more  horrendous  facets  of  life,  nor  do  I 
mean  to  condemn  those  writers  who  attempt  to  resolve  the 

world's  ills  via  the  theatre.  However,  there  is  still  plenty  of 
room  for  the  unabatedly  pleasant  legitimate  play  just  as  there 

is  a  basic  need  for  the  pleasant  sponsored  media.  Actually, 
it  is  to  the  theatre,  live  or  electronic,  that  people  turn  to  for 

escape  and  simple  pleasure  and  they  darn  well  have  a  right 
to  expect  both  waiting  there  for  them. 

In  television  and  radio,  the  criterion  of  pleasantry  is,  of 
I  Please  turn  to  page  04  I 
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NO  CIRCUS 

"BALLYHOO" 
at 

.  .  .  ONLY  FACTS 
For  over  sis  years  KTLA  has  1   o  acknowledged  ;i^  the  leading 
independent  television  station  in  Los  Angeles.  In  the  face  of  many 

special  rating  interpretations,  a  moment's  review  <>i'  the  ratings 
will  prove  it  to  you  again.  For  example :  both  ARB  and  HOOPEB 
in  October  and  again  in  November  show  thai  KTLA  ranks  above 

all  other  independenl  stations  more  than  •">•>'<   of  its  class  A  I 
.  .  .  BUT  RATINGS  \KK  NOT  THE  ONL1  MEAS1  RE  <>K 
LEADERSHIP! 

KTLA  leads  in  |>ti l>l i«-  acceptance  and  has  won  more  awards 
any  otber  TV  station  in  LA 

KTLA  leads  in  top  local  personalities  buill  give  that  personal 
appeal  which  means  more  salt  s  for  you. 

KTLA  leads  in  protecting  it*  audience  from  false  advertising  and 

lias  never  allowed  "switch"  advertisers. 

KTLA  leads  in  Btricl  application  of  NARTB  standards       all  of 
its  time  classes  to  insure  audience  loyalty. 

KTLA  leads  in  commercial  effectiveness  because  w<  load 

up  with  those  triple  and  quadruple  spots  which  are  sure  death  t<> sales. 

When  you  check  all  the  facts,  you    too,  will  agree  thai  K'I'I 
truly  tli.'  Leading  Independent  Television  station  in  I.  - 

'^■f^UB*         KTLA  Offices  and  Studios  •  5451  Marathon  St.,  Los  Angeles  38  •  HOIIywood  9-3181 

♦^S^S^*  PAUL  H.  RAYMER  COMPANY     •     NATIONAL  REPRESENTATIVE 

kO  BUY  IN  LOS  ANGELES 

28  DECEMBER  1953 
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JOHN  BLAIR  &  COMPANY 

represents 

WW  L  —  the  station  that  gives  the  Philadelphia  Market  new  dimensions ! 

The  WFIL  coverage  area  is  prime  sales  territory  almost 

Twice  as  big  as  the  Philadelphia  Retail  Trading  Area. 

This  is  WFIL-adelphia  .  .  . 

.    .    .   where  a  population  of  7'2-million  annually  has  $13-billion  to  spend 

.    .    .   where  21/4-million  families  each  year  spend  $2,4-billion  for  food  alone 

...   where  almost  80%  of  2-million  car   owners  have  car  radios 

WFIL  Covers  the  Territory  —  Sells  the  People 
...   through  programming  designed  for  modern  tastes 

•    •    .   through  promotion  geared  to  reach  people  at  home  and  on  the  move 

.    .    .   through    merchandising   that   makes   a  WFIL-advertised    product   the   star   of 
the  stores 

This  is  the  reason  Philadelphia  advertisers  — 
who  live  in  and  know  the  market  —  place  more  spot 

advertising  on  WFIL  than  on  any  other  station. 
(SOURCE:  Broadcast  Advertisers  Report,  September,  1953) 

WFIL,  The  Philadelphia  Inquirer  Station,  is  an  ABC  affiliate 

and  serves  Delaware  Valley,  U.S.A.,  site  of  the  greatest  indus- 
trial expansion  of  the  20th  Century.  Get  the  whole  WFIL  story 

from  your  John  Blair  man  today. 

REPRESENTING  LEADING  RADIO  STATIONS 
JOHN 
BLAIR 
&  COMPANY 

NEW  YORK  •  BOSTON  ■  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN  FRANCISCO    ■    LOS  ANGELES 



She  Pictures 

Today's  Woman 

for  Mid- 
America 

on KCMO 
Radio  and  TV 

Here's  the  perfect  likeness  of  the  active,  well- 
informed  women  who  plan  and  buy  for  Mid-America 

households — Anne  Hayes,  KCMO's  Director  of 
Women's  Activities.  Wife,  mother,  clubwoman, 

journalist,  and  star  of  "Today's  Woman"  with 
Anne  Hayes,  she  brings  the  women's  world  into 

sharp  focus  on  radio  and  TV.  "Today's  Woman," 
with  12  years  of  success  on  radio,  is  already  building 

area-wide  acceptance  on  KCMO-TV  Channel  5  in 
Kansas  City.  Right  now,  you  can  pick  a  few 

participations  .  .  .  radio  and  TV. 

On  TV,  Anne  prepares  food  in 

KCMO-TV's  complete  electric 

kitchen,  interviews  outstand- 

ing personalities,  puts  the  best 

in  homemaking  "on  camera." Her  radio  format— tested  and 

refined  over  12  years  —  in- 
volves women's  news,  recipes, 

personalities,  and  a  merchan- 

dising plan  featuring  record- 
ings made  at  prominent  Mid- 

America   women's  clubs. 

Today's  Woman  on KCMO-Radio  .  .  . 

11:30  'til  12  Noon 

Monday    through    Friday 

KCMO-Television    .    .   . 

2:30  to  3:00  P.  M. 

Monday    through    Friday 

KCMO Radio  -  810  Kc. 
TV-  Channel  5 

18 
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It's  good  to  know  "It's  a  Meredith  Station'* 

SPONSOR 



New  and  renew 
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\vw  on  TW<»r 
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i .\i on  IVefteorlM 

AGENCY 

American    Oil    Co     Balti- 
more 

Calgon    Inc,    Pittsburgh 

Cincr.il    Mills.    Mpls 

Ludcns    Inc.    Reading,    Pi 

National    Dairy    Prods 
NY 

Pan    American    World 

Airways.     NY 

Pharmaceuticals    Inc.    NY 

Procter  &    Camblc.    NY 

RciLcmon-Puntan     Co. 
Chi 

US    Envelope   Co. 

Springfield.     Mass 

Whitehall   Pharmacal,    NY 

Joseph    Katz.    Baltimore 

Kctchum.     McLcod     0 

Crove,    Pittsburgh 

Knox-Reeves.     Mpls 

|      M      Mathcs     NY 

Aycr,    NY 

|.    Walter   Thompson     NY 

Edward    Kletlcr     NY 

Compton    Adv.     NY 

Schwimmcr   &    Scott     Chi 

S     R     Leon.    NY 

John    F     Murray     NY 

STATIONS  PROGRAM,   time,   start,    duration 

CBS    TV    50  Years   ot    Crisis     Sun    3   4    pm      3    |an     54    only 

CBS    TV    43  Bob    Crosby    Show.     W     3  30-45    pm    Mg;     10    Feb 

54      52    wks 

CBS    TV    41  Bob    Crosby    Show.    F    3  45   4    pm    w(     <    |ar 

52    -• 

NBC    TV    50  rUtl      Sm.th       Th     3   15   30     pm      half     of     st. 
14    |an     54.    7    bdests 

CBS    TV    66  Big   Top  Christmas  Show     F    3  4   pm     25    D< ' 

NBC    TV    22  Meet    the    Press:    alt    Sun    6-6  30    pm      3    |an     54 

52   wks 

Du    Mont    65  Rocky     Km.:     D    •  .>n     9-9  30     pm       3     |an 
54      2    years 

CBS    TV    70  The    Brighter    Day:    M-F     II    15    pm      4    |.m 

52    wks 
ABC    TV    28  John     Daly    O     HM     NtWI      T      Th    7   1 5   30    pm .     I 

Dec:    52    wks 

NBC    TV    50  Kate    Smith     alt  W   3  15-30   pm.    half   of   sc: 
3   Mar    54     6  bdests 

NBC    TV    40  Your    Show    of    Shows    &    All    Star    Revue      alt    Sit 

9-10:30  pm:    10-min   segment     5   Die     14  bdests 

IC<»ncir«»f!  on  Television   \ettv 

SPONSOR  AGENCY 

Bayuk    Cigars,    Phila 

Colgate-  Pa  Imolivc-Pcct, 
(orsey    City.    N| 

Elc-tric    Cos    Adv    Prog. 
NY 

Cencral    Electric. 

Schenectady 

Cencral    Electric. 

Schenectady 

Kellogg    Co.    Battle 
Creek,   Mich 

Kellogg    Co.    Battle 
Creek.   Mich 

Thomas    |.    Upton, 
Hoboken.   N| 

National    Dairy    Prods. 
NY 

Norwich     Pharmacal, 
Norwich.    NY 

R      I      Reynolds. 

Winston-Salem.    NC 

R.    I.    Reynolds. 

Winston-Salem.    NC 

Schick    Inc.    Stamford. 

Conn 

Spoidcl  Corp.   Providence, 

Rl 
Westinghousc    Electric. 

Pittsburgh 

Ellington    &    Co.    NY 

Ted    Bates.    NY 

Ayer.    NY 

BBDO.   NY 

BBDO    NY 

Leo    Burnett.    Chi 

Leo    Burnett.    Chi 

Y&R.    NY 

Ayer.    NY 

Benton    &    Bowles.    NY 

William    Esty.    NY 

William    Esty.    NY 

Kudncr     NY 

SSCB     NY 

McCann-Erickson,     NY 

>  r /v.v 

STATIONS 

ABC    TV  18 

NBC    TV    52 

CBS    TV  83 

CBS    TV  85 

CBS    TV  53 

CBS    TV  62 

ABC    TV  47 

CBS    TV  73 

CBS    TV  62 

CBS    TV  50 

CBS    TV  109 

CBS    TV  96 

CBS    TV  125 

NBC    TV  72 

CBS    TV  88 

PROGRAM,   tim*.    start,    duration 

Saturdav    Night    Fights      Sat    9    pm    to    concl      21 

|an    '54     52    wks 

Howdy    Doody;    T    5  45-6    pm     5    |an     54     52    wk-, 

You    Arc    There;    alt    Sun    6  30-7    pm:    3    |an     54 
20    alt    wks 

Fred    Waring;    Sun    9-9  30    pm .    27    Dec:    52    wks 

|anc    Froman;    Th    7  45-8    pm      7    |an      52    wks 

Carry   Moore;   F    145-2  pm  seg:   1    |an     54     53  wk-. 

Suocr    Circus      Sun    5-6    pm      first    half    hr      3    |ii 
54      52    wks 

Arthu-    Codfrcv 'l    Talent    Scouts:     M    8.30-9    pm 
4    |an      54:    52    wks 

Big   Top.   Sat   12-1    pm;   23   |an   '54;   52   wks 

Sunday    News    Special:    Sun     11-11    15    pm      3     |an 
5-t:    52    wks 

I've    Cot    A    Secret;    W    9  30-10    pm      6    |an      54 

52    wk-. 

Topper;    F   8:30-9   pm :    1    |.in     54     53    wks 

Show    Bvsmess     alt    T    9-9:30    pm      5    |a-i 
54     18   alt   wks 

•hat    Tune      alt    M    8-8  30    pm      4    |an      54 
26    progs 

Studio    One      M    10-11    pm;    4    |an     54      52   wks 

3. Advertising  .Xgeney  Personnel  Changes 
NAME FORMER    AFFILIATION NEW   AFFILIATION 

Wendell    Adams William    Esty.    NY.    acting    radio    dir Same,    radio   dir 

Ceorge  C.   Anthony Media    exec.    LA Strombcrgcr    LaVene     McKennc     LA     media   dir 

lames    F.    Behan William     Esty.     NY.     acct    exec Same     vp 

William    E.    Perchtold McCann-Erickson.     NY.     vp Same,    gen    mgr    Midwestern    Region 

{Continued  next  page) 

In    next    issue:    Mete    and    Renetcrd    cut    Radio    V'frrnrAs.    >n- 

tional  Ttrondcast  Snles  Exerutirrs.   V'ir     l^rnc>     ippointment< 

/  Re- 
R.    M 

1  - 

Rlauhut 
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i\'eiv  and  renew 3. 

5. 

Advertising  Agency  Personnel  Changes       (continued) 
NAME FORMER    AFFILIATION NEW  AFFILIATION 

Don     Bl.iuhut Raymond    Spector,    NY,    hd    radio-tv   dept Edward    Kletter   Assoc,    NY,   dir   radio   &   tv  1 

Robert   J.    Black Own    agency,    LA Hicks   &    Creist,    vp   West    Coast   office,    LA 
Ralph    Brockway Fred  Smith  6   Co,   NY,   exec C.    M.    Basford   Co,   NY,  acct  exec 

Ceorge    1.    Chatficld William    Esty,    NY,    vp Same,    exec    vp 

Ccnc    Clayton WTMV,    East   St.    Louis,    III.   news  dir Westheimer    &    Block,    St.    Louis,    publ    re., 

copywriter Douglas    |     Coyle Kenyon    0    Eckhardt,    NY,    acct    exec    Richard 
Hudnut 

Same,    vp 

Mary  Dunlavey Harry   B.  Cohen,   NY,   radio-tv  media   dir Town    Adv,    Phila,    radio-tv    dir 
George    Thomas    Fry Kenyon    &    Eckhardt,    NY,    vp,    acct    supvr Same,  dir 
Robert    M.    Canger P.    Lorillard,    NY,    pres 

D'Arcy    Adv,    NY,    chmn    of    bd 
Richard    E.    Cocbel KOY-TV,    Phoenix,   Ariz,    dir   tv Advertising  Counselors  of  Ariz,   Phoenix,  ace 

supvr Walter    A.    Craebner Time-Life-Fortune,    London,    rep    to    Cr.    Britain, 
Europe 

Erwin,  Wasey  &  Co  Ltd,  England,  mng  dir 

Kermit    Hansen Allen    &    Reynolds,    Omaha,    acct    exec 
Same,    partner 

Bud    Hayward Prodr,    "Voice   ot    the   Army"    prog James    Lovick    &    Co,    Ltd,    tv-radio    dir,    Moil 
branch 

Robert    E.    Healy McCann-Erickson,     NY,    vp Same,   gen    mgr 
Ann    Janowicz Benton    &    Bowles,    NY,    timebuyer Hewitt,   Ogilvy,    Benson    &    Mather,    NY, timebuyer 

C'aire     Koren FC&B,    LA,    timebuyer Western   Adv,    LA,   chief   timebuyer 

Cenc   C.    Lilienfeld Price  &   Brown,   NY,  acct   exec David    D.    Polon    Adv,    NY,   acct   exec,    res   die 

Linnea     Nelson J.    Walter    Thompson,    NY,    chief    timebuyer Kudner    Agency,    NY,    tv   analyst 

William   ).   Newens Allen  &   Reynolds,  Omaha,   acct  exec Same,    partner 
Dawson   L.   Newton Ruthrauff    &    Ryan,    NY,    dir    mdsg Ellington  &  Co,   NY,  acct  exec 

Wendell    O'Neal 
Beaumont   &   Hohman,   Chi,   acct  exec 

Same,    vp 

Percy    ).    Orthwein D'Arcy  Adv,    NY,   chmn   of   bd Same,    chmn    exec    comm 

Ceorge  C.   Oswald Kenyon    &    Eckhardt,    NY,    acct    exec    Lincoln- 
Mercury 

Same,   vp 

John    H.    Owen Compton    Adv,    NY,   acct   exec,    Socony-Vacuum group 

Same,   vp 

John    Peace William     Esty,     NY,     media     dir 

Same,    vp 

Charles   W.    Reinhart Sylvania    Elec,    NY,    adv    mgr    fixture    div James  Thomas  Chirurg,  NY,  acct  mgr 
Wilbert   C.    Stilson McCann-Erickson,    NY,    vp Same,    treas,    bd    of    dir 
Ted    White Beaumont  &    Hohman,    mgr   SF   office 

Same,   vp 

Sponsor  Personnel  Changes 

NAME  FORMER   AFFILIATION 

Robert    W.    Bales 

Cornelius    E.    Braren 

Roger    Greene 
Thomas   P.   Hawkes 

John    R.    Latham 

James  T.   Maunders 

John    R.    O'Connor 

Charles  M.  Wilmarth 

Albert  Pick  &  Co,  Chi,  slsmn 

Piel    Bros,    NY,    retail    mgr 

Philip  Morris  &  Co,   NY,  adv  mgr 

Piel    Bros,    NY,    adv,    sis   prom    mgr 

Curtis    Publ,    NY,    exec 

Detroit   Bd   of  Commerce,  asst   secy 

Philip    Morris    &    Co,    NY,    regl    mgr 
Coast,    Alaska,    Hawaii 

Wine    Inst,   SF,   asst  to   dir  publ   rels 

for    Pacific 

NEW  AFFILIATION 

Cory  Corp,  asst  terr  mgr  for  Chi,  northern   III 
Same,   adv,    sis   prom   mgr 

Same,  adv  dir 

Same,   gen   sis   mgr 

Philip    Morris    &    Co,    NY,    adv    mgr 
Bohn   Aluminum   &    Brass,    Detr,   dir   publ   rels 

Same,   asst   to  vp  chg  sis 

Gen    Petroleum    Corp,    supvr   publ    rels,    adv,   N  I 

div,  SF 

Station  Changes  (reps,  network  affiliation,  power  increases) 

KALI,    Pasadena,    Cal,    now    bdestg    with    incr    power   of    5000 watts 

KBID-TV,    Fresno,    Cal,    ch    53,    natl    rep    Meeker    Tv 

KOWL,  Santa  Monica,  Cal,  power  incr  from  5000  to  10.000 
watts    (stn   specializes   in    foreign    lang   and    Negro    prog) 

KROD,   El   Paso,  Tex,   new  natl  rep,   Branham  Co 

Radio  A.E.F.,  Brazaville,  French  Equatorial  Africa,  new  Amer 
rep.    Pan   Amer   Bdestg   Co 

Southwest  Net  (KAVE,  Carlsbad,  NM:  KSIL,  Silver  City,  NM; 
KOSA,   Odessa,  Tex;   KUIN,    Pecos,  Tex;   KVLF,   Alpine,  Tex; 

KVKM,  Monahans.  Tex;  KCFL,  Roswell,  NM:  KWEW,  Hobl 
NMl,  new  natl  rep,   Branham  Co. 

WOR-TV,     NY,     now     transmitting     from     Empire     State    Bl 
tower;    power    incr    from    22    to    165    kw 

WATV,  Newark,  NJ,  new  natl  rep,  Weed  Tv 

WAVE,  WAVE-TV,   Louisville,   Ky,  natl  rep,   NBC  Spot  Sales 

WFIL,    Phila,   new   natl   rep    <  radio ) ,   John    Blair 

WRCB,    Schenectady.    NY,    will    switch    from    ch    4    to   6  eff 

Jan   '54;   will   incr  power   from    16  to  93   kw 
WTMA,   Charleston,   SC,   new  natl   rep,    Hollingbery 

Numbers  after  names 

refer  to  New  and  Re- new category 

John  R.  La/ ham 
G.  Chatfield 
Douglas  Coyle 
Bud  Haj  ward 
Percy  Ortlnvein 

J.  T.   Maunders 
John  Peace 
If  en  dell  Adams 

.lames   I',   lulum George  Oswald 

I  li 

(3) (3) 

(3) 

(3) 

(4) 

(3) 

(3) 

(3) 

(3) ► 
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WHO 
and  Get  Iowa's  Metropolitan  Areas-. 
Ptcu  the  Remainder  of  Iowa! 

TAKE  HOME  FURNISHINGS  SALES,  FOR  INSTANCE! 

6.7%     CEDAR  RAPIDS 

9.6%  TRI-CITIES- 

12.7%  DES  MOINES 

2.4%  DUBUQUE- 

3.7%  SIOUX  CITY 

6.3%  WATERLOO 

60.7%  REMAINDER  OF  STATE 

Figures  add  to  more  than  100°„ 

because  Rock  Island  County,  Illinois 

is     included     in     Tri-Cities. 

S.DJ MINNESOTA. 

IT 

S.A.M.   DAYTIME 

STATION    AUDIENCE    AREA 

innns 
WISCONSIN 

NEBRASKA 

Lceaaaeagr 
innaHDHBaRjj 
laBQQQHB^F-l "WBBB&K 

ILLINOIS 

KANSAS BBgpgpBJ & 
«k.   Missouri     •• 

s*& 

/I 

/ 

FREE  A   PETERS,  INC,  National  Representative? 

THE  "REMAINDER  OF  IOWA"  ACCOUNTS  FOR  THESE  SALES: 
(Which  You  MISS  Unless  You  Cover  the  Entire  State) 

65.4%  Food  Stores 

61.6%  Eating  ond  Drinking  Places 

44.8%  General  Merchandise  Stores 

55.6%  Apparel  Stores 

60.7%  Home  Furnishings  Stores 

65.1%  Automotive  Dealers 

73.2%  Filling  Stations 

79.6%  Building  Material  Groups 

60.4%  Drugstores 

Source:  1952-53  Consumer  Markets 

BUY  ALL  of  IOWA- 
I'lus  "Iowa  Plus"- with 

WHO 
Dm  Moines   .   .   .   50,000  Walls 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 
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HE 

WORLD'S 

ST  SHOWING 

counVry... 

IN  CANAiDACS 

RGEST  C«Y 

ITS  CANAD 

R: 
TIO 

•  ii WEE 

•    IN  CANADA -ALL  CANADA 

ttSpiIF 
l\ed  Pines 

Pres:dent    and    Publisher 

Pines    Publications,    N«*v    York 

College  Life,  the  first  magazine  published  by  Ned  Pines,  hit  the 

newsstands  in  1928 — unsupported  by  any  form  of  national  advertis- 
ing. In  1953  Pines  Publications  put  out  over  40  magazines  plus  a 

line  of  pocket  books  and  allocated  an  advertising  budget  of  8250,000 

to  help   increase  circulation   during   the   next   year. 

"We've  found  that  spot  radio  gives  us  the  flexibility  and  fre- 

quency of  impact  we  need,"  Pines  told  sponsor.  "We've  also  tested 
spot  tv  and  have  discovered  that  it  is  an  effective  medium  for  selling 

both  magazines  and  pocket  books.  Because  of  the  immediate  sales 

stimulus  that  air  media  have  provided,  we've  increased  our  1954 

advertising  budget  by  150%  over  the  $100,000  allocation  in  1953." 
This  example  will  show  you  how   Pines   uses  air  media: 

In  January  1953  Pines  Publications  bought  two  movie  fan  maga- 
zines— Screenlund  and  Silver  Screen.  To  launch  first  issue  of  these 

two  magazines  under  his  ownership,  Ned  Pines,  Promotion  Manager 
Norm  Hill,  and  Circulation  Manager  Frank  Lualdi  decided  to  use  a 

short-run,  intensive  radio  campaign  in  15  markets.  These  markets 
were  selected  on  the  basis  of  population  ( towns  with  100,000  to 

400,000  people)  and  location  (scattered  throughout  the  U.S.).  From 

15  to  20  announcements  a  day.  both  minute  and  30-second,  were 

placed  on  a  run-of-station  basis  on  top  stations  in  each  market.  The 
campaign  ran  for  10  days. 

Results  of  this  $50,000  radio  effort  were  a  60'7  increase  in  circu- 
lation over  the  previous  issue  of  the  two  magazines,  as  well  as  a 

cumulative  effect  on  newsstand  sales  of  the  subsequent  two  issues. 

In  outlining  his  approach  Pines  distinguished  between  weekly 

and  monthly  publications.  "A  weekly  magazine  lends  itself  to  an 

institutional  campaign,*'  he  explained.  "In  advertising  a  monthlv 
magazine,  however,  you  have  to  push  an  individual  article." 

A  former  space  salesman.  Pines  is  still  plenty  advertising-conscious. 
He  shoots  for  constant  promotion  of  his  established  line  of  books 

and  magazines  with  radio  and  tv  campaigns  along  with  air  cam- 

paigns for  the  new  books.  True  Life  Stories  was  introduced  in  Sep- 
tember 1953  with  a  $60,000  national  tv  announcement  campaign  in 

major  markets. 
You  can  tell  Pines  is  a  firm  believer  in  keeping  close  touch  with 

his  reading  public.  He  uses  his  two  little  daughters  in  Scarsdale  as 

a  yardstick  for  good  comic  books.  •  •  • 
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Bulls-Eve! 
SPOT  YOUR  SPOT  ANY  TIME 

NIGHT  OR  DAY  ON   WJBK  .  .  • 

AND  GET  RESULTS! 

WJBK's  powerful   balanced   daytime   and    nighttime    program 
format  gives  you  top  adjacencies  at  any  hour  around  the  clock. 

TOPS  IN  NEWS  . . .  Night  and  Day 

TOPS  IN  MUSIC  . . .  Night  and  Day 

TOPS  IN  SPORTS...  Ail  Year  'Round 

Every  hour  on  the  hour,  WJBK's  newscasts  keep  Detroiters 

up  to  the  minute  on  latest  newsbreaks  whether  they're  at 
home  or  in  their  cars. 

Every  moment,  day  and  night,  leading  disc  jockeys  bring 

favorite  music  to  Detroiters  in  their  homes,  on  their  jobs 
or  in  their  cars. 

Baseball  and  hockey  key  station  .  .  .  football  and  all  the 

other  major  sports  on  WJBK,  the  station  that's  tops  with 

sports  fans  in    the  nation's  hottest  sports  town. 

LOWEST  COST  ...Per  Thousand  Listeners 

Compare  WJBK's  44c  daytime  per  thousand  Michigan 

radio  households,  59c  nighttime  *  with  other  Detroit  stations' 
rates  and  you'll  see  why  WJBK  is  your  best  radio  buy. 

•  $2  KS  Conrog*  Si*ir 

S^etrolt 
STORER  BROADCASTING  COMPANY 

Tops     in     MUSIC,     NEWS     and      SPORTS 

National  Sales  Director,  TOM  HARKER,  1  1  8  E.  57th.  New  York  22,  ELDORACD  5-7690 

hfRMM  Nohonolly  bv  THE    KATZ    AGENCY 

28  DECEMBER  1953 
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iVett?  developments  on  SPONSOR  stories 

Gracias  - 

f>  f*  & 

that's  how  85,000  Spanish-speaking  people  say 
"thank  you"  to  the  many  local  and  national 
advertisers  who  display  —  and  sell  —  their 
products  on  KIFN  —  the  only  full-time  Spanish 
voice  of  this  rich  market:  $20,000,000  in  retail 
sales  last  year! 

Si,  Senor  Businessman  —  my 
- — — — _^___  friends  appreciate  —  and 

buy  —  when  you  do  your 
selling-in-Spanish!  Better 
wake  up,  amigo,  to  the  pos- 

sibilities of  this  market  that 
can  bring  you  mucho 
dinero!  Join  the  more  than 

80  local  merchants  and  num- 
erous national  accounts  who 

are  keeping  their  sales  HOT 
as  chili  con  carne,  this  easy 
KIFN  way! 

Por  ejemplo!  Just  27  spots 
on  KIFN  sold  680  pens 
ordered  from  Senor  Folger 
for  25c  and  a  band  from  a 
Folger  coffee  can!  Quality 
Furniture  received  220 
letters  from  a  single  musical 
quiz  program  .  .  .  friends  of 
KIFN  are  friends  of  Quality 
Furniture!  And  just  11  an- 

nouncements for  Moe's  Food 
Fair  sold  2500  pounds  of 
pinto  beans  (only  one  of 
several  items  mentioned  in 

the  "spots.") 

REMEMBER  ...  if  you  sell 
in  Arizona,  you  should  sell 
in  Spanish  ...  on  KIFN  .  .  . 

Central  Arizona's  ONLY  full- 
time  Spanish-language 
station  ! 

ASK  THESE  YANQUIS  ABOUT  ME! 
NATIONAL   TIME 

SALES 
17   E.   42nd   St. 
New  York, 
New  York 

HARLAN  G.  OAKES 
AND  ASSOCIATES 

672  Lafayette 
Park    Place 

Los    Angeles,    Calif. 

KIFN 
860  Kilocycles  •  1 000  Watts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 

"Why  all   11   Banks  in   Kingston  use 

radio" 

30  November   1953,  page  32 

Subject:      Arizona    hank    uses    tv    to   sell    young- sters  on   saving 

The  Phoenix,  Ariz..  First  Federal  Savings  &  Loan  Assn.  is  using 
television  to  make  saving  fun. 

The  bank  has  fulfilled  its  aim  of  making  youngsters  saving- 

conscious  by  building  its  television  show  around  the  youngsters  them- 
selves and  tying  the  show  in  with  a  savings  organization  for  children. 

The  shows  personalized  appeal  exemplifies  the  more  emotional, 

direct-sell  approach  many  banks  are  using  in  air  advertising  today. 

Although  banks  have  been  slow  to  use  the  air  media  and  tradi- 

tionally avoid  hard-sell,  sponsor's  SO  November  article  emphasized 
that  more  and  more  banks  are  using  radio  today.  It  cited  a  survey 

conducted  by  the  American  Bankers  Association  this  year.  Out  of 

2,285  respondents,  787  use  radio.  In  1936  only  145  banks  reported 
use  of  radio  in  a  similar  survey. 

First  Federal's  Ranger  Shoir.  which  marked  its  one-hundredth 
performance  recently,  consists  of  45  minutes  of  entertainment  by 
talented  children,  songs  by  members  of  Junior  Church  Choirs  from 
Arizona  churches  and  serialized  movies.  The  show  also  honors  mem- 

bers of  the  children's  savings  group,  the  Rangers,  who've  increased 
the  amount  of  their  regular  savings. 

Telecast  over  KPHO-TV,  the  program  features  the  Ranger  Lady 
(an  employee  of  First  Federal  I ,  and  Goldust  Charlie,  a  Western 

"philosopher." 
The  Ranger  Ladv  brings  news  of  the  bank  s  activities  to  tv  viewers 

and  tells  youngsters  how  to  join  the  Rangers.  Goldust  Charlie  pro- 
vides the  Western  touch  with  bits  of  philosophy  and  stories  built 

around  the  theme  of  saving. 

During  the  first  nine  months  of  the  program  nearly  1.900  new 

Ranger  accounts — all  children — were  opened.  Each  account  averaged 
$45.  More  than  8,000  children  belong  to  the  Rangers  group.  And 

President  Joseph  G.  Rice  attributes  the  bank's  increase  in  assets 

partially  to  the  marked  rise  in  children's  accounts  (First  Federal 
assets  are  now  $30  million  I .  *  +  * 

Kid  show  on   KPHO-TV  rounded  up    1900  accounts  for  Phoenix  bank  in  nine  months 
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THREE  TIMES   THE  TIME  IN  DAYTIME 

« 
t 

Put  it  this  way:  The  average  half-hour  nighttime  television  Bhow  tall  networks) 

costs  $40,797  and  gives  you  three  minutes  of  commercial  time.  The  same  money  put  in  NBC 

daytime  TV  will  give  you  three  quarter-hour  shows  on  three  different  days  totalling 

nine  minutes  of  commercial  time.  In  the  clear  light  of  day.  its  obvious  that 

Daytime  Dollars  Buy  More  when  judiciously  placed  on  NBC  Television. 

NBC  TELEVISION  where  daytime  dollars  buy  more 
■ 

pi.   i  osl     I'l  H  Jam  mty-A 



SHE  HAS  been  investigated 
and  found  wanted :  by  peep- 

ing Thomasinas,*  who  peek Thru  the  Kitchen  Windoxo  five 
AMs  a  week;  by  a  vocational 
counsellor,  who  told  her  to  quit 
her  anonymous  menu-planning 
and  get  in  there  and  sell ;  by  the 
Army  Quartermaster  Corps,  who 
investigated  her  palate  and  gave 
her  100%  in  tasting;  and  by  ad- 

vertisers who  .  .  .  but  whoa,  it's 
too  early  for  the  commercial. 

Aside  from  the  fact  that  any 
fool  could  take  one  look  and  give 
Irene  Lindgren  100%  in  taste, 
the  QM  was  real  perspicacious. 
Our  Irene  was  serving  at  the 
time  on  the  Food  Testing  Panel 
of  the  National  Restaurant  Asso- 

ciation, which  was  Building 
Morale  for  the  U.  S.  Army 
which  notoriously  travels  on  its 
stomach  by  getting  to  a  soldier 
through  his  you  know  what. 

"Okay,  you  got  a  100% 
palate,"  said  our  commercial 
manager.  "What  else  can  you 

do?" 
Before  he  could  say  Fred 

Waring's  Orchestra,  Irene  sold 
him  a  Waring  Blendor,  cooked 
a  seven-course  meal  on  a  couple 
of  old  kilowatts,  and  acted  out 
the  story  of  Anna  Baltauf,  Girl 
Chocolate  Soldier,  a  babe  out  of 
the  XVIIIth  Century  Vienna 
woods  who  practically  invented 
Home  Economics  and  was  im- 

mortalized by  a  contemporary 
artist  named  Liotard  for  use 
several  generations  later  as  the 
Baker  Chocolate  trademark. 
Everybody  confused?  Well, 
Irene  had  once  directed  a  play 

*  Peeping  Toms  too.    Ever  notice  all  the  men 
grocery  shopping  these  days? 

WFBM 

She  has 

been  investigated 

about  Anna  B.;  she  got  a  job 
organizing  sales  meetings  and 
training  demonstrators  for  War- 

ing Blendors  after  the  vocational 
counsellor  changed  her  vocation ; 
and  she  had  been  a  menu- 
planner,  dietitian,  and  food 
buyer  for  a  chain  of  Chicago 
restaurants. 

WFBM-TV 
INDIANAPOLIS     •     CBS 

Represented  Nationally  by  the  Katz  Agency 

Affiliated  with  WEOA,  Evanjville;   WFDF,  Flint:  WOOD   AM  &  TV,  Grand  Rapids 

"You,"  said  our  CM,  "are  our 
new  am-tv  Home  Economist. 

Take  that  kitchen  over  there." This  was  in  1952,  and  our 
palates  never  had  it  so  good,  to 
say  nothing  of  same  for  our 
viewer-eaters.  When  a  Hoosier 
homemaker  walks  into  her  fa- 

vorite store  after  a  session  with 
Thru  the  Kitchen  Window  she 
knows  what  product  to  buy.  She 
knows  what  it  looks  like,  what 
it  will  do,  and  how  to  fix  it.  She 
saw  Irene  Lindgren  use  it  on 
tv — or  heard  her  talk  about  it 
on  her  daily  radio  show,  Kitchen 

of  the  Air. Participate,  anyone? 
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On  these  major  radio  and  tv  topics  of 
1953 

►    Color  (elerision:  what's  happened,  what's  ahead  ►     Kadio'x  sali-s  plans:  htnr  and  iifml  (lien'ri-  doiiir; 

*  ideo  rape  rccdrrfcr:  reeolufiouari/  implication*  ►      Mtt     I  l*T  meraer:  BUtJBBJt  inr   \lt(  ut  near*  eint 

►    ftadio  business  report:  cover*  spol  mid  network  ►    l»os*-f reete  tv:  there  man  he  799  *fa(ion«  in  ".1  I 

\  i«;/if  f  iin;-  radio:  '53  buildup  mai;  pau  off  in  *."»  I  ►     llusiness  QUtlootti  KemwlCI  und  «iir  adi  cri  iving 

I  It ra  hiqh  frequeneg:  (Jfce  problem.*,  possibilities  *■     ftadio  rlienls:  (op   lb  tier   qMtMTt)   vpo(  lenders 

Oul-of-liottie    listening:    more    important    in    '54  *■     Tr  clients:  lop  lb  neluorl.  sponsors,  spot  lenders 

►    Tpleri.«ion'x   oosls:    production    is    balding    level  ►    ltodio-fr  ri'si-nrc/i:  ••mutltlle"  committee  repnri 

T«»lei"ision  uuioiis:  negotiations  set  for  neie  i/ear  ►     VI  .€'.  >ieirspaper  strike:  see  full  slori/.  page  •'"* 

■■■■Oil 1 Mil .••■:-;  Ml'liU  Produced   by   Alfred  J.   Jatic  and  Evelyn   Konrad 

►    Color  (decision 

The  long-awaited  and  long-expe<  ted 
go-ahead  for  color  tv  came  from  the 

FCC  on  17  December.  The  green  light 

was  effective  immediately  rather  than 

30  days  after  the  FCC  approval  is  pub- 
lished in  the  Federal   Register. 

\(tuall\  the  decision  itself  will 

cause  do  great  disturbance  among 
broadcasters,  manufacturers  or  adver- 

tisers. The  momentum  toward  color 

has  been  irresistible  these  past  few 

months  and  plans  had  been  made  by 
various  sectors  of  the  industry  just  as 
if  the  FCC  okay  had  already  come. 
Another  reason  the  FCC  color  decision 

won't  make  much  of  a  ripple  is  that 

there  aren't  any  color  sets  for  the  pub- 
lie  and  there  won't  be  any  in  sub- 

stantial numbers  for  at  lea-t  a  vear. 

Estimates  of  the  number  oi  color 

sets  to  be  produ<  ed  in  195  1  range  from 
50,000  to  300,000.  R(  \  is  geared  to 
turn  out  about  2.000  tube-  a  month. 

CBS-Hytron's  Newburyport,  Mass., 
planl  will  be  in  pilot  production  b) 
February  with  mass  production  of  the 

(  BS-Colortron  tube  (including  a  L'l- 
inch  rectangular  tube)  scheduled  to 

begin  in  Septembei  at  tin-  new  Kala- 
mazoo plant  The  first  production  unit 

at  Kalamazoo  will  be  capable  of  turn- 

ing OUt  15,000  tube-  a  month.  Prac- 
tically all  the  set  and  tube  makers,  a~ 

a  matter  of  Ea<  t.  are  in  the  color  Bwim 

in  various  degrees  oi   immersion. 

Even  if  300,000  color  Bets  an  pro- 
duced land  nobody  is  predicting  more 

than  that  l  it  won't  mean  that  main 
for  the  consumer.     \  substantia]  por- 

tion of  <o|i. i   sets  will  go  t"  retailers 
for  demonstration  purposes. 

While  there  have  been  claims  that 

the   one-gun    law  rem  e   tube   ai  ■!    the 
i  BS-Colortron  tube  will  be  more  adapt- 

able t"  mass  prodw  tion     and,  I  • 
cheaper     than   the    I!'   \    tube,   initial 

|iri<<--  of  <o|n[    gets   won't    be   less   than 

vT">n  and  may  b<-  more  than  $1,000  in 
Borne  (  ases.    I  hese  pi  i<  e  t  igs,  plus  the 

fad  thai  most  sets  will  bave  a  14-inch 

color  picture,  is  expe  ted  t"  be  a  shot 
in  the  arm   for  black-and-white  sales. 

However,  the  1  l-in>  h  -i/--.  a<  >  ordii 
Dr.  \\  .  1!.  <..  Baker,  chairman  of  the 

all-industry    National    Television    S 

1    rmmittee,  w ill  last  fr^m   1 . 
18  month-,   after   which   tin-   industry 

w  ill  jump  right   up  to  21    in<  I 
I  Mini.it>  -  of  i  oloi  set  prodt*  tion  in 

Tap  20  radio- tr  agencies  ami  their  billiittjs  #i#*.v#  page 
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Top  20  agencies  by  1953  radio-tv  billings 

sponsor  consulted  executives  of  30  major  agencies  throughout  the 

country  to  determine  the  20  agencies  with  the  largest  radio-tv  hill- 

ings for  1953.  Whenever  agency  policy  permitted,  figures  were 

checked  with  the  agency  treasurer,  the  head  of  the  radio-tv  depart- 

ment or  with  the  agency  president.  For  the  one  agency  (marked 

with  double  asterisks  in  chart  below)  which  did  not  release  figures, 

sponsor   estimate  is   based  on  account   activity   in   this   agency. 

Agency 
tv  radio  radio-tv 

billings  billings  total 
(millions)      (millions)     (millions) 

i  radio-tv        total 
Is  of  billings 
total  (millions) 

1.  BBDO    $35.0..- $14.5....  $49.5   33%   137 

2.  YOUNG  &  RUBICAM...    33.6  ... ...  14.4        48   40%._   140* 

3.  J.  WALTER  THOMPSON ....   27.0        12.0        39          23%   161* 

4.  BENTON  &  BOWLES  ...  .26.0   10.0    36  .60%   60 

5.    BlOW 19.0   9.0   28   55%   51 

5.    DANCER-FITZGERALD-SAMPLE       10.0 ....... .18.0    28        _..55%  51 

7.    WM.  ESTY 

8.  TED  BATES  ... 

9.  LEO  BURNETT ..... 

20.0   7.0   21   60%...   .45 

18.5..   .6.5   25   607c   41 

.16.8...   7.2    24   55%   43 

10.    McCANN-ERlCKSON  _  .16.0   7.0        23   23%.    103* 

I  J.    FOOTE,  CONE  &  BELDING**.  10.9   8.2    19.2   25%   77 

12.    LENNEN  &  NEWELL  ..  14.0 .......  4.0        18.0        55%   33 

13.    KENYON  &  ECKHARDT...  .11.0   5.0   16.0   ...40%....       10 

13.    KUDNER  .  14.0   2.0   16.0      36%   ..44 

15.  COMPTON 

16.  MAXON 

9.0   6.0   15.0..   43%.....     35 

9.0   5.0    ...  14.0     ...40%   35 

17.    CI  \\I\CUAM  &  WALSH    9.0   4.0        13.0   37%   35 

17.    SSCB 

19.    SHERMAh  &  UARQl  ETTE 

.9.0   4.0   ...13.0   50%..„   26 

7.5  3.5         1 1.0    ....48%   ...23 

19.    VJ '■  l:l>H AM.  LOUIS  &  BRORBY...     ...6.5   4.5        II.O        45%. 
•Including  International  bllllnprs.      ••SPONSOR  estimate  unconfirmed  by  agency  officials. 

21.5 

David  Sarnoff's  dream  of  video  tape  recording 
will   be  a  reality  soon,   aid   growth  of  color  tv 

1955  run  the  gamut  from  200,000  to 
three  million  with  1956  and  1957  be- 

ing picked  as  the  first  big  years  for 
color. 

On  the  broadcasting  side  it  appears 
that  network  conversion  to  color  will 

be  well  under  way  by  next  fall  but  a 

good  start  will  be  made  by  the  first  of 

the  coming  year.  About  15  NBC  sta- 
tions will  carry  the  1  January  Tourna- 
ment of  Roses  from  California  in  color, 

AT&T  willing.  Nearly  70  NBC  sta- 
tions have  signed  the  color  amendment 

to  their  affiliation  contracts  and  or- 

dered equipment,  while  the  CBS  figure 

is  25.  CBS  is  now  preparing  for  late- 
afternoon  colorcasts  three  times  a 

week,  starting  15  January.  These  tele- 
casts will  include  only  New  York  and 

Baltimore  at  first,  but  after  1  February 

will  extend  to  Chicago  and  then  the 
West  Coast.  Both  networks  will  con- 

tinue a  policy  of  rotating  "color  pre- 
mieres of  their  major  nighttime  shows 

during  the  month?  ahead. 
Aside  from  those  markets  where  net- 

work color  shows  originate,  local  color 

telecasting  will  develop  much  slower 

than  web  programing.  This  indicates 

the  networks  will  get  the  lion's  share 
of  billings  for  color  tv  in  the  early 

years.  Most  stations  will  buy  slide 
color  scanners,  a  comparativelv  cheap 

item,  but  film  scanners,  involve  a  sub- 
stantial outlay  and  complete  equip- 

ment for  live  color  programing  will  be 

almost  prohibitive  for  all  but  the  big- 
gest stations  at  first. 

There  are  still  a  number  of  technical 

problems  to  be  solved.  Available  trans- 
mitter equipment  is  considered  bv  some 

to  be  in  an  experimental  state.     *  *  * 

28 
SPONSOR 



\\  hile  rnagnetic  t\  tape  w  ill  eventu- 

all)  revolutionize  the  process  "I  mak 

in-  motion  pictures  "I  .ill  kinds,  it- 
immediate  future  seems  to  be  thai  "I 

replacing  the  kine.  I  he  onl)  two  firms 

which  have  publicl)  demonstrated  re- 
,  ,,1,1,-d     electronic     pictures  l*<   \ 
which   unveiled  color  t;i|   i    I    De 

cember,  and  Bing  Crosbj  Enterprises, 
whi<  li  first  showed  black  and  white 

\  ideo  tape  in  1T>I  ha\ <■  made  it  clear 
thai  their  initial  target  is  the  kinescope 

recording. 

The  excitement  over  t\  tape  is  due 
t •  >  the  fad  that,  unlike  film,  it  requires 

no  processing.  It  i  an  ret  ord  and  pla) 

back  t\  pictures  instantaneously,  ["his i-  a  bonanza  to  the  movie  as  well  as 

the  tv  industry.  It  means  that  a  9cene 
from  a  movie  or  t\  program  can  be 
viewed  l>\  the  director  as  Boon  as  it  is 

completed.  If  the  scene  is  good,  there 
is  no  dda)  in  finding  out.  I  here  is 

do  waiting  for  film  "rushes.'  fapecan 
also  be  re-used  b)  merel)  wiping  out 
the  electronic   picture. 

Obviously,  this  means  economies  to 

the  u  advertiser,  economies  that  will 

be  welcome  in  the  light  of  high  t\ 
costs,  not  to  mention  the  prospect  ol 

even  higher  costs  when  color  comes 

in.  *  *  * 

►    Idiilm  business  report 

Spot   radio   business   has   risen   8 

over  l')-">2  expenditures. 
Network  radio,  in  the  fir>t  nine 

months  of  1953,  earned  1',  le>-  than 
network  radio  during  the  comparable 

period  of  1()")2.  according  to  Publish- ers Information  Bureau. 

Taken  over  a  longer  period,  the 

growth  of  spot  radio  expenditure-  be- 

Out-of-home    listening    is    growing    percent    of 

am   audience.     Nielsen   may   measure  car  radio 

comes  i ii< >i •   apparent     Vdvertisin 

vestment  in  spot  i adio  grew   18      from 

194"  to  1953,  that  is,  an  in<  rease  I   
••'I   >,",!  241    in    1947,   to  a   projected 
g]  ;  minim  mm  i  ,,,   195  ;.  ,,,   110,000,000 

more  in  L953  than  in  I 

I  he  network  pi<  ture  tells  i  diffei 

mi  stoi ) .  I  otal  1MB  figures  i"i  radio 
billings  "I  the  foui  networks  show  .i 

slow  downward  trend  from  I'M'' 
through  1952:  1187,800,  (29  total  bill- 

ings in  1949,  1183,  U9.03"  in  19  iO 
$174,718,594  in  1951,  1163,4  >3,466  in 

1952.  While  complete  1953  I'll:  t, 
urea  are  not  yet  available,  I'll!  shows 
the  following  totals  for  the  first  nine 
months  of  1952  compared  with  the 

i  omparable  pei  iod  of  1953:  - 1  '■  1,050,- 
797  in  1952;  $132,564,180  in  I"  ■ 

Here-    how    radio    revenue    breaks 

down  over  the  past  four  full  years  b) 
network : 

ABC 

1949:  S42.342.854 
1950:  35.270.845 
1951:  33.708.846 
1952   35.023.033 MBS 

1949:  $1 8.040.596 

1950:   16.091.977 
1951:  17.900.958 
1952:  20.992.109 

CBS 
1949  S63.403.583 

1950:  70.744.669 
1951  68.784  773 
1952  59.511.209 

N  BC 

1949     S64.013.296 

1950:     61.411.546 
1951        54  324.017 

1952:     47927115 

►     \  iflftff  ini«'   radio 

1954's  "newest"  ad  medium  ma) 
well  be  nighttime  radio. 

That's  the  industry  consensus  as 
1953  draw-  to  a < lose. 

The  opinion  was  gathered  l>\  spon- 
sor through  interviews  with  network 

and  station  broad<  asters,  reps  and 
trade    associations.     Their    reasoning: 

Radio  at  night  is  "new"'  because 
todaj  it  hear-  onlj  a  general  resem- 

blance to  the  nighttime  radio  of,  - 

1940.  Or  oven  1947.  Broadcast  ad- 

men todax  point  to  -u<  h  trend-  a- 

the-e: 

1.  \ighttime  radio  costs:  Prices  are 

still  dropping  at  night.  \  glance  at 

sponsor's  Comparagraph  will  -how 

an)  adman  how  rock-bottom  the  costs 

of  nighttime  network  radio  -how-  have 
become.    Network  discount  structures 

where  alread)  dollar  volume  dis- 
counts i  an  be  twi-  e  as  big  at  night 

,  ompared  with  daytime  ma)  -  hange 

even  more.  Spot  rate-  too  have 

changed,  and  are  -till  changing.  The 

Station     Representatives      \ —  iation 
told   SPONSOR  that   an   SR  \   Btud)    of  a 

,  ,,,   , ,  lion  of  I  •  S.  radio  outlet-  had 

revealed  the  following:  I  gross  i  osts 

of  everything  from  night-time  one-min- 
ute announcement  Blots  to  nighttime 

one-hour  segments  have  declined  in 

cost  anywhere  from  V .  to  . '<  in  the 
period   1948-1953;    (2)   daytime  rates 
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Economists  think  spending  will  be  tighter  in 

54  but  that  advertising  volume  won't  go  down 

have  gone  up  almost  as  much  as  night 
rates  have  dropped  j  (3)  ■  >  da)  -night 
rate  balar*  e  has  been  &  hieved  on 

nearl)  a  third  of  all  I  .  S.  radio  sta- 
tions. 

2.  Sales  progress'.  Radio  at  night  is 
lull  of  all  kind-  and  shapes  of  adver- 

tising opportunities  and  sales  plan-. 
man)  designed  to  •  au  h  the  eye  of 
seasonal  oi  short-term  advert!* 
There  i-  a  lot  of  new  nighttime  busi- 

ness, too.  So  of  the  new  busi- 
ness win.  h  NB<  I!  idio,  for  example, 

has  rigned  sin<  e  the  first  of  Jur  • 
for  nighttime  i  ampaigns. 

►•     I  Itra   /ii«,li   Irci/iicnri/   lr 

The  past    1-   month-   ha\e  made  one 

thing   <  har   about    uhf  stations:   with 

the   ri:Jit    kind   of   promotion    the\    ,  an 

irnlu.  e  a  high  rate  of  i  onversion  and 

new  set  Bales  but  where  there's  a  lot  of 

\hf  «  ompetition  well,  a  uhf  station  i- 

ju-t  going  to  have  a  lot  of  trouble.  In 
other  word-    the  important  fa- tor-  that 

determine  the  success  of  a  uhf  station 

have  little  to  do  with  the  to  hnicalities 

of  uhf  transmission  and  reception. 

Then-  .ire  -nil  a  few  technical  prob- 

lems with  uhf.  however.    Power  i-  the 

overriding    one.     Manufacturers   have 
-till  not  developed  transmitting  equip 

ment   with  the  maximum   power   per- 
mitted uhf  by  the  FO 

The  uhf  operators  and  ei  j 

that  reception  problems  in  fru 

and   in   man)    so-called   "dead   spots 
,  an  h-'  ovei  ome  with  nv  ■  hut 

it    will    take    time    until    the   equipment 

,  an  be  developed,     \-ide  from   - 

minor  circuitr)  1  the  impor- 

tance  of  edw  ating    t\    -  n   in 

the   proper   installation   of   uhf   home /'       -■    turn  In  \ 
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■    store  crowds  during  strike,  an  alert  WNBC-WNBT 
photographei    took  this  picture  foi   SPONSOB 

on  the  air  when 
went  on  strike 

Availabilities  were  poor,  time  for  planning  nil — yet  radio-tv  sold  goods 

by  Keith  Trantotv 

The  report  starting  on  page  opposite  is  based  on  in- 

terviews with  executives  of  all  radio  and  tv  stations 

in  New  York  City,  calls  to  ad  chiefs  in  14  depart- 

ment stores,  checks  with  leading  specialty  stores.  It 

divides  into  three  parts:  (1).  an  over-all  appraisal 

of  the  neivspaper  strike,  its  effect  on  radio  and  te- 
stations, its  effect  on  retail  sales;  (2)  a  summary  of 

what  a  broadcast  station  executive  or  retailer  could 

do  to  prepare  for  possibility  of  a  strike  in  his  city. 

30 

and  (3)  a  list  of  all  large  retailers  who  used  air 

media  during  New  York's  strike,  stations  they 
bought,  scope  of  their  broadcast  activity.  Highlights: 

•  Stores  spent  about  $300,000  on  radio  and  tv. 

•  Those  using  air  media  spent  about  15' <  of  their 

usual  newspaper  budget  in  the  "new"  media. 

•  Retail  sales  didn't  drop  markedly  as  expected. 
•  Subway  traffic  was  actually  higher. 

•  Many  stores  got  results,  plan  more  radio-tv. 

SPONSOR 



j,\  cm  ̂   ink V  newspapei  strike earliei 

tin-  month  proved  al  le  i-t  one  t; 

In  times  "I  emei  gen*  j .  depai  tmenl 
stores  m ill  tin ii  en  masse  to  aii  media. 

Beyond  that,  it  probabl)  didn't  prove 
real  deal  though  ii  ma)  have 

opened  up  some  doors  and  minds  foi 
.in   media  salesmen. 

Depending  upon  whom  you  i.ilk  to, 

department  store  traffic  was  up  be- 
cause  ol  the  use  "I  radio  and  tele>  ision 

during  the  Ll-da)  newspapei  strike,  01 

-i    traffic  was  down  because  depart- 
menl  stores  could  not  use  newspapers 

Department  Btore  use  "I  air  media 

during  the  strike  was  unique  in  at 

least  one  respect.   Accustomed  to  using 
radin  .iikI  |\       if  at  all      inainl\    for  in- 

stitutional  purposes,  department  stores 
turned  to  commercial  announcements 

that  sought  to  sell  specific  items,  listed 
prices,  told  customers  t<>  come  in  to- 
day. 

I  lie  New   \  <>rk  retailer-  were  not  "ii- 

K  competing  against  each  other  during 
the  strike  period,  but  the)  were  also 

competing  for  air  time.  Some  -tore- 

ordered  "all  available  time"  on  certain 
station-,  an  action  which  obviousl) 
prevented  am  other  retailer  from  using 
the  outlets. 

I  he  !"--t  .i\  ailabilitiea  on  mo 
tioi       were    sold     before    th< 
start*  d      I  i.oiii. .  1 1 1  \ .  the  iton 
out  all  the  second-best  time 

Si  •  ond  beat  also  was  nun  h  ,.|  the 
radio  and  lt>\e\  ision  • 

partmenl   Btores.    Most   of  the  tie 
»a-  written  bj   experts  on  news| 

copy.    News|  •  i   sound 
like  i. el   pj  ..i  i\  .  opj .    I  !:• 
doubt  ili.it  it  -  not  as  efh •■  live  w hen  put 
on  the   in.    But  it  i-  w hat  was  used. 

In   spite   ol    .dl    ill-  -•     i    pediments, 

case    history 

store  -.ill-  in  die  world's  I   n 
tail  market  held  up  Burprisingl)    well. 
Federal    Reserve   figures   t"t    the   first 

week    ol    the    strike     I  _"'    \o\  . -  ,     I  i 
indicate  Bales  in  New  York  were 

lowei  than  dm  ing  the  -  irae  I'1"'-'  week. But  in  mam  i  ities  with  newspapers, 
sales  were  down  even  lower.  I  "i  ex- 

ample, the)  were  down  9  in  ̂ .m 
I  i. in  i-  o,  down  8'  -  in  Philadelphia, 
dou  ii  7' ,  in  ( lleveland  and  Id'  hmond. 
In  onl)  one  city,  Minneapolis   were  de 

i 

lieu 
ll-h        (HI     \\  • 
•  * « *  ~  I 

•  I    with    the 

Herald    I 
blamed    the -tut 

dl   hut   lu 

also    blamed    th< 

than    tin-    one    )■'• 
I  rom  i  on  m<  nts  ol  these  and  ol 

■ 

definite!)    state  what  • 
d.<  lines.      Ml   will  tell   you,  how. 
that  newspa|  • lui<-  ne<  essit) . 

How  well  did  aii  media  help  till 
!•  h  h  hen  newspapers  diaai 

II 
on  whom  you  talk  t..     \l 

'.e  ted   b 

thought    radii.   ,,nd    t\    helped,    but    tlws 
were  not   al   all   sure   how    row  h 
three  reasons:     I      I  he  strike  did  not 
last  long  enough 

/  rti*  le  continued  next  /•• 

Rtullo-tv  demonstrated  speed:  (Umbels  was  on  10  minute*  mfter  placing  mrder 

Henry  Untermeyer,  WCBS  sis.  mgr., 

and  John  Willim,  WCBS  department 

store  representative,  flash  through 

Gimbels   doors    on    way   to    ad    mgr. 

11:00 
Messrs.  Willim,  Untermeyer  discuss 

availabilities  and  copy  with  Bill 

Meyerson,  Gimbels  ad  chief.  He 

says    he'll    phone    final    O.K.    to    station 

■     '       : 

■    -   ■ 

n  - 

sch
edu

le 
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11:22 
Willim  gets  go  ahead  and  copy  from 

Meyerson    over    phone.    Jo-Ann    Hay- 
ward    stands    by    to    have    commercial 

J    checked    by   station    legal   department 

11:30 
Forty  minutes  after  WCB3  approached 

Gimbels,  store's  commercial  is  aired 
by  John  Henry  Faulk.  The  entire  job, 
says   VVCBS,    sets    a    record    for   radio 

On  the  following  doy  another  example  of  radio's 

fluidity.  Hearns  Department  Store,  city's  oldest, 
signs  contract  with  (I.  to  r.)  Lon  Shaw  of  Hoffman, 

Manning  Agency;  Clement  V.  Conole,  president  of 

Hearns;  Ray  Gutter,  asst.  to  president  and  sales 

promotion  manager;  Messrs.  Untermeyer  and  Wil- 

lim. The  WCBS  due  dash  from  Hearns  (below). 

Commercial    was   on   the   air   only   45    minutes   later. 

dias  cilr<  ti\  mc".  i2i  the  vears  and 

years  of  advertising  in  newspapers 

must  have,  the)  said,  a  cumulative  ef- 
fect which  could  not  be  discounted, 

and  (3)  people  had  to  do  their  Christ- 
mas shopping  anyway. 

Eleven  major  department  stores  and 

a  half-dozen  other  larger  retailers  who 
usualK  do  not  use  air  media  bought 

time  during  the  strike.  Eight  major 

department  stores  did  not  buy  anv 
time,  as  far  as  SPONSOR  could  deter- 
mine. 

Twelve  radio  stations  and  six  tv 

outlets  reported  extra  business  during 

the  newspaper  hiatus.  A  few  radio 
stations  said  they  did  not  make  any 

effort  to  pick  up  accounts  during  the 
strike    because    they     were    sold    out. 

SPONSOR  asked  department  store  ad- 

vertising managers  and  station  execu- 
tives if  they  thought  department  stores 

might  change  their  attitudes  toward 
radio  and  tv — as  a  result  of  the  strike. 

Most  of  the  store  ad  managers  said 

radio  and  tv  proved  to  be  plexible, 

fast  and  perhaps  a  feasible  advertising 
medium  for  certain  items.  About  half 

said  they  11  either  keep  on  using  air 

media  l  a  few  were  using  the  air  regu- 
larly before  the  strike  started)  or  will 

give  air  media  far  more  serious  con- 
sideration "after  Christmas."  The 

other  half  feel  radio  and  tv  are  unsatis- 

factory substitutes  and  are  uncon- 
vinced that  air  media  should  be  used 

when  there   are  newspapers. 

One  department  store  executive  said 
he  expects  to  see  three  or  four  major 

stores  using  air  media — if  onlv  on  a 
limited     basis — within     six     to     nine 

months. 

Samuel  Feinberg,  columnist  for  the 

authoritative  Women's  Wear  Daily, 
urged  that  during  the  strike  depart- 

ment stores  re-evaluate  their  advertis- 

ing. He  opined  that  the  stores  would 
reinstate  their  advertising  policies  in- 

tact the  minute  the  strike  ended.  Fein- 

berg observed  that  department  stores 
base  their  advertising  on  competition 

and  habit,  not  on  the  person  who  is 

supposed  to  be  influenced  to  purchase 
goods  from  the  advertiser. 

Feinberg  quoted  Sir  Richard  Bur- 
bidge,  chairman  and  managing  direc- 

tor of  Harrods,  Ltd.,  London,  who 

charged  that  the  U.S.  retail  attitude 

toward  advertising  is  "absolutely  ter- 
rible."' He  deplored  the  amount  of "wasted''  space. 

The  station  managers,  for  the  most 

part,  said  they  think  department  stores 

will  be  "more  receptive"'  to  their  calls, now  that  thev  have  had  radio  and  tv 

experience.  They  felt  the  stores  had 
learned  the  air  media  were  flexible  and 
fast — and  could  sell. 

The  18  radio  and  tv  stations  which 

carried  "strike  business  perhaps 
grossed  S300.O00.  The  exact  figure 

may  never  be  known  because,  on  cer- 

tain stations,  a  few  pre-strike  advertis- 
ers increased  schedules  during  the 

newspaperless  period  and  found  re- 
sults so  satisfactory  they  decided  to 

continue  the  heavier  schedule  year 
round. 

WNBC  accountants  figure  that  it 

took  in  about  $40,000  worth  of  bill- 
ings, while  WXBT  grossed  around 
l  Please  turn  to  page  89) 

Peck  &    Peck  lined    up  tv  time,   got   models,   went   on    the    air  with    improvised    tv    commercials. 
Tv    executives    said    tv   technique    used    by    many   stores    was    poor,    yet    many    got    good    results 
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   6 

Iti'sitlutions  (Kfiticii   should 

nralrc — tuggcBted  b\j  vsspt 

i  resolve  during  [954  nevei  to  call  up 

a  radio  <>i  t\  salesman  and  fay  he's 
needed  foi  an  SOS  dei  ision  then  keep 
him  waiting  fot  I  i  minutes  aftei  he 
comes  running  ovei  to  the  agent  \ 

I  resolve  to  stop  saying,  on  the  one 
Imiii/.  ilmi  stations  ought  to  stabilize 
radio  rates  and  slick  to  rate  cards 

while,  on  the  oilier  hand,  asking  jot 
a  special  rate  deal  every  time  I  have 
n  large  ordei  to  plat  e 

I  resolve  to  stop  making  radio  and  ti 
salesmen  carry  my  clients  In  mi' 
cigarettes  when  they  come  to  male 
calls  at  the  agency.  Hou  many  pock- 

ets can  a  poor  rep  have  lor  all  the  old 
and  new  cigarette  brands? 

I  resolve  to  stop  comparing  radio  with 
a  Imi  ii  was  pre-tv  and  start  judging  it 
on  the  basis  oj  ii^  1954  value  against 

any  comers 

I  resolve  to  buy  time  with  the  thought 

of  selling  goods  uppermost  in  rm  mind 

instead  oj  buying  only  what  can  be 
made  to  look  good  on  the  basis  oj 
rutins  arithmi 

I  resolve  never  to  call  up  reps  and 

have  them  rush  together  lists  oj  avail- 

abilities before  I'm  actually   sure  there 
IS  an  appropriation. 

I  resolve  not  to  be  skeptical  about  re- 
search iu^t  jot  the  sake  of  being  skepti- 

cal, greeting  presentation 
with    n    sneer     unless    I    really    have 
studied  it  and  found  a  flaw. 

I  resolve  to  use  cost-per- 
a  criterion  in  buying  time  insteat 

falling  bask  on  the  old  crutch 

per-1,000.  *  *  * 

Iti'snhil  ions    roriio-t  i     should 

niu/.«'   .viff/f/csffff    f»i/    (iffmrn 

f  resolve  \oleavemy  station  and 
inn  el  in  mebuyei  u  ilhoul 

tome  km 

on  a  ha  h  he  buy  i  t  me  \>>r  his  n>  i  ount; 

in  that  uu\  I'll  male  sure  m\  pitch  is 
that  has  some  bearing  on  /n>  I'm- 

■  ■•  ision. 

/  resolve  that  in  the  course  oj  my 

OS  a  ■nan   I   u  ill  i  ■ 
■i  close  touch  with  any  change  that 

tal.  i  t  my    stations  in 

letting  weeks  li>  by  I"  Ion  I  drop  in 
and  mention  that  the  program  schedule 

has  been  tin  hing 
Meeting  tin 

ously  bought. 

I  resolve  to  i  all  timebuyers  in  ad\  ■ 

before  droping  in  on  them  dui  i 
an  m  from  rm  station. 

•  •       • 

/    resolve    >■■ 
gathering  in  1954  so  that  my  station  m 
ready  to  supply  reps  with  tangibU 

md    olio  ■  i  'na- 
tion   ii  henei  er   I!  a    a  ell- 

founded  pit*  h. 
•  •       • 

/   resol i  <■  'nore   than    I 

support  and  deli-  I  prom- 
instead  of  drawing    up   ■ 

lists  oi  aids  and  - 

•  •        • 

/   re>ol I  e ■     ■ 

and 
instead    concenti  up 

straightforward,  and •  •       • 

/  resolx  >  ''  by 
teat  •'    Other    stations,,    and    in- 

d    u  ill   sell    my    medium    i  «.    other 

a.    Furt here  n  t  ante 
.    intimating  the: 

when  they    say    l> 

sitio'  *   *   * 
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SPONSOR'S  IDEAL  RATING  SYSTEM-and  how  the  services  compare 
IDEAL      SYSTEM 

VIDEODEX* A.  Non-controversial  points: 
J.   Has  sample  big  enough  to  give  Vt-hr  ratings 
2.  Covers  complete  broadcast  day,  using  same  system 

3.  \Ieasures  out-of-home  same  basis  as   in-home  so 
can  combine        

4.  Has  audience  composition  as  to  people,  households 

YES 

YES 

YES 

TV-YES 

R-NO] 

(No   Radio)  NO- 

YES  TV-YES R  -NO 

5.  Has  audience  flow  figs 

6.  Has   cumulative  audience  figs 

YES 

YES- 

7.  Has  average  audience  figs         

8.  Has   total   audience   figs 

9.  Measures  all  listening  and  viewing  in  house  . 

10.  liases  local  and  national  ratings  on  same  source   ._. 

7  7.  Measures  radio  &  tv  with  same  technique  &  sample 

YES  TV-YES R-NO 

YES 

YES 

NO 

NO- 

YES 

YES 

YES 

YES- 

YES 
NO 

YES* 

NO 

YES' 

YES 

NO 

NO 

YES 
NO 

YES YES 

(No  Radio) YES 

NO" 

YES 

YES 

NO 

NO'" 

YES 
(tv  only) 

YES  _      NO  NATL 
(No  Radio)  NO 

YES''  NO  YES 

YES  YES  NO 

NO"  NO'O  NO"1 

YES 

YES 

NO" 

YES 

YES 

(tv  only) 

YES  NO  NATL      NO  NATL  YES 

YES  YES  NO  (No  Radio) 

► 

sponsor  subscribers  are  urged  w  rate  the  services  according  to  the  five  controversial  points  below  and 

return  this  table  to  us.    We  will  publish  the  results.    This  is  your  chance  to  "rate"  the  rating  services. 

I.  Controversial  points: 
7.  Has  truly  representative  sample   

2.  Covers  complete  market  area   

3.  Reports  reasonably  frequent,  up  to  date   

4.  Cost  reasonable  in  terms  of  data  delivered^ 

5.  Technique  accurate       

I.  Hooper  covers  complete  radio  broadcast  day  when  using  diary  and  telephone 
coincidental.  2.  Pulse  reports  stop  at  midnight  but  can  continue  overnight. 
3.  Hooper  uses  personal  coincidental  interviews  to  measure  out-of-home  (cars) 
which.  Hooper  says,  can  be  combined  with  in-home.  4.  Pulse  can  do  this  on  order. 
5.  Hooper  can  supply  audience  flow  through  use  of  duplex  coincidental.  6.  Pulse 

has    audience    composition    for    program    unit    available    on    order;    composite    for    one- 

hour  time  periods  regularly  published.  7.  Nielsen  can  give  home  characteristics: 
territory,  size  of  family,  type  of  market,  age  of  family,  similar  data.  8.  ARB 

an  i  Yideodex  can  give  average  total  audience  rating.  9.  Nielsen's  is  only  technique 
giving  24-hr  minute-by-minute  averages.  10.  Each  sen-ice  claims  it  measures  most 
listening  or  viewing  within  reason.  II.  Nielsen  is  in  process  of  adjusting  45^- 

of    radio    sample    to    register    tuning    to    4    radio    and/or    tv    sets,      '('overs    tv    only. 

iininii   iiiiiiiiuiiiiiiiii   mmiimin   imiiiiiiiiiiiiiiiiiniiiii   i   iiiniiiinmiiiiiiiimmiir   mum   1:11111111111   minim   inn   1111:11111;   nm   urn   1   mm   iiiinn   1111   nun   iiiiiinnnin   11:111   nimiiiiiiiiiini   miniiiir 

What's  wrong  with 
the  rating  services? 
Article  14  of  20-part  All-Media  Evaluation  study 

shows  what  sponsors  think  of  ratings 

by  Ray  La  pica 

J^f  etwork  presidents  on  down  the 

broadcasting  ranks  to  station  mana- 

gers have  denounced  ratings  in  re- 
cent months.    How  right  are  they? 

A  research  director  of  a  major 

agency  spending  $30,000  a  year  on 
rating  services  told  SPONSOR: 

"An  advertiser  wants,  must  have  and 

34 

will  get — with  or  without  the  broad- 
casters cooperation — some  measure- 

ment tool  that  will  tell  him  two  things: 

"1.  How  well  his  program  is  doing 
from   week  to  week. 

"2.  Who's  listening,  when  and  bow 

much." 

What's  wrong  with  air  rating  serv- 

An  advertiser  fed  up  with  the  seem- 
ing contradictions  in  rating  reports 

told  sponsor:  "What  ISN'T?" But  an  executive  of  a  leading  rating 

service  took  the  opposite  view.  "Your 
article,"  he  said,  "should  be  entitled, 

"What's  RIGHT  with  the  service?'.'* Which  view  is  correct? 

In  this  article.  14th  in  sponsor's 
All-Media  Evaluation  Study,  an  at- 

tempt will  be  made  to  answer  the  fol- 
low ing  about  the  air  rating  services: 

What  do  the  agencies  and  advertis- 
ers who  spend  some  $5-6  million  a  year 

on  air  rating  services  think  of  them? 
What  do  the  researchers  and  the 

services  say  about  each  other.'' What  are  the  facts  about  each? 

What  qualities  should  the  ideal  rat- 
ing service  have  and  how  do  the  six 

major  existing  organizations  stack  up? 

The  entire  broadcasting  i  and  adver- 
tising I  industry  is  waiting  for  the 

first  of  four  reports  by  the  Advertising 
Research  Foundation  on  these  very 

topics.  The  Foundation's  committee  on 

SPONSOR 



rating    sei  i  k  a   beaded   l>\    Dr.    I  aw 

nil' r  Deckinger  »•  f  t  Jit-  Biow  Co    has 
been  working  foi  ovei  a  year.    It-  firsi 
report     dealing  with  the  ideal   rating 
service  (the  Bubcommittee  for  this  proj 

eel   i-  headed   b)    *  >.   Maxwell   I  le 
Ken \ « >n    v\    Eckhardt)     w .i ~   due    lasl 

September  but  baa  been  delayed  until 

February    parti)    be«  ause  "I   the  diffi- 
cult]    in  reconciling  the  <  ontradit  tor) 
viewpoints  "I  the  rating  organizations. 
Meantime  interest  in  the  whole 

question  of  whither  rating  services 

grows  rather  than  abates.  Because  "t 
this  interest  SPONSOR  is  publishing  this 

article  on  which  research  began  in  \u- 
LMi-t  1952  at  the  start  oi  the  work  on 

tin-  Ml -Media  Evaluation  Study.  Ovei 

the  years  1 1  t  i  -~  publication  has  held  out 
for  two  things  in  the  ratings  contro- 

llers) :  1  1  1  more  accurate  research  and 

(2)  a  counl  of  all  the  listening,  not 

jusl  a  part  \»  a  resull  it  has  clashed 
with  -everal  of  the  rating  organiza- 

tions. Meantime  some  progress  i-  be- 
ing made  on  both  these  points:  Each 

rating  service  is  working  hard  to  im- 
prove the  aocurac)  of  its  reports,  and 

measuring  eztra-sel  and  out-of-home 
listening  is  growing  in  importance. 

Rating  services  toda]  -uIT*t  from 

three  practices,  sponsor's  year-long 
surve)   has  revealed: 

1.  Destructive  criticism  of  each 

other  to  the  point  where  an  objective 
reporter  could  conceivably  conclude 

three  things  -if  he  pooled  the  state- 
ments made  b)  each:  (a)  The  rating 

services  don't  reall)  know  who"?  listen- 
ing  or  viewing;  (b)  their  techniques 

are  invalid;  (c)  their  samples  are  un- 
representative. 

2.  Stations,  agencies  all  bring  pres- 
sure to  hear  to  keep  ratings  high.  SPON- 
SOR has  seen  letters  from  station-  t" 

rating  sen  ices  promising  to  l>u\  the 

service  ■"when  you  can  show  us  on 

top."  Account  executives,  on  the  oth- 
er hand,  shop  around  for  the  highest 

rating  for  their  shows  to  prove  to  their 
clients  that  they  made  a  good  choice. 

Both  these  factors  put  a  premium  on 

higher   ratings   rather   than   accuracy. 

3.  Misuse  oi  the  rating  services  l>v 

sponsors  and  agent  ies.  The  most  com- 
mon are:  Buying  or  dropping  a  show 

on  the  basis  of  one  rating  or  two. 

Taking  the  rankings  of  shows  in  anv 

"top  10"  or  "top  2  V  lists  too  serious- 

ly. 1  Because  of  "probable  error"  sta- tisticallv.  the  exact  order  is  relativelv 

unimportant.  1  Projecting  ratings  be- 

yond the  projectahle  area  to  other  cit- 
ies.    Overemphasizing  the  significance 

1  eness  ol  program  t\  pes. 

thai   share   ol   audience   ma)    be 

port  mi  .1-  1 ■  e  v  1 1 « 1 1  ■   rati  ered  pun 
lv  foi  promotional  purpo 

W  hit    do    the    rath 

about  ea<  h  othei  ? 

Some    oi    ihe    folio  omments 

have  been  made  publii  lv .  some  pre 

I)  \\  ithoul  taking  Bides  SPONSOR  sub 
mits  them  onlv  to  show  how  severel) 

the  -  1  \  i<  es  themseh  es  1  riti<  \/<-  • 
other.  1  It  stands  to  reason  thai  the 

sponsor,  knowing  little  of  the  del  tils  of 

te  hni  [ues  use  I,  w  ill  question  all  the 

latings  as  a  result.  • 
U'oiit  Nielsen  I  meter  I :  "Hi 

fixed  investment  in  outmoded  mat  hin- 

ery.  "In  one  1  he<  k  we  ran  we  <  ailed 
500  homes  in  the  d  i)  time  and  found 
thai  ■  '(>',  of  all  tv  sets  tuned  on 

weren't  being  watched."  ""When  u  he 
_  to  finish  1  onverting  to  multi- 

meters   to    ia'%.-    a<  1  ounl    of    exti 

listening  '." 
Vboul  I  looper  1  phone  -  occiden- 

tal I  :  "Doesn't  measure  up  to  I'1'  I  of 
the  in-home  listening,  to  sa)  nothing 

.'1  out  the  out-of-home."  "He 

don't  ai  swers  "not  listening.'  How 

does  lie  know  the)  aren't  listening  in 
their  cars  or  at  some  baj  .'" 

Vboul   Pulse    I  roster  re<  all  I  :    "I  le's 

measured  shows  not  even  on  tin-  air." 

STUDY  IN  BOOK  FORM 

SPONSOR  1  All  Media  E.eluetion 

Study  will  be  published  in  book 

form  in  the  ip'inq  after  the  re- 

maining articles  in  the  20  article 

(•riot  appear.  Pr.ce  hat  not  yet 

been  determined,  but  you  mi  . 
terve   a   copy    now. 

I  •  n  -how  anyone  a  I i — t  of  1 

not  published,  ad-  not  written 
-how  -   n  -■   w  ill   BW 

the)  ve  i  |     read  thei  en  them. 

beard  them." 

Vboul     MM:       in.:    "I  ret 
keeping  a  di  ek  ?    ̂   ou  ei- 
their  pul  dow  n  anythii 

drop    it  da)    01    two    until    the 

end  of  tin-  week  when  you  trv  to  p 
\ml  how  aboul  other  members    view- 

ing in  the  famil)  ?" i  i  iin  i-m  of  \  ideodex 

I  rendex   <  phi  -  mm  h  like  that 
•  ■I    \l!l!  and  Hoopei  above. 

\\  hal  does  the  advertisii  -ion 
think   of  the   rat  spon- 

sor's surve)   of  2,000  advertist 
in  whi<  h    '•  I  advertisen 

|ii  i    -j.ii  ifi<  all)    on 

information  soun  es     is  summarized  in 
the  -hart  oi  Basics 

77  advertisers  and    .  ritk  ized 

rating  reports  for  beii  plete,  in- 

DONT'S     IN     USING     RATINGS 

SPONSOR  ran  six  of  these  points  in  rticle  entitled  "Are 

you  in  the  middle  of  the  research  m      die?"  23  October  7950, 
page  6.    They  are  just  as  valid  I  is  then.    Here  they  are 

summarized,  with  the  last  one  uided  to  bring  you  up  to  date: 

1.    Don  t 

2.  Don't  take  refatii 

3.  Don't 

4.  Don't 

•• 

5. 

6.  Don't 

7.  Don't 
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THE  FACTS  ABOUT  THE  RATING  SERVICES:  II 

i 

1 
NAME 

RADIO 

OR    TV 
TECHNIQUE 

American  Re- 
search Bureau 

(Washington) 

Diary 

Natl    & 

local' 

MARKETS 

60 

PROJECT- 
ABLE  NA- TIONALLY 

SAMPLE  BASE 
SAMPLE 

TABULATED 

INTER- 

VIEW PERIOD 

2200  diaries  natl;  500- 550    per   city 1700-1800- 

natl,   325  city 

(averages) 

1st  7  days 

of  month 

2 Hooper 
(New   York) 

Both 

Tv-d 

ary, 

R-duplex- 

phone coinci- dental 

Local 
Tv-50 
R-49 

Tv-M/2   to   3    times   no. 
diaries  tabulated; 

No  R-600    phone    calls    up 

per    '/4-hr    program    in 
2  wk  period 

Tv-200  to  500 

diaries;   R-600 

phone  calls 

up  per  '/t-hr 
program    in    2 

wit  period 

Tv-lst    wk, 

r>  P 

R-varies 

r  - 

3. Nielsen (Chicago) 
Both Meter 

Natl, 

multi- 
city,    local 

Tv-N.Y. 

R-54 

R- 1 500  metered  homes 

Yes  per      minute;     Tv-over 
700   meters 

Approx    10% less 

Contin- 

4 La Pulse 
(New   York) 

Both 

Roster 

recall 

(personal 

interview) Multi- 
city,    local 

Tv-72 
R-97 

No 

R-400  interviews  '/2  nr 

wkly  program;  1000 for  15-min  5-day  wkly 

show;  Tv-200-300  for 

1/2  hr  wkly,  1000  for 
15-min    5-day   wk   show 

Same   as  sam- 

ple   base 

1st  7  days 

of  mo 

5 Trendex 
(New  York) 

Both 

Phone 
Tv-multi- 

coinci- 
dental 

city 

R-local 

Tv-10 

R-45 
Tv-700  calls  per  '/2  hr 

show;     R-300     per    re- 

porting period   ( '/}  hrs 
8    am-8    pm) 

Tv-600 R-300 

Tv-lst  7 

days  of 
mo,    R-last 3    wks    of 

Tv 

R 

a Videodex 
(Chicago  &  New  York) 

lary 

Natl, 

multi- city,    local 

65^ 

Yes 

Approx      5%      greater 
than  number  tabulated 

9200  natl,  200 

to  600  local 

guaranteed 

1st  7  days 

of  mo 
2    1 

FOOTNOTES:  :ARB  publishes  2  national  reports  monthly,  15  city  reports  monthly,  11 
city  reports  quarterly,  11  city  reports  3  times  yearly,  23  city  reports  twice  yearly.  Had 
increased  from  35  markets  covered  most  1953.  2ARB  National  Supplement,  based  on 
separate  sample  about   1/3   size  of  regular  sample,   covers  second  7   days  of  each   month 

for     programs     not     covered     first     week.      3Hooper     uses     telephone     coincident; 
diary  in  9  tv  cities  as  check;   correction    factor   is   then   applied   to  all   50   tv  cit  I 
ered.     4Nie!sen    has    radio    reports    for    New    York,    Cincinnati,    Pittsburgh,    Chica 
Angeles    plus    separate    Pacific    Time    Zone    Report.       Videodex    publishes    27    montj 

accurate,  not  comparable  and  not  use- 

ful. Supplementary  criticisms  ranged 

from  too  promotional,  dated,  high  cost 

and  sample  not  valid  to  not  enough 
qualitative  data. 

Here  are  some  direct  quotes: 

"Rates  are  not  standard.  Survey 
material  is  often  inaccurate.  Measur- 

ing data  is  not  uniform."  (Atlanta 
agency) 

"Limited  size  of  sample.  Multipli- 
cation of  data  and  variability  of  re- 

sults. Heavy  use  of  above  for  special 

commercial  media  selling  by  reps." 
(New  York  agency) 

"Not  dependable  enough.  Not  quali- 
tative enough.  Too  costly."  (New 

York  agencx  1 

"Too  slow  in  answering  questions. 
Too  little  consideration  given  to  cli- 

ent's problems,  too   much  to  sell   'us' 

vs.  competition.  Incomplete  data  aimed 

at  big-budget  advertisers."  (Washing- ton agency) 

"Standard  format  would  be  helpful." 
(Atlanta   agency) 

"Unbelievable  audience  estimates 

and  projections."    (St.  Louis  agency) 

"Incomplete.  Too  late.  Inaccurate." 
(Cleveland  agency) 

"Not  broad  enough  sample."  (Akron 
rubber  company  I 

"Cost  too  much — media  should  pro- 
vide a  dependable  measure  of  radio 

and  tv  audiences."  (San  Francisco food  company) 

"Radio  information  is  almost  com- 

pletely lacking  on  audience  and  listen- 
ing habits.  Farm  publication  reader- 
ship information  is  improving  faster 

than  radio."  (St.  Louis  farm  feed 
manufacturer) 

"National  rates  listed  are  never  cor- 

rect."   (Eastern  pharmaceutical  house) 
"Tv  rating  services  so  confusing  you 

don't  know  which  to  believe."  (An- 
other pharmaceutical  house) 

"Not  qualitative."  (Another  Akron rubber  company) 

"Sample  too  small.  Data  is  dated. 
Hard  to  read.  Standardization  lacking. 

Format  and  type  is  bad."  (Pittsburgh steel  company) 

"Tv  too  contradictory — don't  believe 
any  of  'em!"  (Major  Chicago  food manufacturer) 

"Confusion  and  contradictions  due 
to  varietv  of  techniques  and  differing 

frames  of  reference."  (Eastern  jewelry manufacturer) 

In  some  12  months  of  digging.  SPON- 
SOR also  obtained  some  interesting 

comments   from   agency   and   indepen- 
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D  SAVE  THIS  CHART  FOR  READY  REFERENCE 

•>t SUBSCHIOEHS 

$900  262    agencies, 

I  Rprt.  advertisers, 

no    for  stations    pl'is 

Rprt  letworls,  misc 

BASIC      DATA      SUI'I'l  II  I) 

'/.1-hr  ratings,  sets  in  use,  total 
audience,  audience  composition, 

viewers  per  set;  also  sponsor, 

number  cities  carrying  telecast  for 

natl  rprt.  cumulative  ratings  day- 
time 

LIMITATIONS 

Undependability  of  diary  beeper.  Re 

turns  may  not  be  representative.  Limited 

to  week's  viewing  per  month.  Keeping 
diary  short  period  could  inflate  viewing. 
Some  family  members  may  be  missed. 

C.in't    measure    spots. 

ADVANTAGES 

Diary     ineipensive.      Meesu'es     ccr-. 
complete  broadcast  day. 

Also    station    area.     Same    data    ma, 

used    In    local,    national    repc" 
data   on   short   periods,   audience   compo- 

sition,   flow    of    audience. 

(1500 

"nplete 

•^ge  to 
icies. 

t:sers 

378  advertis- 

ers,   agencies, 

stations,  net- 
works, misc 

8oth  R  &  Tv:  ratings,  share  of  au- 

dience, sets  in  use;  Tv  only:  au- 
dience composition,  cumulative 

audience,  weekly  averages,  uhf 

penetration 

Phone  doesn't  reach  non-phone  homes, 
rural  aroas,  early  or  late  listening  or 

viewing  or  out-of-home.  Misses  unknown 

amount  extra-set  listening.  Diary  has 

same  weaknesses  as  ARB.  Diary-phone 
combination    questioned. 

Phone:    Can    produce    quick    ratults.     No 

memory    loss    increases    accuracy    c- 
ngs.     Flexibility  in  market  selection.    Can 

yield  audience  composition.  Use  of  d 

phone    together    eliminates    weakne- "d    alone. 

0  to 

D  a   yr 

175   agencies, 
advertisers, 

all    8    netwrks, 
others 

Both  R  &  Tv:  !/4-hr  Nielsen  Rat- 

ings, homes  reached,  average  au- 
dience, share  of  audience,  total 

audience,  program-type  compari- 
sons,   cost    per    homes    reached 

Measures  tuning  only  not  people. 

Doesn't  measure  all  extra-sot  listening 
or  any  out-of-home.  Too  fow  local  re- 

ports because  of  high  cost  of  meters. 

Set  breakdowns,  failure  to  return  tape 
can   affect   sample. 

Mechanical.  Reduces  human  factor  to 

minimum  (placing  meter,  mailing  tape). 

Measures  24-hr  daily  minute-by-mlnute 

tuning:  this  provides  wealth  of  data  not 
obtainable  otherwiie.  Fixed  panel  I 

for    trend     data. 

ons- 

1,000 

encies- 

>0  moT 

400   stations, 

100    agencies, 
advertisers 

Both    R    4   Tv:    '/j-hr   ratings,   view- 
ers per  set,   audience  composition, 

share     of    audience,     sets     in     use, 

number  cities  carrying   show 

Interview  technique  can  be  Inflationary 

because  of  memory  failure,  confusion 

factor.  Technique  expensive,  especially 

rural  aras.  Some  family  members  may 
be  missed.  Misses  those  not  at  home 

when     calls    made. 

Yields  round-clock  data,  also  for  short 

time  periods,  audience  flow.  Sample  can 

be  rigidly  controlled.  Questions  can  be 

added  or  changed  to  obtain  new  data. 
Can  combine  with  market,  product  sur- 

veys  of    all    kinds. 

00  yr 
ities) ; 

>  per 

m  per 
max: 

so) 

12  for  tv  (inc. 
CBS,    NBC, 

ABC);     R-just 
started    I   Oct 

'/j-hr  daytime,  '/2-hr  evening  rat- 
ings, sets  in  use,  average  audience 

by  minute,  audience  composition, 

indexes  3  times  yrly,  sponsor  iden- 
tification 3  times  yrly 

Phone  coincidental  doesn't  reach  non- 
phone  homes,  rural  areas,  early  or  late 

listening  or  viewing  or  out-of-home. 
Misses  unknown  amount  extra-set  listen- 

ing. Radio  report  limited  to  8  a.m. -8 
p.m.    week    days. 

Very  fast.  Lk*  Hooper.  Trendex  does 

not  ask  respondent  about  radio  and  K 

at  same  time.  This  tends  to  give  higher 

radio  ratings.  Only  service  giving 

work  popularity  reports.  Other  advan- 
tages    similar    to     above. 

$600 

106     advertis- 

ers,   agencies, 
media,    others 

in    addition 

'/4-hr  ratings,  sets  in  use,  audience 
share,  average  viewers  per  set  by 

time  period  and  by  program, 

number  of  homes  reached,  num- 

ber cities  carrying   show,   sponsors 

Limitations  much  like  ARB  above.  Ro- 

tating panel  used  (same  homes  kept  7 
months,  I  7th  changing  each  month). 

Is  7  months  too  long  for  accurate  diary 

keeping?  Additionally  diary  returns  may 
not     be     representative. 

Rotating  panel  enables  Vldeodex  to  dis- 

card first  weeks  diary  as  "Inflati  - 
otherwise  atypical.'  Claims  it  can  build 
more  representative  sample  over  long 

oeriod,  get  more  accurate  trend  data 
than    one-shot    approach. 

8  quarterly.  "Nielsen  National  Radio  reports  issued  biweekly,  cover  first  and 
cks  of   month    >1    each),    National   Tv   reports   issued    biweekly,    cover   2    consecu- 
eks  each  month.  :Pulse  package  includes  all  radio  and  tv  market  reports  plus 
tv  network   report   plus  twice   yearly  radio   network   report.     "Trendex   can   report 

by   wire    in    12    hours   on    any   on;    program.       Videodcx    price    to    ■>  \    and 

media     for    basic    service       network      multi   city     and     local     reports  .     additional     —      •    ' 
available   at    marginal    cost 

dent  researchers  and  the  rating  or- 
ganization executives  themselves  which 

should  help  the  advertiser  better  un- 
derstand ratings. 

Here  are  sonic  of  them: 

A  research  executive  of  one  of  the 

five  leading  agencies  in  the  country  : 

"I  douht  Hooper  can  mix  the  dial") 
and  the  telephone  coincidental  (for  tv 

reports!  and  get  anything  satisfactory. 

I'm  sorry  Hooper  is  mixing  the  two 

systems,  for  we  don't  know  how  to 
correct  for  the  errors  inherent  in  each 

system.  We  use  Nielsen  for  national 

ratings.  He's  most  accurate  from  the 
standpoint  of  tuning.  Hut  I  douht  his 

sample  is  big  enough  for  projection 

purposes — hoth  radio  and  tv.  but  es- 
pecially the  latter.  Neither  do  I  think 

he  measures  multiple-set  radio  home 
listening  accurately.    The  roster  recall 

28  DECEMBER   1953 

method  used  b)  Pulse  cannot  be  1" 
accurate.  I  wonder  how  well  an 

can  recall  names  of  programs,  times, 

sponsors  and  other  data.  In  fact,  I 
know  from  tests  how  inaccurate  the 

recall  -\  9tem  is.  Is  for  di  urj  used 

bj  \Kr>  and  \  ideodex  I .  il  gets  more 
inaccurate  the  farther  j  ou  g< '  awaj 

from  the  program.  People  b  i  d  to  fill 

it  in  at  night  so  thej  gue  -  at  daytime 

listening.  The}  therefore  re.  or, I  big 
nighttime  shows  more  accurately.  This 
inflates  popular  programs,  deflates  the 

-  popular  o 
In   defense   of   the   rating    - 

uln  do  ilic\  do  what  the)  do  ? 
Their  executives  have  d  this 

pubHcl]   or  to  sponsor,  as  folio 
Pul-c  uses  roster  recall.  a<  •  ordii 

Dr.  Sydney  Roslow,  president, 
1  i    you    have   t"    go    from    houst 

house   t"   gel    an    adequate   samp 

2     it  enables  j  ou  lo  n  >rlv 

morning  and  late-nighl  listenii 

it  enables  you  to  intervii  >ne 
at   home  in   the  famil)    and 
iniied  listening  or  vi< 

ble  i  I)  it  gives 

position  figui   -  you  1 
.re  out-of-home  listt 

I      .  -  \>.    5< 

Rese  ip  h  Bui  -    \RB  ust  -  the iliar\    be 

diarj     is    e  pial    in    accui  am 

deal   method   yet  In  ad- 
dition,    I  1  I    the 

MAT    ISM  I  . 

SOR  s    All-Media    E.  :over 

Starch.     Readex.    GaMup-Robinsofi    techr   -. 
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What  77  advertisers,  agencies  think  of  rating  services 

Answers  based  on  SPONSOR  media  evaluation  survey  of  2,000 

advertisers  and  agencies;  31  advertisers  and  46  agencies  answered 

specific  question  dealing  with  information  sources.  No  attempt 
was  made  to  separate  air  and  print,  but  answers  generally  applied 
to  the  air  services.    Percent  is  based  on  77  respondents. 

CRITICISM  NUMBER-  PERCENT 

1.  INCOMPLETE       32   41 

2.  INACCURATE,  I\OT  OBJECTIVE, 
NOT  DEPENDABLE   22   28 

3.  NOT  COMPARABLE   22   28 

4.  NOT  FORM  I  I.ATED  IN  USEFUL  TERMS, 
NOT  EXPLICIT  OR  PRECISE  ENOUGH   J I   14 

5.  TOO  PROMOTIONAL   7   » 

6.  DATED      6'   8 
7.  COST  TOO  Ml  CM   4   7* 

8.  OTHER]       3   4 

!i.  NO  CRITIC  IS  M   3   4 

10.   NO  COMMENT   8»   — 

•Total    (111)    exceeds   number   of  respondents    (77)    because  of  multiple  answers.     fOtlier  Includes 
too  bulky   111;  not   a  valid  sample   (1);  not  enough  material  on  qualitative  aspects   (1). 

see  national  and  city  ratings  put  on  a 

comparable  basis,  which  the  diary 

does;  (2)  it  gives  audience  composi- 
tion figures;  (3)  it  measures  program 

duplication. 
Seiler  on  occasion  has  raised  a  fre- 

quently forgotten  point:  "The  greatest 
philanthropic  organizations  in  the 
broadcast  field  are  the  audience  mea- 

surement services."  His  reasoning: 
"They  contribute  at  least  $50,000  a 

month  gratis  to  the  industry.''  His  ex- 
planation: "ARB  spends  $1,200  a 

month,  for  example,  to  do  a  rating  on 

Philadelphia.  It  gets  back  only  $1,120. 

And  Philadelphia  has  four  services. 

The  only  way  they  all  can  survive  is 

by  selling  national  reports  into  which 
the  locals  have  been  combined  or  1>\ 

doing  special  jobs  and  tabulations. 

"The  situation  can't  last,"  he  has  stat- 

ed. "The  services  are  spending  more 
on  market-by-market  ratings  than  they 

can  get  back." 
Why  does  Hooper  use  the  telephone 

coincidental  for  radio  and  a  combined 

diary-"duplex"  phone  coincidental  for 
tv? 

Hooper  has  used  the  phone  coinci- 
dental since  1934.  Reason:  It  meets 

five  of  the  six  fundamental  require- 

ments of  validity  and  reliability  "in  a 

highly  satisfactory  manner."  He  ex- 
plains these  as  follows:  The  technique 

yields  a  valid  measure  of  listening  be- 
havior and  of  program  preferences; 

the  measured  unit  remains  constant: 

the  result  is  representative  of  all  tele- 
phone homes  in  the  areas  covered: 

samples  are  adequate  for  the  purpose. 

Only  fundamental  principal  the  tele- 
phone coincidental  fails  to  satisf\  is 

"universal  applicability,"  Hooper  says. 

This  means  it  can't  be  applied  to  all 

populations,  the  results  can't  be  ana- 
lyzed by  educational  level,  racial  and 

economic  status  and  vou  miss  the  be- 

fore 8  a.m.  or  after  11  p.m.  listening. 

As  for  the  coincidental-diary  tech- 
nique for  tv.  Hooper  says  it  was  adopt- 

ed to  give  advertisers  information  the 
coincidental  could  not  produce  alone. 

I  lit'  diary  gives  audience  composition 

figures,  late  evening  and  early  morn- 
ing ratings,  daily  15-minute  ratings, 

economic  data  on  the  family,  flow  of 

audience  and  audience  duplication  as 

well  as  "projectable"  ratings.  By  join- 
ing the  two,  he  feels  the  new  svstem  is 

"accurate,"  "its  scope  is  complete,"  "it 

is  speedy,"  "reports  are  frequent"  and 
"it  is  economical."  In  support  of  this 
\  iew  Dr.  Matthew  N.  Chappell  has 
written  a  booklet  entitled  Coincidental- 

Diary  Method  of  Television  Audience 
Measurement,  published  this  year  bv 
Hooper. 

Biggest  complaint  of  agencies  and 
station  reps  interviewed  by  SPONSOR 

on  this  system:  The  diary  and  tele- 
phone are  used  jointly  in  only  nine 

cities.  The  telephone  figures  are  used 

to  "correct"  the  diary  figures.  This 
correction  is  applied  to  the  other  41 

tv  markets  in  which  only  diaries  are used. 

(For  a  defense  of  the  Hooper  tele- 
phone coincidental  method,  see  Radio 

Audience  Measurement.  Chappell  and 

Hooper,  1944,  and  Comparisons  of 

Ratings,  Chappell.  1952.  For  a  de- 
tailed criticism,  see  The  Basic  Deft- 

ciencies  of  the  Telephone  Coincidental 

Method  of  Broadcast  Audience  Mea- 
surement Compared  to  the  Personal 

Interview  -  Aided  Recall  Technique, 
Pulse.  1952. 

Why  does  Nielsen  use  the  meter? 
(  He  still  insists  he  loses  over  a  million 

a  year  on  his  radio-tv  service.) 
In  his  own  words  the  other  basic 

methods — coincidental  phone,  personal 

recall  and  diary — are  "unsound  re- 
search tools"  whereas  the  Audimeter 

technique  is  "ideal  in  all  major  re- 
spects.' He  maintains  that  this  tech- 

nique gives  you:  ill  Accurate  audi- 
ence (home)  figures  with  samples  rep- 

resentative of  urban  and  rural,  phone 

and  non-phone,  accurate  recording  of 
listening  and  complete  recording  of 

"all  persons;  all  sets":  (2l  a  measure- 
ment of  all  hours:  (3)  an  accurate 

measurement  of  spots;  (4)  an  accu- 
rate measurement  of  trends  because  the 

I  Please  turn  to  page  76  I 
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George  J.    Abrams  ad    director,    Block    Drug    Co.,   Jersey    City 
Vincent  R.  Bliss  executive  v. p.,   Earle   Ludgin   &  Co.,  Chicago 

Arlyn  E.  Cole  pres.,   Mac  Wilkins,  Cole  &  Weber,   Portland,   Ore. 
Dr.  Ernest  Dichter  pres.,  Inst,  for  Research  in  Mass  Motivations 

Stephens  Dietz  v. p.,  Hewitt,  Ogilvy,  Benson  &  Mather,  New  York 
Ben  R.  Donaldson        ad   &  sales   promotion  director,   Ford,   Dearborn 

president,    McCann-Erickson,    Inc.,    New   York 
ad  mgr.,  Gen.  Tire  &  Rubber  Co.,  Akron 

   president,   Tracy-Locke   Co.,   Dallas 
   ad    director,   Wildroot   Co.,    Buffalo 

Raymond  R.  Morgan  pres.,   Raymond    R.  Morgan  Co.,   Hollywood 
Henry  Schachte  v. p.,    Sherman    &    Marquette,    New  York 

Marion   Harper  Jr. 

Ralph  H.  Harrington 
Morris  L.  Hite 

J.   Ward   Maurer 
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TURN  PAGE  FOR  6  TV  CASE  HISTORIES      ► 

PART  TWO 
OF       A       2   PART       SERIES 

12  big  spill  rliriils:  Imu 
I  hey  use  the  medium 

lli«'  lv  spol   sponsor  gets   l'l«'\il»i!il  \    plus  I  In*  \isu;il   imp.ui   ol 

\  iih'o.     Industry   estimates    foresee   SI  00.000.000   in    hillings   I  his    \car 

*^pot  television  offers  advertisers  all  the  well-known 
Bexibilit)  of  spol  plus  the  visual  impacl  "1  video.  Ml  thi- 
without  baving  to  dig  deep  in  your  jeans  to  pa)  for  an  ex- 

pensive showcase. 
What  Bexibilit]  means  bas  alread)  been  covered  in  tin- 

two-part  article  (see  previous  article  II  December  issue 
for  a  general  discussion  ol  spol  plus  six  spol  radio  •  -• 
histories).  What  \i-ual  Impact  means,  briefly,  is  this: 
The  advertiser  can  not  onlj  show  the  consumer  what  bis 
product   looks   like   but  can   show   how    it    work*. 

Industry  estimates  foresee  ovei  Hun  million  for  spol 
t\  in  L953,  compared  with  180  million  lasl  year  (year-by- 
year  charts  for  spol  radio  and  t\  appeared  last  issue). 

The  spot  tv  increase  i«  1. _">(>',  since  1949.  Estimates  for 
spot  radio  are  $135  million  this  year,  up  about  -I11  mil- 

lion over  L952  and  up  almosl  50^i    from  1947. 
While  the  six  spol  t\   clients  covered  in  this  issui 

not  necessarily  average  I  who  i-  an  average  i\  advertise] 
a  summary  of  the  characteristics  of  their  Bpol   i\    adver- 

tising ma\    prove   interesting. 
Five  of  the  six  are  buyers  of  announcements.  <>nl\ 

Pacific  Coast  Borax  has  a  program.  It  i-  Death  I  <illr\ 
Days,  the  famous  old   radio  series,   which   the   firm  con- 

certed to  an  expensive  video  show  lasl  fall. 
I  ive  "i  the  six  ke»  p  theii  Bpol  t\   pr< 

round.    Vs  fnr  the  sixth,  Supei    Vnahist,  ai   i  cold  re 

i-   natural!)    pushed    bardesl    during    the    wintei 
[liere  are  summei  promotions  ol  Supei    Vnahisl  an 
allerg)    sufferers    bul    t\    i-   n<ii    involved.    Th< 
advertising   of  the  others   is  evidei   I   th<    import 
ot  time  f i ,i n<  bises. 

Vmong  the  announcement  l>u\>i-.  there  it 
fur  the  shorter-length  <iinnnriM.il.    Nabisco,    Bulova 
Ronson  use  the  20-second  length.    \\<<>>\  is  now  chai 
all  it-  20-se<  ond  i  ommen  iala  i"  10-sei  ond 

Vnahisl  Co.  uses  a  varietj  of  commercial  lengths  f^r  -II 

Super    Vnahisl  bul  man)   oi  i; 
combination  commercials  with  other    Vnahisl   products. 

I  In  shorter  commercials  indicate  thai  even  without  the 

.  ..-i  uf  a  network  show,  spol  tv  i n\  < •! \  •■-  a  sizable  outla) 
in  cash.    It  i-  apparentl]   -i/.iM>-  enough  I  t  the 
use  of  shorl  i  ommen  iala  bo  the  "I  around 

th.   mi  i  \ .    I '.ui  the  use  ol  Bhortei  con   iala    ill 

dicates  thai  advertisers  find  tv's  power,  lik>-  r .i ■  I i < > " ~ . the  wa)  brand  names  can  be  imprinted  on  I 

mind  through  i  onstanl  repetil  *  *  * 

.Spol   air   advertising   means   flexibility.     Here   are    10   reasons   that    slnnr   irln/ 

1.  Because    thi 
their   cars   and 
tertiser    u  his    audit 
routine   i  shaving,  driving,  rel 

2.  Many  produt  t*  must  be  pi 
i'h 

come    to   all   markets   at    I 

•  it   advertising    is 
afford  a  network    sh 
able    to    arrange    a 
client    avoids    the    production 

f.    Sfiof   has   local   appeal.     ' 
can    outpull    national    talent.     U  h 
local    people    or    when    the*    art 
or    weather    report    show.    the. 

."».     <pot    is    an    ex* 
It  can   back  up  a   network   shou 
client   can   come   in.    put   on    press 
network    shous    require    stem: 

■ 

' 

•' 

' 



►    ►    6  SPOT  TV  CASE  HISTORIES 
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Nabisco  seal  and  package 
pushed  via  short  messages 

The  National  Bircuit  Co.  uses  tv 

spot  for  brand  identification.   Why? 
1.  Cookies  and  crackers  are  items 

bought  on  impulse  and  Nabisco  has 
found  from  consumer  research  that 

housewives   often   purchased   its 

lesser-known   products   without   realiz- 
ing they  were  made  by  Nabisco. 

2.  Nabisco  has  redesigned  its 

packages  and   is   featuring   its   seal 
in  a  new  position.    The  firm  wants 

to  make  its  new  package  familiar. 
3.  Nabisco  advertises  about  20 

products  out  of  about  200,  uses 
the  20  to  carry  the  advertising 
burden  for  the  entire  200. 

For  brand  identification  purposes, 
Nabisco  finds  that  20-second  com- 

mercials can   do   an   effective   job. 

It  has  been  pushing  the  Nabisco  name 
in  about  65  markets  through  1953. 

The  world's  largest  baking  com- 
pany will  spend  about  $7.5  million 

this  year,  of  which  about  $1.5  mil- 
lion will  go  for  tv  and  $1  million 

for  radio.    The  bulk  of  the  tv  money 

is  for  spot  and  the  bulk  of  the  radio 

money  is  for  network  advertising. 

In  placing  time  for  its  brand- 
identification  drive,  Nabisco  got 
a  choice  collection  of  nighttime 

slots  by  a  simple  device. 

The  agency,  McCann-Erickson,  sent 
letters  to  reps  last  year,  before 
the  drive  began,  explaining  that 

Nabisco  was  seeking  20-second 

periods  adjacent  to  top-rated  shows 
in  the  evening.   The  reps  were  told 

that  when  they  called  with  avail- 
abilities they  would  have  an  answer 

within  five  minutes. 

Reps  naturally  called   the  agency 
first  when  time  opened  up  and  time 

was  lined  up  four  months  earlier 

than  expected.  *•*-•* 

\nahist   scatters  its  shots 

to  reach  cold  prospects 

The  manufacturer  of  cold  remedies, 

whose  sales  go  up  when  the  tempera- 

ture goes  down,  must  keep  his  adver- 

tising as  flexible  as  possible.    That's 
why  spot  is  a  must  with  such  firms. 

The  Anahist  Co.  spends  practically 

all  the  ad  money  budgeted  to  Super 

Anahist   (its  top-selling  anti-hista- 
mine)    on   spot   air   advertising. 

During  the  '52-'53  season,  radio 
spot  accounted  for  most  of  the  ad 

expenditures  but  this  season  tv 

pressure  will  be  heavily  increased. 

The  agency,  Ted  Bates,  plans  to 
use  70  tv  stations  this  winter. 

Anahist  is  only  interested  in  one 

thing  in  its  tv  operations:   reaching 

as  many  people  as  it  can  in  the  mar- 
kets of  its  choice  at  a  low  cost-per- 

1.000.    It  has  no  preconceived  ideas 
about  the  best  time  of  day  for  cold 

remedy  advertising  except  that  it 

doesn't  want  a  high  proportion  of 
children   in  its  audience. 

The  agency  estimates  that 

people  with  colds  account  for  one 
out  of  six  of  those  tuned  in  to  its 

well  dispersed  commercials. 
While    some   cold   manufacturers 

carry  spot   advertising  to   its   ut- 
most flexibility  by  advertising 

only  when  the  weather  is  bad   (by 

leaving  it  to  the  station  to  decide 
when  to  throw  in  a  sales  message), 

Anahist  prefers  to  have  more  control 
over   its  advertising.     It   finds, 

moreover,  that  jumping  off  campaigns 
in   different   markets   at   different 

times,  according  to  when  the  weather 

in  each  market  normally  gets  cold, 

doesn't  work  either.    The  weather 
is  just  too  hard  to   predict. 

Anahist  and  Bates,  therefore,  decide 

on  a  rough  outline  of  the  campaign 

before  the  season  starts.  *  *  * 

Bulova  blankets  V.  S.  but 

tloesn't  peak  holiday  ads 

Bulova  is  one  of  the  most  active 

advertisers   in   the   field   of  tv   spot. 

It  probably  uses  more  20-second 
announcements  than  are  used  for  any 

other  single  product. 
Bulova  covers  tv  America  like  a 

blanket.    It  is  in  about  150  markets 

and  uses  about  200  stations.     This 

coverage   will    increase   as   new 
tv  markets  make  their  debut. 

Bulova,  via  Biow,  buys  announce- 
ment franchises,  which  means  it  is 

a  52-week  spot  advertiser.     When 
it  comes  to  peaking  its  advertising 

during  the  big  gift  seasons,  like 

graduation  time  and  Christmas,  Bulova 
must  rely  on  print  advertising  since 
it  has  no  money  left  in  its  tv 
budget    for    special    campaigns. 
It  has  been  estimated  that  Bulova  s 

total  ad  budget  comes  in  at  around 
87  million,  most  of  which  goes 
into  radio  and  tv  announcements. 

While  Bulova  seeks   announcement 

franchises,  it  is  continually  trying 

to  improve  them,  especially  in  pre- 
freeze  markets.    Bulova  started  in  tv 

with  time  signals  but  found  them 
too  short  to  tell  its  watch  tale. 

So   it   switched   to   the   20-second 
announcement  and,  as  a  result,  had 

to   begin   hunting   for   availabilities. 
To  make  sure  it  gets  in  on  the  ground 
floor  in  new  markets.  Bulova  buys 

its   franchises   early,   has   been 

known    to    sign    up    with    stations 
before  the  outlets  even  got  their 

grants   from  the  FCC. 
The  firm  still  uses  time  signals 

on  radio.    However.  Bulova  has  been 

gradually  cutting  down  on  radio  as 
it  has  been  building  up  on  tv  and 

usually   doesn't   buy    radio   time   in 
areas   where   it   already   has  tv 

(except  for  big  markets).  *  *  Ar 
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Ronson  seeks  niahttinte  slots 

adjacent  to  top-rated  shows 

The   Ronson    \rt   Metal   Works, 

makers  of  cigarette  lighters  and  allied 

products,  is  an  ex-t\  network  adver- 
tiser now   well  ensconced  in  spot. 

Ronson  has  been  slowlj   building 

up  valuable  t\  announcement  bran- 
chises  over  the  past    five   \ear-   and 
has  now  reached  a  schedule  of  7 I 

stations  in  (>.">  markets. 
Its  last  network  show,  Star  of 

the  Family,  with  Mar\    Heal)   and 
Peter  Land  Hayes,  ran  out  in  June. 

1952.    \\  itli  tv  becoming  more  ex- 
pensive  and    Rontons    over-all 

budget  dropping  because  of  the  dip 
in   the  jewelry    market  after  the 

Korean  boom.  Ronson  and  it-  agency. 

Grey  Advertising,  decided  to  expand 

il-    spot    t\    schedule. 
The  firm  runs  mostl)    20-second 

announcements   from   once   to   three 

times  a  week   per  station.    During 
graduation  and   Christmas  seasons, 

Ronson  runs  special   commercials 

with  a  gift  theme  but   it  doe-  nol 
expand  its  t\  announcement  schedule. 
However,   last   Ma\    ami   June   the 
firm  ran  some  extra  radio  announce- 

ments  in   morning   time   in    the   top 
15  market-  of  the  I  ,S. 

Gre\  "s  Ronson  timebuyer  look-  for 
nighttime   lv   slots   adjacent  to  top- 

rated  show-.    Since  the  agenc)  knows 
that   purchasers   of  lighters  are 
tqualb     divided    between    men    and 
women,  it  wants  the  audience  com- 

position lor  adjacent  -how-  to  be  so 
divided.   It  ha-  corraled  announcement 

-lots  adjacent  to  such  programs  as 
/  l.oic  Lucy,  the  Buick-Berle  Show, 
)  our  Show  of  Shows,   Dragnet  and 

Toast  of  the  Town.    The  agencj   seeks 

-lot-  between  -bow-  whose  average 

rating  is  20  or  more.     \t  present  it- 

spots  average  about  25.  *  •*■  * 

liorax   shoir   on    alternate 

weeks  aets  aootl  elearanees 

\-  a  -pot  t\   ad\ ertiser,  Pa*  ifi< 

i-t  Borax  i-  in  an  em  table  posi- 

tion with  it-  filmed  Death   I  all<-\ 
Dii\  s.    |  here  is  probabrj  no  -how 

on  the  air  that  i-  a-  >  Loselj   identi- 
fied with  its  sponsor. 

The  dei  ision  last   ye  u   to  plai  <■  the 

alternate-week  program  in  -pot 
rather  than   network   i-  not    regretted 

a-  the  agenc) .  Mi  I  ann-Erickson, 

look-  back  op  I  .">  months  ol  experi- 
ence.   I  ime  clearani  es  foi  the  night- 

time  show   have  not  proved  to  be 
an\    more  difficult  than  a  network 

lineup  would  have  been,  the  agency 

feels,  and.  in  some  i  a---.  ,  learan  •  - 
have  been  eas 

The   show    started    out    last    tall 

in    I!!    market-    and    i-    now    on    7  '.. 
It-  latest   N ielsen   ral ing   is  28. 1 

I  even  during  the  summer,  when 

the  firm  kept   the  -how    on   tin--.-. 
quarter-   of    it-   station    lineup. 
the  lowe-t   rating   was  - 1.5 

Since  Death  I  alley  Dm  j  i-  the 

hrm'-  major  advertising  effort, 
fairlv  complete  coverage  is  sought 

\t  first  even  overlapping  stations 

were   bought.    The  client    i-  more 
selective  now  a-  new  t\   markets 

appear  all   over  the  map.  but   it    i- 

estimated  bj  the  agenc)  that  well  ,,\.-r 
90'-'   of  the  i\   ho.,  ,     are  co^ ered. 

The  <  lene  \utr\  IT  ing  *'  \"  Stud 
which  produce  the  films    has  -hot 
it-  first  color  version  of  the  -how. 

The  shooting   also   mark-   the   tir-t 

""<  omplete"  t\    film   made  in    IV  Imi- 
color.    It  will  !'••  shown  sometime  in 

February,  though  onlj   black  ami 
white   release   print-   will   be   used. 
Pacific  Coast   Borax  has  already 

I      made  commercials  in  color  and  shown 

them   in   black   and   white.  •   *  • 

Ixool   now   convert  inu   oil 

eomuierv'ials  to   It'lff  llJl 

blown  S  W  illiamsoi  I     ip., 
one  of  the  In  i\  iesl   iuv  ra  of  spot 

.  ii   advei  tisil  . .  is  now   in  the 

of  converting   it-  ts    schedule 

Kool,  it-  top  seller,  to  all  1 0-sei  ond 
announcements.    ■  \  k  eroj    is 
also  hea\  il\   Bpot-sold. 

I  he  Kool  -.  hedule  had  been  fairrj 

evenl)    dh  ided   I  etwo 
announcements  and  10-second  l.h  - 
I  he  •  lient  and  it-  agerx  j .   I  ed 
I'ai'  s,   felt   that   the  cum 

them.-     "Bn  ik  the  'hot'  • 

habit       was  adaptable  to  th<-  shorter 
length  announcement    The  decision 

also  enabled  the  firm  to  - 
it-  iv   mone)    around   mi 

blown  S   Williamson's  mentholated 
is  \ia 

spot  over  near!)    160  stations  in 

1  I  5  market-      I  ■  -  run 
52  weeks  a  year  and  the  frequer* 

-   from  -i\  to  20  announi 

nifiii-  per  we  irket  In  a 

few  <.f  the  top  market-  there  i- 
<  vei  •    saturation. 

Bati  -  buys  no  da)  time  t\   for 
Kool,   whi<  h   i-   interested 

ting    audi"  ii.    - 
■  tween  men  and  women. 

Like   main    other   spot    l\    - 
k....|   goes   after  time   fran<  ! 

and  often  bin  s  time  •  ew 
t\   outlet  i-  on  the  air.    K 

- 

CBS  TV  stal 

10:00-10:30  p.m.).    In   spot   radio 
- 

\       roy,   I'-rown   &   Willi kim:  size  filter  tip,  is 

heavy  t\   spot  uw 

stations  in   1 18  mark'-'-  with 

d    anno 
men-  y  rang      - 

times  per  week  per  market.  *  *  * 
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borne  independents  stress  coverage  of  local  school  events  from  sport 
competitions    to    special    field    days.     Above,    KOWH,    Omaha,    goes 

on    a    treasure    hunt.     Station    announcer    goes    into    an    Omaha    home 

to    accept    a    child's    contribution    to    "Omaha    Opportunity    Center" 

How  to  get  the  most  out  of 
Ever  since  1948  a  group  of  independent  radio  stations  in  markets  spread  over 

the  U.S.  have  been  exchanging  advice,  tips  and  critiques  on  effective  air  adver- 

tising. With  this  article  sponsor  opens  the  trenchant  comments  of  these  inde- 
pendents, outstanding  representatives  of  the  hundreds  of  fine  indies  in  the  U.S. 

and  Canada,  for  inspection  by  admen.  Their  name:  Association  of  Independent 

Metropolitan  Stations  (AIMS) .  AIMS  functions  as  a  clearing  house  of  ideas  on 

good  radio  (members  get  booted  out  if  they  fail  to  contribute  letters  every  two 
months  to  a  mail  box  forum).  What  AIMS  stations  say  constitutes  some  of 
the  best  thinking  available  to  xou  on  indies.  Some  subjects  SPONSOR  asked 
AIMS  members  to  comment  on :  how  sj)onsors  can  get  the  most  out  of  using 

independent  stations:  and  what  are  roadblocks  indies  encounter  in  selling. 

Ww  hen  it  comes  to  selling  goods 

over  an  independent  station,  there's  no 
one  more  familiar  with  the  problems 

and  potentialities  than  station  opera- 

tors. No  group's  more  unanimous, 
either,  sponsor  found  there  was  vir- 

tually complete  agreement  among  in- 
dependent stations  as  to  tactics  adver- 

tisers could  use  best  with  their  stations. 

Here   under  nine  numbered   points   is 

42 

the  advice  AIMS  members  gave  spon- 
sor as  told  largely  in  their  own  words. 

1.  Make  the  most  of  the  indie's 
personalized  relationship  with  listeners. 
Allow  stations  or  station  personalities 

to  rework  copy  to  suit  the  style  of  the 

local  announcer.  It's  his  style  that 
sells  your  goods. 

As  Dan  Kops,  v.p.  and  general  man- 
ager of  WAVZ,  New  Haven,  puts  it: 

"If  you  brought  in  50  salesmen  of  your 
company  and  told  them  how  to  sell  a 

product,  you  would  still  expect  each  of 
them  to  adapt  the  sales  pitch  to  the 
words  that  come  most  naturally  to  him 

and  are  most  effective  with  his  custo- 

mers." 

Steve  Cisler.  president  of  KEAR. 

San  Mateo,  Cal.,  says:  "Give  the  sta- tion some  freedom  with  copy  and 

presentation.  \  ou  get  the  individual- 
ized results  that  bring  success  to  local 

retailers  this  way.  Too  many  agencies 

are  adamant  about  using  their  pet  e.t. 

spot  or  else.  KEAR  as  a  good  music 
station  has  had  to  turn  down  many  a 

spot  schedule  where  the  agency  in- 
sisted on  using  a  hollering,  screaming 

announcer  pitch.  Or  a  jive  jingle. 

Such  things  would  do  an  advertiser 

more  harm  than  good." 2.     Outline  for   the   station    man- 
i  Article  continues  on  page  44 1 
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-I  fnpca\  CKNW,   New  Westminster,   interviews   sailors  aboard 
n    Canadian    harbor    (above).     Worcester    independent,    WNEB. 

programs    music    for    teen-agers    on       1230    Club,'    invites    local    high 
school  students  to  studio  to  enjoy  sponsor  s   product  during   interviews 

dependent  station :: .1 

«'!•«»  arc  tips  from  a   uronp  ok'   mmIm> 

.il  ions.     Sckckk    our    ln'l|».    lh«\>    ph'.ul 

AIMS  is  group  of  metropolitan 

indies  who  swap  management  tips 

AIMS,  the  Association  of  Independent 

Metropolitan  Stations,  was  born  in  1948 

out  of  a  realiiation  that  independent 

operators  could  profit  from  each  other's 
broadcast  experience.  It  is  a  group  of 

news  and  music  stations  exchanging  in- 
formation  to   increase   their   local   appeal 

-'»TIO»- 

Latest  list  of  AIMS  members  includes  stations  in  major  U.S.,  Canada  markets 
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round-up 

ager  the  objectives  of  your  advertising 

campaign.  Have  a  cooperative  spirit. 
Either  advertiser  or  agency  should 
send  the  station  manager  a  memo  ex- 

plaining the  purpose  of  the  campaign, 
whom  the  sponsor  wants  to  reach  with 
his  message;  in  other  words,  all  the 

information  pertinent  to  the  sponsor's 
strategy.  If  the  station  manager  is  so 
equipped  with  information,  he  will  he 

able  to  add  his  knowledge  of  the  local 

market  to  putting  the  campaign  over. 
His  knowledge  of  the  listening  habits 

in  his  area,  of  the  programing  prefer- 

ences, the  shopping  tastes  of  the  people 
are  apt  to  be  a  great  deal  more  person- 

al than  information  derived  solely  out 
of  market  research. 

Todd  Storz,  general  manager  of 
KOWH,  Omaha,  Neb.,  feels  that  all  too 

often  the  agency's  or  advertiser's  at- 
titude towards  independents,  far  from 

being  cooperative,  can  be  summed  up 
like  this: 

"All  independent  stations  are  dogs. 
We  don't  buy  independent  stations  un- 

less we  can  get  a  'deal.'  Our  client  au- 
tomatically buys  a  50,000  watt  station 

whenever  available  because  50,000 
watts  is  the  highest  power  authorized 
by  the  FCC  and  is  always  the  best. 

We  don't  usualK  buy  independent  sta- 
tions, but  in  this  case  we're  making  an 

exception.  Incidentally,  please  have 
your  salesmen  report  to  us  daily  on  the 
results  of  their  calls  on  the  348  drug 
stores  listed  on  the  attached  list." 

Bill  Simpson  of  KOL,  Seattle,  Wash, 

says:  "The  average  radio  station  is 
more  anxious  today  than  ever  before 
to  produce  maximum  results  for  every 
dollar  spent.  Most  independent  opera- 

tors are  sincerel)  interested  in  working 
closeh  with  the  account.  If  a  national 
advertiser  were  to  ask  the  local  station 

management's  advice  on  how  to  use 
their  facilities  most  effectively,  the  sta- 

tion would  'break  its  back'  to  make 
sound  recommendations,  tailored  to 

that  specific  account's  problems." 
WXLW,  Indianapolis,  had  this  ad- 

vice: "Listen  to  local  and  regional 
sales  managers  and  get  their  station 

preferences.  Buy  saturation  promo- 
tion if  your  problem  is  to  move  mer- 

chandise immediately.  .  .  .  WXLW 
listeners  are  not  just  program  listeners 

— they  are  listeners  to  the  station  turn- 
ing their  sets  on  in  the  morning  and 

leaving  them  on  all  day.  .  .  .  Take  the 
management    of    independent    stations 

into  \our  confidence.  They  know  the 
market — they  know  the  unique  selling 
impact  of  station  operation  and  will 
sincerely  advise  and  assist  in  achieving 
maximum  selling  power  for  the  client 
involved.  Determine  the  extent  of 

merchandising  cooperation  that  can 
be  made  readily  available  to  the  sup- 

port  of  any  promotion  campaign." 
CKNW,  New  Westminster,  B.C.,  also 

stressed  merchandising  heavily  in  ad- 
vising a  close  tie  between  station  man- 

agement and  sponsor: 
"Maintain  constant  liaison  between 

account  executives  at  agencies  and/or 

advertisers'  local  representatives  with 
station  staff.  Give  local  agencies  or 
local  branch  outlet  leeway  in  keeping 
radio  campaign  flexible  to  meet  local 

conditions.  Help  station's  merchan- 
dising department  with  ideas,  and  sup- 

ply station  with  display  material  for 
the  product  advertised.  Send  along 
information  about  the  campaign  to  all 
advertisers  outlets,  wholesale  and  re- 

tail." 

3.  Tell  the  station  the  names  of 

local  distributors  or  other  sales  repre- 
sentatives. Frequently,  the  indepen- 

dent station  will  go  out  of  its  way  to 

work  hand  in  hand  with  the  sponsor's 
local  sales  forces.  Here,  for  example, 

are  some  of  the  extra  services  provided 

Many  indies  stress  cooperation  with  retailer  outlets,  supply  in-store  dis- 
plays, point-of-sale  merchandising  posters,  such  as  CKNW,  New  West- 

minster,   permanent  grocery  display    (left),   CKY  "Chain  Action    Mer- 
chandising" in  Manitoba  (center),  KOL,  Seattle,  shelf  displays  (right) 
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I>\  some  ill  the   \  I  \1^  stationa : 

•  Regular  retail  and  wholesale  ~  t .  >«  k 
checks  in  detei  m ine  « hethei  01  nol 

the  product  advei  tised  is  cai  i  ied  and 
in  what  extent. 

•  Promoting  good  will  and  enthusi 
asm    toward    the   prodi*  i    among    the 
local  store  owners,  wholesalers,  clerks. 

•  Mailings  from  ill  ■  stal ion  to  its 
advertiser's  distributors  and  retailers 

telling  them  the  advertiser's  schedule 
t«>  help  promote  g   I  dish  ibutoi  -manu- 

facturer relations. 

-I.  Let  the  station  help  w//  with 

your  schedule  and  </<>n't  buy  ratings 
alone.  Says  Tim  Elliot,  president  and 
general  manage]  of  Will.  Ucron, 

Ohio:  "Don't  be  adamant  in  insisting 
mi  the  highest-rated  positions.  Often 
your  indie  rep  will  want  you  to  have 
them.  Bui  there  are  times  when  .1 

smaller  audience  will  respond  more 

favorabl)  to  your  message,  and  he'll 
know  w hen  the)  are." 

Dan  K< i|i>.  of  \\  \\/.  New  Haven, 
stresses  the  help  a  station  manager  can 

|nn\  ide.  Id-  says:  "Don't  confine  j oui 
schedule  to  the  7:00-9:00  a.m.  i:i'<m\r. 
The  Mock  programing  ol  independents 
has  an  even  appeal  through  the  day. 
In  using  independents  take  with  a 
grain  of  salt  the  drop  in  sets-in-use  in 

1  Please  turn  to  page  82  I 

10  tips  on  how  to  tjet  top  value  out  of  indie  radio 

I.      Make  tin-  nutst  ni  tin-  tiiii 

listeners,  by  letting  station  personality 
'J.      Outline 

managei  m>  he  can  <*/>/>/(  his  knouli  <>,nl  market 

.'{.       I  ell   Station    nan,  u    local 
tie-in  promotions,  merchandising  efforts  and  trade  mad  ■ 

I.     Let  stui  mi  n  rep  m  managei  help  you  with  >" 
lie  Limn  \  list*  nin  <>i  \  mn 

.».     Keep  station  advised  <>i  results  <<\  cam/Htigh  ii 

mi  information,  ■><//«•>  strategy  on  a  ■  in  hue  uttli 

ii.     I'm  campaign  in  announcements  rathet  thai 
cumulative  audience  m  a  low*  vital. 

7.     Remembei  out-of-home  listening,  ulu<h  is  important  m  in 
tiiinl  listening  audience;  note  impact  oj  poini-of-  ale  listei 

it.     Get  Mini  timebuyers  into  local  markets  to  that  they  diar- 
ize themselves  niili  actual  market  situations,  rather  than  ratings  only. 

It.     Cooperate  uu/i  station  personnel  on  merchandising 
i>l\   them  with  display    material  and  complete  product  tion, 

lit.     Keep  Mm  1  distributors  and  retail  <>;///«■ 
alerted  to  campaign  to  stimulate  maximum  promotion  'urn. 

.   ..,::  .  ii  .  ::i  ,  n 

Indie   radio  often   pulls  top   mail   response.    WAVZ,   New   Haven,   cam- 

paign  for   M-G-M's   "Bandwagon"   won   first   prize   for   mail    pull    in    na- 

tionwide contest.    Dan   Kops    WAVZ  ».p..   receives  prize   from   Howard 

Dietz.  M-G-M  v.p.    Promotion  included  high  school  participation  (right) 
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'.      I      z      t 

f.     Mew  eoii.s'frtiefioii  permits 

CITY  &  STATE 

AMARILLO,  TEX. 

ASHEVILLE,  N.  C. 

BALTIMORE,  MD. 

BLOOMINGDALE,  N.  Y. 

CLEARWATER,   FLA. 

CLEVELAND,   OHIO 

CORPUS   CHRISTI,    TEX. 

DULUTH,   MINN. 

JACKSON,    TENN. 

LEXINGTON,   KY 

MIAMI.  FLA. 

MIAMI,  FLA. 

PROVO,  UTAH 

RICHMOND,   YA. 

CALL  CHANNEL 
LETTERS  NO 

DATE  OF 
GRANT 

ON-AIR 
TARGET 

POWER    (KW)' STATIONS 

VISUAL     I      AURAL        0N   4 ' R 

SETS  IN 

MARKET* 

1000) 
PERMITEE   4.   MANAGER 

KLYN-TV 7 

WLOS-TV 
13 

18 

5 

32 
WHK-TV 

19 

43 

KDAL-TV 3 

11  Dec. 

9  Dec. 

9  Dec. 

50 170 

85 

WDXI-TV  9 

WLAP-TV        27 

WMIE-TV 
27 
33 

KOVO-TV 11 

29 

2  Dec 

2  Dec 

3  Dec 

8  Dec 
1  Dec 

2  Dec 

3  Dec 

2  Dec 

9  Dec 

2  Dec 

2  Dec 

Summer   '54     4 

March    '54        93 220 

37 
100 

56 
250 

200 

182 

64 

17 

June   '54 

26 

85 

42 

2 

53 120 

19 

50 28 

125 

107 

98 

32 9 

RADIO 

REPt 

37    vhf  Plains  Empire   Bcstg.  Blair 
Co. Howard    Roberson, 

gen.    mgr. 

13     vhf  Skyway  Bcstg.  Co.  Taylor 
Charles    E.    Neweomb 

gen.   mgr. 

516     vhf  United    Bcstg.    Co.    of 

Eastern    Md. 
Richard     Eaton,    pres. 

NFA  Great    Northern   TV    Inc. 
Joel    H.    Scheler,    pres. 

NFA  Pioneer   Gulf  Tv  Bcstrs. 

310  United    Bcstg.    Co.  Headley- Sterling     E.     Graham.  Reed 

pres. 

NFA  H.    L.    Hunt 
H.     L.     Hunt,    pres. 

32    vhf  Red    River    Bcstg.    Co.  Avery- Dalton     Le     Masurier.  Knodel 
pres.  and   gen.   mgr. 

NFA  Dixie   Bcstg.   Co.  Burn-Smith Aaron  B.   Robinson,  pres. 

NFA  American    Bcstg.    Corp.  Pearson Gilmore    N.    Nunn,    pres. 

214    vhf  WMIE-TV    ln«.  Pearson E.    D.    Rivers,   Sr.,    pres. 

214    vhf  Miami     Blscayne    TV 

Corp. 

Rex    Rand.    gen.    mgr. 
and    I   5    owner 

145     vhf  KOVO    Bcstg.    Co.  Avery- 
C.   A.  Tolboe.   pres.  Knodel 

182     vhf  Winston-Salem    Bcstg. 

Co. 

James   W.    Coan,    pres 

If.    New  stations  on  air* 

CALL 
LETTERS 

CHANNEL 
NO. 

ON-AIR DATE 

POWER 

(KW)" 

NET 
AFFILIATION 

STNS. 

ON  AIR 
SETS  IN 

MARKET* 
(000) 

PERMITEE   &    MANAGER 1 CITY  &  STATE VISUAL AURAL REP 

ASBURY  PARK,  N.  J. WRTV 58 1 Jan. 4 2 1 NFA Atlantic    Video    Corp. 

Walter    Reade    Jr..    pres. 
AUGUSTA,    GA. WRDW-T /      12 

15 

Dec. 102 

51 

CBS 2 
35  vhf Radio  Augusta.    Inc. 

G.    C.    Maxwell,    pres. 
Allen    M.    Woodall.    v. p. 

W.   R.    Ringson,   gen   mgr 

Headley- Reed 

BISMARCK,  N.  D. KFYR-TV 5 7 Dec. 

10 

5 
CBS,   Du   M 

NBC 
' 1 NFA Meyer    Bcstg.    Co. 

Mrs.    P.   J.    Meyer,    pres. 
F.    E.    Fitzsimonds.    v. p. Blalr-Tv 

CADILLAC,    MICH. WWTV 
13 

3 Jan. 94 47 

ABC, 

Du 

CBS, 

M 
1 

NFA 
Sparton    Bcstg.    Co. 
John    J.    Smith,    pres. 

L.    T.  Matthews,  v. p. -mgr 

Weed    Tv 

CHEYENNE,    WYO. KFBC-TV 5 25 Dec. 19 9 

ABC, 

CBS 1 
NFA 

Frontier    Bcstg.    Co. 
R.    S.    McCraken.    pres. 

Win.   C.   Grove,   gen.   mgr 

Hollingbery 

COLUMBIA,  MO. KOMU-TV 8 21 Dec. 
48 

24 

ABC, 

Du 
CBS 

M,   N 

BC 
1 32   vhf U.   of   Missouri 

George    Kapel,    mgr. 

H-R    Tv 

DENVER,  COLO. KOA-TV 4 24 Dec. 100 
50 

NBC 
4 180  vhf 

Metropolitan    Tv    Co. 

Don    Searle.    v.p.-mgr. 

Petry 

EAU  CLAIRE,  WIS. WEAU-TV 

13 20 
Dec. 

57 

28 ABC,    Du    AV 
NBC 

I 1 NFA Central    Bcstg.    Co. 
W.   C.    Bridges,   pres. 

Harry   S.    Hyett.    mgr. 

Hollingbery 

GREENVILLE,    N.    C. WNCT 9 20 Dec. 93 

56 
ABC, 

Du 

CBS, 

M,  N 
BC 

1 22  vhf Carolina     Bcstg.     System 
Inc. 

A.      Hartwell     Campbell. 

mgr. Fisher's     Blend    Station, 

Pearson 

SEATTLE,  WASH. KOMO-TV 4 11 Dec. 
100 

50 

NBC 

4 305    vhf 
Hollingbery O.    W.     Fisher,     pres. 

W.    W.    Warren,    mgr. 

PINE  BLUFF,  ARK. KATV 7 
19 

Dec. 

80 

40 

1 
NFA 

Central    South    Sales   Co. 
John    Griffin,    pres. 

John    Esau,    gen.    mgr. 

Avery- iThll    station    was    incorrectly    identified    as    WATV    in    SPONSOR,    11    December    1953    issue. 

RflY    QPflRF 
Total    U.S.    stations    on    air, 
incl.  Honolulu  and  Alaska  U8 

Dec.     '531 
i\o.  of  markets  covered...   

345 

214 

DU  A    ol/UnL 

No.  of  post-freeze  CPs  grant- 
ed  (excluding  28  educational 

grants;   18  Dec.  '53)   .\o.  of  grantees  on  air   

182 
237 

No.    tv    homes    in    U.S.     (1 

Nov.  '53)                                    26.36 4. COO§ 
Percent    of    all    L.S.    homes 

with  tv  sets  (1  Nov.  '53)                    .»8%§ 

•Both  new  C.P.'s  and  stations  going  on  the  air  listed  here  are  those  which  occurred  between 
6  Dec.  and  18  Dec.  or  on  which  information  could  be  obtained  In  that  period.  Stations  are 

considered  to  be  on  the  air  when  commercial  operation  starts.  "Power  of  C.P.'s  is  that  recorded 
In  FCC  applications  and  amendments  of  individual  grantees,  tlnformation  on  the  number  of  sets 
lr»  markets  where  not  designated  as  being  from  XBC  Research,  consists  of  estimates  from  the 
nations   or   reps    and    muse    be    deemed    approximate.     SData    from    NBC    Research    and    Planning 

Percentages  on  homes  with  sets  and  homes  in  tv  coverage  areas  are  considered  approximate.  fla 
most  cases,  the  representative  of  a  radio  station  which  is  granted  a  C.P.  also  represents  the  oe« 
tv  operation.  Since  at  presstime  it  is  generally  too  early  to  confirm  tv  representations  of  most 
grantees,  SPONSOR  lists  the  reps  of  the  radio  stations  in  this  rolumn  (when  a  radio  station  has 
been    given    the     tv    grant).      NFA:     No    figures     available     at     presstime     on     sets     in     market. 
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j 
WKZO  —  KALAMAZOO 
WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN,  NEBRASKA 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated   with 

WMBD  — PEORIA.  ILLINOIS 
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TOP  RATINGS  IN  MARKET  AFTER  MARKET! 
•  SEATTLE  -  1st  Place!  •  WASHINGTON,  D.  C.  -  2nd  Place!    I      These  leaders  have Sot.  eve.  -  rotes  53.3  -  Telepulse,  June  1953  Tues.  eve.  -  rotes  21.4  -  Telepulse,  Aug.  1953  I        pcwciA/ cr.  criD   oun  VC»n. 

eS£  ££rt  ̂on:flT°Kme7'  M.:-  f  Mr'-. Nor,h-       »•<"'    Don'"-    Su">"».    *™<»   tv   Th-tre.         R*NEWED  FOR  2ND  YEAR! Eddie  Cantor,   Ford  Theafre,   Playhouse  of  Stan.  Douglas    Fairbanks    Presents,    Lux   Video   Theatre!    I 

•KANSAS  CITY -1st  Place! SAN  ANTONIO  -  2nd  Place! 

Beats  Philco-Goodyear  TV  Playhouse,  Ford  Theatre 
Kraft  TV  Theatre,  This  Is  Your  life,  G.E.  Theatre, 
What's  My  Line,  Godfrey's  Talent  Scouts. 

•PITTSBURGH-  1st  Place! 
Thur.  eve.  -  rates  41.5  -  Telepulse,  Aug.  1953 
Beats  This  Is  Your  Lifer,  Down  You  Go,  Ford  Thea- 

tre, Playhouse  of  Stars,  Robert  Montgomery. 

Beats  Suspense,  Blind  Date,  Burns  &  Allen,  Kraft  I  ""  """"  ""   "   ■■•••■■»«*■■»: TV  Theatre,   Toast  of   the   Town,    Beulah,    G.    E     I 
Theatre.  Robert  Montgomery.   It,  Vide  Theatre.    I   •  QLYMPIA  Beef  in  6  markets! 

cei  •  ruKiLAND  -  2nd  Place!  .  rcMxccc  ■      •   c       l  , 
iulse,  Aug.  1953         Tues.  eve.  -  rotes  58.5  -  Telepulse,  Sept.  1953  WtNLSSt  Beer  111  5  markets ! 
»u  Go,  Ford  Thea-  Beats  Break  The  Bank,  Chance  of  a  lifetime.  Play- 

Mon.eom.ry.  ho„se  of  Star,.  The  Go.db.ras,  Bi,  Story.  •   SCHAEFER  Beer  in  NeW  YorkCity! 

No.  1  FILM  SERIES  NATIONALLY!— Telepulse,  August,  1953 

•  BLATZ  Beer  in  3  markets! 

NOT  ANYWHERE,  BY  ANYONE,  HAS  TELEVISION  BEEN  SO  HANDSOMELY  AND  LAVISHLY  ST' 
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WDAY-TV 
FARGO,  N.  D.         I 

NOW  ON 

FULL  POWER 
(UP  FROM  13,000  TO  65,000  WATTS) 

AND  CARRYING  PRACTICALLY 

ALL  TOP-RATED  PROGRAMS 
FROM  ALL  4  NETWORKS 

(AND  LEADING  FILM  PRODUCERS)! 

4gp- 

Affiliated  wifli  NBC     •     CBS     •     ABC     •     OUMONT 

FREE  A  PETERS,  INC.,  Exclusive  National  Representatives 



agency  profile Alfred  J.  Scgtog h <» 
V.P.    in    cha'ge    of    Radio    and    Tv 

McCann-Ericltson,    New  York 

"Motivational  research!"  says  \l  Scalpone,  McCann-1  rickson's 
\.ji.  in  charge  ol  radio  and  i\.  "That's  our  chiel  method  "f  in- 

suring the  maximum  effectiveness  of  a  client's  an   i  ampaign." 
I>\  motivational  research,  \1  means  the  whys  and  wherefores  of 

baying:  what  goes  on  in  the  customer's  mind  before  lie  plunk-  down 
his   nione\ . 

"lake  Pepsodent,  for  instance,"  be  told  sponsor.  "Motivational 
research  showed  thai  people  brush  their  teeth  not  so  much  to  get  them 
elean  as  to  improve  the  taste  in  their  mouth.  This  bit  of  information 

helped  us  decide  on  'clean-mouth  ta-te  for  hours'  as  a  <  op)   thi 

"Also,  women,  who're  the  majority  of  toothpaste  buyers,  are  ac- 
customed to  using  detergents  in  their  kitchen.  Therefore,  the]  re- 

sponded very  favorabl)  to  the  other  component  of  the  Pepsodenl 

copy:  'the  onl)  toothpaste  with  an  oral  detergent."  Proof  of  the 
pudding  Pepsodenl  did  not  take  a  dive  during  the  chlorophyll 

revolution  though  it  remained  white." 
U  radio-t\  head  at  the  agenc)  Scalpone  closel)  supervises  West- 

inghouse's  Studio  One  (CBS  TV,  Mondays  9:00-10:00  p.m.1.  and 
other  programs  for  McCann-Erickson  account-. 

Research  was  important  in  picking  Studio  One's  produ<  l  an- 
nouncer. "Bett\  Furness  »;i»  no  accident,"  he  says.  "In  our  t'-t- 

we  saw  that  she  handled  appliance-  with  ease:  in  other  word-,  she's 
a  convincing  housewife,  not  a  phony.  Appearance  and  personality 

factors  counted  too,  of  course." 

>a\-  Scalpone  about   t\    and   where   it's  going: 
"T\     is    more    men  liandisable    than    other    media.     Retailer-    and 

distributors  like  the  sale-  effectiveness  of  t\   and  will  support  it   I     - 
More  and  more  of  our  clients  have  come  to  realize  these  fa<  tors 

have  been   expanding   their  tv   budgets.    One  of  our   accounts,    for 

example,  had  a  S.IO.OOO  t\  budget  in  1953.    In  L954  they'll  be  -pend- 
ing over  $1   million." 

Last  year  Scalpone  brought  a  touch  of  Hollywood  to  Connecticut, 
to  the  delight  of  his  famiK  (two  children:  a  bov  and  a  girl).  He 

built  a  swimming  pool  b\  his  house  so  that  his  California-born  wife 

would  not  miss  her  home  state.  "Motivational  research  needn't  end 
at  the  office."'  savs  he.  *  *  * 

EVEN    COLUMBUS    WATCHES 

WHEN 

IJJnly  the  lookout  sees  lond 
ahead  Columbus  has 

discovered  something 

better. 

And  Columbus  is  only  one  of 

more  than  250  communities  in 

Central  N.  Y.  who  have  mode 

the  great  discovery  and  put  in 

to  port  ot  WHEN.  The  com- 
bined crews  (over  2  *  million 

Central  New  Yorkers)  olwoys 

head  straight  for  Syrocuse, 

jingling  their  pay,  and  eager 
to  barter  with  the  Salino  Street 

Indians.  There's  room  in 
WHEN's  tepee  for  your  mes- 

sage —  and  trading  is  mighty 
brisk  in  Syracuse! 

SEE    YOUR    NEAREST 

KATZ    AGENCY 

/     V^"«     WATCHES 

CBS ABC 
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Chart  covers  half -hour  syndicated  film  fi 

Past* 
rank 

| 

Rank 
Top    70   shows  in    1 0  or  more  markets 

Period:    4-10   November    7953 
TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

Average 
rating 

7-STATION 
MARKETS 

4-STATION    MARKETS 

3-STATION  Iftl 

N.Y.            L.A. Boston Chi.       Mpls.      Wash. Atlanta        Bait.       Buffalo      Cine.       Cleve.      ct 

I 3 Favorite  Story,  Ziv  (D) 
22.1 8.2       6.2 

wnbt         kttv 
S  :00pm 

79.3 5.4     79.3     75.8 

wbbm-tv    weeo-tv    wtop-tv 
00pm    10:30pm 

77.5                             77.8     27.8 

waea-tv                                   wkre-tv      wews 
'  00pm                                       9:30pm     10:30pm     1 

2 2 Cisco  Kid,  Ziv  (W) 21.4 
9.2     70.7 

keea-lv 6:00pm    7:00pm 

72.0 

unac-tv 

>    30pm 73.0    77.3     76.6 

wbkb      wceo-tv      wnbw 
2:00pm     5:00pm     6:30pm 

75.3     74.0    47.0    23.5     77.0      ■  ' 

waea-tv    wbal-tv    wben-tv    wepo-tv       wnbk      'H  ' 
7:00pm     7:00pm     6:00pm     6:00pm     (H 

3 I City  Detective,   MCA,  Revue  Prod.  (D) 20.G 
2.5       7.4 

upix         knbh 
T  :30pm     10:30pm 

4.8 

wtop-tv 

4:30pm 8.5    44.3                73.3 
wrnar-tv     wben-tv                        wnbk 
11:00pm   10:30pm                    10:30pm 

4 5 Foreign  Intrigue,  JWT,  Shel.  Reynolds  (A) 19.8 
78.9     74.7 

wnbt        knbh 
10:30pm   10:30pm 

78.5 

wbz-  iv 10:30pm 

73.4    20.8     75.0 

wnbq       kstp-tv       wnbw 0:30pm    9:30pm    10:30pm 

3.3     72.3    27.0 

8:00pm     8:30pm     wews        <■ 
10:00pm    I'M 

5 4 Boston  Blackie,  Ziv  (M) 19.1 
4.0       6.4 

kttv 
10:00pm  10:00pm 

74.3 

wnac-tv 

2:30pm 

74.6                 70.6 

wgn-tv                      wtop-tv 
9:30pm                     8:30pm 

74.5                78.3                 i 
wbal-tv                     wlw-t                    10 

10:30pm                    10:30pm 

6 7 I  Led  Three  Lives,      Ziv  (D) 
18.5 70.4       3.7 

wi  bt       keca-tv 10:30pm     7:00pm 

73.8 

wnac-tv 

7:00pm 7.0               SI. 8    27.5     78.3     2     - 
wlw-a                     wben-tv      wlw-t         wews      w 

10:30pm                    9:30pm     8:30pm    10:30pm    '.• 

7 10 
Range  Riders,  CBS  Film,  Flying  "A"  (W) 

17.5 70.2 
knxt 7:00pm 

24.8 

wbz-tv 
7:00pm 

7.3     72.4 

weeo-tv    wtop-tv 5:00pm    1:30pm 

70.0                                         27.0 

wsb-tv                                                         wews 
6 :00pm                                                        7 :00pm 

8 8 Hopalong  Cussidy.  NBC  Film  (WJ 
17.4 74.0       7.7 

wnbt         kttv 
6:30pm    7:00pm 

8.8    25.5     74.0 

wbkb     weeo-tv     wnbu 
5:30pm     6:00pm     7:00pm 

73.3                            77.3 
wsb-tv                                           wlw-t 

6:00pm                                       6:00pm 

9 9 Kit  Carson,  MCA,   Revue  Prod.   (W) 
17.3 

7  7.0     7  7.4 

wnbt      keca-tv 6:00pm     7:30pm 

73.3 

wnac-tv 
6:00pm 

72.5       7.5                            75.3      7     |j.| 
wlw-a      wmar-tv                                      wnbk       wbt    .  - 
6:00pm     6:00pm                                       6:00pm     6:t 

10 Superman,  MPTV,  R.  Maxwell  (K) 17.0 
70.0     73.5 

wnbt      keca-tv 6:00pm    8:30pm 

76.3 

wnac-tv 
6:30pra 

8.6       7.0       7.4 

wbkb      weeo-tv     wmal-tv 
5:00pm     5:00pm     6:00pm 

75.0     72.8    47.0     7  7.3     78.5      7:    |jj 

wsb-tv     wbal-tv    wben-tv    wkre-tv     wnbk-tv    wb    .. 
7:00pm     7:00pm     7:00pm     6:30pm     6:00pm     M 

11 Wild  Bill  nickok,  W.  Broidy  (W) 17.0 
5.5     70.0 

wabd        ktla 
7:00pm    6:00pm 

8.8 

wnac-tv 
5:00pm 

74.4    27.3     72.8 

wbkb      weeo-tv     wtop-tv 
1:30pm     5:30pm     1:00pm 

72.5     70.0    25.3     74.3     74.8     2;    ■{.( 
wsb-tv     wbal-tv    wben-tv    wkre-tv     wnbk-tv    wbt    •  - 
5:45pm     7:00pm     1:00pm     6:30pm     6:00pm     t 

Rank 
now 

Past* 
rank Top    70   shows   in   4   to   9    markets 

1 1 Jeff rey  Jones,    L.  Parsons  (D) 25.4 6.2 kttv 8:00pm 

1.8 

wbuf-tv 

9:00pm 

2 4 Victory  at  Sea,     NBC  Film  (Doc.) 
16.8 

6.4 
wnbt 7:00pm 

70.3 

wbz-tv 

11:15pm 

7  7.6                   6.2 

wnbq                       wnbw 
9:30pm                     7:00pm 

2.5 

wbes-tv 

8:00pm 

3 6 Orient  Express,    PSI-TV,  Inc.  (A) 
16.7 2.3      3.7 

wabc-tv    keca-tv 
8:00pm    8:30pm 

73      i 

wit 
4 5 

Amos  'n'  Andy,      CBS  Film  (C) 
14.8 

6.0     75.9 
webs-tv      knxt 
2:00pm    8:00pm 

73.0 

wbz-tv 

11 :15pm 

6.8 

wbbm-tv 

2:30pm 

5 8 Cowboy  G-itfen,        United  Artists  (W) 
14.4 

72.8 

wbz-tv 

6:00pm 

72.3 

ween-tv 4  :30pm 

70.8                             73.5                  78. 

waea-tv                                        wcpo-lv                       wbns 
7:00pm                                       1:30pm                     6:S0i 

6 
fieiie  Autry.      CBS  Film,  Flying  "A"   (W) 

12.8 

7  7.9 

knxt 

5:30pm 

7.8 

wnac-tv 
6:30pm 

7.9      9.0 

wbbm-tv    weeo-tv 
5:30pm      5:00pm 

r 
■ 

7   1 Heart  of  the  City,  United  TV  Programs  (D) 12.4 5.9 
kttv 

10:30pm 8.0 

wbz-tv 
11 :15pm 

7.8                             20.0 

wlw-a                                          wkre-tv 
8:00pm                                      9:00pm 

8 Abbott  A  Costello,  TCA  (C) 12.3 
70.9       9.2 

wnbt         kttv 6:00pm    7:30pm 

20.5 

wjar-tv 

10:30pm 
73.6                 73.8 

wbkb                      wtop-tv 5:00pm                    6:00pm 

6.8 

wmar-tv                                                                  ' 

6 :30pm 

79.0       8.5 

wnbt       knhh 10:30pm    7:00pm 

2.0 

wjar-tv 

7:00pm 

75.8 

wtop-tv 
10:30pm 

7  7.3      2.3 

wbal-tv    wbes-tv 10:30pm    8:00pm 
9 7 Doug.  Fairbanks  Presents.  NBC  Film  (D) 10.8 

10 10 Hank  McCune,  Video  Pictures    (C) 10.8 

7.9 

klac-tv 

6 :00pm 

5.8 

wbkb 
2:30pm 

Show  type  symbols:   (A)   adventure;  (C)  comedy;  (D)  drama;  (Doc.)   d 
Wi    Western;   (S)   sports.     Films  listed  arc  syndicated, 

in    four   or   more   markets.     The    average    ratine    Is    an    unweighted    ave 

xumentary:  ( 
half-hour  len 

rage    of    indii 

K)   kid  show; 

;th,  broadcast 
idual    market 

ratings    listed    above.      Blank    space 
November    1953.      While    network    she 
market    in    which    they    run.    this    Is 

indicates    film    not    broadcast    in    this    market   u   o  ̂ 

>ws    are    fairly    stable    from    one    month    to    another 

true    to    much    lesser    extent    with    syndicated    tnem-  - 



]nhm 
I'mrfy  made  for  TVj 

M    Phil*.        S    Fran       Seattle      SI    L 

2  STAT 
MKT 

Blrm 

|. STATION 
MARKETS 

Charlotte    Nnr   O 

1 8.0       79.0     33.0     47.0 

vrpU       kroiv  iv     kn.        ■ 

23.3 

57.0     49.0 

I     14.0      25.3     38.5     29.5 
klng-tv      k 
:  OOpm      i 

33.5     28.0 

11:00am 

79.3 

v                       kron-tv 
n                    1"  OOpm 

22.5 

7  7.3 

79.8 

111  unpin 

54.0     37.5 
in  oopm 

:     72.4        9.5     29.8     20.5 

T   weaii-tv      k»o  tv      klng-tv      kid-lf 
1     10:30iun    10:30pm    9:30pm     11:00pm 

54.5 

72.8    73.0 
1                                    tv       ktnl-tv 

o                                  ■'•     10:30pm 

58.0    45.3 

8:00pm    10:00pm 

74.2      76.3 

weau  iv     kron-tv 
7:00pm     10:30pm 

23.3    37.0 

v                      kn  v.      klng-tv 
7 :00pm     7 :00pm 

79.3 

6:00pm 

25.5 
wabt 

47.0 

6:00pm 

72.3 

kco-tT 6:00pm 

28.5     30.3 
wbtv      • 

5:30pm    4 :00pm 

70.8        8.5    22.0    24.0 
It       wpu       kron  tv     klnc-tv       ksd-lv 
1     6:30pm     1:00pm     5 :00pm      1:00pm 

27.0     39.8 
Mhtv 

5  :30pm 

78.8        9.3    27.8    27.5 

t    wrau   tv       ken   Iv       kink-   tv       k 
i     T  OOpm     6:30pm      5:00pm      5  :30pm 

23.3 nrabi 

6:00pm 

24.0     24.3 

5:00pm    5:00pm 

78.6      76.0    27.8    27.8 

it      \vptz        keo-iv     klnt-ti       !. 
1      6:30pm     6  50pm      5:00pm      1. 

24.0 

6:00pm 

28.0     24  8 
Hbtr 

5:30pm    12:30pm 

39.8 

kid  h 
10:00pm 

53.8 

7:30pm 

75.8                47.3 

kron-tv                       k;.l  iv 
!  ""pro                       9:30pm 

40.5 

4  :30pm 

8.0     7  7.5    34.8 

wpt*       kgo-tT     klne-tv 
10 :30pm     8  30pm      | 

43.5 

wdsu-tT 9:30pm 

32.5 

klnf-tT 7:30pm 

25.3 

k-  1  tv 

22.0 

klnc-tv 
»                                            .iprn 

73.5       7.5 

kron 
10:30pm    9:00pm 

38.8 

10:00pm 

77.4 

weau-tv 
10:30pm 

7.4     22.3 

wcau-tv     kron-tv 
:  OOpm     B  OOpm 

75.0    20.3 

kron-tv    kinc-tv 
9:30pm     4:30pm 

V 

u 
! 
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you  re on  the 

green... 

first  shot,  with 

wfmy-tv 
It's  all  fairway  down   in  the  29  high 
income  counties  of  the  Piedmont 

surrounding   WFMY-TV.    Your   sales 

message  scores  a  hole  in  one  .  .  .  right 

into  the  homes  of  families  who  last  year 

boasted  nearly  $1,500,000,000  in 

buying   power. 

That's  a  lot  of  green— waiting  to  be  spent 

on  what  you  have  to  sell. 

Dozens  of  America's  most  aggressive 
advertisers  have  found  how  you  can 

cover  the  prosperous  Piedmont  in  easy 

par  (when  your  partner  is  WFMY-TV) 

because  WFMY-TV  is  the  one  television 

station  those  families  watch  daily, 

believe  in  completely. 

Any  Harrington,  Righter  and  Parsons 

office  can  show  you  typical  scores. 

wfmy-tv 
Basic  CBS  Affiliate -Channel  2 

Greensboro,  N.  C. 
Represented  by 

Harrington.  Righter  &  Parsons.  Inc. 

New  York  — Chicago  — San  Francisco 
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When  Chicagoland  television  families  w.nu  the 

news  of  the  day,  they  turn  in  overwhelming  num- 
bers to  one  station — WNBQ,  the  Quality  Station 

of  Mid-America. 

The  average  audience  for  a  WNBQ  local  news 

program    is    MORE   THAN   THE    COMBINED 
average  audiences  for  similar  shows  on  ALL  other 

Chicago  television  stations  and  MORI-  THAN 
TWICE  that  of  the  second  station. 

Thirty-three  of  the  36  WNBQ  local  news  periods 

during  a  single  week — more  than  26  per  cent  of 

all  such  shows  on  all  Chicago  stations  —  are  rated 
at  four  points  or  better  by  the  American  Research 

Bureau.  ONLY  nine  periods  on  Station  B  fall  in 

this  upper  level,  five  on  Station  C  and  none  on 
Station  D. 

Here  is  convincing  proof  that  such  WNBQ  per- 
sonalities as  Jack  Angell,  Alex  Dreier  and  Len 

O'Connor,  regularly  featured  as  reporters-com- 
mentators, hold  an  unequalled  viewer  confidence 

— further  strengthened  by  an  outstanding  news 
department  staff. 

And  they  are  only  a  part  of  a  family  of  WNBQ 

personalities  —  all  favorites  of  Chicagoland  —  all 
daily  proving  the  leader  and 

"'QUALITi  STATION  I.  GW»
S.  T./.„</# 

Quality  Programs 

Quality  Service 

Quality  Audience 

CHANNEL5 

RPRESENTED     BY     NBC     SPOT     SALES 



CHILDREN  S  CLOTHES SALMON 

>1'()\><)R:   ^.iilhlnun AGENCY:  Ilariman 

CAPSULE  CASE  HISTORY:  Last  January,  immediately 

following  the  heavy  Christmas  shopping  season,  Youth- 

town,  a  children's  clothing  shop,  advertised  a  child's 
(oat  nitli  one  announcement  on  U  S)  R-TV .  The  an- 

nouncement ivas  made  on  Ladies  Day,  an  afternoon  shoiv 

on  which  the  sponsor  has  regular  participations.  During 

that  same  afternoon  and  the  following  day  a  total  of  35 

of  the  coats  were  sold  as  a  direct  result  of  the  announce- 

ment. That's  a  total  of  $593.25  in  sales  from  an  adver- 
tising investment  of 

WSYRTN.   S>ra<-..M- 
PROGRAM:   Ladies  Day 

SALADMASTER 

SPONSOR:    Saladmaster   Sales AGENCY:    Direct 

CAPSULE  CASE  HISTORY:  Although  its  magazine  ads 

were  giving  the  product  prestige,  Saladmaster  Sales,  Inc. 

was  getting  no  leads  for  its  salesmen  from  print  adver- 

tising. To  demonstrate  the  product  it  bought  six  five- 
minute  shows  in  a  four-week  period  at  a  total  cost  of 
$360.  At  the  end  of  the  four  weeks  the  firm  reported  it 

had  received  calls,  letters  or  telegrams  from  1,014  pros- 
pects, these  attributable  directly  to  the  television  shows. 

Saladmaster  salesmen  made  927  demonstrations  based 

on  these  leads  and  sold  a  total  of  572  Saladmaster s.  To- 
tal revenue  for  the  advertiser:  SI 7,000. 

KTBC-TY,    Austin PROGRAM:    Demonstrations 

RECORDS 

SPONSOR:    18  Top  Tunes VGENCY:   Parker  Adv. 

CAPSULE  CASE  HISTORY:  A  one-week  test  shot  on 

Bruce  Vanderhoof's  Open  House  paid  off  with  SI. 305  in 
soles  for  this  sponsor.  The  producer  of  popular  record- 

ings advertised  his  $3  record  packages  on  the  late-after- 

no,  }/i  KDYL-TV,  Salt  Lake  City,  variety  program.  The 
show  is  telecast  from  4:00  to  5:30  p.m.  across-the-board. 

After  a  week  on  tv  (total  cost:  $250 1 .  the  sponsor  re- 
ported 339  phone  orders  and  116  mail  requests  for  the 

packages.  Mail  orders  came  from  as  far  away  as  194 

miles  north.  \')~  miles  south  and  85  miles  east  of  Salt 
Luke  City.  The  sponsor  immediately  renewed  his  schedule. 

SPONSOR:  Christian  Bros.  AGENCY:  Did 

'  \ PSULE  CASE  HISTORY:  This  food  broker  wanted* 

get  distribution  for  its  product  in  Georgia.  It  purcha: 

a  test  schedule  of  five-minute  weekly  participations  I 
Saturday  Jamboree,  telecast  7:30-9:00  p.m.  Saturda 
on  WROM-TV.  Station  personnel  assisted  the  broke\ 
salesmen  by  making  dealer  calls.  In  less  than  a  moni 

Whitney's  Salmon  was  firmly  established  throughout  t\ 
stale  with  requests  also  coming  in  for  the  product  frc\ 
as  far  away  as  Alabama  and  Tennessee.  The  firm  h 
renewed  its  tv  schedule  indefinitely  at  a  $38  weekly  co. 

\\  K()\l-T\  ,  Rome,  Ga.  PROGRAM:  Saturday  Jambor 

KTJYL-TV,  Salt  Lake  City PROGRAM:   Open  House 

400-DAY  CLOCKS 

SPONSOR:  Kerr's  Dept.  Store  AGENCY:    Knnx-Ackernu 
CAPSULE  CASE  HISTORY:  Two  participations  sold  10 

clocks — the  entire  supply — for  Kerr's  Department  Stor 
in  Oklahoma  City.  The  announcements  were  maile  ove 
two  WKY-TV  shows:  Guest  Room  and  Heres  How.  Tola 

cost  of  the  television  advertising  was  $80.  Total  sales  fo, 

the  sponsor:  $1,995.  Result:  Kerr's  canceled  its  adver 
tising  on  the  clocks  in  another  medium  because  it  hat 
sold  out  the  entire  stock. 

WKY-TV,  Oklahoma  City     PROGRAM:  Guest  Room;  Here's  Hot 

MOTOR  CLEANERS 

SPONSOR:  Sioux  Motor  Cleaner  Mfg.  Co.  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  Television  far  outpulled  ah 

other  media  combined  for  this  Beresford,  S.  D.,  motor- 
cleaner  manufacturer.  He  bought  Front  Page  Detective 

over  KELO-Tl  ,  found  the  sales  response  to  the  shou 

"immediate  and  terrific."  During  the  first  five  weeks  on 
the  show  15  Sioux  Motor  Cleaners  were  sold  at  $458 

apiece  as  a  direct  result  of  the  program.  The  sponsor 

wrote  the  station:  "It  might  interest  you  to  know  that 
these  orders  were  from  farmers  our  salesmen  would  never 

have  normally  contacted."  Weekly  cost  of  the  show:  $125. 
KELO-TV,  Sioux  Falls PROGRAM:  Front  Page  Det> 

SLICER 

SPONSOR:  W.  R.  Feemster  Co.  VGENCY:  Hirer! 

CAPSULE  CASE  HISTORY:  A  local  jobber  for  the 

W.  R.  Feemster  Co.  went  on  WEHT.  a  neie  uhf  outlet  m 

Henderson,  Ky.,  to  sell  a  kitchen  gadget  that  slices  vege- 
tables. He  bought  10  participations  in  various  programs 

at  a  total  cost  of  $400,  running  one  announcement  a 

day.  At  the  end  of  this  period  the  sponsor  had  re- 
ceived 2.880  direct  mail  orders  for  the  slicers.  In  addi- 

tion, the  station  had  received  calls  from  a  local  drug 

store  and  a  chain  store  saying  they  wanted  to  distribute 

the  product.  The  manufacturer  had  to  express  an  addi- 
tional supply   of  slicers  to  the  area  to  meet  the  demand. 

WEHT.  Henderson,  Ky.  PROGRAM:  Various 
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Vocabulary  used  in  bi*er  advertising  Greek  to  consumers 
How  effective  is  beer  advertising? 

Answers  to  that  question  are  con- 

tained in  "A  Motivational  Study  of 

Beer  Advertising"  which  was  to  be 
released  last  week  to  a  group  of  beer 

companies  which  are  clients  of  the 
Institute  for  Research  in  Mass  Motiva- 

tions, Inc. 

Details  of  the  study  have  not  been 

made  public  since  it  was  conducted 
for  specific  firms.  It  is  understood, 

however,  that  the  study  shows  con- 
sumers do  not  know  beer  advertising 

"vocabulary."    The  consumers  will  re- 

Tour  of  WEEI/-AM-TV  held 
by  station  for  ad  people 

More  than  40  representatives  of  New 

York  and  Philadelphia  advertising 

agencies  recently  toured  WEEU-AM- 
TV,  Reading,  Pa.  Purpose  of  the  tour 

was  to  show  agency  representatives 

WEEU-AM-TV's  facilities  and  the 
wide  industrial  diversification  of  the 

region.  Some  of  the  group  which 

toured  the  station,  shown  in  the  pic- 
ture, included  (from  1.  to  r.)  :  Tom 

Martin,  executive  vice  president  and 

general  manager  of  WEEU-TV;  Allan 

Part   of   N.   Y.   ad    group   which    toured    WEEU 

Sacks,  J.  Walter  Thompson;  Ann  Jan- 
owicz.  Hewitt  &  Ogilvy;  Guy  Capper. 

Headley-Reed ;  Sally  Reynolds,  Scheid- 
ler,  Beck  &  Werner;  Hawley  Quier, 
president  Hawley  Broadcasting  Co. 

(WEEU-AM-FM)  and  Reading  Eagle 

Co.;  Jeanne  Bahr,  Compton  Adver- 

tising; Dr.  Harrison  Flippin,  vice  pres- 
ident of  Reading  Eagle  Co.:  Herbert 

Kobler,  editor  of  the  Reading  Times 

i  owned  by  Reading  Eagle  I.         *  *  * 

peat  the  claims  made  by  various  beer 
firm-,  but  that  they  actually  have  a 

small  understanding  of  the  claims, 

such  as  "light,  dry  beer,"  "water," 
"age"  and  so  forth.  According  to  one 
informant,  this  is  one  of  the  more 

significant  findings  contained  in  the study. 

The  Institute  is  said  to  have  studied 

more  than  350  beer  ads,  of  which  25'  < 
to  30%  were  seen  on  tv  or  heard  on 

the  radio.  Magazine  and  newspaper 

ads  and  beer  packaging  also  was  re- 

ported to  have  been  studied.         *  *  * 

Briefly  .  .  . 

Ability  of  the  RCA-NBC  color  sys- 
tem to  transmit  color  film  depends  on 

how  well  the  film  was  made  and  not 

necessarily  whether  or  not  it  was  made 

especially  for  color  tv.  That's  one  of 
the  points  made  by  Stan  Parian,  NBC 

TV  color  film  consultant,  who  ap- 
peared as  one  of  six  color  tv  experts 

at  a  recent  New  York  Radio  &  Televi- 

sion Executives  Society  Workshop. 

Parian  added  that  NBC  hopes  to  per- 
fect color  film  transmission  equipment 

so  that  all  present  as  well  as  all  pre- 
tv  color  films  can  be  televised. 

*  *        * 

Apropos  Stan  Parian's  statement that  soon  all  color  films  (Eastman, 

Technicolor  and  Ansco)  may  be  satis- 
factorily telecast  (see  above),  Parian 

outlined  six  rules  which,  when  fol- 
lowed, make  for  better  color  tv  films. 

The  rules  are:  ll)  Use  flat  lighting 

with  a  lot  of  fill  lighting  (60%  of  a 

scene's  effectiveness  depends  upon  the 
lighting)  ;  (2)  avoid  large  dark  areas: 
I  3  i  use  as  many  close-up  shots  as  prac- 

ticable: (4)  avoid  many  long  shots  or 

sustained  long  shots;  (5)  use  com- 

plementary colors,  and  (6)  for  illu- 
sion of  depth  and  better  contrast,  ar- 

range   for    color    separation    between 
background  and  foreground  in  scenes. 

*  *        * 

KGO,  San  Francisco,  signed  up  18 
new  accounts  in  November,  making  it 

the  station's  top  sales  period  so  far  this 

year.    Paul  T.  Scheiner,  general  man- 
ager,   said   the   new    accounts    ranged 

from   banks  to   baseball  clubs. 
»        *        * 

\\  TOP-TV,  Washington,  has  started 

a  see-yoursell-on-television  display  at 

public  events  such  as  fairs  and  home 
shows.  At  some  events  WTOP-TV  has 

its  stars  on  hand,  to  be  televised  stand- 

ing next  to  the  people  in  the  crowd. 

Occasionally  the  station  provides  a  60- 
second  Polaroid  camera  so  people  can 

take  a  picture  of  themselves  on  tv  see- 
ing themselves  on  television. 

They're     looking     at    themselves    on     television 

"A  Tail  of  Sioux  City's"  (with  the 

caption,  "What  the  Dickens?")  arrived 
on  timebuvers'  desks  recently.  Inside 
each  of  the  volumes  was  one  of  sev- 

eral million  bulls'  tails  shipped  out 
of  Sioux  City,  Iowa,  home  of  KVTV, 

which  sent  out  the  tails.  The  pro- 
motion piece  said  the  tail  should  be 

kept  handy  to  dust  off  accounts  which 

don't  realize  Sioux  City  is  America's 
34th  largest  wholesale  market,  or  that 

KVTV  provides  Iowa's  largest  televi- sion market. 

Five  presidents  gather  for  an  in- 

formal photo,  taken  during  the  "Good- 
will Cavalcade"  staged  in  New  \  ork 

b)    WJR.   Detroit,  earlier  this   month. 

Five  presidents  at  WJR  "Goodwill  Cavalcade" 

The  Cavalcade  was  a  one-hour  show 

presented  by  75  of  WJR's  entertainers. 
In  the  picture  are  (1.  to  r.)  :  Adrian 

Murphy,  CBS  president;  Henry  G.  Lit- 
tle, president  and  chairman  of  the 

board  of  Campbell-Ewald  agency  : 
Henry  I.  Christal.  Henry  I.  Christal. 

Inc.,  president:  John  F.  Patt.  WJR 
president,  and  Harold  E.  Fellows, 
NARTB  president. 
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Typical   of   the   many   industries    operating    within    WSAZ-TV's    five-state    area    is    this    modern    plant 
Union  Carbide  &  Carbon  Corporation  covering  both  shores  and  an  island  of  the  Kanawha  River  at  South  Charleston, 

of    the W.  Va. 

WHAT'S  OUR  BIGGEST  PRODUCT? 
Our  industrial  heart  of  America  turns  out  an 

impressive  array  of  products  — chemicals,  glass, 
steel,  furniture,  tobacco,  and  many  more.  But 
our  biggest,  most  important  product  is  a  thing 
called  prosperity. 

It's  the  natural  outcome  of  busy  manufacturing 
with  large  payrolls.  And  — in  the  middle  of  this 
114-county  beehive  — is  WSAZ-TV,  attracting  the 
eyes  of  more  than  a  million  viewers  in  five  states! 

No  other  TV  station ...  in  fact,  no  other  single 
medium . . .  commands  this  whole  prosperous  region. 

WSAZ-TV's  influence  upon  buying  decisions  here 
is  obvious.  Like  so  many  other  advertisers,  you  can 
quickly  find  out  for  yourself. 

28  DECEMBER   1953 

WSAZ 
TELEVISION 

Huntington-Charleston,  West  Virginia 
Channel  3-84,000  watts  ERP- NBC-CBS-DuMont-ABC 

Laxrrenee  H.  Rogers,  Vice  President  &  General  Manager,  WSAZ,  Inc. 
Represented  nationally  by  The  Katz  Agency 
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IVlOil©y    TcllKS-     And   advertisers   today 
are  investing  36%    more  with  WCBS  RADIO  than  they  did  B 

year  ago.  They've  found  their  advertising  OOIII  can  <\'irn  a  mint 
with  WCBS,  because  WCBS  audiences  are  the  largest  in  New 

York  —  41.795    greater   than   any   Other  Nation's.    And    they're 
the  fastest  growing  audiences  — 13.4*3  larger  than  they  were 

just  a  year  ago*;  larger  today  than  in  1947*,  before  television! 
Nice  thing  about  WCBS  RADIO  .  .  .  its  cost  can  be  counted 

in  pennies  but  your  return  is  reckoned  in  the  rustling 

kind  of  cash.  Call  us  or  CBS  Radio  Spot  Sales. 

Source:  PulMofN*wYork,June-Noomber  1963  'Soma period 

NEW  YORK  WCBS   RADIO 



a  forum  on   questions   of  current   interest 

to   air  advertisers   and   their   agencies 

How  tan  advertisers  and  ageneles  use  independent 

radio  stations  to  the  best  advantage 

lhe  answer  to 

your  question  is 
easy !  Buy  and 

use  independent 
radio  the  same 

way  local  adver- 
tisers do.  Use  the 

saturation  tech- 
nique. Buy  at 

least    18    an- 
Mr.    Reilly nouncements  per 

week  —  the  more 

the  hetter.  Thirty-six  a  week  is  ideal. 
And  let  the  station  schedule  them.  In 

our  files  are  many  startling  success 

stories  telling  what  we  have  done  for 
local  and  regional  accounts. 

These  advertisers,  as  a  rule,  buy 

multiple  spot,  usually  one-minute,  run- 
of-schedule  announcement?.  A  tech- 

nique we  recommend  is  five  or  six  a 

day,  six  or  seven  days  a  week:  two  in 
the  morning,  two  in  the  afternoon 
and  one  or  two  at  night.  After  a  week 

the  spots  are  shifted  15  or  20  minutes 

one  way  or  the  other.  The  purpose  is 
t«  hit  often  the  people  who  listen  to 

our  music  all  day  long — as  thousands 
do — and.  at  the  same  time,  to  hit  the 

"moving"'  audience. 
The  moving  audience  includes  shop- 

pers in  the  many  stores  which  pipe  our 

programs  over  their  public  address 

systems;  people  taking  short  trips  in 
their  cars,  and  listeners  to  our  music 
between  favorite  network  shows  on 
other  stations. 

\\  e  continually  stress  the  importance 

(it  Morula)  through  Saturday  advertis- 
ing with  emphasis  on  Saturday  because 

that  is  shopping  day  in  Springfield. 

One  Saturday  morning  announcement, 

heard  by  a  man  on  his  way  to  Spring- 
field from  nearby  Windsor,  Conn., 

Conn.,  brought  him  to  a  furniture  store 

where  he  purchased  a  $219  bedroom 
set! 

Saturate  and  sell!    We  do  it  even 

Mr.    Morris 

day  in  the  week  with  everything  from 

flavored  bread  crumbs  to  $5,000  auto- 
mobiles. 

Lawrence  A.  Reilly 

General  Manager 

WTXL,  Springfield 

KNUZ's  high  rat- 

ings have  been 
built  on  block 

programing  fea- turing top  per- 

sonalities. I  dare- 

say in  most  cases 
the  success  of  in- 

dependents can 

be  traced  to  spec- 
ialization with 

well  thought-out 

programs  beamed  to  particular  audi- 
ences. We  have  found  that  KXL  Z  can 

be  a  much  more  productive  sales  vehi- 
cle for  national  advertisers  when  they 

give  the  station  and  the  personalities 
used  a  wide  range  of  freedom  on  copy 

treatment.  We  are  firmly  convinced 

that  each  of  our  11  personalities  knows 
his  audience,  and  consequently  can  do 
a  much  more  effective  sales  job  when 

allowed  to  present  the  sales  message 

in  his  own  way.  Naturally,  all  ex- 

temporaneous messages  must  fall  with- 
in the  realm  of  good  taste. 

I  am  also  convinced  that  satura- 

tion campaigns  on  independent  radio 
stations  will  pay  off  handsomely  for 
national  advertisers.  And  in  most 

cases  the  cost  of  saturation  advertis- 

ing on  independents  equals  that  of 
fewer  spots  on  larger  stations. 

More  and  more  of  our  national  ac- 
counts are  using  our  suggestions  on 

copy  freedom  and  are  finding  even 
greater  results  than   they  had   before. 

David  H.  Morris 
General  Manager 
KM  /..  Houston 

One  way  that  a 

national  advertis- er or  agency 

might  be  able  to 

get  more  out  of 

spot  radio  would 
be  for  timebuy- 

ers  to  stop  rank- 
ing radio  stations 

as  they  did  be- fore tv  reared  its 

ugly  head.  Most 
people  don't  have  to  be  told  that  the 
successful  programs  on  tv  are  direct 

improvements  on  top  am  drama  shows 
before  tv.  On  the  other  hand,  since  tv 

doesn't  contend  extensively  in  news 

and  music  it's  pretty  obvious  that  '"the 

old   order  changeth." Another  hindrance  to  the  national 

advertiser  is  the  blanket,  national  spec- 

ifications which  don't  apply  to  specific 
local  market  situations. 

I  can't  give  national  advertisers  or 
agencies  tips  on  how  to  get  the  most 
out  of  all  independent  stations.  There 
are  no  two  stations  exactly  alike:  but 
here  are  some  general  suggestions: 

1.  Avoid  the  times  and  types  of  pro- 

grams that  have  become  best  buys  on 
network  stations. 

2.  Leave  vourself  free  to  buy  the 

best  thing  that  the  station  can  offer; 

don't  standardize  on  a  specific  time  or 
a  specific  type  of  program. 

3.  Ask  the  station  to  make,  and 

.support  its  own  recommendations. 
4.  Remember  that  the  normal  mu- 

sic  -tation  is  strongest  when  the  net- 
work stations  are  weakest;  i.e.  Satur- 

dav.  Sunday,  late  afternoon,  early  eve- 
ning end  late  evening. 

5.  Supply  station  management  with 
complete  information  about  the  aims 

of  your  campaign,  type  of  audience 
vou  want  to  reach,  and  over  all  strat- 

egy   in  that  station's  market. 
6.  Buv  strips  or  minute  announce- 
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menta  <>i  short  newscasts;  and  avoid 
spending  all  the  budget  on  one  period 
dl  one  day.  People  eat,  <limk  and 

wear  things  <'i  a  \  daj . 
Assuming  thai  all  independents  pro- 

grani  a  backbone  of  music,  ii  i^  ob- 
\  ious  thai  t\  has  nol  drained  the  in- 

dependent station  audience  .!>•   Ii   has 
drained   the  drama,  comedy,   quiz,   \a- 

riet)  and  sports  plaj  l>\  -plaj  audien  es 
ol  other  stations.  Station  WOLF,  and 

I  believe  most  well-run  independents 
have  gained  in  program  ratings  after 
the  first  -lim  k  of  t\  competition,  i  In 
the  last  two  years  our  average  rating 

is   up    In'  .  .  i 
\  erj .  vei  j  few  items  i  an  be  sold  in 

1  >  seconds.  We  believe  the  maximum 
impact  is  ol  one-minute  duration.  In- 

dependents ran  deliver  lull  minutes  in 
or  adjacent  t<>  am   sliou   the)   cany. 

Independent  music  stations  enjoy 

the  bulk  of  out-of-home  listening.  The 

20'  -  average  bonus  this  represents  can 
be  doubled  or  tripled  for  the  music 

stations.     And   the   listening    in   retail 
outlets    is    a    \er\     important    plus;     a 
point-of-sale  reminder  to  customers 
and  an  effective  merchandising  factor 
\sitli   the  dealer. 

Here  at  \\  OLF  we've  made  use  of 
the  local  impart  of  our  station  for  na- 

tional advertisers  through  our  "place- 
ment plan."'    Here'-  how    it  works: 

We  approach  a  local  retailer,  a  gro- 
cer, for  example,  give  him  a  choice  of 

some  12  different  copies  of  commer- 
cial- that  he  might  like  to  tie  in  with. 

\^e  then  broadcast  tin-  ulcer's  testi- 
monial free,  giving  his  name  and  ad- 

dre-s.  and.  ol  course,  his  plug  For  the 
national  ad\  erti-ei . 

This  "placement  plan"   i-  just  one  of 
man)    types  ol   method-   independents 
have  to  get  maximum  local  impact. 

Sherm  Marshaia 
President 

WOLF 

Syracuse,   Sew  York 

Independents  are 
different!  Vnd, 

the)  should  be 

bought  on  a  dif- 
ferent basis.  We 

specialize  in  sell- 
ing and  depend 

upon  impact  to 

spread  the  _  - 

pel! 

Bu\  saturation! 

Specifically,  a  na- 
tional advertiser  can  get  complete  au- 
i  Please  turn  to  page  80) 

28  DECEMBER   1953 

Mr.   Whisand 

KWTV 
OKLAHOMA  CITY 

on  the  mNOW 
CHANNEL 

Represented  by 

AVERY-KNODEL,    INC. 

Edgar   T.    Bell,    Exec.    Vice-Pres.     •     Fred    L.   Vance,    Sales   Mgr 

BASIC 
INTERCONNECTED 

AFFILIATE 

OKLAHOMA  TELEVISION  CORPORATION 
OKLAHOMA  CITY  14   •  AFFILIATED  MANAGEMENT— KOMA— CBS  RADIO 

r—  '-■  ■■- 
i  J 

KHIUUMtSK. 
".j»miw 

and  in  just  a  few  months 

on  the  air  full  power 

WITH  THE  WORLD'S 

TALLEST MAN-MADE STRUCTURE 

316,000  WATTS,  ERP  •  12  BAY  SUPER  GAIN  ANTENNA  •  RCA  EQUIPMENT 
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0  checklist 
for  a  busy 

film-buyer 
Seven  keys  to  bigger  TV 

audiences  with  such  sales- 
making  favorites  as . . . 

]  ABBOTT  &  COSTELLO  SHOW 
52  sure-fire  comedies  that  click  with 
kids  and  grownups  alike  in  millions  of 
homes,  made  especially  for  TV. 

]  BIFF  BAKER,  U.S.A. 
Overseas  intrigue  in  a  fast-moving 
family  adventure  series  of  highest 
network  quality. 

□ 
ROD  CAMERON  in 
CITY  DETECTIVE 

Recently  rated  as  the  country's  #1 
local  film  for  television— and  sold  to 
Falstaff  Beer  in  118  markets  for  the 

largest  regional  sale  in  TV  film  history. 

j  FAMOUS  PLAYHOUSE 

'A  super-assortment  of  over  175  original 
half-hour  dramas  with  Hollywood 
names  and  sure  sales  appeal. 

]  FOLLOW  THAT  MAN 

The  exciting  "Man  Against  Crime"  films 
(34.6  network  Nielsen  average) 
starring  Ralph  Bellamy,  retitled  for 
first-run  in  many  TV  cities. 

]  I'M  THE  LAW 
Starring  George  Raft  in  the  unique 
adventures  of  a  metropolitan  police 
inspector,  packed  with  sales  punch. 

]  PLAYHOUSE  15 
78  fifteen-minute  dramas  of  highest 
quality  made  for  TV  by  the  producer 
of  BIG  STORY  and  T-MEN  IN  ACTION. 

They  ALL  bear  the  same 

MCA-TV  stamp  of  quality! 
For  information,  on  these 

or  other  MCA-TV  Advertising 
Showcases  on  Film,  just  clip 
this  advertisement  to 

your  letterhead. 

NEW  YORK:  598  Madison  Ave.,  PL  9-7500 
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course,  almost  a  must,  since  the  fact  of  sponsorship  is  such  a 
dominant  one.  Most  advertisers,  especially  those  who  are 
selling  products  designed  to  give  pleasure  such  as  cars  and 
food  and  cigarettes,  wisely  prefer  to  surround  their  messages 

with  programing  in  the  pleasure-giving  category.  The  re- 
searchers of  advertising  messages  will  tell  you  that  the  con- 

texts in  which  their  advertising  messages  are  placed  have 

a  great  bearing  on  the  way  the  public  receives  and  remem- 
bers them  and  for  how  long. 

They  can  also  demonstrate,  the  more  hideous  the  subject, 
the  more  of  a  burden  upon  the  few  minutes  of  commercial 
time  allotted  the  advertiser. 

In  addition,  it's  apparent  that  many  people  instinctively 
turn  away  from  the  sordid  when  it  pops  out  of  their  sets  and 

into  their  homes — just  as  people  instinctively  avert  their  eyes 
when  they  see  an  auto  accident  or  a  man  jump  from  the 
fourteenth  floor. 

This  probably  will  not  make  the  hollow-cheeked  dramatists 
of  the  Suffering  School  veiy  happy,  but  it  nevertheless  is  a 
fact.  Furthermore,  it  still  leaves  room  on  occasion  for  the 

grippingly  realistic  drama.  And,  to  erase  another  popular 
fallacy,  writing  for  tv  and  radio  evidently  does  no  harm  to 
an  author.  Consider  that  Seven  Year  Itch,  Solid  Gold  Cadil- 

lac and  Sabrina  Fair  are  all  the  product  of  broadcast  writers. 

So  it's  difficult  to  believe  that  a  league  of  stunted  writers  is 
the  only  outcome  possible  from  writers  of  tv  and  radio.  Which 
brings  me  back  to  Kind  Sir,  a  delightful  play  calculated  as 

well  as  able  to  keep  you  amused  and  laughing  for  several  en- 
joyable hours.  If  this  is  the  type  of  thing  you  prefer  from  the 

theatre,  in  the  home  or  out,  I'd  say  you'd  better  get  yourself 
a  couple  of  tickets.  It'll  be  around  for  a  long,  long  time  just 
as  sponsored  broadcasting  will. 

•  •  • 

Letters  to  Bob  Foreman  are  weleomed 

Do  you  always  agree  with  the  opinions  Bob  Foreman  ex- 

presses in  "Agency  Ad  Libs"?  Bob  and  the  editors  of  SPON- 

SOR ivould  be  happy  to  receive  and  print  comments  from 

readers.    Address  Bob  Foreman,  c/o  SPONSOR,  40  E.  49  St. 
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kkk  Qi/i/« FOR  BUYERS  OF  TV  FILM  COMMERCIALS 
*S/ighf/y  biased 

Q.      Who  is  qualified  fo  make  TV  film  commercials? 

A.      Advertising  men  who  areexperts  in  visualselling. 

iARRA?  in   been  a   peciali  tinvi  ual  selling  foi 
inor.     ti 

Q.      Which  technique  is  best  for  my  commercials? 

A.      The  one  which  best  suits  your  product  and 

sales  story. 

>n^4-i,i    had  brilliant  with  annua 
(urn.  live  H  lion  and  itop  motion     and 
(  ombinationa  of  .ill  three 

Q.      What  is  the  best  way  to  work  with  the  producer? 

A.      A  good  producer  deserves  to  be  made  a  member 

of  your  team.  Whether  he  works  from  your 

storyboard  or  his,  the  more  you  draw  on  his 

specialized  experience,  the  better  the  results. 

>ARR^-  'a  permanent  staff  of  script  and  story- 
board experts  arc  equipped  to  do  the 

complete  ]<it),  or  they  will  cooperate 

with  the  agency's  departments  to  <  arr> out  its  ideas. 

Q.      How  much  of  the  creative  preparation  should  the 

producer  contribute? 

A.      As  much  or  as  little  as  required. 

\ARRAr  lias  produi  ed  more  than  2500  film  com- 
mercials, of  which  Go  I  were  created  by 

SARRA'S  own  staff. 

Q.      How  much  should  a  TV  commercial  cost? 

A.      There  is  no  such  thing  as  a  cheap  commercial. 

There  are  good  and  bad  commercials.  Good 

commercia/s  are  inexpensive. 

•  4^4-comnicicials  are  inexpensive  because 
they  S,'H  effectively.  They  are  so  fresh 
and  interesting  they  can  t>o  repeated 
for  cumulative  effect  without  becoming 
tiresome. 

Q.      Should  the  producer  be  expected  to  submit  a 

script  or  storyboard  on  speculation? 

A.      No.  An  established  producer's  stock  in  trade  is 
ideas  and  he  is  worthy  of  your  confidence. 

tARRA*  <\<>i  ̂   not  -ubrnit  material  on  specula- 
tion SARRA  charges  for  the  creation 

of  scripts  or  storyboards  but  once 
okayed,  they  become  part  of  the  overall 
quotation.  However,  you  do  not  gamble 
time  or  money  for,  of  over  a  thousand 
storylwards  and  scripts  created  by 
SARRA,  only  7  have  not  been  pro- 
duced. 

Q.      How  important  is  the  quality  of  the  TV  film  prints? 

A.      The  print  that  goes  on  fhe  air  represents  your 

investment  of  time,  talent,  and  money.  It  should 

be  the  finest  available  for  TV  reproduction. 

lARRAr-  insures  good  reproduction.  SARRA  has 
its  own  laboratory  for  the  sole  purpose 
of  making  prints  of  its  commercials  for 
TV  presentation.  These  prints  are 
called  Video-O-riginals  and  whether 
you  order  one  or  one  hundred,  each 
one  is  custom  made. 

Q. 

A. 

Are  better  commercials  made  in  the  East,  in 

Chicago,  or  on  the  West  Coast? 

Geography  doesn't  matter.  Facilities  and 
equipment  are  only  as  good  as  the  men  who 
use  them. 

lARRA*  specialists  are  available  in  SARRA  > 
own  New  York  and  Chicago  studios 
and  in  associate  studios  in  California 
The  script  and  your  convenience  de- termine the  location. 

4RR*-~ 

^P* 

SPECIALISTS    IN   VISUAL   SELLING 

New  York:  200  East  56th  Street 

Chicago:  1  6  East  Ontario  Street 

TELEVISION     COMMERCIALS 

28  DECEMBER  1953 
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>mber    1953 RADIO  COMPARAGRAPH  OF  NETWORK  P 

' MONDAY 

Godfrey*   90   mln  Cecil  Brown   news 

iKnomark,  Mogul:  co-op 
Kellogg,    Burnett !N  m-f  L 
40-10:15 alt  das 

:Bnow  Crop,  Mxn: 

Int'l     Cellucntton  N' FC&B         alt  das 

I  Star-Klst  Tuna 
m.w.    alt  f 

10:30-45 

Rhoades  &  Davis 

iLever:    pepsodent 
m.w.    alt  f 
10:45-11 

McCann-Erickson 

TUESDAY 

Godfrey    (cont'd) 
J  Pillsbury    Mills 

m.w,  alt  f 
i  Burnett 

Liggett  &  Myers: 
chesterfield      "igs 
m.w.f   11:15-30 
Cnghm  &  Walsh 

Make  up  yr  Mnd 
Continental  Bke 

55N         m-f       L 
Bates  $2875 

Rosemary 

P&-G:  Ivory  snow 
116N       m-f       L 

I  B&B  S2700 

F  Singiser  news 
S  C  Johnson  wxs 
466N  10:30-35  L 

NL&B  m-sat" 
Johnny  Olsen 

Show 
N  co-op  L 

i-f    10:35-11 

Wonderful     City 

H     Engle    news 
S  C  Johnson  wxs 

512C   11:25-30   L 

NL&B        m-«l" 

(Break    the    Bank Miles    Labs 

B.62H       m-f       T 
Wade  $4200 

!  Strike     it    rich
 Colgate:  halo,  col- 

late   dental    crm, I  palmolive.     fab 

EX  IN        m-f       T 
il:30-2    pm 

Whlspr'g     streets 
Tonl:   prom 
home  perm 

tu.th    10:25-45 
LB    share    $4500 

When  girl  marries 

!N  m-f  L 

Godfrey*  10-11:30 
nomark,  Mogul: 

Kellogg,  Burnett 
10-10:15  alt  das 

Snow  Crop.  Mxn 
Int'l  Cellucotton 
FC&B         alt  das 

Gen    Motors 
Frlgidalre     Dlv 

tu.th. alt  f 

FC&B 
Tonl  Co 
tu.th. alt  f 

10:45-11 
Weiss  &    Geller 

Esty 

$3500 

Queen   for   a   day 
I*    Lorillard: 
old    gold   clgs 

454H       m-f       T 

sp  11:45-12 

L&N  share  $5500 

fPhrase  that  pays 
ICTF':  ajax.  velt 
E'.UN  rl:15-30  L 
lEstym-f     $2500 

j  Second    Chance 
EN  m-f  L 
fTlie  Three  Plan!! 

Modern  Romances 
co-op  tu.th 

N  L 

Paging  the Judge 

H  m-f  L 

Dbl  or  Nothing 
Campbell  Soup 

m-f    11:30-55 

Ward  Wheelock 

I    Wenrtv  Warren    (Curt  Massey  time 

|Oen  Fds:  max  hst  iMiles:    alka-sltzr 
150N       m-f       T.  I473H       m-f       T 

$1200 

B&B $3250 
Aunt 
Lever 

178N 
FC&B 

Jenny 
'    spry 

m-f       L 
$3000 

Helen   Trent 

,Am    Horn?    Prod* 
I86N        m-f       L 
Murray         $2800 

Our    nal    Sunday 
Whtfehl:  anaclnt 
179N  m-f  L 
Murray  $2300 

Road  of  Life 

r*&G:    ivory   soan 
I54N       m-f       L 
Comnton        $3250 

Cedric    Foster 
lews  co-op 
Rnst        m-f        L 

Ma    Perkins 
I    P*G:  nxvdol 
166N       m-f       T, 
D-F-S  $3250 

Ifoitng  Dr  Malone 

k**0:  crimen.  Jov 
I63N  m-f  L 
Jomntnn        $2850 

Dick     Willard's Music 

Cleve       m-f       L 

Guldlnq  light 
P*-n:  duz.  Ivorv 
161N       m-f       L 
Comptnn        $1000 

Luncheon     with 
Lopez 

N  m-f  L 

2nr*     Mrs    Btirtin 
GF:      cornfettl 

I45N       m-f       T. 
Y&R  $3000 

Fred   Robbins 
m-f    2-2:25 

Porrv    Ml'H 
P&G:    tide 

173N       m-f       L 
B»  B   $3500 

|  Nora  Drake: 
I  Biistol-Mverg. 
I  D^SS:  Tnni 
W&G  $3000 

Brighter    day 
P*-G:    rWr 

7BN       m-f       Ii 
f*  R  $2850 

Hillton  house 
Wiles:    alkn--.lt 
147N    r4-4:15    L 
Wa'le    m-f    $2R"0 

House   parly 
T.evc"*     surf 

81N  r3:30-45  T 
3BDO   m.w.f 
■Tlshlirv      flonrt 
[92H  rl3:45-4  T 
.B  $6000 

Five  %-hrs  m-th 

Wizard   of   odds 
Tonl    Co 

180H  m.w, alt  f  T 

-     shr     sr 

I 

»  O   I  -wis  *-' 
Ten   Fds:   8SN-T 
FCB    m-f    $1500 
Sunshine    Sue 
Corn    Product- 

BfiRich      m-f      L 
Miller  $2000 

Capitol    comment. 
S    C   Johnson 

ML&B   m-f* 
Guest    time 

L&T 

No    network 

service 
m-f   12:30-1 

Turn  to  a  friend 
N  m-f  L 

No    network 

service 

m-f 

Jack    Berch 
Prudential   Ins 
m-f    12:25-30 

C&H     (see    mon) 

BUI   Ring  Trio 
Gen  Mills 

m-f   (see  mon) 
Knox- Reeves 

No   network 
service 

m-f 

aullne  Frederick co-op 

S  m-f  L 

No   network 
service 

m-f 

»aul  Harvey  news co-op 

m-f 

Ted    Malone 
co-op 

141N       m-f 

Singiser    news 

R    C    Johnson    wx  • 
505N    2:25-30     L 

ML&B       m-sat** 

Ladies    Fair 
m-f  L 

Jane  Pickens 
«  m-f  L 

Yews  2:55-3  m-f 

John  B  Gambling 
co-op 

m-f 

No    network 
service 

m-f 

Life 
P&G: 
177N 

B&B 

beautiful 

tide,    zest m-f       L 

$2750 

Road of   life 
P*G : crlscot 

L72N 
m-f       T 

Complon $2750 
Pepper 

Young 

P&G: 
camayt 

L75N 
m-f        L 

3&B 
$2700 

Afternoon  News 

Wash  co-op  L 
m-f    4-4:15 

Mutual    Music 

Show 
N  m-f    T 

No    network 
service 

Welcome 
Ware, 

Mass      co-op 

News  4:55-5 

No    netwoi 
service 

m-f 

Rt    to    happiness 

&G:  dreft.  tidet 
I66N"       m-f       L 
D-F-S  $3000 

[Backstage  wife 
Ip&G:  cheer,  zesi 
hxxN  m-f  I 

$2500 

Faith  in  our  Time 

N       1(1:15-30      Ij 

Godfrey     (cont'd) Nat'l    Biscuit 

tu.th  alt  f 
McCann-Erickson 

Pillsbury    Mills 

tu.th   11:15-30 
Leo    Burnett 

Make  up  yr  Mnd 
Continental     Bkg 

-f  (see  mon.) 

Bates 
Rosemary 

P&G:   ivory  snow 
m-f   (see  mon) 

B&B 

Wendy  Warren 
Gen  Fds 

m-f   (see  mon) 

B&B Aunt   Jenny 
Lever:    spry 

m-f   (see  mon) 6FC&B 

Helen   Trent 
n   Home    Prods 

m-f    (see    mon) (Murray   

No   network 
service 

Our    gal    Sunday 

!  Whitehall    Phar m-f   (see  mon) 

' urray 

Road    of    life 
P&G:   Ivory  soap 
m-f   (see  mon) Compton    

Ma    Perkins 

P&G:  oxydol 
-f    (see  mon) 

;D-F-S 

No    network 
service 

m-f 

r'c-ung  Dr  Malone 
P&G:  crisco,  Joy 

m-f   (see  mon) 

Compton.      Biow 

WEDNESD 

Cecil  Brown  news 
co-op 

m-f  L 

F    Singiser    news 
S  C  Johnson 

m-sat     10:30-35 

NL&B   

Johnny   Olsen Show 

N         co-op         L 
m-f  10:35-11 

Welcome  travelers P&G 

m-f    (see  mon) 

Blow 

Bob    Hope 

Gen    Fds:    Jell-o m-f    (see   mon) 
Y&R 

Wonderful 

N         m-f 

City 

I. 

H     Engle    news 

S  C  Johnson 
m-sat     11:25-30 
NL&B 
Queen   for   a   day 

Quaker    Oats 
539H       tu.th      T 
S&M  share  $5500 

P  Lorillard: 

old    golds 
m-f   (see  mon) 
L&N 

Curt  Massey  time 
Miles    Labs 

m-f   (see  mon) 
Wade 

Capitol  comment 

C  Johnson  m-f 
NL&B  12:15-20 

Guest    time 

N  12:20-30  L&T 

No    network 

service    m-f 

Foster    news 

co-op 

Bost        m-f        L 

Break    the    Bank 
Miles    Labs 

m-f    (see    mon) 

Wade 

Whin  girl  marries 
N  m-f  L 

Strike    it    rich 
Colgate 

m-f    (see    mon) 
Esty 

odern  Romances Ex-Lax 

m.w.f    (see   mon) 
Warwick  &  Legler 

Paging    the Judge 

H  m-f  L 

Phrase   that   pays 

Colgate 
m-f    (see  mon) 

Esty 

Second    Chance 
N  m-f  L 
rhe  Three  Plan!! 

No    network 
service 

m-f 

Dick    Willard's Music 
Cleve       m-f       L 

Guiding  light 

P&G:  duz,  iv'y  fl m-f  (see  mon) 

Compton 

Luncheon    with 
Lopez 

N  m-f  L 

nd    Mrs    Burton 

Gen   Fds Mary     Margaret      m-f   (see  mon) 
McBrlde  B&B,   Y&R co-op 

97N      m-f      L&T Perry  Mason 
P&G:  tide 

m-f    (see  mon) 

B&B 
Beth    Holland 

|N       2:30-35       L 
tu.th 

Jack's  Place 
m-f  2:35-4 
N  L&T 

Brighter  day 

P&G:   cheer 
m-f   (see   mon) 
Y&R 

Joe  Emerson 
Gen   Mills m-f   (SE  stns) 

Knox- Reeves 

Hilltop  house 
Miles    Labs 

n-f   (see  inon) 

Wade 

Jack's  Place 

(cont'd) 

Ranch 

L 

fc&R  $2500 

I    Stella    Dallas 
I  Sterling     Drugt 
B57N        m-f        L 

fc-F-S  $2800 

Widder     Brown 
Sterling     Drug+ 
162N        m-f       L 
J-F-S  $2800 

Jwoman    In    house 
[Manhattan    soan 
195H       m-f       L 

SB&W  $2500 

Jack    Owens 

H  m-f  L 4-4:25 

Beth N       4 
Holland 

25-30       L 

Bobby    Benson 

Curt  Massey  time 
VTI1P-:    alka-sltzr 

149H  r0:30-45  TI511N     5:55-« "'-—  -  •  »■'■"■""■*■"  *°  "■■' 

aVMrl  Bill  Hickok 
Kellogg    Co 

!60H      m.w.f      T 

LB      $5500 
Cecil  Brown  news 
IS  C   Johnson   wxs 

L 

just  Plain   Bill 
tVhltehl:   anacint 
Murray:      Carter. 

Bates    $2800 

Page  Farrell 

\m  Home  Prods'* L48N  alt  das  L 
Murray         $2750 

Lorenzo   Jones 

CPP:  fab.  tthpst 
180N       m-f       L 

Esty  $2750 
It 

Pays    'o   be Married 

fH  m-f  L The  Three  Plant! 

Music    in    the 
afternoon 

Tar         m-f        L 

Nora     Drake 
Bristol-Myers, 
DCSS  alt  ds 

Tsui  <',,,   W&G 

auline  Frederick 

co-op 

M  m-f         L 

Fred   Robbins 
m-f  2-2:25 

N  L 
'    Singiser    news 

S   C   Johnson m-sat     2:25-30 
NL&B 

Ladies    Fair 
C  m-f  L 

House    party 
Kellogg    Co 

191H       tu.f       Ll 
LB      Share    $6000  N 

John  B  Gambling 
co-op 

m-f  L 

No    network 

service 

m-f 

My    true    story Sterling      Drug 

m-f    10-10  25 
(see   mon] 

D-F-S 

Whlspr'g     streets 

Gen   Mills 
m.w.f   10:25-45 Knox- Reeves 

Sodfrey*  10  11  :»i Knnrnark,  Mogul: 

KclloKK.  Burnett 10-10:15  alt  das 

Snow  Crop,  Mxn; 
Int'l  Cellucotton 

FC&B 
10:15-30  alt  das 

Star  Ki 
in  u.alt  f 

10:30-4". 

Rhoades  &  Davis 
Lever:    pepsodent 

in.w.ult  r 

10:45   11 
McCann-Erickson 

Dbl  or  Nothing 

Campbell  Soup m-f    11:30-55 

Ward  Wheelock 

Turn   to  a  friend 
N  m-f  L 

Jack    Berch Prudential     Ins 

m-f    12:25-30 
C&H     (see    mon) 

Bill   Ring  trio 
Gen   Mills m-f   (see  mon) 

Knox- Reeves 

No    network 

service 

m-f 

Godfrey     (cont'd) Pillsbury     Mills m.w,  alt  f 

Bnrni  tt 

Liggett  &  Myers: 

Che  t'-rtields 
..i.w.f    11:15-30 Cun'gm  &   Walsh 

Make  up  yr  Mnd 
Continental     Bkg 

f    (see  mon) 

Bates 
Rosemary 

P&G:  ivory  snow m-f    (see   mon) 

B&B 

Wendy   Warren 
Gen    Fds m-f    (sec   mon) 

P&B       

Cecil  Brown   news 

co-op 

N  m-f  L 

Faith  In  our  Time 

F    Singiser    news 

i  Vinson 

m-sat     10:30-3 

NL&B   

Johnny  Olsen 

Show N         co-op         L 

m-f     10:35-11 

Wonderful    City 

N  in  f  I. 

H    Engle   news 

S  C  .1  ■ 

m-sat  ! 

NL&B 

Queen    for   a   day 

P     Lorillard: old    golds m-f    (see    mon) 

S|.    11:45-12 L&N 

Curt  Massey  time 
Miles    Labs m-f   (see  mon) 

Wade 

Aunt    Jenny I, ever:    spry 

Ti-f    (see   mon) 

C&B         
Capitol  comment 

S  C  Johnson;  m-f 
NL&B      12:15-20 

Helen   Trent 
4m    Home   Prods 

f    (see  mon) 

Murray   

■Our    gal    Sunday 

Whitehall    Phar m-f    (see   mon) 

urray   

Paul  Harvey  news 
co-op 

m-f Ted    Malone 

co-op 

I41N       m-f 

Road  of   life '&G:   ivory   snap 

m-f   (see   mon) 

'ompton    

Ma    Perkins 

P&G :    oxydol m-f    (see   mon) 

D-F-S 

Dick   Willard's 

Music 
Cleve       m-f       L 

No   network 

service 

No   network 
service 

m-f 

Mary    Margaret 
McBrlde 
co-op 

97N     m-f     L&T 

Jane  Pickens 

tf  m-f  L 

News  2:55-3  m-f 

Life  Beautiful 

P&G :    tide,    zest m-f  (see  mon) 

B&B 

No    network 

service 

m-f 
nfoung  Dr  Malone iP&G:   crisco,   )oy 

lm-f    (see  mon) 

Compton,    Blow 
Guiding      light 
P&G:  duz.  iVy  fl 

'    (see  mon) 

Compton 

!nd    Mrs    Burton 

Gen    Fds m-f    (see  mon) 

:b&b.    Y&R 

Betty    Crocker 

Gen  Mills 

m.w.f    2:30-35 

D-F-S   

Jack's  Place 

m-f  2:35-4 N  L&T 

Perry  Mason P&G:  tide 
I  m-f    (see  mon) 

Ib&b 

I      Nora    Drake Toni     Co 
kn-f       (see    mon) 
Weiss    &     Geller 

Brighter  day 

P&G:     cheer m-f    (see  mon) 

Y&R 

Joe  Emerson 
Gen   Mills m-f   (SE  stns) 

Knox- Reeves 

Road    of    life 
P&G:    criscot 
m-f    (see  mon) 

Compton   

Pillsbury  Mills  I 
m-th  3:30-45  Beg  I 
LB        (see   mon) 

Pepper   Young 
P&G: camay.  duzt 

-f    (see  mon) 
SB&B    

Wizard  of  odds 
Manhattan  Soap 
179H  t.th.f  T 
SB&W  shr  $3200 

Robt    Q 

Gen     Fds 

Y&R 

Lewis 4-4:05 

m-f 

Afternoon    News 
Wash      co-op      L m-f    4-4:15 

Sun  Sue  4:15-30 

Corn  Prods  m-f 
C   L   Miller 

Mutual    Music 

Show 
N  m-f  T 

No    network 

service 

N 

Big  Jon,  Sparkle 
co-op 

184Cinc     m-f     L 

Oklahoma 
Wranglers in-r 

Lum  'n'  Abner 
H         co-op         L 

Tommy    Howard 
Trio 

f  L 

News  4:55-5 

m-f 

No    network service 

ra-f 

Curt  Massey  time 
Miles    Labs 

m-f    (see  mon) 
Wade 

!Rt    to    happiness »&G:  dreft.  tldet 

m-f    (see  mon) 

tD-F-S 

Backstage  wife P&G:  cheer. 
m-f  (see  mon) 
Y&R 

est 

lark    Owens 
H  m-f  L 

4-4:25 

Stella  Dallas Sterling  Drug 
m-f  (see  mon) 

D-F-S 

Betty  Crocker 

Gen  Mis  4:25-30 n.w.f  (see  mon) 
D-F-S 

Welcome    Ranch 

co-op 

Ware, 

ss        m-f       L 

Widder  Brown Sterling  Drug 

f  (see  mon) 

D-F-S 

|d-f-s
 

{Woman    In Manhattan 

Sgt    Preston 
of  the  Yukon 

Quaker  Oats 
450Detr  L 

tu.th 

$4250 

SJcM   

Sky    King 

Derby   Fds: 
peter  pan  prods 450C       tu.th       L 

NL&B   $3200 
Cecil  Brown   news 

S  C  Johnson 
m-f  5:55-6 NL&B 

house 

Soap 

m-f   (see  mon) 

SB&W 

Just  Plain   Bill 
Whitehall    Phar alt  tu.th 
Murray          

Fr    Page    Farrell 
Am    Home   Prods alt  tu.th 

Murray   

Lorenzo     Jones 

Colgate 
m-f    (see   mon) 

Esty           

It  Pays  to  be 

Married H  m-f         L 

Hilltop      house 
Miles    Labs m-f    (see  mon) 

Wade 

Jack's  Place 

(cont'd) 

House   Party 
Lever:    surf 

m.w.th  (see  mon) 

Aver   

Pillsbury    Mills 
nth  3:30-45  seg 

(see  mon) 

Burnett 

Music  In  the 

afternoon far         m-f         L 

Big   Jon.   Sparkle 

co-op 

184Clnc     m-f     I. 

Oklahoma 
Wranglers 

Lum  'n'  Abner 
B[         co-op         L 

Tommy    Howard 
Trio 

N  m-f  Ll 

Welcome  travelers 

)•.<  a 

m-f  (see  mon) 
BlM 

Bob    Hope 

lell-a 

f   (see   mon) 

Y&R 

Break    the    Bank 
Miles    Labs 

m-f    (see  mon) Wade 

My    true 

Sterling 

see    mi 

O-F-S 

Whltpr'g tu.th     10: Leo    Burne 

Whenglrln 

N  m-f 

Strike    it    rich 
Colgate 

m-f    u<< 

Esty 

Phrase   that   pays 

Colgate 

m-f    (see  mon) 

Esty 

Second     Chance 
N  m-f  L 
The  Three  Plan!! 

Guest    time 
12:20-30   L&T 

No    network 

service    m-f 

Foster    news 

co-op 

Bost        m-f        L 

Luncheon    with 

Lopez N  m-f  L 

'auline  Frederick 

co-op 

N  ra-f  L 

Fred  Robbins 
in  i     2 

N         1 

F    Singiser    news 
S  C  Johnson 

m-sat      2:25-30 
NL&B 

Ladies    Fair 

in  I 

Wizard   of  odds 
Toni  Co 

m.w.  alt  f 

Burnett   

Robt    Q 

Gen    Fds Y\R 

Lewis 
4-4:03 

m-f 

Afternoon    News Wash      co-op      L 

m-f    4-4:15 

Sun  Sue  4:15-30 
2orn  Prods  m-f C    L   Miller 

No    network 

service 

News    4:55-5 

m-f  1 

No    network 

service m-f 

Curt  Massey  time Miles    Labs 
m-f    (see  mon) 

ohn  B  Gambling 

co-op 

m-f 

No    network 
service 

m-f 

No    network 
service 

m-f 

No    network service 

m-f 

No    network 
serTice 

m-f 

odern  Re 

I  -,  op  l' Paging 

Judgi 

Dbl   or   N( 
Campbell 

in   f    11:3 

Turn  to  a 

m-f 
Jack   Be 

Prudential 

in  r  12:8 

C&H  (see 

Bill  Ring 

Gen  M 

m-f  (see 

Knox-Reevi 

No    net* servlc 

Paul  Harvt 

co-ot 

m-f Ted    Ma 

co-op 

I '  1 N        m 

No    netv 

servlc 
m-f 

Mary     Ma McBri 

co -or 

)7N      m-f 

Jane  Pickens 
N  m-f  L 

News   2:55-3   m-f 

Life  beautiful 
P&G:    tide,    zest m-f  (see  mon) 

B&B 

Joe    Em' 

Gen  M m-f  'SF, 

Knox-Reev 

Road   <rf   life 

P&G :    crisco m-f    (see  mon) 

Compton   

Pepper   Young 
P&G:  camay.  duzt m-f   (see   mon) 

l&B Rt  to  happiness 
•&C, :  dreft.  tidet 

m-f    (see   mon) 

D-F-S 

Backstage  wife P&G:  cheer,  zest m-f  (see  mon) 
Y*R 

Mutual    Music 

Show 

T  n.F-'; 

Welcome    Ranch 

co-op 

Ware. 

Mass       m-f       L 

Widder  Brown Sterling  Drug m-f  'see  mon) n-F-S 

wnman    in    house 
Manhattan     8  MB 
m-f   (see  mon) 

SB&W 

Songs    of    the 
B-Bar-B 

Wild  Bill  Hickok 
Kellogg  Co 

m.w.f     5:30-55 Burnett 

Cecil  Brown  new 

lohnson 

m-f    5:53-6 
HLi 

Stella  Dallas 
Sterling  Drug m-f    (see   mon) 

Just    Plain    Bill 
Whitehall    Phar alt  m.w.f 

Murray       

Page    Farrell 
Am    ll'-me  Prods alt  m.w.f 

Murrav 

Lorenzo     Jones 

Collate 
m-f    (see   mon) 

fcsty   

be 

L Pnys    to 
Married 

Beth   Ho 

2:30-: 

Jack's    F 

m-f    2:1 

Jack's   f 

Iconl' 

Jack    0< 

1  m-f 

Beth    Ho 
S'        1:25- 

Musie  Ii 
aftern. 

Oklah, 

•Vrangli 

Lum 

II 

Tommy    t 

Trl 

N  m- 
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Godfrey*  10-11.30 
Knomark,  Mogul; 
Kellogg.  Burnett 
10  10:15  alt  das 

Snow  Crop.  Mxn: 

tnt'l     Cellurotton 
FC&B   alt  das 
On   Motors: 
FTigldalre 
in. in. alt  r 

C&B   

Tonl   Co 
III   III   :i  1 1  r 

10:45-11 

Weiss.  &    Geller 

the 

tiling 
Soup 
0-55 

lock 

Friend 
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rch 
Ins 

5-30 
mon) 

Cecil  Brown   news co-op 

N  m-f  L 

aith  in  our  Time 
(J      10:1 

F.   Slngiscr   news 
S  C  Johnson 

nisat     10:30  35 NL&B   

Johnny  Olsen 
Show 

N         co-op         L 
m-f     10:35-11 

Godfrey    (cont'd) 
Nat'l    Biscuit 

tu.th.  alt  f 
McCann-Erickson 

Pillsbury    Mills 
tu.th    11:15-30 Leo    Burnett 

Make  up  yr  Mnd 

.'tun  UK-nlal      11kg 
m-f    (see   monl 

Bates 

Rosemary 
P&G:   ivory  snow 
m-f    (see   mon) 
B&B 

Wendy   Warren 
Gen     Foods 

m-f    (see   mon) 
3&B 

Aunt    Jenny 
Lever:  spry 

m-f    (see   mon) 
tC&B 

Trio 
Us 
mon) 

Helen    Trent 
im    Home    Prods 

m-f    (see   raon) 
rl  urray   

Jur     gal    Sunday 
Whitehall    Phar 
m-f    (see   mon) 
Hurray 

lone 

f        L 

Young  Dr  Malone 
:>&G:   crisco.   Joy 

I    (see   mon) 
Compton.   Biow 

Guiding    light 

&G:  duz,  lv'y  fl 
m-f   (see  mon) 
;omc-ton 

rgaret 
de 

land 
15       L 

lace 
15-4 
L&T 

irson 
ills 
stns) 

•lace 
d) 

Hand 
JO       I. 

i  the 
ion 
r        I. 

Sparkle 

Abner 
I 

FRIDAY 

Welcome  travelers 
P&G 

m-f    (see   mon) 

Break    the    Bank 
Miles    Labs 

m-f   (see  mon) 

Wade 

Wonderful    City 

K  in  I  I 

H     Engle    news 
S   C   Johnson 

ll-sat     11:25-30 
NL&B 

Quern    for   a   day 
Quaker    Oats 

tu  th    (see    tu) 
5&M   

P.    Jxirillard 
old    golds 

if    (see   mon) 
L&N 

Curt  Massey  time 
Miles    Labs 
-f   (see  mon) 

Wade 

Capitol  comment 
*  C  Johnson  :  m-f 
JL&B      12:15-20 

Guest    time 
12:20-30   L&T 

Road   of  life 
'AG:   ivory  soap 
m-f    (see   mon) 
Compton   

Foster    news ro-op 

Bnst         m-f        L 

Ma    Perkins 
P&G:  oxydol 

m-f    (see   mon) 

D-F-S 

Dick    Willard's Music 

Sieve       m-f       L 

Luncheon   with 
Lopez 

N  m-f  I 

2nd     Mrs    Burton 
Gen  Fds 

m-f    (see   mon) 
B&B.     Y&R 

Perry   Mason 
P&G:  tide 

m-f    (see   mon) 

B&B 
Nora    Drake 
Ton!   Co 

m-f   (see   mon) 
Weiss    &    Geller 

Singiser    news 
*   C   Johnson 

l-sat  2:25-30 

(NL&B 

Brighter    day 
P&G:    cheer 

m-f    (see  mon) 
Y&R 

Ladies    Fair 

m-f  L 

Hilltop     house 
Miles    Labs 

m-f    (see   mon) 
Wade 

House  party 
5reen  Giant  Co: 
73H  3:15-30  T 
.  Burnett  th  onl 

Pillsbury  Mills 

li  111  3:30-45  scg 
(see   mnn) 

Bnri-eft 

Wizard  of  odds 
Manhattan   Snap 

t  Ih.  alt  f 
;b&w 

Rohf    0    I  -wis 

■Jen    Fds    4-4:05 
f&R    m-f 
Sun   Sue  4:15-30 
orn    Prmls      m-f 

L    Miller 

No    network 
service 

News    I  :..-  :, 
N  m-f  I. 

No    network 
service 

m-f 

Miles 
f    (sec    won) 

Wade 

B:ow 

Bob    Hope 

Gen     Fds:     ji-U-o in  r    (see   mon) 

Y&R 

Whispr'g     streets 

Gen    Mill* 
m.w.f    10:25-45 •Knox- Reeves 

When  girl  marries m-f  L 

Strike    it    rich 
Colgate 

in  f    (see   mon) 

Esty 

Phras"   that   pays 

Colgate 
m-f    (see   mon) 

Esty 

Second    Chance 
V  m-f  L 
[Tie  Three  PlanH 

No    network 
service m-f 

My    true    story 
Sterling     Drug 
m-f     10-10:25 

(see   mon) 

D-F-S 

odfrey"  10-11:30 
tnomark,  Mogul: 

tellogg.  Burnett 
0-10:15    alt   das 

now  Crop.  Mxn: 
nt'l     Cellurotton 

:C&B   alt  das 
'•rigidalre.FC&B 

jtar-Klst  Tuna. 
Ihoades  &  Davis 
10:30-45    alt  f 

Modern  Romances 
Ex -Lax 

m.w.f    (see   mon) 
Warwick  &  Legler 

Paging    the Judge 

H  m-f  L 

Dbl  or  Nothing 

Campbell  Soup 
m-f    11:30-55 

Ward  Wheelock 

SATURDA 

Cecil  Brown   news 
co-op 

V  m-f  L 

Lever,     McE: 
Toni    Co,    W&G 
10:45-11    alt  f 

Singiser    news 
>   C  Johnson 

m-sat     10:30-35 

4L&B   

Johnny   Olsen 

Show 
{         co-op         L 
m-f   10:35-11 

Sodfrey  (cont'd) Pillsbury.  LB; 
*at'l   Biscuit   Co 

WcE   alt  f 
Liggett   &   Myers 

chesterfields 

m.w.f  11:15-30 Ing'hm  &   Walsh 

Wonderful 

n        in  t 

Make  up  yr  Mnd 
Continental     Bkg 

f   (see  mon) Jates 

H     Engle    news 

S   C   Johnson 

m  sat   11:25-30 

NL&B 

Rosemary 

P&G:  Ivory  snow 
m-f    (see   mon) 
B&B 

Turn  to  a  friend 
m-f  L 

Wendy     Warren 
Gen    Fds 

m-f    (see  mon) 6&B 

Jack   Berch 
Prudential     Ins 
m-f    12:25-30 

J&H      (see   mon) 

Bill    Ring    trio 

Gen   Mills 
I  m-f    (see  mon) 
Knox-Reeves 

Aunt    Jenny 
Lever:    spry 

i-f   (see   mon) 

rC&B 

No   network service 

Helen   Trent 
^m   Home   Prods 
Im-f    (see   mon) 

yl  urray   

Pur    gal    Sunday 
Whitehall    Phar 

f    (see   mon) urray 

No    network 

service 
m-f 

aul  Harvey  news 

"0-op 

i  m-f    (see   mon) 

Road    of    life 
'&G:   ivory   soap 

Im-f    (see  mon) 
|i  ompton   

Pauline  Frederick co-op 

N  m-f  L 

Fred   Robbins 

N 

No   network 
service 

m-f 

ed    Malone 

eo-op 

N      m-f 

—  Ma  Perkins 

I  P&G:  oxydol 
I  m-f    (see   mon) L   D-F-S   

aith  In  our  Time 

N       1"  13-30      L 

Welcome  travelers P&O 

m-f    (see   mon) 

3  low 

Bob    Hope 

Gen   Fds:  jell-o m-f    (see   mon) 

r&R 

w City 

L 

Queen    for   a   day 
P.    Lorlllard 

old    golds 
m-f    (see  mon) 

sp    11:45-12 
t&N 

Jurf  Massey  time 

Miles    Labs -f   (see   mon) 
fade 

lapitol     comment 

C  Johnson :  m-f 
NL&B      12:15-20 

Guest  time 
12:20-30  L&T 

No    network 

service    m-f 

Foster    news 
co-op 

!ost        m-f       L 

Dick    Willard's 
Music 

leve       m-f       L 

reak    the    Bank 
Miles    Labs m-f  (see  mon) 
ade         

Space    patrol talston      Purina: 

cereals 35JI  L 

ardner         $3500 

Strike    it    rich 
Colgate 

m-f    (see   mon) 

sty Platter brains L&T 

'hrase  that  pays 

Colgate 

m-f   (see  mon) 

isty 

Second   Chance 
f  m-f  L 
:*he  Three  Plane. 

TBA 

No    network 
service 

m-f 

No    network 
service 

m-f 

No    network 

service 

m-f 

ounq  Dr  Malone 
&G:   crisco,   joy 

m-f    (see   mon) 
■Compton.    Blow 
Guiding  light 

?&-G:  duz,  lv'y  fl m-f    (see   mon) 

Compton 

No    network 
service m-f 

Jane  Pickens 

N       m-f         L 
News  2:55-3  m-f 

Life    beautiful 
P&G:    Mile,    zest 

'    (see   mon) 
B&B 

John  B  Gambling 
co-op 

V  m-f-  L 

Pepper    Young 
^&G:  camay.  duzt 

m-f    (see   mon) 
l&B 

Afternoon  News 

iVash  co-op  L 
m-f    4-4:15 

Mutual    Music 
Show 
m-f  T 

Welcome    Ranch 

co-op      LlManhatt 

Sgt      Preston 
ol  the   Yukon 

Quaker   Oats 
tu.th     (see    tu) 

S&M 

Sky    King 

Derby  Foods 
tu.th    5:30-55 NL&B   

Cecil  Brown   news 
S  C  Johnson 
m-f    5:55  6 'NL&B 

Mary     Margaret 
McBrlde ro-np 

I7N      m-f      L&T 

2nd   Mrs.    Burton 
Gen    Fds 

m-f    (see   mon) 

ompton 

Luncheon   with 

Lopez :        m-r        i 

aullne  Frederick 

co-op 

IV  m-f  L 

Perry  Mason 
P&G:  tide 

i-f    (see   mon) 

Betty  Crocker 
Gen  Mills 

m.w.f  2:30-35 

itJ-F-S 

Fred   Robbins 

I     m-f  2-2:::. 

P            " 
Singiser    news 

S   C   Johnson 
m-sat    2:25-30 

"L&B 

Nora    Drake Tonl    Co 

m-f  (see  mon) 
\V»iss    &    Geller 

Jack's   Place 

m-f    2:35-4 

Road   of   life 
P&G:    crlscot 
n-f    (see   mon) 

Compton 

Briqhter   day 

P&G-    rhper 

L&T   yTr   (see   mon) 

Ladies    Fair 

Joe    Emerson 
Gen    Mills 

m-f    (SE   stns) 
Knox- Reeves 

Hilltop    house 
Miles    Labs 

m-f    (see   mon) 

Wade 

Rt  to  happiness 
'&G:  drcrt.  tidel 
m-f    (see   mon) 
O-F-S 

Backstage  wife 
P&O:  cheer,  zest 
m-f  (see  mon) 

Y&R 

Jack    Owens 
H  m-f  L 4-4:25 

Stella  Dallas 
Sterling  Drug 
ro-f  (see  mon) 
D-F-S 

Wldder  Brown 
Sterling  Drug 
m-f  (see  mon) D-F-S 

Woman    In    house 

Snap 

m-f    (see   mon) 
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Jack's  Place 

(cont'd) 
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Lever:    surf 
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0-F-S 

Robt    Q    Lewis 
len    Fds    4-4:05 

Y&R   m-r 

Sun  Sue  4:15-30 
Corn  Prods  m-f 
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Big   Jon.   Sparkle 
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Fr    Page    Farrell 
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Lorenzo  Jones 
Colgate 

m-f    (see   mon) 
Esty 

t    Pays  to  be 
Married 

H  m-f  L 
Tlio   TVirc*   Pl«nlt 
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Wranglers 

N  in  I  T 

Lum    'n'    Abner 
11         co-op         L 

John  B  Gambling 
co-op 

m-f Wizard  of  orWs 
Tonl  Co.  LB: 
Manhattan  Soap 

SB&W  alt  f 

Afternoon  News A'asTi  co-op  L 

m-f    4-4:15 

Mutual    Music 

Show 
»  m-f  T 

No    network service 

News  4:55-5 
N  m-f 

No    network 
service 

oi-r 

Tommy    Howard  .Curt  Massoy  time 
Trio  Miles    Labs 

N  m-f  L     ">-'    <'ce   mon) 

Wade 

Ho    school     today 

o-op  8- 10 -.in 
:68Clnc  L 
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Galen   Drake 

Robt    Q    Lewis 
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I22N  L 
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.es  P.-ii.i-M   Ford 

ambert  10:30-35 

L&F   HuN-T 

Let's    pretend 

Woody  Wood- pecker   Show with  Mel  Blanc) 

co-op 

H         10-11         L 

Galen    Drake 

Jen    Fds'    sanka 
1  N-L     11:25-30 
|Y&R  $350 

llll  Shadel  News 'ampan  a :  cosmet 

88N  12-12:05  L V-F-H  $450 

heatre  of  Today 

Cream  of  Wheat 
159N  12:05-30  L 
BBDO  $4000 

iVoman 

•J 

r    Singiser    news 

S   C   Johnson m-sat   10:30-35 

IL&B 

Woody      Wood- 
pecker   Show 

(cont'd) 

Gardner 

Helen  Hall 

N      11-11:15      T 
Tiny    Fairbanks Grand  Duchess 

Steaks 
§«N  L 

iNuoscio      $500 

H     Engle    news 

S    C   Johnson m-sat   11:30-35 

IL&B US    Military 
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itan   on  the  farm 

Quaker   Oats 
ful  o-pep  feed !20Libertyvllle. 

Ill  T &M 

$750 

,erlcan    farmer    8ta"  Zrt"0"* 

Navy  hour 
Vash  L 

No    network 
service 

m-f 

..usic     with     the 
Vincent    Lopez  Hormel    girls 

L  peo    A     Hormel: canned    meats 

!24Var  T 

BBDO  $3C00 

No    network 
service 

m-f 

Jane  Pickens m-f  L 

Jews  2:55-3   m-f 

Life     beautiful »&G:    tide,    zest 
m-f    (see   mon) 

S&B 
Road  of  life 

P&G:  crisrot m-f  (see  mon) 
ompton 

wood 

Carnation  Co: 
evaporated  milk 

201H  L&T 

■V  ItVHlft 

-  If  th   Army  band 

3  L 

City  Hospital 

Carter  Prods 

$2500 

Johnny  Singer's 
Orch 

Cleve  L 

Metropolitan 

Opera Texas    Co. 

5N  L 
2-5 Cudner 

Pepper    Young 
&G:  camay.  duzt m-f    (see   mon) 

L  E&B 

Rt   to  happiness 
T&'G      dreft    tide 

r    (see   inon) fc-F.S 

Backstage    wife *&G:  cheer,  rest 

f    (see   mon) 

r-AR 
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co-op 

Ware. 

Mass       m-f       L 

Stella     Dallas Sterling 
Drug 
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J-F-S 
Widder Brown 

Sterling 

Drug 

m-f   ( see 

mon) D-F-S 

Songs  of   the B-Bar-B 
Wash 

Wild  Bill  Hickok 

Kellogg    Co 
m.w.f     5:30-55 

Burnett   

Cecil  Brown   news '   C  Johnson 

m-f    5:55-6 NL&B 

Metropolitan 

Opera 

(cont'd) 

Symphonies  for Youth 

|3  L 

es  Paul-M  Ford 
ambert  2-2:05 

&F  130N-T 

Vlfredo    Antoninl S'       2:05-30       L 

Make     Way 

for    Youth 

Detr  L 

Report  from Overseas 

Adventures 
in     Science iVash  L&T 

Love 

T 

Mary   Lee   Taylor 
Pet    Milk 

8C  L 
rH2-2:30 

$2800 

The   Big   Preview 

11-1 

Preview   of   new 

records     with 

guest    AJ.'s) 
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shared-spon- 

sorship   basis: 

8   partlc.    avail- ble.     See   also 
Veekend,  Sun  4-1 

partlc: $20W 

"he  Big   Preview 

(cont'd) 

National   farm   & 
home  hour 

[Allls-Ctialmers: 

farm    equipment 

96C.Wash         I 

rH2:30-3 Sittlns  $2009 

Symphonies  for 
Youth 

[cont'd) Singiser    news 

S   C  Johnson 

Parade   of 

Service    Bands 

01     Ranch     Boys larrisburg  L 

USA 

L 

Farm    News 
Wash  L 

Operation     Music 

Woman    in    house 
Sterling     Drug 

m-f    (see  mon) 

SB&W 

Just  Plain  Bill 
Whitehall.  Mur ray:  Carter  Pr. 

Bates  alt  f 

Metropolitan 

Opera 

(cont'd) 

Sports   Parade Phi  la  L 
World 

Assignment 

L 

Salute     to     the 
Nation 

Wash  L 

Saturday    at  Mac    McGuire 
the    Chase  Show 

Si  I.  L   PI  L 

Page    Farrell 'Am    Home    Prods 
alt  m.w.f 

Murray 

Lorenzo      Jones Colgate 

m-f    (see   monl 
Esty 

Pays   to    be Married 

Martha    Lou 

Harp 

Tommy  Dorsey 

Treasury  Show 
N  T 

Paulena  Carter 
D  L 

Club    time Club   Aluminum 
H  m-r  L  19C 
The  Three  Plant    Buehen  $1800 

Saturday  Sports Roundup 

Var  L 

Daniel  Schorr News 
Wash  L 

Les  Higbie  News 

S   C  Johnson 
Wash     "i  3:05    L 

NL&B" 

Walter    Preston's 

show    shop 

N       5:05-55       L 

Holies   news 
C   Johnson 

524W     5:55-6     L 

NL&B   sat  only" 

TBA 



YEAR  AFTER  YEAR 

EXPERIENCE  HAS  PROVED* 

GOOD  MU 
IS 

GOOD  BUSIN 

T'.'-'l-*"..'- 

Wtw& 
Audiences  larger  per  dollar 
than  any  station  in  Southern 

California 

*fi  Your  Los  Angeles  Market  coverage  is  incomplete  without KfAC 
ON  +J  FOR  SOUTHERN THE  MUSIC  STATION  *S  FOR  SOUTHERN  CALIFORNIA 

1330  ON"  YOLR  RADIO  DIAL-  104.3  F.  M. 

PRUDENTIAL  SQUARE  •  LOS  ANGELES,  CALIFORNIA 

REPRESENTED  NATIONALLY  BY  THE  BOLLING  COMPANY 
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In  a  series  of  advertisements  inau- 

gurated last  June,  John  Blair  & 

Company  stated  that  evening  radio 

time  is  even  better  than  early  morn- 
ing which  is,  of  course,  a  recognized 

bargain.  Recent  events  indicate  that 

the  industry  in  general  now  concurs 

in  this  opinion. 

The  chart  on  the  opposite  page 

summarizes  the  findings  of  our  re- 

search department  and  is  based  on 

regular  syndicated  audience  meas- 
urement reports.  It  compares 

6-9  P.M.  with  6-9  A.M.  Monday 

through  Friday  on  the  bases  of  sets 

in  use,  average  ratings  and  listeners 
per  set... shows  that  the  arresting 

facts  on  evening  radio  hold  true  in 

markets  across  the  nation — markets 
with  complete  television  penetration. 



Omaha  Area  (Jan.  Feb.) 
WOW  Arc  a  (>  <;   \M 

6  9  I'M Increase* 

Pittsburgh  (Aug.-Sept.) 
WW  SW  (,  9  AM 

6  9  I'M Increase 

Tulsa  (April) 
KRMG6  9  AM 

6  9  PM 
Increase 

Dallas  (June-July) 
WRR  6-9  AM 

6-9  PM 
Increase 

Houston  (July-Aug.) 
KTRH  8-9  AM 

8-9  PM 
Increase 

Percent  Increase 
6-9  P.M.  over  6-9  A.M. 
Monday  through  Friday 

Rating 
Sets  in  I  se 

Listener! 

per  Set 

8.4 11.3 

135 

13.6 

123 — 

3.4 4.3 

126 

14.2 

20.') 

147 

158 
183 
116 

3.1 
3.6 

116 

15.8 

22.3 
141 

— 

3.1 4.9 

158 

18.6 

22.1 119 

169 

191 113 

3.1 5.5 
177 

23.6 
25.1 106 

146 

192 132 

3.7 3.9 

105 

15.2 
21.5 

141 

165 
191 
116 

2.7 
3.1 

115 

17.1 
21.0 

123 

168 

176 105 

Fort  Worth  (April-May) 

KFJZ  6-9  AM 6-9  PM 
Increase 

Boston  (Sept. -Oct.) 
WHDH  6-9  AM 

6-9  PM 
Increase 

*  6-9  AM  represents  100% 

Representative  advertisers  using   night   time  radio  on  JOHN  BLAIR  &  COMPANY'   represented   stations. 

Ford 
Drene 
Life 

Gleem 
L  &  M  Cigarettes 
Lincoln  Mercury 
Garrett  Wine 
Park  &:  Tilford  Cosmetics 

McCormick  Hy  Gro 
Schaefer  Beer 
lender  Leaf  Tea 
G.  E.  Lamps 

Phillips  Petroleum 
Eastern  Airlines 
Kools 
Camels 

JOHN 
BLAIR 
&  COMPANY 

REPRESENTING   LEADING 

RADIO   STATIONS 

NEW  YORK  •  BOSTON  •  CHICAGO 

ST.  LOUIS  •  DETROIT  •  DALLAS 

SAN    FRANCISCO      •      LOS   ANGELES 



wm 
...BIG  CHANGE 

AT  WVET 

Yes,  the  station  with  more  local 
accounts  than  any  other  THREE 
Rochester  stations  put  together 

has  joined  America's  livest  net- 
work! Result: — improved  pro- 

gramming .  .  .  ever  increasing 
audience  .  .  .  bettcr-than-ever- 
buys  for  advertisers  in  the  rich 
Rochester  -  Western  New  York 
market! 

__    5000   WATTS  •  1280   KC. 

Change 
To 

WVET 

Now 

IN   ROCHESTER,  N.  Y. 

Represented  Nationally  by 

THE   BOLLING   COMPANY 

RING  AROUND  A  ROSY 

A  pocket  full  of  posies 

Lasf  one  down's  a  cry-baby! 
The  KMBC-KFRM  Team  has 

welded  a   ring  around  the 

"rosy"  Heart  of  America.  And 
the  pockets  full  of  posies  are 

the  nice  green-backed  kind  that 
always  look  good  in  the 

pockets  and  purses  of 
advertisers  who  use  The  Team. 

If  your  sales  are  down  and 

you  feel  just  a  little  like 

weeping,  call  KMBC-KFRM, 
Kansas  City,  or  your  nearest 
Free  &  Peters  office,  for  time 
availabilities  on  The  Team. 

The  folks  who  can  fill 

your  pocket  with  posies  in  the 
great  Kansas  City  Trade  Area 

aren't  crying— they're  too 
busy  buying  the  things 
they  hear  about  on 
the  radio  station  they 
listen  to  most  .  .  . 

0     RADIO    FOR    THE    HEART    OF    AM*-* 

RATING  SERVICES 

(Continued  jrorn  page  38 1 

samples  are  fixed;  (5)  use  of  same 
methods  and  same  homes  for  both 

radio  and  tv;  (6)  "comprehensive  di- 

agnostic information." Nielsen  likes  to  emphasize  that  he 

has  175  corporate  clients  on  a  continu- 
ous basis  at  prices  ranging  from  810.- 

000  to  $200,000  a  year  per  client  and 

that  the  Audimeter  technique  is  now 

the  only  one  regularly  used  for  the 
measurement  of  network  radio  and  one 

of  two  techniques  used  for  network  tv 

1  diary  being  the  other).  (For  a  de- 
tailed explanation  of  his  technique  and 

a  critical  analysis  of  others,  see  Niel- 
sen's Radio  and  Television  Audience 

Research,  a  speech  published  and  copy- 

righted by  the  Bureau  of  Business  Re- 
search, School  of  Business  Adminis- 
tration, University  of  Michigan,  1953. 1 

Here's  how  Videodex'  Allan  Jay, 
manager,  explains  why  it  adopted  the 

rotating  panel  and  diary  technique: 

"We  decided  on  the  diary  because  it 
could  best  give  us  (1)  quantitative 

measure  of  tv  audiences,  size  and  com- 

position fully  projectable  to  the  entire 

reception  radius  of  each  tv  station  be- 

ing measured,  1 2 1  a  qualitative  mea- 
sure of  family  preference  for  pro- 

grams, (3)  a  store  of  information  on 
IBM  cards  which  is  available  for  spe- 

cial tabulations  and  analyses  of  view- 
ing, and  ( 4  I  research  on  tv  homes  and 

non-tv  homes  related  to  investigations 
of  consumption  patterns  in  these 

homes.  After  trying  a  one-shot  sam- 

ple of  diary-keeping  homes,  we  adopt- 
ed the  rotating  panel  (each  member 

stays  on  seven  months;  one-seventh  of 
the  panel  is  changed  each  month)  to 
eliminate  the  possibility  of  inflationary 
bias  inherent  in  using  shorter  periods 
and  so  that  accurate  trend  data  could 

be  accumulated." 
Videodex  issues  network,  multi-city 

and  local  market  ratings  as  well  as 

special  reports. 

Trendex,  according  to  Edward  G. 

I  hues  Jr.,  president,  concentrates  en- 
tirely on  the  telephone  coincidental  for 

both  its  tv  and  its  new  radio  reports 
because  it  feels  the  method  is  accu- 

rate, speedy,  flexible  and  economical. 
Of  its  12  tv  clients,  three  are  networks. 

They  like  Trendex'  speed.  Hynes  says 
more  than  80r<  of  all  special  Trendex 
surveys  have  been  delivered  to  clients 

within  18  hours  of  the  program's broadcast.  By  asking  respondents  what 
is    advertised.    Trendex    can    publish 

sponsor  indexes  I  identification  rat- 

ings) three  times  a  year.  For  tv,  Tren- 
dex publishes  only  multi-city  ratings 

called  "Tv  Program  Popularity  Re- 

ports. '  They  are  based  on  10  inter- 
connected tv  cities  all  served  by  three 

or  more  tv  stations.  Sample  is  000  tv 

homes  per  one-half  hour,  once  weekly 

program. 
\\  hat  a  sponsor  can  use  each  service 

best  for  thus  depends  on  just  what  he 
wants,  how  fast  he  wants  it  and  how 

much  he  wants  to  spend.  Each  service 

has  its  unique  uses,  and  each  exists  be- 
cause there  is  a  proved  need  for  it. 

SPONSOR  will  list  the  rating  services' 
special  reports,  the  markets  they  cover 

and  their  frequency  in  a  subsequent  is- 
sue. 

What  would  the  ideal  rating  service 
look  like  and  how  would  each  of  the 

existing  organizations  stack  up  against 
it? 

sponsor  examined  the  question  of 

the  ideal  service  last  year  in  an  article 

entitled  "Can  radio's  full  audience  be 

counted?"  (sponsor,  21  April  1952. 

page  32).  Its  conclusion  then:  "The over-all  'measurement'  of  radio  can  be 

achieved  by  a  process  of  combining  the 
results  of  the  four  basic  research  tech- 

niques [meter,  phone  coincidental,  in- 
terview, diary].  The  flow  of  basic  data 

would  have  to  be  weighted  properlv. 

shortcomings  and  variations  consid- 
ered and  then  resolved  in  a  series  of 

complex  equations.  Such  mathemati- 
cal concepts  are  possible,  provided  you 

can  utilize  today's  new  electronic  cal- 
culating devices  to  do  the  tedious,  com- 

plicated 'leg  work'  involved." 
Significantly  the  article  stated:  "The 

newly  expanded  Advertising  Research 
Foundation  is  probably  the  onlv  body 

which  could  help  bring  researchers  and 
the  radio  industry  to  take  steps  toward 

bringing  about  more  ideal  measure- 

ment such  as  described  in  this  article." 
In  researching  this  current  article 

SPONSOR  came  up  with  several  "ideal" 
rating  systems,  some  compiled  as  earlv 
as  last  February.  Basically  the  points 
are  similar,  sponsor  synthesized  these 

into  its  own  "Ideal  Rating  System" 
and  attempted  to  rate  each  organiza- 

tion according  to  the  qualities  desired. 

See  page  34  for  the  table.  Because 
there  was  no  agreement  among  the  rat- 

ing services  or  researchers  consulted 

on  all  points,  those  found  controversial 
were  listed  separately.  Readers  are 

urged  to  rate  the  services  themselves 
and  return  the  chart  to  sponsor  for 

publication  later. 
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RAINES 

JAN 
RRING       /^  S 

AIM 
REGISTERED    NURSE 

A  suspenseful,  unusual  TV  film  show  based  on  a  nurse's  exciting  adventures  among  the 
rich  and  poor...  in  big  cities  and  small  towns... in  peace  and  war  ...at  home  and  abroad! 

JANET  DEAN  available  for  local,  regional,  and  national  spot  sponsorship  is  ready  for 
March  1,  air  date  with  39  half-hour  custom-made  films! 

AUTHENTIC  —  each  dramatic  show  is  based  on  an  actual  case  history! 

HIGHLY  ACCLAIMED — personnel  of  the  Air  Force  Nursing  Corps  hare  called   the 
Janet  Dean  show  a  tribute  to  the  nursing  profession! 

PRODUCED   BY  EXPERTS—  filmed    by   Cornwall    Productions —  William    Dozier, 
executive  producer;  Joan  Harrison,  producer;  Peter  Godfrey,  director! 

II 

For  auditions, 

prices,  and  sales  plan 
write,  wire,  or  phone: 

HERB   JAFFE 

655  Madison  Ave 

N«*  Yoik  21.  N   Y 
TEmpleton  8  2000 

FRANK   ODRISCOLl 

2211  VYood*aid  Ave 
Detroit   Michigan 
Woodward  1  :S60 

JACK  McGUIRE 

830  N  Wabash  Ave 

Chicago.  III. 
WH.tehjll  3-1341 

MAURIE   CRESHAM 

9100  tart  Bh«J 
CRestmev.  1  6101 

IOTION    PICTURES        "VV\Y)VV~      FOR    TELEVISION<  INC 
6S5  Madison  Avenue.  X.  Y  21.  N.  Y.      Kb  Film  Syndication  Division 

Here  are  the  MPTV 

properties  available 

to  you  now: 

•  DUFFY'S  TAVERN 

•  DREW  PEAR*- WASH  IN' MERRY-GO-ROUND 

•  FLASH  GORDON 

•  JANET  Dl 

REGISTERED  NURSE 

•  moir  to  come 
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■    I        ̂ 1 

HELP  WANTED 

TV  STATION 
.  .  .  wanted  in  Pittsburgh  to 

help  sell  our  many  fine  products 
to  the  981,000  families  in  the 
area.  See  National  Advertisers. 

Pittsburgh's  PIONEER 
UHF  television  station 

..IT'S  GOOD 
BUSINESS 

TO  SELL 

THE  RICH 

PITTSBURGH 

MARKET 

..THROUGH 

&uutHeC  53 
PITTSBURGH 

National  Representatives:  WEED  TELEVISION 

New  York        Chicago        Detroit        Boston 

San  Francisco        Atlanta        Hollywood 

One  of  the  best  of  the  '"ideal  sys- tems came  from  a  research  director  of 

one  of  the  top  10  agencies  last  Febru- 
ary, sponsor  is  publishing  it  here  now 

both  to  show  how  it  compares  with 

sponsor's  own  chart  and  also  as  an 
indication  of  how  the  best  features  of 

all  the  techniques  could  be  combined. 

This  agencyman's  nine-point  system: 
"1.  Radio  and  tv  measurements 

should  not  be  on  a  family  basis  but 
on  an  individual  one.  Reason:  So  re- 

sults can  be  applied  to  individual 

products. 
"2.  I  should  know  something  about 

who  the  individuals  listening  or  view- 
ing are.  their  ages,  sex. 

"3.  The  rating  system  should  in- 
clude all  listening — out  of  home,  out- 

side the  living  room,  cars,  bars,  barns. 

"4.  I  should  get  an  audience  com- 
position report  at  least  every  three 

months,  preferably  every  two  months, 
because  it  changes  so  rapidly .  It  should 
be  in  terms  of  numbers  of  children, 

men  and  women — of  varying  age 

groups — who  heard  or  saw  programs. 
"5.  I  should  have  audience-size 

measurements  on  a  family  (home)  ba- 
sis at  least  once  a  month  covering  two 

successive  weeks  ( to  get  every-other- 
week  shows). 

"6.  Should  it  give  the  average  size 
or  the  total  size  of  the  audience?  I 
believe  the  former  would  be  better. 

"7.  How  do  I  get  the  above?  The 
most  accurate  way  anyone  has  been 
able  to  devise  is  a  mechanical  recorder 

— provided  the  sample  is  right  and 
covers  all  states.  But  it  measures  tun- 

ing, not  listening  or  viewing,  and 

doesn't  get  at  out-of-home  listening  or 
audience  composition. 

"8.  So  I  need  a  correction  factor  on 
the  above  to  measure  the  type  and 
numbers  of  listeners  or  viewers  and 

out-of-home.  Here  a  diary  or  personal 
interview  has  to  be  used. 

"9.  If  I  need  speed,  some  means  of 
getting  a  rating  together  fast  must  be 

used.  Could  be  the  telephone  or  tele- 
grams. Matter  of  fact,  any  practical 

'ideal'  rating  system  would  use  the 

telephone  because  of  speed  and  cost." 
"No  one  service  alone  at  present 

provides  all  we  want  to  know,"  this 
agency  research  director  told  spon- 

sor. "The  above  may  be  an  unattain- 
able 'ideal.'  As  a  matter  of  fact,  even 

this  'ideal.'  as  defined,  is  one  step 
short  of  an  ultimate.  It  measures  peo- 

ple but  doesn't  give  an  estimate  of  mar- 
ket volume  coverage — which,  conceiv- 

ably, could  be  worked  out  for  individ- 

ual products,  once  the  audience  com- 
position   was   known. 

"'Conceivably,  we  would  have  to  set- 
tle for  much  less  than  this  ideal  for 

local  audience  measurements — though 
it  might  be  we  could  come  reasonably 

<losc  to  it  for  national  measurements." 
There  is  one  other  technique  not  in 

use  today  except  for  special  car  sur- 

veys: the  coincidental  interview.  Al- 
though it's  expensive,  some  researchers 

think  it  should  be  tested  and  used  more. 

For  example,  the  Special  Test  Sur- 
vey Committee  headed  by  Dr.  Ken- 
neth H.  Baker  recommended  a  test  of 

the  method  in  its  1951  report  entitled 

A  Plan  for  the  Evaluation  of  Audience 
Measurement  Methods. 

In  summary,  "What's  wrong  with 

the  rating  services?''  can  be  answered 

partially  with  this  statement:  "Un- familiarity  on  the  part  of  users  as  to 

their  limitations."  If  you  know  what 
each  service  can  and  can't  do  and 

how  it's  put  together,  you  won't  mis- 

use the  ratings.  If  you're  a  broad- 
caster, you  won't  use  them  as  your 

principal  selling  tool.  If  you're  a  rat- 
ing service  executive,  you  won't  claim 

the  blue  sky  for  your  method  and 

ridicule  everything  about  your  com- 

petitor's. If  you're  a  sponsor,  you 
won't  hit  the  ceiling  every  time  your 

program  drops  a  point. 

And  if  you're  an  agencyman,  you'll 
paste  the  following  advice  in  your  hat 

to  quote  on  any  occasion  when  the 

ratings  go  against  you.  It's  from 
Shepherd  Mead's  How  to  Succeed  in 
Business  Without  Really  Trying,* 
taken  from  his  chapter  on  research: 

"1.  You  may  not  see  it  in  the  fig- 
ures, but  the  trend  is  obvious. 

"2.  There's  every  reason  to  believe 

that  the  'Don't  Cares'  are  with  us. 
"3.  Of  course  it  isn't  an  adequate sample. 

"4.  Forget  the  figures — look  at  the 
curve! 

'"5.  Completely  superficial!  A  depth 

interview  would  give  an  entirely  dif- 

ferent picture!" Or,  if  the  results  are  disastrous: 

"We've  begun  to  question  the  valid- 

ity of  their  whole  method!"'         *  *  * 

(SPONSOR  has  published  numerous  articles  on 
ratings  in  just  the  past  three  Mars.  Some  of 

them:  "Are  better  Nielsen  ratings  coming"-"  26 
lanuan  1953;  "Radio,  TV  research,  techniques 
and  weaknesses,"  14  July  1952:  "Does  Hooper 
undersell  radio?"  1(1  Ma\  1952;  "Can  radio's  full 
audience  be  counted?"  21  April  1952;  "Is  there  a 
w.i\  out  of  the  rating  muddle?"  12  March  1951; 

Vie  you  in  the  middle  of  the  research  muddle?" 23  October  1950.) 

*Publisher:   Simon  &  Schuster,  Copyright 
1952. 
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Now  NBC  SPOT  SALES 

will    bring   you   our   story! 
(effective  January  I,  1954) 

Everybody  knows  that  tower  height  is  a  TV  station's  most 
important  asset  in  delivering  coverage  —  that  low   channel   is  next 

most   important,   power   third.     Look   at   the    \T'A\'E-T\'   score 
on   all   three   counts: 

WAVE-TV'S   tower   is  419    FEET    HIGHER    THAN    LOUISVILLE'S 
OTHER   VHF   STATION! 

WAVE-TV  is  Channel  3— the  lowest  in  this  area! 

WAVE-TVs    lOO.OOO    watts    of   radiated    power    is    the 
MAXIMUM  PERMITTED  BY  THE  FCC  FOR  CHANNEL  3! 

Let  NBC  Spot  Sales  give  you  all  the  facts  about  WAY} -TV's 
tremendous   new   coverage. 

LOUISVILLE'S WAVE-TY 
FIRST  IN  KENTUCKY 

NBC  Spot  Sales,  National  Representatives 

Channel  3   •   Affiliated  with   NBC,  ABC,   DUMONT 

28  DECEMBER  1953 
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SPONSOR  ASKS 

(Continued  from  page  63) 

dience  dominance  (in  the  Boston  mar- 

ket, for  example)  for  one  entire  week 

— seven  days  of  complete  coverage — 
for  the  same  price  (or  less)  as  a  half- 

hour,  once-a-week  network  program. 

And,  you  can  select  markets  and 
stations. 

Independents  capitalize  on  the  pop- 

ularity of  local  personalities.  Don't 
place  undue  emphasis  on  ratings  alone. 
Instead,    buy    because    of    merit    and 

adaptability.  A  top  d.j.  car.  realK  in- 
fluence his  listeners! 

And,  hunt  for  the  outstanding  "ex- 
clusives" — maybe  a  whole  block  of 

time  of  the  city's  leading  d.j. — or,  per- 
haps a  hot  local  sports  personality,  or, 

maybe  a  sports  play-by-play  feature, 
or  a  specialty  ( like  our  own  Hayloft 
Jamboree) . 

Finally,  place  your  confidence  in  the 
independents.  Let  us  know  you  respect 

our  ability  to  do  a  job.  Tell  us  what 

is  expected  and  listen  to  our  sugges- 
tions and  ideas  as  to  how  the  job  can 

ENTRIES! 

When  Cor\r\\e  Cook  Throws  a  Cookie  Contest! 

HERE'S   WHAT   HAPPENED! 

October  26th  —  Connie  Cook  threw  a  Christmas  Cookie  Contest  on 

her  afternoon  "Connie's  Kitchen''  program  over  WOW-TV.  Mail  piled  up 
.  .  .  kept  piling  .  .  .  14,000  entries  by  the  November  25th  deadline  .  .  . 
and  more  were  still  coming  in!  Entries  came  from  as  far  away  as  Florida 

and  California!  That's  a  real  vote  of  confidence  for  Connie,  who  began 

her  "Connie's  Kitchen"  show  on  WOW-TV  less  than  6  months  ago. 

You  can  get  this  response  for  your  product  in  the  Omaha  and  Missouri 

Valley  Market  which  yielded  42,000,000*  Drug  sales  and  290,800,000 
Food  sales  in  1952. 

Ask  your  Blair  TV  man  about  "Connie's  Kitchen,"  or  write  Fred 
Ebener,  Sales  Mgr. 

w 
*1953  Sales  Management  Survey  of  Buying  Power 

W  TV 
BLAIR    TV...  100, OOO     WATTS    •    NBC-DUMONT 

A   MEREDITH    STATION  —  NBC-TV   AND    DUMONT   AFFILIATE 

be  done  best.    Remember,  independent 

radio  men  exist  100%  on  their  ability 

to  be  original  and  creative. 
Take  advantage  of  this! 

Roy  V.  Whisand 
General  Manager 

WCOP,  Boston 

I  haven't  been  in 

the  radio  busi- 
ness very  long — 

only  a  matter  of 
seven  years,  since 

my  release  from the  service.  But 

in  that  time  I 
have  seen  a  real 

transformation  in 
the  thinking  of 

advertisers,  agen- 

cies, account  executives  and  timebuy- 
ers  when  it  comes  to  independent  radio. 

I  can  think  back  to  the  "dog  da\s'" of  1946-47  when  the  amount  of  na- 

tional advertising  run  on  all  New  Or- 
leans independents  was  not  enough  to 

buy  a  good  lunch  at  Antoine's.  But  in 
those  days  when  calling  on  the  agen- 

cies, you  spent  most  of  your  time  sell- 
ing independent  radio  and  then,  after 

getting  a  thousand  "no's"  you  still  had 
enough  breath  to  try  to  sell  your  call 
letters. 

It  was  difficult  to  convince  the  time- 

buyers  who  bought  by  the  old  rule — 
power,  network,  agencies  and  age — 
that  an  independent  station  with  a  to- 

tally different  programing  format  was 
capable  of  doing  a  good  selling  job  at 

a  low  cost-per-1,000  measured  by  any 

yardstick. Today,  as  everyone  knows,  no  one 

questions  the  emergence  of  the  inde- 
pendent station  as  a  strong  competi- 

tor both  for  the  listener  and  the  ad- 
vertising dollar.  The  latest  Hooper  and 

Pulse  ratings  show  many  independents 

in  some  of  the  top  markets  of  the  coun- 
try to  be  on  a  competitive  level  with 

network  affiliates  rating-wise  and  in  the 
amount  of  national  business  carried. 

Many  national  advertisers  in  buying 

independent  radio,  however,  do  not 
take  full  advantage  of  the  strong  points 

of  the  various  independent  stations 

they  buy.  For  example,  one  indepen- 
dent may  be  especially  strong  on  news, 

another  may  be  strong  on  sports,  still 

another  on  specialized  programing 

such  as  Negro  or  hillbilly.  The  nation- 
al advertiser  should  specifically  make 

use  of  the  strong  features  of  the  inde- 

pendent's programing  by  asking  for 
the  recommendation  of  the  station  man- 
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This  is  the 
land  of •  •        •• 

Wisconsin's  most  show-full  station 

HAYDN     R        EVANS  Gen        M  g  r  .    —     Rep        WEED     TELEVISION 

28  DECEMBER  1953 

81 



A  TOP  ARB 
STATION 

IN   LESS  THAN 
45  DAYS 

Decatur,  Champaign,  and  Springfield 

are  yours  when  you  use  WTVP.  WTVP, 

located  in  the  center  of  this  vast  po- 
tential market  for  your  product,  has 

brought  about  this  phenomonal  set 

conversion  —  by  hard  hitting  .  .  .  pro- 
gramming to  the  consumer.  .  .  .  The 

result  is  your  product  will  be  sold 

solid  on—  WTVP, 

*Before  1st  World  Series  TV 
in  Decatur  Area 

WTVP 
CHANNEL    17 

DECATUR,  ILLINOIS 

Represented  by  George  W.  Clark,  Incorporated 

ager  or  representative  who  is  familiar 
with  the  stations  format.  On  most  in- 

dependents the  feature  that  stands  out 

is  the  d.j.  personality.  In  many  ca?es 
the  advertiser  will  take  no  notice  of 

the  tremendous  personal  following  car- 

ried by  the  d.j.,  nor  of  the  tremend- 
ous impact  his  words  will  have  in  in- 

fluencing the  buying  habits  of  his  lis- 
teners. 

In  many  cases  the  advertiser  will 

have  a  tailor-made  recorded  spoken 
commercial  or  singing  commercial 
which  will  be  sent  down  to  be  used 

"as  is"  by  the  station.  By  so  doing 
the  advertiser  will  lose  the  advantage 

of  using  the  top  personality,  because, 

in  my  opinion,  the  personality  can  do  a 

better  job.  on  the  local  level,  by  pre- 
senting the  commercial  in  his  own  way. 

My  thought  would  be  to  have  the  ad- 
vertiser check  with  the  station  man- 

ager or  representative  regarding  the 

type  of  urogram  to  be  used  and  wheth- 
er live  copy  or  a  recorded  announce- 

ment would  do  the  most  effective  job. 
Once  an  advertiser  has  determined 

which  station  to  use,  he  can  make  the 

best  use  of  this  station  by  accepting 
recommendations  from  the  station 

management  and  representative  regard- 

ing the  actual  placement  of  the  an- 
nouncement and  what  type  of  commer- 

cial to  use. 

Radio  is  a  good  buy  today — and  in- 
dependent radio  is  a  better  buy  than 

ever.    I  have  great  confidence  in   the 
future  of  independent  radio. 

Stanley  W.  Ray  Jr. 

Vice  President  &  General  Manager 
The  OK  Group 

New   Orleans 

One  advantage 

which  the  nation- 

al advertiser  se- 
cures through  the 

use  of  indepen- 
dent radio  is  flex- 

ibilitv.  More 

than  any  other 
medium,  it  is 

possible  for  an 
advertiser  to 

schedule  his  ra- 

dio advertising  to  COINCIDE  WITH 
HIS  SALES  PEAKS  by  day,  week, 
and  month. 

In  order  to  take  full  advantage  of 

this  flexibility,  advertisers  have  found 

it  advantageous  to  use  saturation  ad- 
vertising during  these  peak  sales  peri- 

ods.       An   analysis   of  ARBI   surve\s 

Simpson 

taken  throughout  the  countrv  have 

shown  that  an  advertiser  secures  maxi- 

mum results  through  the  use  of  this 

technique.  Applying  this  technique  to 
I  nod  advertisers,  for  instance,  an  ac- 

count could  use  10  announcements  per 

day  on  Thursdays  and  Fridays  rather 
than  three  announcements  per  day, 

six  days  per  week.  Many  independents 
throughout  the  country  have  designed 
their  rate  cards  to  allow  maximum  dis- 

counts to  advertisers  using  saturation 

spot  packages. 
This  use  of  radio  allows  the  adver- 

tiser to  take  full  advantage  of  the  turn- 

over of  independent  listening.  Conse- 

quently, it  allows  the  air  salesman  to 

present  the  product's  message  to  listen- 
ers whereever  they  may  be   in 

the  kitchen,  bedroom  or  out-of-home 
in  automobiles,  grocery  stores,  beauty 

parlors,  etc.  The  largest  percentage  of 
out  of  home  listeners  are  of  course 

found  in  automobiles   an  audi- 

ence of  which  the  largest  share  listen 

to  music,  news  and  sports  stations.  The 

importance  of  the  auto  listening  is 

particularly  accentuated  in  the  West 
because  of  the  distances  traveled  and 

the  small  use  of  public  conveyances  as 

compared  with  the  East. 
Bill  Simpson 
Radio   Station    KOL 

Seattle,    Washington 

INDIE  STATIONS 
'.Continued  from  page  45  I 

audience  surveys  for  late  morning  and 

afternoon.  For  independents  when 

home  listening  declines,  out-of-home 

listening  goes  up." A.  R.  MacKenzie.  manager  of  CKY, 

\\  innipeg.  Man.,  is  even  more  emphatic 

about  this  point:  ''Buy  radio  as  an  ad- 
vertising medium  rather  than  as  an 

entertainment  medium."  says  he. 
"Along  with  ratings,  study  coverage 

and  cost-per-1,000  in  placing  the  bud- 
get. Then,  seek  advice  of  the  stations 

being  considered  on  acquiring  those 
availabilities  that  will  do  a  good  job 

in  reaching  the  customers.  There  is  a 

growing  belief  today  that  stations 

know  the  market  best. " 
Savs  Sherm  Marshall,  president  of 

WOLF,  Syracuse.  N.Y.:  "There's  al- 

ways  the  sponsor  who  doesn't  want  to be  on  before  7:00  p.m.  because  men 

who  work  aren't  available  till  then!  In 
Sj  racuse  the  usual  factory  quitting 

time  is  4:00  p.m.  and  the  stores  close 
at  5:30  p.m.  and  offices  at  5:00  p.m., 
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ANNIVERSARY 
AND   A  YEAR    FULL 

OF    FIRSTS    FOR 

WSBT-TV 

C FIRST 
I    III    mi  t  In-    ur  in  M  id    \n.- 

FIRST  C 
I   III    live  studio  tel  myw  bars! 

t FIRST 
l  1 1 1   i.i  feed  pr..;:i  i linn i in;  toaVHf 
rtat  ion! 

FIRST  CJ 
l 'HI''  remote  telecasts  of   lutsketball! 

FIRST c 
UHF  origination  of  college  foothill' 

FIRST C 
To  televise  four  1953  home  games  of 
college  football! 

FIRST  C 
Closed-Circuit  coverage  of  college 
football  practice! 

There  are  84,120  authenticated  Channel  34  sets  in  the  WSBT-TV  Northern  Indiana -Southern 

Michigan  coverage  area  i  through  November,  1953).  And  South  Bend's  own  viewers 

are  FIRST  in  the  Nation  in  Effective  Family  Buying  Power.  This  rich  market  is  yours  with  WSBT-TV. 

WSBT-TV Owned  and  operated  by 

The  South  Bend  Tribune 
CHANNEL  34 

SOUTH 
BEND, 

IND. 

CBS  -  NBC 
DuMortf  •  ABC 

Get  the  full  story  from  PAUL  H.  RAYMER  COMPANY,    INC.,    Notional    Representatives 
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and  you  can  go  from  one  end  of  Syra- 
cuse to  the  other  in  less  than  30  min- 

utes in  a  bus.  It's  not  like  commuting 
to  Connecticut  or  New  Jerse\  !  But 

as  one  sponsor  is  alleged  to  have  said, 

•\\  In  I  wouldn't  buy  time  at  4:00 

p.m.:  everybody's  playing  polo  then.' ' 
Lawson  Taylor,  manager  of  KFM.I. 

Tulsa.  Okla.,  summarizes  his  advice  to 

advertisers  this  wa\  :  "Split  the  budget 
at  least  two  ways  —one  for  high  ratings 
and  one  for  frequency  on  the  inde- 

pendent station." 
5.     Acq)    the    station    advised    of 

objectives  and  results  of  the  campaign. 

Bill  Hughes  of  CKNW,  New  Westmin- 
ster, B.C.,  goes  so  far  as  to  call  for  a 

"constant  liaison  between  account  ex- 

ecutive- at  agencies  and/or  advertisers' 
local  representatives  and  the  station 

stall  members." A  further  reason  for  this  constant 

contact  between  agency  and  station 

personnel  is  the  flexibility  of  the  cam- 
paign. If  the  station  is  kept  up  to 

date  on  product  changes  and  changes 

in  general  sales  strategy,  the  station 
management  may  be  able  to  apply 

these  changes  locally  and  thereby  con- 
tribute to  maximum  sales  effectiveness 

MI  Product  and  Service 
1  Reach  a  New  High 

\\ TITH  each  succeeding  year  BMI's  product  and  service  attain  new   highs  in 
v  ™   volume  and  value. 

During  the  past  four  consecutive  years,  for  example.   BMI-Licensed  song  hits 

were  voted  Number  One  in  all  categories  bv  the  nation's  juke  box  operators  in 
the  annual  Cash  Box  popularity  Poll. 

A    Partial    List    of    Some    of 

the   More    Recent   Song   Hits 
Licensed    By    B  Ml 

ANNA 

CHANGING  PARTNERS 

CRYING  IN  THE  CHAPEL 

DON'T    LET   THE    STARS 
GET  IN  YOUR  EYES 

EH,   CUMPARI 

GAMBLER'S   GUITAR 

IN  THE  MISSION  OF 

ST.  AUGUSTINE 

MANY  TIMES 

RICOCHET 

SAY    YOU'RE    MINE    AGAIN 

THE  SONG   FROM 
MOULIN    ROUGE 

TELL  ME  A  STORY 

TELL   ME  YOU'RE   MINE 

TILL  I  WALTZ  AGAIN 
WITH  YOU 

YOU,    YOU,    YOU 

YOUR   CHEATIN'    HEART 

The  parade  of  BMI  Song  Hits  I  current  and 

standard)  is  a  long  one  and  is  a  fine  trib- 

ute to  the  composers  and  publishers  affili- 
ated with  BMI. 

BMI  Service,  too.  is  reaching  new  highs. 

Over  the  past  14  years  BMI  has  made  avail- 

able to  its  licensees — AM,  FM,  and  TV — 

a  steady  flow  of  practical  program  aids. 

From  program  continuities  to  program 

clinics,  BMI  Service  is  a  daily  help  to  sta- 

tion managers,  program  directors,  musical 

directors,  artists,  disc  jockeys,  music  li- 
brarians, and  all  who  are  concerned  with 

music  in  broadcasting. 

Your  BMI  Field  Representative, 

who  visits  your  station  periodical- 
ly, can  be  helpful  in  many  ways. 

For  any  personal  problem  in  select- 
ing or  programming  music  send 

your  inquiry  to  BMI's  Station Service   Department. 

BROADCAST    MUSIC,    INC. 

NEW    YORK 

580  Fifth  Avenue,  New  York  36,  N.  Y. 

CHICAGO  HOLLYWOOD  TORONTO MONTREAL 

ol  the  sponsor's  message.  Says  George 

Clark  of  fO  \.  San  Francisco:  "Any 
additional  product  information  that  the 

sponsor  or  agency  sends  along  to  the 
station  with  its  regular  copy  will  help 

the  station's  sales  personality  to  famil- 
iarize himself  with  the  functions  and 

qualities  of  the  product.  Then,  in 

selling  it.  in  his  own  way.  he'll  be  that 

much  more  convincing  and  effective." 
H.  L  se  announcements  and  par- 

ticipations in  saturation  quantity.  The 
same  expenditure  will  hit  a  bigger 

cumulative  audience  via  announce- 
ments than  in  shows,  and  if  you  use 

the  local  sales  personalities  for  vour 

commercial.  It's  better  to  aim  for 
frequency  on  the  independent  station, 
where  listening  is  not  necessarilv 

bunched  into  early-morning  and  late- 
evening  hours. 

Fred  and  Dorothy  Rabell,  owners 

and  operators  of  KSON,  San  Diego, 

emphasize  the  effectiveness  of  satura- 
tion advertising  this  way: 

"The  best  tip  to  national  advertisers 
and  agencies  as  to  how  to  get  the  most 
out  of  independents  is.  first,  buv  as 

many  spots  in  one  day's  time  as  vour 
budget  and  the  station  will  allow. 

Think  in  terms  of  daily  saturation  be- 

cause while  50rr  of  every  radio  home 
in  the  area  may  listen  to  the  indepen- 

dent at  some  time  during  the  day — the 
turn  over  is  great — multiple  spots  are 
a  must.  The  second  tip,  is  to  take  the 

Independent  Station's  advice  on  which 
of  their  personalities  will  sell  best  for 

the  sponsor  and  follow  Life  Magazine's 

example." 

From  YTCUE.  Akron,  comes  this  ad- 

vice: "Saturate  the  indie  if  your  bud- 
get will  allow  it.  Run  a  minimum  of 

three  times  daily,  even  if  vou  have  to 
omit  certain  days  of  the  week.  Most 

indies  are  flexible  enough  to  be  able  to 

offer  the  saturation  that  gives  maxi- 
mum impact  on  an  audience. 

"Most  indies  have  active  merchan- 
dising departments.  Buy  heavily 

enough  to  command  effective  merchan- 

dising support." Steve  Cisler.  president  of  KEAR. 
San  Mateo,  makes  this  suggestion: 

"Try  a  rotating  time  placement.  On 
one  station  use  the  night  hours,  then 
switch  to  the  morning,  then  afternoon. 

Or  with  multi-station  campaigns  switch 
around  hours  on  all  of  them.  Go  into 

Saturday  and  Sunday  time.  Indies  have 

amazing  successes  on  those  days." 
7.  Remember  out-of-home  listen- 

ing. Traditionally  the  independent 
music-and-news     stations,     have     long 
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I  Of    UH.II/  SKATE  FIVE  MILKS  IX  1-lVi  MINUTES*  - 
BUT.. 

GRAND  RAPIDS-KALAMAZOO  AREA  PULSE  SHARE 

OF  AUDIENCE— MON.-FRI— FEBRUARY.  1953 

6  a.m. -12  noon 12  noon-6  p.m. 6  p.m. -12  midnight 

WKZO-WJEF 41%  (a) 

41% 
40% 

STATION  "B"          13% 13%                        17% 

STATION  "C" 

11% 

7% 
12% 

STATION  "D" 

9% 
7% 

9% 

Ui)    Does  not  broadcast   tor  complete  period  and  the  share  of 
audience  is  unadiusted   tor  this  situation. 

YOU  NEED  WKZO-WJEF  RADIO 
TO  BREAK  RECORDS 

IN  WESTERN  MICHIGAN! 

It  you  want  to  break  sales  records  in  Western  Michigan,  just 

remember  tlii-: 

Ja    The    March,    1953    Nielsen    Re]   «1    credits    U/n 
Kalamazoo,  and   Will.   Gi  ind    Rapids,  with    i    12- 
<  luntj   audience  of   151,050  daytime  homes 
nighttime  homes! 

2     WKZO  W  II  I    give  jrou  70.8      more  morning  listen- 
ers,   105.09!     more    afternoon    listeners    and 

more  evening  listeners,  than  the  next-besl  two-station 
combination  in  Kalamazoo  and  Grand   Rapids! 

3b   On  .i   per-thousand  basis,  WKZO-WJEI    cosl 
less  in  the  morning,  54.795    less  in  ili<-  afternoon  and 
23.995    less  -it   uight,  than  the  aext-bes  ition 

cho 
^sk  youu     ̂ very-Knode]   man    foi    .ill   thi    WKZO-WJ1 

one  >JJ</'<>t  !j/a/i( >/. 
WKZO  —  KALAMAZOO 

WKZO-TV  —  GRAND  RAPIOSKALAMAZOO 
WJEF  —  GRAND  RAPIDS 

WJEF-Fm  —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBR  \SKA 
KOLN.TV  — LINCOLN.  NEBRASKA 

Associated  with 

WMBD  — PEORIA    ILLINOIS 

WKZO  WJEF 
CBS  RADIO  CBS  RADIO 
KALAMAZOO  GRAND  RAPIDS 
Avery- Knodel,  Inc..  Exclusive  National  Representatives 

*Ross  Robinson  set  this  record  on  February  12.  1927.  at  Lake  Placid.   \>u    York. 
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THE  EYES 
of 

SOUTHWESTERNERS 
are  on 

KROD-TV 
channel  4 

EL  PASO.  TEXAS 
KHOD-TV  offers  more  and  better  programs,  both 
nationally  and  locally,  than  any  other  TV  station 
in  the  Southwest.  Besides  the  top  rated  shows  on 
CBS.  DuMonl  and  the  ABC  Networks— KROD-TV 
offers  many  outstanding  local  shows  including: 

Allen  Smith  Entertains 
Sports  Slants 
News  Room 

The  Wayne  Johnston  Show 
Red  Browns  Ranch 
Adventures  in  Home  Making 
My  Friend  Bernie 

YES...  THEY  SEE  MORE... 

YOU'LL  SELL  MORE... 
on  CHANNEL  4 

KHOD-TV's  Tower  is  1,585  above  average  terrain 
— the  highest  installation  in  Texas.  Its  transmit- 

ter operates  on  56,300  watts  on  VHF  4.  Let  a 

BRANHAM  MAN  give  you  lull  details  on  KROD- 
TV  availabilities  and  EL  PASO— the  IDEAL  Test 
Market. 
KROD-TV  is  affiliated  with  KROD  (600-CBS-5000 
watts)  and  the  El  Paso  Times. 

KROD  TV 
CHANNEL   *    •    EL    PASO,  TEXAS 

RODERICK    BROADCASTING    CORP.. 
Dorrance   D.  Roderick 

Chairman   of  Board 

Val   Lawrence  Dick  Watts 

Pres.  4   Gen.   Mgr.  Gen.  Sales  Mgr. 
THE  BRANHAM  CO.  National  Representative 

80,000 
tv  sets  now  in 

Sioux  City 

Sue-land 
(based  on  RTMA  &  distributor-survey  estimates ) 

Sioux      City,       Iowa 

CBS,  NBC,  ABC  &  DuMont 

Represented    by    The    Katz    Agency 

counted  out-of-home  listening  as  an 

important  chunk  of  their  total  listening 
audience. 

Says  John  Hurley,  general  manager 

of  WNEB,  Worcester,  Mass.:  "Tran- 
sient audiences  listen  most  to  inde- 

pendents. The  out-of-home  surveys 
have  shown  that  indies  get  top  ratings. 
There  is  little  douht  that  the  millions 

traveling  the  nation  prefer  the  music- 
news  to  dramatic  programing.  It  is 

an  added  opportunity  for  the  national 
advertiser  to  remind  this  audience  that 

whether  it  be  Worcester,  Mass.,  or 

Seattle,  Wash.,  he  can  still  purchase 
his  favorite  cigarette,  gasoline,  or 

breakfast  cereal." 
8.  Get  your  limebuyers  into  local 

markets  so  that  they  can  familiarize 
themselves  with  actual  market  situa- 

tions. Charles  W.  Balthrope,  president 
of  KITE,  San  Antonio,  Tex.,  feels  that 

national  business  is  too  sporadic  to  be 

profitable  to  the  independent,  and  that 
the  national  dollar,  if  an  indie  gets  it, 

is  spread  rather  thin.  Here,  however, 
are  some  observations  he  has  which 

amplify  point  8: 
"National  business  must  depend  on 

national  surveys  as  a  yardstick  for 

buying.  National  surveys  seldom  show 

the  actual  picture  as  far  as  local,  on- 
the-scene  tastes  are  concerned.  Na- 

tional surveys  put  all  the  national  busi- 

ness in  the  laps  of  the  'top-rated'  sta- 
tions, and  make  dogs  out  of  the  others. 

This  isn't  often  true,  as  national  time- 
buyers  would  determine  if  they  had 
the  time  to  visit  all  markets,  and  live 

in  all  of  them  at  once." 
9.  Capitalize  on  the  air  personal- 

ity's ability  to  command  a  loyal  audi- 
ence. Says  Al  Meyer  of  KMYR,  Den- 

ver: "In  utilizing  the  advantages  of  an 
independent  operation,  the  national  ad- 

vertiser should  capitalize  on  the  fact 

that  the  personalities  employed  in  an 

independent  station  are  well  known  to 
the  listeners  of  that  community,  having 

heard  them  day  in  and  day  out.  .  .  . 

Do  not  use  your  transcriptions  on  an 

independent  station — you  miss  out  on 
the  personal  touch.  Your  independent 

is  the  station  that  is  selling  from  with- 

in— thereby  your  local  representative 
is  a  neighbor  and  you  should  speak  of 

him  in  talking  to  the  listeners  of  an 

independent.  Always  let  the  station 

place  the  copy  on  the  schedule,  in  ac- 
cordance with  their  beliefs  and  know- 

edge  of  the  buying  habits  and  the  pro- 

graming they  are  offering." 
Some  of  the  tips  the  AIMS  stations 

offered    to    national    advertisers    and 

agencies  would  help  overcome  obstacles 
indie  station  salesmen  have  had  to 

fight.  Among  the  major  roadblocks 
the  independents  pointed  to  were  such 

problems  as,  lack  of  confidence  in  local 
personalities,  lack  of  recognition  for 

impact  of  indies  in  selling  to  special- 
ized audiences. 

Jerome  Sill,  general  manager  of 
WMIL,  Milwaukee,  is  sympathetic  to 

national  agencies  in  their  difficult  task 

of  evaluating  stations,  though  he  recog- 
nizes that  the  impersonal  manner  of 

buying  time  is  the  biggest  road-block 
facing  independent  station  manage- 

ment: "When  a  timebuyer  is  dealing 
with  thousands  of  stations  in  hundreds 

of  markets,  she  must  use  a  simple  all- 
inclusive  yardstick  such  as  one  of  the 

standard  audience  ratings.  She  can't 
be  expected  to  know  the  peculiarities 

of  each  market.  She  can't  know  that 
a  2.0  rating  on  WMIL  for  one  of  her 

clients  might  be  more  valuable  than  a 
4.0  on  a  station  that  programs  for  a 

widely  dispersed  audience  or  for  bob- 
by-soxers. More  than  that,  it  is  pretty 

difficult  to  expect  her  to  reinterpret 
this  for  the  client  and  the  account 

executive,  because  one  particular  sta- 
tion in  one  particular  market  really 

isn't  that  important." 
The  tendency  to  rely  on  old  formulas 

was  one  of  the  major  road  blocks  cited 

by  Bill  Simpson  of  KOL,  Seattle: 
"There  is  still  a  tendency  on  the  part 
of  most  national  advertisers  to  buy  on 

the  old  formula  of  using  a  power  sta- 
tion with  five  or  10  spots  a  week.  These 

advertisers,  in  most  cases,  would  not 

even  think  of  carrying  a  one  column 

by  two-inch  ad  in  the  metropolitan 
daily,  but  instead  expend  the  major 

portion  of  their  budget  on  Wednesday 
or  Thursday  in  order  to  reach  the 
housewives  at  the  time  when  they  are 

most  likely  to  react  immediately  to 
their  advertising.  There  is  a  growing 

tendency  on  the  part  of  local  retailers 

throughout  the  country  to  use  this  ap- 
proach in  radio  advertising.  Why 

can't  national  advertisers  increase  the 

results  obtained  by  carrying  a  satura- 

tion campaign  of  10  to  15  or  20  an- 
nouncements on  independent  radio  on 

Thursdays   and   Fridavs.   for   instance. 

52  SHOWS  READY  FOR  YOU 

Sportsman's  Club 15  minutes  hunting,  fishing  and  outdoors  with 

Dave  Newell.  High  class  panel  type  entertain- 
ment. Write  for  audition  prints. 

SYNDICATED  FILMS 
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It  t h< ■  v  can  onlj   afford  to  use  satura 
lion  nl  this  u  pe  "Hi  e  out  "f  evei  j  two 

weeks,  fine." 
II.  S.  Jacobeon,  of  K\L.  Portland, 

places  iti«'  blame  on  timebuyers:  "The 
greatest  road  block  i"  securing  nation- 
al  advertisers  is  the  timebuyer  who 
wishes  to  l>>itii\  himself  behind  facts 

.iml  figures  that  will  justifj  anything 

that  he  ma)  do  in  the  purchase  oi  time 
over  a  radio  station.  Our  progress  has 

been  coming  in  through  the  back  door, 

going  through  the  retailer,  the  whole- 
saler, the  branch  office,  the  broker,  the 

~.ili~.  manager  and  even  the  president 

ut  the  companj . ' 
\iiil  Hollo  11.  Bergeson,  general 

manager  of  KCBC,  Des  Moines,  adds 

this  plea:  "  \ll  we  a-k  of  timebuyers  is 
that  the)  aak  the  people  responsible 
for  local  sales  for  a  recommendation 

before  the)  bu)  radio  advertising  in 

Des  Moines.  The)  should  do  this  as  a 
matter  of  routine.  We  feel  that  the) 

owe  this  to  their  principals.  Distribu- 
tor after  distributor  has  told  us  that 

the  methods  of  choosing  radio  stations 

for  advertising  his  product  i-  a  myster) 
to  him. 

"I  don't  begrudge  New  York  time- 
buyers  the  comfort  the)  find  in  the 

customer)  yardsticks  of  network  affi- 
liation, power.  Hooperatings  and  glos- 

-\  promotion.  1  think  they  are  ver) 
foolish  when  thev  fail  to  solicit  the 

valuable  advice  of  the  people  who  an- 
on the  front  line  of  selling  their  prod- 

ucts." 
Law -on  Taylor,  general  manager  of 

KFMJ,  Tulsa,  blames  rating  "blind- 
ness:" "Ratings  are  hardest  obstacle 

with  national  timebuyers.  Even  with 

a  low  cost-per  1,000  the  timebuyer  still 
wants  to  hu\  quantity  of  audience.  He 
has  this  to  fall  hack  on  in  the  event  a 

campaign  does  not  sell  well.  It's  the 
biggest  and  best  I  could  buy,  is  his  an- 

swer. "Must  have  been  the  copy.'  or 
some  other  excuse,  hut  his  timehu\inu 

was  correct.  Manx,  main  campaigns 
have  run  with  profitable  sales  results 

on  smaller  ratings." 
CKIt .  Winnipeg,  charges  that  fre- 

quence discounts  often  take  mone) 

away  from  the  independent:  "Frequen- 
c)  discounts  prove  somewhat  of  a 

road  block  in  obtaining  our  share  of 

the  national  advertisers'  dollar.  The 
tendency  seems  to  be  to  place  all  the 
budget  on  one  station  in  a  market.  This 

t\  pe  ot  hu\  ing  is  designed  to  save  bud- 
get dollars  by  earning  maximum  fre- 

quency discount.  The  advisability  of 
this  seems  well   founded,   yet.  does   it 

ire    the    advertise)    ol  i li< 

most  <lhi  tive  i  in  illation  '  I  1m-  num- 
bei  one  station  in  a  mat  k- 1  .  ould  ha*  i 

•  ■I  tin-  audiem  e,  yet,  an  ad\ ei  ■ 
ii-i  i  using  tin-  station  ex<  lusivel) . 

would  onl)  be  reai  hing  one-quai tei  ■  .! 
In-  potent i.il  ■  ustoraei s.  In  othei 

win  ds,  it  takes  two  and  pel  haps  dun- 
to  adequatel)  do  tin-  job.  Inis  yeai 

in  westei  n  I  .in.i.l.i.  -i.iiii.ii-  .in-  grad- 
uall)  adopting  a  one-time  spot  ami 
lla-h  rate.  \\  iih  evei  \  station  in  tin' 

market  adopting  tin-  policy,  the  ten- 
dene)  w  ill  he  to  oven  nun  the  pi  i 

of  buying  for  sake  of  frequenc)   dis- 

■ ' .nut .      \-  we   -'•'■    ii     ii   iii 
will  I.,  med  in  a  market  and  radio  will 

be  « redited   h  ■  1 1  •   ha\  ing    prodt*  i il  adverti 

M..-i  ..t  the  respondents  in  tie-  si*o.v 

-hi:  survej   ■■:    \  I  \I-   ••  c     ni  n    ■  ■  r  t •-.  1 mi.  .  ess  -i'.i  I-  -  i"  ihoM  eftw  ienl  ui 

independent   radio  b)    national  adver- 
i  isei  -.      I  [ere    are    some   •  api«ul<:    • histoi 

I  ...LI     Storz,     genei  al    mai 

KoWII.  Omaha,  tells  ,i  -u.  .  .-•■  «.i«»r\ 

ih.ii  point-  to  tin-  -in  n  id  of  tin-  in- 

dependent's     pel  sonalitii  I 
I   I-  had  plai  ed  annouw  emenl  n  led- 

rirfma(  Gift  for  /( 
tke  Upper  MfetJ 

NOW   TELECASTING 

on   channel    5' 

BISMARCK,  NO.  DAK. 

NOW   ON   THE 

WITH   NETWORK 

PROGRAMMING 

•  KFYR-TV  now  offers  'imp 
market  penetration  into  wealthy 

Midwest  farm  homes— families 

who  rank  near  the  national  peak 

in  buying  power,  and  through 
KFYR  radio,  have  been  welded 

into  a  loyal  and  profitable  audi- 
ence for  your  sales  story. 
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EL 

f  NBC .    DUMONT X"    CBS 
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ules  for  Jell-0  on  a  number  of  stations 

throughout  the  country,  asking  listen- 
ers to  participate  in  a  write-in  contest. 

The  disk  jockey  receiving  the  most 
Jell-0  contest  entries  was  to  be  award- 

ed a  special  prize:  a  round-trip  to 
Paris  for  himself  and  his  wife  as 

guests  of  General  Foods.  Sandy  Jack- 
son of  KOWH  won  the  award,  pulling 

more  mail  response  than  any  other 
station  on  the  schedule. 

Many  stations  cited  the  experience 

of  Life  to  illustrate  the  sales  effective- 
ness of  independents: 

Robert  H.  Temple,  manager  of 

KREM,  Spokane,  Wash.,  told  of  a  re- 
cent Life  campaign,  during  which 

KREM  was  the  only  station  used  by 
this  national  advertiser  in  the  Spokane 
market.  Life  announcements  were 

done  ad  lib  by  disk  jockeys  to  promote 
newsstand  sale  of  the  magazine.  KREM 

had  been  chosen  for  its  musical  pro- 

graming, and,  because  as  an  indepen- 
dent, the  sation  was  flexible  to  changes 

in  scheduling.  At  the  end  of  the  cam- 

paign, Life  found  that  Spokane  had 
shown  the  greatest  sales  increase  of 

any  Western  states  during  the  period 
which  the  KREM  announcements  were 
run. 

WNER,   Worcester.   Mass.   was   one 

of  the  original  test  stations  used  by 

Life.  "We  are  now  in  our  third  re- 
newal with  the  Life  account,  having 

been  instrumental  in  increasing  their 
over-all  circulation  in  the  Worcester 

area  over  9%,"  the  station  reports. 
WC1  E,  \kron.  reports  Life  used  in- 

formal, ad-lib  copy  approach,  "on 
theory  our  stall  knows  just  how  to  talk 

to  local  audience."  It  runs  14  spots 
each  weekend  I  between  5:00  p.m. 

Thursday  and  noon  Saturday. 

"Results?  Percentage  of  newsstand 
sellout  in  Akron  consistently  has  been 

second  only  to  Cleveland,  where  two 
stations  are  used.  Client  evidently  is 

pleased,  because  WCL'E  is  now  run- 
ning out  its  third  renewal  since  cam- 

paign started  in  February  1953." 
KYA,  San  Francisco,  tells  of  the  fact 

that  Life  increased  its  schedule  on  the 
station  after  the  initial  run.  The  Life 

account  man,  says  the  station,  "went 
on  record  in  writing  in  his  report  to 

the  effect  that  George  Ruge's  Koffee 
Klub  on  KYA  was  a  must  buy  for  all 

Y&R  spot  radio  drives  in  the  San 

Francisco  Bay  Area." And  in  Canada,  CKY.  Winnipeg. 

says  it  was  used  to  reach  the  Manitoba 
market  for  the  magazine.  Life  used 
17    announcements   a   week   Monda\s. 

SOUTHWEST  VIRGINIA'S  PtfUtee/l  RADIO  STATION 

Them  that  has  .  •  • 

GITS/ 
There's  an  extra  punch  in  your  advertising  dollar 
on  WDBJ!  To  demonstrate,  look  at  these  Promo- 

tion figures  for  the  Fall  Campaign  (Aug.  30-Nov. 
30): 

Newspaper  ad  Lineage  31,195 

Newspaper  Publicity   Lineage  7,057 

Spot    Announcements                545 

Downtown   Display  Windows  14 

plus  stationbreak  trailers,  dealer  cards  and  letters,  and 

"Drug  Briefs"  and  "Grocery  Briefs"  published  monthly 
for  the  area   drug  and   grocery  stores! 

Established  1924  •  CBS  Since  1929 

AM  •  5000  WATTS  ■  960  KC 

FM  .  41.000  WATTS  ■  94.9  MC 

Tuesdays  and  Wednesdays.  CKY  was 

used  "'mainly  because  of  our  air  per- 
sonalities —  selling  personalities  who 

are  well  known  and  believed  in  by  the 

very  people  whom  Life  wanted  to  sell." 
After  the  first  13  weeks  of  Life's  Ca- 

nadian campaign,  run  simultaneously 

in  large  markets  throughout  Canada, 

the  majority  of  these  markets  showed 
a  decided  increase  in  Life  sales.  CKY 

reports  it  was  among  four  stations  with 

higher-than-average  records  of  news- 
stand  increases  in   their  communities. 

John  Engelbrecht,  president  of 

\\  IKY.  Evansville,  Ind.,  cites  a  three- 
month  Shell  Oil  campaign  as  an  out- 

standing success  story.  Shell  had  used 

\\  IKY  with  an  "impact  package"— 
that  is  a  concentrated  short-run  an- 

nouncement campaign — to  announce 

the  opening  of  one  of  Shell's  stations. 
The  campaign  brought  such  good  re- 

sponse in  terms  of  traffic  and  sales 
to  the  station,  that  the  firm  doubled  its 

WIKY  budget  for  its  next  grand  open- 

ing. 

From  WXLW.  Indianapolis,  Ind.. 

comes  the  following  Shell  Oil  success 

story:  When  Shell  introduced  its  new 
campaign  in  summer  1953,  advertising 
the  addition  of  a  new  component 
(TCP)  in  Shell  gasoline,  WXLW  got  a 

large  chunk  of  the  announcements  ap- 

j  portioned  among  the  three  stations  in 
the  market — 30  one-minute  announce- 

ments per  week.  TCP  penetration  in 
the  market  and  sales  shot  up  beyond 

Shells  expectations  to  an  estimated 

25 %   increase. 
From  KNUZ,  Houston,  Tex.,  comes 

the  story  of  the  National  Biscuit  Co.'s 
campaign  for  .Milk  Bone  dog  food. 
This  campaign  was  run  exclusively  on 

KNUZ.  To  promote  it,  the  station 

joined  the  Houston  S.P.C.A.  in  offer- 
ing dogs  for  adoption.  New  owners 

were  given  Nabiscos  booklet  on  the 
care  and  feeding  of  dogs,  as  well  as  a 

supply  of  Milk  Bone.  Over  300  dogs 
were  actually  adopted,  but  the  demand 
kept  outpulling  the  supply  of  pups. 

Nabisco  salesmen  reported  that  retail- 

ers were  very  happy  about  the  cam- 
paign and  had  seen  an  increase  in  sales 

of  all  Nabisco  products.  The  com- 

pany gave  KXl  Z  the  award  for  the 
station  with  the  outstanding  promotion 

for  that  year.  *  *  * 

ROANOKE,     VA. 

he   TIMES-WORLD  CORPORATION 

FREE  &  PETERS.  INC..  National  Representatives 

Do  you  use  SPONSOR'S  index? 
Each  six  months  sponsor  publishes 

an  index  for  the  preceding  period. 
ICs  a  valuable  guide  and  copies  are 
available  to  you  without  cost. 
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NEWSPAPER  STRIKE 

(Continued  from  page  32) 

$35,000  during  the  -ink.-. 
WOH  carried  aboul  - 10,000  worth 

«.!'  -inkc  advertising,  .m.l  \\  OR- 1  \  at 
least  15,000  worth. 

\\  \\(  \  probabl)  carried  more  Btrike 

advertising  than  an)  other  indepen- 
dent station,  roughl)  130,000  worth. 

i  I  In-  doesn't  mean  the  Btation  had  a 
lot  of  availabilities,  Btation  executives 

said:  WMCA  ua>  aide  to  arrange  its 
schedule  to  lit  in  more  accounts.  I 

Ihf  remaining  stations  did  not  esti- 
mate their  strike  business,  but  b)  tabu- 

lating tht'ir  strike  accounts  and  fol- 
lowing  their  published  rate  cards, 
sponsor  believes  the)  accounted  for 
about  $160,000  worth  of  business. 

If  retail  stores  spent  about  IV,  of 

their  newspaper  budgets  on  radio  and 

t\  during  the  strike  as  several  authori- 

ties estimate;  and  if  sponsor's  estimate 
of  radio  and  tv  billings  during  the  11- 
da)  period  brought  in  because  of  the 
strike  is  reasonabl)  accurate,  it  would 
indicate  these  stores  would   have  spent 

about  S2  million  in  newspapers. 

Should  a  newspaper  strike  hit 
your  market,  what  should  you  do  if 
miu  are  a  station  manager,  or  what 

should  \ou  do  if  >«>u  are  a  ret  liler? 

Perhaps  you  can  benefit  by  what 

New  Yorkers  in  both  those  categories 
did. 

Those  radio  and  t\  stations  which 

bad  available  time  took  the  initiative 

in  calling  retailers.  The  -trike  -tailed 

at  6:00  p.m.  on  a  Saturda)  :  on  the 

same  da)  some  station-  started  calling 
department  store  advertising  managers. 
In  a  lew  cases,  the  -tore-  started  their 

air  campaigns  on  Sunday  some  as 
earl)    as  noon. 

Advertising  manager-  for  two  of 

New  ̂   ork's  largest  -tore-  told  sponsor 
the)  w.re  both  amazed  and  impressed 
with  the  speed  with  which  they  could 

get  on  the  air.  \n  interesting  point. 
however:  These  ad  managers  first 
bought  time  from  stations  which  were 
aware  oi  department  store  advertisine 

problems  and  which  had  approached 

the  store-  o\er  the  past  few  years  with 
presentations  which  the  stores  de- 

scribed as  intelligent.  One  advertising 

manager  bought  time  on  only  one  ra- 
dio station  because  it  bad  been  the 

onl)  station  which  had  bothered,  he 
said,  to  make  periodic  calls  before  the 
strike  bad  occurred. 

It  you  re  a  Btation  n  an  i  ;er,  then, 

it  might  behoove  you  i"  make  presen- 
tations to  the  department  stores  in  youi 

cit)  both  to  seek  immediate  sales  and 
on  the  i  Bthei  remote  i  han<  e  that  there 

might  be  an  emei gen<  \   -Mine  >\  i-. 
\  lew  department  store  ad  mai  i 

were  offered  time  <m  Sunda)  but 
tui ned  ii  dov n.  B)  1  uesda)  the 

third  da)  ol  the  Bti  ike  i  ertain  stores 

h In'  h  had  not  alread)  bought  time 

-tartcd  calling  Btal ions  about  avail- 
abilities. Most  found  that  \  irtuall)  all 

the  time  w ,i-  Bold. 

\t   least   one  store     W  anamakers 
lllfrd    a  J. 

\\  altei   I  horapson     t"  handle  ii-  radio and    t\    <  op)  . 

I  \en  those  stores  whi<  h  prepared 
tin  ii  «.w ii  .in  <  n|i\ .  however,  also  •  on 

tinued    to    prepare    new  sp  ipei     idver- 
ti-in 

Stores   w hi<  h   neithei    emploj ed   an 
■  \    noi    had   a   radio  and   h    de 

partmenl    expo  ted   the    radio   and    tv 
Stations  t"  d<>  this   work    for  them.      In 

all  cases,  as  fai  as  sponsor  i  ould  b 
the  Btations  unhesitatingl)  prepared  trx 

CRACK 
THE   EASTERN 

KANSAS   MARKET  ! 

^\\|//
 

More  listeners,  more  hours  than  any  other  station  in 

Topeka  ....  and  a  go-getting  merchandising  plan  that's 

won  national  honors.  Add  'em  up  and  it  spells  sales  for 

you  in  Eastern  Kansas.  (We're  talking  about  our  better 
half,  incidentally) 

TOPEKA,  KANSAS 
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28  DECEMBER   1953 

89 



TELEPULSE  Survey  proves... 

TV 
OST    POPULAR 

TV    STAT  I O 

s_ 

IN    DENVER 

'Zfene  one  t&e  *?cict& 
■H •  8  of  the  top  10  once-ct-week  shows  ...on  KLZ-TV 

(including,  of  course,  first  place) 

•  8  of  the  top  10  multi-weekly  shows... on  KLZ-TV 
(including,  of  course,  first  place) 

•  AND:  of  the  highest  rated  multi-weekly  shows, 

ALL  of  the  first  five  are  KLZ-TV  local  originations. 

This  is  convincing  evidence  of  local  TV  leadership: 

Most  popular  local  TV  newscast  and  weather... 

Second  most  popular  local  TV  newscast  and 
weather... 

Most  popular  local  western  show  for  kids- 
Sheriff  Scotty... 

Most  popular  local  sports  show  — Larry  Varnell 
Sports  Shop... 

Most  popular  local  kitchen  show... 

...and  there  are  others! 

KLZ-TV 10  PM 

KLZ-TV 6  PM 

KLZ-TV 

KLZ-TV 

KLZ-TV 

•  Telepulse  audience  survey, 

for  late  November,  1953  proves 

that  KLZ-TV... fops  with 

facilities,  personalities  and 

programs.  ..is  tops  with  viewers 

—  and  by  a  wide  margin. 

Literally  skyrocketing  into 

overwhelming  dominance  of 

the  Denver  TV  scene,  KLZ-TV... 

Channel  7. ..is  the  "Must  buy" 
for  advertisers. 

See  your  KATZ  man  or  write,  wire  or  telephone.., 

£C Affiliate 

B  L  Z  -TV 
CHANNEL 7 DENVER 

OWNED  AND  OPERATED  BY  ALADDIN  RADIO  &  TELEVISION,  INC. 
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air    matei  ial,       I  ln~.    loo,    impressed 
store  executives. 

It  probabl)  is  more  than  i  oin<  i  len- 

ial  thai  those  stores  including  Macy's 
ami  < rimbels,  h liii  li  had  used  radio 

and  i\  in  the  past,  ii  onlj  sporadi- 
call) .  got  the  best  i ime  pei  iods  and 
the  most  availabilities.  rhese  same 

stores,  competent  observers  agreed, 
mi  Hi  red  the  least  Bales  decline  and 

some  actuall)  did  better  during  the 
strike  than  the)   did  the  week  before 
the   strike. 

For  department  Btore  executives, 
then,  this  ad>  ic<  :  \  radio  or  t\  sched- 

ule, even  it  a  modest  one,  maj  be 

valuable  insurance  in  case  your  local 
newspapers  are  one  da)  closed  down. 

If  hat  did  the  department  stores 

do  in  New  York  during  the  strike? 

Here  i<  sponsor's  store  b)  store  break- <ln\\  ii : 

\iacf$l  Six  radio  ami  one  t\   -tation 

used:  WCBS,  \\  NBC,  WQXR,  Woii. 

WINS.  WMCA  and  WI'IY  Depending 
upon  the  station,  from  seven  to  28 

announcements  per  da]  were  bought, 
or  an  average  of  from  about  10  to 

about  150  announcements  daily.  Ma  y's 
also  bought  news  programs  on  a  few 
stations.  including  two  hour-long 
news  .-hows  on  \V\I5T.  a  L5-minute 
newscast  on  WMCA  and  a  I()-minute 

Sunda)  newscast  on  W  PIX.  It  I  ought 
every  available  newscast  on  W  INS.  \n 

hour-long  Saturday  Sight  Dane,-  Pa- 
rade, on  WMCA,  was  taken.  The 

store  placed  a  standing  order  with 

WOH  for  all  available  time.  Macy's 
mentioned  specific  items  of  merchan- 

dise in  its  announcements,  as  well  as 

prices.  i  Before  the  strike.  Macy's 
and  Coca-Cola  signed  for  Santa  Clans 

a!  Macy's,  a  dail\  15-minute  program 
telecast  over  W'VHI).  It  ran  through 2  1  December.  I 

Hearns:  Five  radio  and  four  t\  sta- 
tions used:  WCBS  WNBC  WHOM 

WMCA,  \\  \BC.  WCBS-TV,  W  \r,<  - 
rV,  WPIX  and  WOR-TV.  Depending 
upon  the  station,  from  less  than  five 
to  more  than  20  announcements  were 
bought,  or  an  average  of  from  30  to 
well  over  100  announcements  daily. 
Hearns  bought  two  L5-minute  periods 
on  WABC-TY  of  Ed  and  Pegeen  Fitz- 

gerald and  featured  it-  toys.  The  store 
also  bought  Italian.  Polish  and  Span- 

ish announcements  on  W  HOM.  as  well 

as    announcements    durimz    WHOM'. 

Negro  programing  hours,  It  was  the 
onl)  major  department  store  t"  use 

fori  I'M  language  stations.  Hearns,  like 
M  i   ■  s,    mentioned    sp©  ifi<     items   of 

pi  i'  es     in     ii-     an 
men  handise    am 

noun   ••mini-. 

Bloomingdale's t\  station  used 

WQXR,    WMCA, 

Six   radio  and  one 

\\i  BS,     \\  \H-\1 
WOV,    WOR    and 

W  i  BS-  I  \ .      I  he  -tore  bought   mostl) 
annouro  ements,    which    ranged     1 1 

one  or  two  dail)  on  some  stations  !•■  .i 
considerable  number  on  othei   outlets. 

Bloomingd  le's  did  not  emphasize  par- 

ii<  ulai  items  oi  pi u  es  quite  as  mix  Ii 

as  M  H  •  op)  th- 

iol the  most  part  it  e*  h  --f  it- 
II. -I. i-  \s .i-  "heaped  high   with  <  I  • 
maa  I  ik.-   most   ..f  the  other 

stores,    Bloomin  dali  -    told    listi  ■ 
that  ii  would  be  open  ev< 

fore  (  hristnuu  until  9    •  ! 
'.  mbeu :  <  tne  i  I  one  u 

tion  used:  W(  BS  and  WOR  I  \    Gin* 

lii-l-'  advertising   m  n  ager,  W  illian    S 
Meyerson,  was  particular!)   impressed 

with   radio-  speed,     He  said  he  had 

dii  tated    Borne   hosiei  ■•    •  op) 

D0NT  BE  FOOLED 

ABOUT  ROCHESTER 
IN  ROCHESTER  Pulse  surveys  and  rates  the  422  weekly 

quarter-hour  periods  that  WHEC  is  on  the  air.  Here's  the 
latest  score: 

STATION       STATION         STATION       STATION       STATION  STATION 

FIRSTS 

TIES   

WHEC 

267 

32 

B 
103 

30 

C 

12 

1 

F 

0 

Sfafi'on  on 'Ml  iuni«f  only 

WHEC  carries  ALL  of  the   "top  ten"  daytime   shows! 

WHEC  carries    SIX    of  the  vvtop  ten''  evening  shows! 

LATEST    PULSE    REPORT    BEFORE    CLOSING    TIME 

BUY    WHERE    THEYRE    LISTENING:- 

WHEC J'fthfietf&l 
NEW    YORK 

5. OCX)   WATTS 

lamMWim:  EVERETT- McKINNEY.  Inc.  N»w  Yor*.  OWooo.  IEE  F.  O'CONNCU  CO..  lot  A»9*An.  im 
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John  Willim  at  WCBS.  Willim  told 
him  to  turn  on  a  radio  if  he  wanted  to 
hear  for  himself  how  fast  WCBS  could 

work.  Meyerson  recalls  that  he  spent 

a  couple  minutes  looking  for  a  radio, 
and  that  almost  as  soon  as  he  had 

turned  it  on  the  hosiery  announcement 

came  on  the  air  (see  picture  series 

pages  31  and  32).  "Fantastic,"  said 
Meyerson,  "simply  fantastic."  The 
main  purpose  of  the  radio  announce- 

ments, according  to  Meyerson,  was  to 
advise  listeners  that  the  store  would 

be  open  until  9:00  p.m.  "We  were 
planning  to  announce  the  later  hours 

during  the  week  the  strike  broke,"  he 
said.  "With  no  papers,  we  turned  to 
radio  and  tv  to  get  our  message 

across." Abraham  &  Straus:  Two  radio  and 

one  tv  station  used:  WMGM,  WMCA 

and  WABD.  A&S  bought  the  heaviest 

schedule  of  any  department  store  on 

Du  Mont's  WABD.  On  WMCA,  the 
store  first  ran  announcements  of  a  help- 
wanted  nature,  advising  listeners  that 

Christmas  jobs  were  open  at  the  store. 
Later  it  switched  to  item  and  price 
announcements.  Because  the  Brooklyn 

Eagle  was  not  involved  in  the  New 

York   strike,    A&S,    Brooklyn's   largest 

department  store,  was  not  as  seriously 
affected  as  stores  in  Manhattan.  Wil- 

liam Tohey.  A&S  advertising  manager, 

said  the  store's  business  was  affected 
in  only  one  area:  mail  and  phone  or- 
ders. 

John  Wanamaker:  Two  tv  stations 

used:  WNBT  and  WPIX.  It  is  be- 

lieved that  Wanamaker's  was  the  only 
store  to  arrange  for  telecasts  direct 
from  the  store.  WPIX  on  Sunday, 

Monday  and  Tuesday  of  the  strike 
tarried  remote  telecasts  from  the  store, 

called  Christmas  at  Wanamakers.  The 

store  bought  mostly  news  programs  on 

WNBT.  J.  Walter  Thompson  Co.  for 

the  first  time  handled  Wanamaker's 
account. 

Ludivig  Baumann  &  Spear's:  Two 
radio  stations:  WNEW  and  WMCA. 

LB-Spear's  already  was  on  WNEW  be- 
fore the  strike,  however.  The  store 

bought  49  newscasts  weekly  on  WMCA 
and  is  continuing  to  use  the  station 

through  Christmas.  Howard  Kuh,  LB- 

Spear's  advertising  manager,  said  the 

strike  didn't  demonstrate  anything  be- 
cause no  opportunity  was  given  radio 

and  tv  to  replace  papers.  He  said  the 
stores  did  not  give  radio  and  tv  anv 
more   than    159?     of   the    monev    thev 

DOUBLED  IN  '53 
Spanish  Language advertising — Xational    and 

Regional — over  KCOR,  doubled  in  1953!  Advertising  over  KCOR  is 

directed  to  691,493  Spanish-Speaking  people  who  prefer  Spanish  radio. 

THANKS... 
to  the  many  advertisers,  who  choose  KCOR,  Texas'  First  and  most 
powerful  Spanisli-Language  station  to  program  to  this  rich  market. 
KCOR  is  proud  to  have  been  selected  by  these  famous  names  to  carry 
I  heir  sales  messages.  .  . 
Anacin 

Fab 
Maxwell   House Swansdown  Cake  Mix 

Askin  Stores 4-Way  Cold  Tablets 
Mejoral SSS  Tonic Bordcns  Milk Falstaff  Beer 

Mercury 

Stanback Camay 
Feenamint 

Oxydol 
Shinola 

Camels Fletchers  Castoria Pearl   Beer Supreme  Crackers 
Carnation   Milk Creyhound  Lines 

Pertussin 

Texas  Rice  Ass'n. Cheer Italian  Swiss  Colony 
Pepsi  Cola 

Texas  State  Optical 
Chesterfield 

Ipana 
Pioneer  Flour Thorn  McAn  Shoes 

Coca  Cola 
Jax  Beer 

PurAsnow Tide 
Crcomulsion 

)oy 
Sal  Hcpatica Vicks  Vapo  Rub 

Crustene Lee  Optical 
Seven   Up 

Virginia  Dare 
D'Franssia    Lab. Lone  Star  Beer Scott's  Emulsion Vitalis 
Dr.  Caldwells  Syrup Lucky  Strike Super  Suds 

White  Auto  Stores 

r\\_wr\     DUiiumg       *       jan    Hnconio,      icxob 

CSSSBL 

Richard  O'Connell 
Nat.    Adv.    Dir. 

40  E.  49th  St.  New  York,  N.  Y. 

Harlan  J.  Oakes  &  Associates 
Los  Angeles,  San  Francisco  &  Chicago 

would  have  spent  in  newspapers  over 

the  same  period,  so  "it's  silly  to  com- 

pare media  under  these  circumstances." 
(Other  experienced  observers  of  the 

department  store  scene  agreed  no  store 

spent  more  than  159J  .  Some  spent less. ) 

Kuh  believes  newspapers  still  are 

best  for  mail  and  phone  orders, 
however,  even  if  budgets  for  both 
media  are  the  same.  In  commenting 
on  the  use  stores  made  of  radio  and 

tv  during  the  strike.  Kuh  said  "there 
were  reports  day  by  day  from  the  news- 

papers that  the  strike  was  about  to  be 

settled,  so  the  stores  couldn't  embark 

on   an   intelligent  program." 
Saks  Fifth  Avenue:  One  radio  sta- 

tion used:  WCBS.  This  high-fashion, 

high-quality  store  hought  several  an- 
nouncements which  described  certain 

items  of  merchandise  and  mentioned 

prices  in  certain  cases.  The  store  was 

signed  up  by  WCBS'  Henry  Unter- 
meyer  and  John  Willim  at  10:20  a.m. 

Monday.  The  first  Saks  commercial 
was  aired  just  45  minutes  later.  One 
Saks  announcement,  aired  in  the  morn- 

ing, was  about  beaded  handbags.  In 

spite  of  the  fact  it  was  a  rainy  Mon- 
day, during  the  afternoon  many  of  the 

handbags  were  sold.  One  high  Saks 
store  official  was  quoted  as  saving. 

"The  results  were  awfully  good." 
Schlossmans:  Two  tv  stations  used: 

WOR-TV  and  WPIX.  Saturday  morn- 
ing at  10:20  Schlossmans  signed  with 

WOR-TV.  and  the  store  was  on  the  air 

at  11:00  with  a  four-hour  show.  The 

next  day  it  was  on  WOR-TV  for  10 

hours.  Schlossmans  promoted,  princi- 

pally, its  mail  and  phone  order  items. 
W  hile  other  stores  all  reported  a  sharp 

drop  in  mail  and  phone  business,  a 
spokesman  for  Schlossmans  said  the 

store's  business  was  so  heaw  that  ex- 
tra help  had  to  be  brought  in  on  Sun- 

day to  handle  all  the  orders. 
Blumstein:  One  radio  station  used : 

W  W  RL.  This  store,  said  to  be  the 

largest  department  store  in  Harlem, 

bought  two  five-minute  periods  a  da\ 

on  WWRL's  Doc  Wheeler  Shan,  high- 
rated  Negro  program.  The  store  made 
a  special  offer  to  WW  RL  listeners. 

To  key  returns  a  certain  price  not 
mentioned  except  for  the  radio  an- 

nouncements, was  used. 

Namm  Loeser's:  One  radio  station 

used:  WMCA.  A  large  Brookhn  de- 

partment store.  Namm  Loeser's  ran  a 
limited  schedule  of  announcements  on 
\\  MCA.  As  in  the  case  of  Abraham  & 
Straus,  another  Brooklyn  store.  Namm 
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Loesei  b  was  able  to  keep  on  using  the 

Brooklyn  Eagle  throughout  the  -tiike 
of  Manhattan  newspapers. 

Two  large  specialty  stores  turned  to 
air   media. 

I'rch  &  Peck:  One  t\  station  used: 

WNBT.  Two  L5-minute  programs  on 

Sunday  I  the  first  daj  of  the  strike  ' . 
Late  Saturday  afternoon,  Stuart  Lud- 
Itim.  tv  dire<  i * > i  of  C.  .1.  La  Roche  & 

(  o.,  and  Don  Shaw,  account  supervisoi 

for  Peck  &  Peck,  pul  together  Bome  t\ 

commercials  b)  using  |   I-  ol  adver- 
tisements which  were  -<  heduled  to  ap- 

pear in  the  Sunday  and  Monday  news- 

papers. ITiey  arranged  For  a  12:00- 

12:15  news  program  on  WM51'  and tailed  two  actress-announcers  to  han- 

dle tht*  commercials.  On  Sunday, 
the  actresses  had  121-  minutes  to  de- 

cide on  how  they  would  present  the 

commercials  before  the  program  was 

telecast;  they  ad-libbed  the  copy,  and 
the  camera-  moved   in   for  close-ups  of 

the  ads.  Immediately  after  the  pro- 

gram, Peck  &  IVck  bought  the  3:i)D- 

3:15  p.m.  period  on  \\  NBT.  A  spoke- 
man  for  La  Roche  said  business  in 

Peck  &  Peck's  New  York  stores  the  Fol- 
lowing week  was  ahead  of  a  year  ago. 

Tailored  Woman:  One  radio  sta- 

tioii  used:  WMCA.  New  to  radio — at 

least  new  to  WMCA  —  the  Tailored 

Woman,  a  swank  Fifth  \\enue  spe- 

< iialty  store,  bought  one  10-minute  pro- 
gram on  a  trial  basis.  Then  the  store 

bought  two  10-minute  segments  on  two 
\\  MCA  disk  jockey  programs,  and  also 

took  two  15-minute  news  programs. 

\l.  M.  Fleischl.  WMCA  vice  president 
and  general  manager,  told  SPONSOR 

that  although  the  store  did  not  specif- 
ically mention  how  well  radio  worked, 

he  assumed  that  the  programs  it 
bought  following  the  trial  program  are 
at  least  indicative  of  satisfaction  with 

the  job  radio  could  do. 

Two  grocery  chains  bought  an- 
nouncements on  both  radio  and  tv  sta- 

tions. A&P  and  Grand  Union  both 

bought  fairly  heavy  announcement 
schedules  on  WCBS,  WNBC  and 
W  FIX.  and  A&P  also  ordered  time  on 
WNBT.  The  food  store  chains  listed 

grocery  items,  prices,  and  in  some 
cases  compared  food  prices  with  a  year 

ago.  apparently  an  adaptation  of  their 
newspaper  advertising. 

Plummer.  Ltd..  a  fine  china  and 

glassware  store  on  upper  Fifth  Ave- 
nue.  bought  a  full  hour  program  on 

WARD.  The  Chicago  Symphony  Or- 
chestra telecast   on   Sunday   nisiht   was 

sponsored  by   the  store 

rwo  lai  ge  appliaiK  e  chains    I ' 
and  \  mi.  in'  reased  theii  radio  and  t\ 

-  hedules,  using  extra  stations. 

I  ernei  Shops,  w  oman  -  weai  i  ha 
bough)  time  on  W  PIX, 

Automobile    dealers    turned    to    aii 

media  dm  in-  the  -ti  ike.    I  lodge,  Lin- 

•  oln-Men  ury,  (  idillai  and  W  illys  were 

among  the  makes  advertised  ovei   1 1  n  - 
aii . 

One  of  tin-  nic.-t  interesting  auto  su<  • 

•  ess  stoi  ies  was  reported  by  W  u\  .  I  he 
station  -aid  the  \\  illys  Dealers  oi  New 
^  in k  bought  Italian  Ian  '■  e  time  on 

the  Btation  and  got  immediate  results. 

\  spokesman  For  the  W  illy  -  dealers 

said  they  were  "tremendously  pleased" 
w  ith  the  ladio  campaign. 

( tther  lai  ̂ e  usei  -  oi  aii  time  includ- 

ed many  of  the  motion  picture  theatre 

chains,  particularly  Loew's,  Paramount 
and  Warner  Brothers.  Other  motion 

picture  companies  on  the  air  were 
Columbia  Picture-.  I  oited  Artists, 

M-G-M  and  20th-century  Fox.  I  hea- 
tres  using  radio  and  t\  included  Radio 

City  Music  Hall.  Rivoli,  Max  fair.  Cri- 

terion and  Capitol. 

Rogers  &  Hammerstein  signed  -"hed- 
ules on  several  stations  for  their  "The 

Km.    &   I        —  •  > ■  1 1 1 •   I'm  iii'      and     Mi 

g      lull.  I I  In-     i  ,<■<  'id     I  lei  lie     com  pan  j 

ht  help-wanted  announcements  on 

WQXR.      Inothei    WQXR     idvertisei 
\  in    (  I. if    8    Arpels,    h 

I  ifth    Avenue   jeweli  j    stoi 

\  I. it ge  jeweli  \  •  hain,  I  inlay 

Sti  hi-,  purchased  announcements  on  > 1  <  -  \%    stations. 

The  Darling  Toy   Stores,  h  hit  h  has 
l'.\  stores  in  the  New   V>ik  an  < 

one  of   W  \b   \  -     ..'  week   adi  erl 
n In  li  in  i'  i-i  d  tin  it  -  hedule  dui 

the    -trike.     I  ormerly    the    toy    i  hain 

bought    only     announcements,    but    it 
used  pai  ti<  ipations  and  progi  inu  also 

during  the  Btrike.    Results  were  so  su<  • 
«  essful  that  the  Btore  is  i  onl  u  uii 

use  programs. 

vi"  k    inaiket    reports    on    \\\P.\! 
weir  sponsored  by    one  of    Amei 

oldest    brokerage    houses,    New  I  u 

Loeb  &  Co.    I  he  fii  m  s]  onsored  mar- 
ket repot  i-  I  mm  6 . 5 1  to  7:00  i  i  -!itl\ . 

\n  exe  utive  "I    Allied  Sti ires,  Inc., 

of  w!ii<  li  Stern's  is  an  affiliate,  said  the 
-it ike     in  his  opinion     showed  depart 

menl   stores   thai    they    were   -["'mini.' 
too    much    inone\    on    advertising,    at 
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First 

CLEVELAND'S CHIEF    STATION 

5,000   WATTS— 850   K.C. 

BASIC  ABC   NETWORK 

REPRESENTED 

BY 

H  •  R   REPRESENTATIVES 

WJVff-^^ CLEVELAND'S  CUiej  STATION 

["••'"Mflfl/ifl 
■       zj  Reasons  Why 
^_  The  foremost  national  and  local  ad- 
|BI  vertisers     use     WEVD     year     after 
MB  Year  +°  reach  the  vast 

2^1  Jewish  Market 
00     of   Metropolitan   New    York 

^t  I.    Top   adult    programming 
—^  2.    Strong  audience   impact 
00  3.      Inherent  listener   loyalty 

MiP**  4.     Potential    buying    power 
Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD" 
HENRY   GREENFIELD 

WF.VD     117-119    West     46th     St. 
New    York    19 

Managing    Director 

least  on  newspaper  advertising.  The 
strike  showed,  he  said,  that  department 

stores  don't  have  to  he  married  to  just 
one  medium. 

"1  he  strike  may  have  a  great  main 
effects  upon  department  store  advertis- 

ing," the  Allied  Stores  official,  who 
could  not  be  quoted  by  name,  told 

sponsor.  "It  may,  for  one  thing,  cause 
the  hoys  who  actually  own  the  stores 

—and  who  haven't  paid  a  whole  lot  of 
attention  to  their  advertising — to  pay 
attention  to  the  way  their  advertising 

money  is  being  spent.  It  may  make 

the  store  owners  stop  and  say,  'Let's 
re-examine  our  ad  budgets.' ' 

Howard  Abrahams,  manager,  sales 

promotion,  for  the  National  Retail  Dry 
Goods  Association,  commented  to 

SPONSOR  that  the  11-day  strike  simply 

was  not  long  enough  to  prove  any- thing. 

"Over  the  years,"  he  said,  "there 
has  been  a  colossal  amount  of  momen- 

tum built  up  by  newspaper  advertising. 

No  one  can  deny  this.  In  addition, 
the  Christmas  season,  a  traditionall) 

selling  season,  was  bound  to  carrv  bus- 
iness along.  A  few  weeks  before,  or 

after,  this  season  and  perhaps  some 

effect  might  have  been   felt."       *  *  * 

YEAR-END  REPORT 
(Continued  from  page  29) 

antennae,  nothing  has  come  up  to  up- 
set the  initial  belief  that  a  uhf  picture 

is  just  as  good  as  a  vhf  picture — and 
in  some  cases  (because  uhf  signals  are 
less  subject  to  interference),  even 
better. 

The  progress  made  by  many  uhf  out- 
lets has  been  spotlighted  in  surveys 

run  by  such  outfits  as  the  American 
Research  Bureau  and  Videodex.  ARB 

has  completed  three  studies  of  uhf  in 
markets  where  it  faces  vhf  competition 
and  will  make  a  fourth — in  close  to 

100  markets — next  month.  Its  third 

report  in  October,  which  covered  51 
<  it\  areas,  showed  that  in  11  cities 

there  is  no  longer  a  uhf  conversion 

problem  since  85' (  of  the  sets  in  use 
can  receive  uhf.  Four  more  cities  are 

80-85',  converted,  and  nine  additional 

cities  are  50-75' ,  converted.  Of  the 

less-than-50% -converted  cities,  some 
arc  new  uhf  markets  but  a  few  have 

been  hampered  either  by  poor  engi- 
neering or  the  fact  that  too  main  good 

outside  vhf  signals  have  been  getting 
into  their  areas. 

Amonir  the   headaches   of  some   uhf 

stations  is  the  lack  of  network  affilia- 

tion. The  UHFA  considers  this  a  criti- 

cal matter.  Some  of  the  more  pessimis- 
tic of  the  uhf  crowd  are  warning  that 

uhf  will  go  the  way  of  fm  if  the  lack 
isn't  remedied. 

To  the  neworks  the  problem  is  sim- 

ply one  of  circulation.  They  point  to 
the  number  of  uhf  affiliates  as  proof 

they  are  not  prejudiced  against  the 

"upstairs"  band.  As  of  sponsor's  press 
time,  the  number  of  uhf  network  affili- 

ations were  as  follows:  at  NBC,  46 

out  of  164;  at  CBS,  54  out  of  158;  at 
ABC,  69  out  of  182,  and  at  Du  Mont, 

75  out  of  205.  *  *  • 

>    Radio's  listening  bonus 
While  advertisers  have  long  been 

aware  that  a  measurement  of  the  audi- 
ence for  their  show  or  commercial  was 

not  complete  without  including  out-of- 
home  and  secondary-set  listening,  they 

still  don't  have  a  standard  day-to-day 
measurement  of  the  complete  listening 

picture. A  big  step  forward  in  this  direction 
was  taken  this  year  with  the  revision 
of  the  Nielsen  radio  sample.  T  nder  the 

old  sample  28.6 %  of  the  homes  were 

considered  multi-set  homes.  This  fig- 
ure has  been  raised  to  43.7.  The  in- 

stallation of  MRM  (Multiple-Receiver 
Metering)  Audimeters  to  reflect  this 

new  sample  is  underway  now  and  will 
probably  be  complete  by  the  early  part 
of  1955.  During  the  interim  period 

rating  figures  are  being  weighted  to  re- 
flect the  new  multi-set  sample. 

This  weighting  began  in  September 

and  a  couple  of  Nielsen  studies  com- 

paring ratings  under  the  old  and  new 
samples  indicate  an  average  increase 

of  about  5','  .  That  is.  a  rating  of  10 
under  the  old  sample  would  be  10.5 
under  the  new.  Nielsen  researchers, 

however,  do  not  regard  this  as  the  final 

word  since  the  period  studied  (earl\ 
fall  l  is  not  considered  ideal  for  such  a 

comparison. 
The  out-of-home  listening  picture  is 

getting  a  lot  more  attention.  One  rea- 
son is  the  growing  belief  that,  while 

the  average  amount  of  radio  listening 
in  the  home  is  going  down,  average 

amount  of  out-of-home  listening  may 
be  going  up. 

Year-by-year  figures  on  the  out-of- 
home  audience  comes  from  Pulse  sum- 

mer and  winter  surveys.  The  research 

firm  reports  that  away-from-home  lis- 

tening added  22.2'  ,  to  the  radio  audi- 
ence in  23  major  markets  this  summer. 

This  compares  to  18. 9r,   in  15  markets 
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the  summer  previous  and  17.39  in  II 

markets  during  tin-  summei  <>f  1951. 
Similar  studies  "f  tvintei  listening  dui 

in^  January  and  Febi uai y  in  L953 

1952  and  L95]  i  ame  up  m  ith  the  fol- 

lowing percentages,  respectively:  I!!.''. 

I  ."..2  and   13.7. 
The  importance  ol  out-of-home  li-- 

tening  as  a  pen  entage  of  in-home  lis- 
tening is  getting  increasing  attention 

al  N B( '..  It-  research  and  planning  d  •• 
partmenl  recently  assembled  and  tabu- 

lated a  ma---  1. 1  Nielsen  and  Pulse  fig 
ures,  which  indicated  i"  NBC  thai 

out-of-home  listening  is  growing  more 

important  because  in-home  listening  is 
de  teasing,  percentage-M  ise. 

NBC  found,  f <  >r  example,  thai  dur- 

ing the  1:00-5:00  pan.  peak  Saturday 
period  out-of-home  listening  was  I1 1 

of  in-home  thi>  year.  Lasl  year's  Niel- 
sen figure  was  23.(>' ;  (or  25.1$  in 

terms  of  local  time).  During  the  8:00- 
9:00  pan.  period  on  weekdays  the  old 

figure  was  7.2%,  the  new  figure  H>',  . 
1 1  an)  form  ol  <la\  -l>\  -day  non-home 

listening  measurement  i-  sel  tin  next 
year,  the  likelihood  is  thai  it  will  be 
a  Nielsen  measurement  of  auto  listen- 

ing.  \  lot  depends  on  whether  Nielsen 
can  develop  a  practical  amlimeter  to 

do  this.  Nielsen  technicians,  it's  known. 
are  working  on  a  simpler  type  of  amli- 

meter and.  if  they  are  sue  e--ful.  it 

ma)  be  used  for  local  radio  measure- 
ment as  well  as  auto  listening. 

Nielsen's  non-home  listening  figures 
for  \{)r>2  showed  that  auto  listening 
was  two-thirds  of  all  non-home  listen- 

ing. The  rest  of  non-home  listening  is 
in  public  places. 

The  importance  of  auto  listening 
has  also  been  recognized  by  the 

Broadcast  Advertising  Bureau.  BAB 

measured  auto  listening  among  cars  in 
USe  in  L952  and  this  year  refined  its 

information  l>\  relating  it  to  the  num- 

ber ol  cars  actually  on  the  road.  With 
the  latest  information,  advertisers  can 

estimate  the  probable  number  of  auto 
radios  turned  on  in  metropolitan  areas 

of  various  sizes  by  hours  of  the  day. 
BAB  also  made  studies  of  e\tra-set 

listening  in  metropolitan  areas  this 

year  and  last.  *  +  * 

►   Television's  costs 
While  television  became  more  ex- 

pensive in  L953  then  it  had  been  in 
1952  the  main  reason  was  that  adver- 

tisers were  paying  for  more  circula- 
tion. 

Talent  and  production  cost-  seemed 
to  have  reached  a  peak  and  even  dipped 

a    hit.     |  See    "Have    t\     show 
i'  i.  bed    theii    ceilin  sponsor,   21 

Septembei  1953).  Vverage  show  costs 

to  advertise] -  tin-  fall  went  up  at  only 

one  network,  ABC,  which  i  aim-  up  with 
a     hat'  h     id     new     -In.u  -     follow  in  ■     tin 

\  B  I '  I  mei  •  i .  \  sponsor  an  dj  -i- 
put  the  \l'.<  average  at  -I  1,000  this 
season,  i  ompared  w  ith  112  »00  lasl 

fall.  I  In-  1953  vs.  1952  i  ompai  isons 
at  the  othei  networks  were  a-  follows: 

(  BS,  118,000  vs.  $20,1   :  NBl  .  119,- 
  \-.  $20,500,  and  liu  Mont,  $6,  iOO 

both  years. 

\\  bile  advei  tisei 9  an-  keeping  show 

undei  •  ontrol,  the)  have  !"•>•' 
in-  ..ut  hi., re  money  f« . r  the  new  t\ 

stations  <  oming  on  the  ail  al  sin  h  ■> 

rapid  rate  I  In-  lap.  ing  of  time  in 
new  markets  invariably  means  a  bighei 

cost-pei  1 ,000  However,  foi  network 

advertise  r-  tin-  .i  Idling  •>!   new   outlets 

mean-   program    prodw  ti   t    pei 
market   goes  down.     In   addition,  the 
•  ..-i  pei  I  .mill  i,,,  timi 

down    in   established   h    markets   and 
-nine  advertisers  have  found  that  this 

-av  ing  more  than  compens  !'•-  f..r  the 
in  reased  •  ost-pei  I  000  .>f  new 
kets. 

Long    Island's    amazing 
Nassau    County    ranks 

4th 

nationally    in    EFFECTIVE 

BUYING   Power:   $8,071.00 
59%    above   U.   S.   average 

(Salr>    Management  I 

WHLI 
"THE  VOICE  OF  LONG  ISLAND."  has  a 

larger  daytime  audience  in  the  big  booming  major  LONG 

ISLAND  MARKET  than  any  network  or  combination  of  in- 

dependents   •  •  [Conlan  i 

WHLI 
HEMPSTEAD 

LONG  ISLAND.  N.  Y. 
Paul   Codofsky,   Pres. 

Represented  by  Rambeou 

AM   1100 

F  M   98.3 

28  DECEMBER   1953 
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WMRY/^ 
AU  COMPETITIVE  NEGRO  PROGRAMMING 

*       29  out  of  38  quarter  hours 

ALL  NEW  ORLEANS  INDEPENDENT  STATIONS 

*       36  out  of  46  quarter  hours 

ONE  OR  MORE  NETWORK  STATIONS 

A       39  ouf  of  46  quarter  hours 

TWO  OR  MORE  NETWORK  STATIONS 

*       23  ouf  of  46  quarter  hours 

THREE  NETWORK  STATIONS 

*       9  ouf  of"  46  quarter  hours 

As  a  market  buy  or  a  Negro  Market 

buy,  WMRY  measures  up.  Our  MP 
Plan  Merchandising  Service  meas- 

ures up,  too. 

*Pulse  of  N.  O.  (Sept.-Oct.) 

I   GillPerno,    Inc. -Natl    Rep 

i &$&b&ba?9a?<>&'tia?iia?>i&'*&'iia?it&']ia?\ 
h 

The  NEW  YEAR 
&  I 

will  bring  TV 

I    to  Western   Montana    | 
i  § 

by  July  1st I  i 
§  or  else!  S 

!6e  Art  THatfa  Stetouu 

CBS KGVO 
5000    W 

1290 

ART  MOSBY,  Mgr. 
MISSOULA 

MONTANA 
THE    TREASURE    STATE    OF    THE    4(1 

Representatives: 

Cill-Perna,  Inc. 

N.  Y.,  Chi.,  L.A.,  and  S.F. 

TV— July  1.  1954 

Experience  with  tv  production  has 

taught  both  advertisers  and  networks 
new  ways  of  saving  money.  Edward 

.1.  Stegemen,  program  budgets  mana- 
ger for  NBC  TV,  told  sponsor  that 

careful  planning  and  scheduling  is  the 

most  important  cost-saving  factor  in 

tv  production.  He  stressed  that  having 

a  script  ready  on  time  is  vital.  When 

a  script  is  submitted  on  schedule,  he 
pointed  out,  there  is  less  likelihood  that 

many  emergency  expenses  will  sud- 
denly crop  up.  It  gives  the  producer 

or  director  time  to  shop  for  talent  and 

puts  them  in  a  better  bargaining  posi- 
tion. It  also  allows  them  time  to  come 

up  with  cost-saving  devices,  such  as 
rear-screen  projection  and  split-screen 
scenes   (which  permit  smaller  sets). •  •  • 

>    Television  unions 

Labor  costs  in  the  broadcast  indus- 

try will  level  off  through  1954. 

But  this  blunt  statement  needs  modi- 

fying. Union  contracts  in  radio  and 

television  are  usually  negotiated  to  ex- 

tend over  a  two-year  period  or  longer. 
It  is  impossible,  therefore,  to  compare 
1954  labor  demands  with  demands 

made  during  1953  —  different  unions 
are  involved,  and  different  work  cate- 

gories covered.  However,  the  feeling 

prevails  among  agencies  and  networks 

that  sponsors  are  paying  top  produc- 
tion prices  now  in  television,  and  that 

networks  will  take  a  firmer  stand  than 

ever  in  trying  to  hold  the  cost  line. 

Several  key  unions  will  be  negoti- 
ating for  new  contracts  during  the 

coming  year.  Many  of  these  contracts 
will  be  discussed  by  union  leaders  with 

the  labor  negotiators  of  the  radio  and 
tv  networks  in  joint  sessions. 

The  most  significant  single  event  in 
tv  labor  relations  to  occur  in  1953  was 

the  negotiation  and  signing  of  the  2 
March  Screen  Actors  Guild  contract. 

This  contract  put  into  effect  the  princi- 

ple of  re-use  payments  to  performers 
appearing  (either  on  or  off-screen  I  in 
television  film  commercials.  Use  of 
film  commercials  was  limited  to  no 

more  than  two  years  after  production 

and  editing;  cutting  of  commercials 
was  further  regulated  by  the  union. 

Performers*  re-use  payments  varj  ac- 
cording to  the  number  of  markets  in 

which  a  particular  commercial  is 
shown  and  the  number  of  times  it  is 

used  within  each  13-week  cycle. 
The  effects  of  this  SAG  contract 

were  manifold.  Film  producers  began 
to  devise  various  techniques  to  cut  the 

cost  of  talent  to  be  used  in  a  commer- 

cial, without  affecting  the  sales  im- 
pact of  the  film  itself.  Commercials 

using  more  voice-over,  table-top  pho- 

tography and  product  demonstration, 
animation,  documentary  sequences  and 

-injile  announcers  began  to  replace  the 
lavish  dramatic  commercials. 

After  living  with  the  SAG  provisions 

for  10  months,  agencies  and  indepen- 
dent producers  agree  that  use  of  film 

commercials  by  national  and  regional 

sponsors  was  not  affected  materially. 
Advertisers  who  had  been  on  the  fence 

about  using  tv  might  have  been  affect- 
ed initially  by  the  increased  cost  of 

film  commercials.  However,  shortly 
after  the  contract  was  signed,  both 

agency  and  independent  producers  de- 
vised production  techniques  that  cur- 
tailed talent  costs  without  damaging 

the  quality  of  the  commercial. 
\^  bile  no  official  figures  are  avail- 

able on  1953  employment  of  SAG 
members,  fewer  performers  were  used, 

at  first,  per  individual  commercial 
when  the  contract  went  into  effect. 

Since  August  commercials  have  been 
starting  to  use  more  performers  again. 

The  major  effect,  however,  of  the  SAG 

contract  in  the  field  of  labor  negotia- 

tions was  to  entrench  the  re-use  princi- 

ple more  firmly  than  it  had  been  previ- 

ously established.  *  *  * 

*■    Radio's  sales  plans 

The  big  news  in  network  radio  sales 

plans  this  year  was  NBC's  new  offer- 
ings, called  by  SPONSOR  the  Three 

Plan  and  the  One  Plan.  The  purpose 

of  the  plans  was  to  open  up  network 

radio  to  small  and  medium-budget  ad- 

vertisers. But  like  NBC's  Operation 
Tandem,  now  dead,  and  the  special 

sales  plans  of  the  other  networks  their 
attractiveness  to  advertisers  also  lies 

in  the  way  they  can  disperse  the  spon- sor's  message. 

Tandem-type  plans  allow  the  adver- 
tiser to  buy  one  or  more  commercials 

in  a  variety  of  shows  and  thus  reach 

more  different  homes  than  he  could  if 
he  bought  one  show  with,  say,  three 
commercials.  Naturally,  not  everybody 

is  interested  in  dispersion.  Many  ad- 
vertisers prefer  to  hit  the  same  homes 

many  times  with  three  commercials  in 
the    same   show. 

NBC's  new  plans  depart  from  the 
pattern  of  the  past  in  that  none  of  the 

shows  concerned  are  half-hour  presen- 
tations and  the  sponsor  can  buv  into 

daytime  segments.  The  Three  Plan  is 

composed  of  three   15-minute  five-day 
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>iii|i^.  One  ia  in  the  morning  [Second 

Chance  I .  one  in  i  ht -  afternoon  '  //  I'm  ■* 
to  Be  Vuriicih  and  one  in  the  evening 
(Fibber  McGee  and  Wo/Ai.  The  mini- 

mum buj  ia  three  one-minute  pai  ti<  i- 
pationa  per  week  for  four  consecutive 

weeks.  The  client  can  buj  three  partici- 
pationa  in  the  Barae  Bhow  il  he  wants 

but  be  can't  get  more  than  one  com- 
mercial |>fi    15-minute  program.    Die- 

counta  run  up  to  8'  I    for  1 56  or  i   c 
participationa  in  a  year  hut  the  dis- 

count Bchedule  cannot  be  combined 

with  other  NBC  Radio  buys.  Purchas- 
ers include  Louis  Howe  Co.  (Turns) 

and  Paper  Mate  IVn  Co. 
The  One  Plan  takes  in  two  shows, 

The  Big  Preview,  a  one-hour  record 
show  on  Saturda)  mornings,  and 

//  eekend,  NBC  Radio's  two-hour  Sun- 
da)  afternoon  newspaper  of  the  air. 
These  ahowa  are  especial!)  tailored  t<> 
the  small-budget  advertiser.  Like  NBC 
I  \  s  earl)  morning  program,  Today, 
the  client  can  bu)  one  commercial  in 

either  one  if  lie  wants.  I'un  lia-n- 
have  included  B.  F.  Goodrich. 

The  CBS  Radio  Power  Plan  will 

atari  the  new  year  with  openings  for 

two  sponsors.  Nescafe  dropped  <>ut  in 

October  and  Brylcreem  \\ill  drop  out 

at  the  end  of  the  year.  P&G'a  Lava 
Soap  is  signed  up  for  the  first  13  weeks 
of  1954 

The  MBS  Multi-Mes-agc  Plan,  a  fi\  <•- 

show  selling  gimmick,  has  heen  con- 

spicuousl)  successful.  It  ia  more  flexi- 
ble than  the  Power  Plan  and  the  now- 

defunct  Operation  Tandem,  allowing 
the  advertiser  to  buy  one  commercial 

it  he  wishes  and  spreading  four  com- 
mercials rather  than  three  over  each 

show.  The  plan  goes  into  1954  three 

quarters  sold  out.  Clients  for  L954  in- 
clude Camel,  S.O.S.,  P&G  and  Bromo 

Seltzer.  There  is  one  participation  open 

on  Tuesday,  Wednesday  and  Thursda) 
and  two  on  Fridav. 

Mutuabs  revolutionary  compensa- 
tion plan  for  affiliates  was  tossed  out 

the  window  last  month  but  not  before 

it  created  a  big  stir  in  broadcasting 

circles.  The  proposed  scheme  would 
have  worked  as  follows:  The  network 

would  broadcast  five  hours  of  pro- 

graming per  day  for  which  the  sta- 
tions would  not  get  compensated.  In 

return,  the  network  would  broadcast 

14  hours  a  week  of  programing  which 

the  stations  could  sell  locally  or  to  na- 
tional spot  clients  and  keep  all  the 

money.   The  theory  was  that  the  addi- 

tional mone)  1 1 1 >•  network  would  get 
l>\  keeping  all  the  in  ome  From  ita  in  e 
dail)  tic .ii i -  ,,t  programing  would  be 

used  to  put  on  bettei  - 1 1 < . w  ~ .  \  strong 

roup  oi  MBS  affiliates  wouldn't  bu) 
the  idea,  however. 

Mutual  also  has  something  it  calla 
the  Pinpoint  Plan  which  i-  not  bo  much 
a  plan  a*  an  offei  to  advertisers  of  m\ 
available  commen  ia]  segment,  in  whole 

or   in   part,  On  tin-  network. 

\1!C  Kadi.."-  Pwamid  Plan,  like  Op- 
eration Tandem,  is  a  casualty.      *  *  * 

►    T/i<»    1KC-I rPT  mrrger 

Now  that  the  marriage  of  the  Ameri- 

can Broadcasting  Co.  and  I  nited  Para- 
mount Theatres  ha-  been  consummated 

and  the  first  offspring  delivered,  those 

in  and  around  the  broadcasting  indus- 
try  are  making  their  fir>t  appraisal 

The   appraisal    must    necessarily   be 

tentative  since  ABC's  revitalized  tv 
programing  (radio  is  being  revamped 
at  a  slower  pace)  has  not  been  on  the 
air  long  enough  to  show  what  that 
final  arbiter  of  network  success  or  fail- 

ure;— the  U.S.  audience — reallv  thinks. 

Early  rating  returns  have  surprised 

nobody.  They  show  that  the  estab- 
lished shows  like  the  Lone  Ranger, 

Ozzie  and  Harriet  and  the  Stu  Eruin 

Show  lead  in  popularity  among  ABC's 
video  offerings.  The  number  one 

ABC  TV  show,  according  to  Nielsen's 
second  November  report  was  Ozzie 
and  Harriet  with  a  31.2  rating.  Of  the 
new  shows,  the  U.S.  Steel  Hour  ranked 

highest  with  a  24.6.  Practically  ever) 

show  on  the  web  got  a  higher  rating 
in  this  November  report  than  at  its 

fall  premiere — some  bv  large  margins. 
These  figures  have  cheered  the  ABC 

hierarchy  who  don't  underestimate  the 
toughness  of  the  struggle  ahead.  They 
feel,  though,  that  shows  must  be  given 

a  chance  to  prove  themselves  and  hope 
the  sponsors  feel  the  same. 

As  for  radio,  the  outlines  of  ABC 

strategy  are  becoming  clearer.  A  re- 
shuffle and  promotion  of  personnel  late 

in  October  further  separated  manage- 
ment of  the  radio  and  tv  networks.  Re- 

search and  sales  development  are  now 

split. ABC  Radio  program  plans  for  1954 

will  concentrate  on  story-type  pro- 

grams in  the  morning  with  mostly  mu- 
sic planned  for  the  afternoon.  For  the 

evening  ABC  will  put  on  an  important 

program  using  a  big-name  personality 
as  disk  jockey.  The  net  is  also  plan- 

ning an  evening  radio  show  of  tv  gos- 

sip and  chit  chat.  *  *  * 

WHY  BUY 
WHAT  YOU 
DON'T  NEED? 

KUDL  hai  „||  fh, 

power  you  need  to 
jell  the  big  KC 

Market 

PLUS: 
Programming 

Top   Rating 

Sensible    Rate 

KUDLsk 

Town     to    Town 
Local   Coverage 

KDKD 

GREATER  KANSAS 

CITY  TRADE  AREA •  KOKO 

KUOl— KANSAS  cur 
KOKO — WARRfNSBURG 

KDKD— CLINTON 

KWJJ 
CIVUM  ADVERTISER 

BIG  BARGAIN" "How"  you  say  to  KWJj.  Chief  of 
Northwest  Independents  .  .  .  and 

he  tell  you  "how".  He  trade  you 
whole  Oregon  country  for  little 
wampum  .  .  .  with  plenty  strong 

smoke  signals.  He  show  you  how  to 

scalp  competitors  .  .  .  with  no  reser- 
vation! Join  Chief  KWJ]  s  tribe  of 

happy  warriors.  r< 

National 

Representative BURN-SMITH    CO.    INC. 

KWJJ 
1011  S.W.  6th  Ave.      ys 

PORTLAND  5, 

OREGON 
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SALINAS,  CALIF. 
5000   WATTS 

Saturate  California's 
Newest  Metropolitan  Area 

with  the 

CLOVER  LEAF 

STATION 
at  half  the  cost  of 

using  separate  stations. 

HERE'S  THE  STORY . . .  LEAF  BY  LEAF 

SALINAS  $58  Million  Retail  Sales 

MONTEREY  $35  Million  Retail  Sales 

SANTA  CRUZ      $42  Million  Retail  Sales 

WATSONVILLE  $27  Million  Retail  Sales 

Put  them  all  together  for. 

ONE   STATION    COVERAGE 

of  these  four  cities  and  the  rest  of 

this  Half-Billion  Dollar  Market 

K 
SALINAS 
CALIFORNIA 

REPRESENTED  BY  WEED  &  CO. 

Arthur  C.  Nielsen,  president  of  the  research 

company    bearing   his    name,    hel]>ed   observe 
its    thirtieth    anniversary    this    month    by 

announcing:    A    new    national    tv   ownership 
census,    establishment    of    New    Zealand    offices, 

inauguration    of   a    monthly   Food-Drug   Index 
audit  for  manufacturers  and  additions  to  the 
siope    of    the    Radio-Tv   Index.     Reporting   on 
his  30  years   in   the  field,  Nielsen   said: 

"Marketing  research   is  no  longer  an   experi- 

ment   or   a   luxury.     It    is    a    necessity." 

Richard  E.  Jones,  executive  vice  president 
of  Northern    Pacific   Radio    Corp.,   purchasers 

KXLY-AM-Tl ",  Spokane,  say  the  area  offers 
unparalleled    business    o]>portunities.    His   firm 

//aid  $1,723,000  for  the  stations,  which   had  been 
principally  owned   by  Ed  Craney  and  Bing  Crosby. 
Jones   is  a  former   vice   president   of   the   Storer 
Broadcasting  Co.  where  he  had  charge  of  the 
Northern  District  for  Storer.    Until  recently 
he   was   manager  of    WABD,   New   York,  and 

director  of  Du  Mont's  o&o  stations. 

Paul    If.    Haunter,    one   of  pioneer   station 

representatives    (he's    been   in   field   since    1932), 
recently  acquired  the  0.  L.  Taylor  Co.    Raymer 

adds  nine  am,  five  tv  stations  to  his  list  in  Far 

West,  Southwest — "to  better  serve  both   agencies 

and  stations."    Raymer  takes  over  Taylor's  Dallas 
office,  adds  Stewart  Kelly,  Bates  Halsey    (formerly 
Taylor  account   executives)    to  expanded  I\eiv    York 
office.    A  Cornell  graduate,  Raymer  was  in  agency 
business  from  1921  to  1932.  at  one  time  published 
a  newspaper,  and  was  in   the  Navy  Air  Corps. 

O.  L.    (Ted)    Taylor  last  month   withdrew 
from  station  representation  field  after  10  years. 
lie  II  concentrate  on   his  own  stations.  KANS, 

Wichita,   and   KRGV-AM-TV,    Weslaco,   and  his 
application   for  tv  channel  3  in    Wichita.    He  was 
reported   to   have   placed   several   million    dollars 
worth   of  business  annually  on   the  37  am,   12   tv 
outlets  he  represented.    A   new  company,  under  the 
name  0.  L.  Taylor  Co.  but  not  connected  with  Ted 
Taylor  or  Paul  H.  Raymer  Co.,  will  represent  most 
of  the  remaining  stations  not  taken  over  by  Raymer. 

98 SPONSOR 



►»•    Post-freeze  tofoulflM 

li  ifl  doubtful  if  an]  I  .S.  industr) 
baa  ever  grown  as  fa-t  as  television 
broadcasting  has  during  the  pasl  year. 
\\  iih  the  ending  of  the  freeze  on  new 
t\  station  construction  in  the  spring  "I 
1952  new  stations  dribbled  on  slowlj 

at  first,  with  perhaps  .1  dozen  new  out- 
lets <>n  the  air  In  the  ••nil  of  '52. 

Through  '53,  however,  with  the  F(  ( 
grinding  out  approval  of  construction 
permits  l>\  the  score,  new  stations  came 
on  the  air  al  a  furious  rate,  Bometimes 

hitting  a  one-new-station-a-da)  pace. 
B)  31  December  the  number  of  stations 
which  make  their  debut  this  year  will 
total  about  250.  Together  with  the 

pre-freeze  Btations,  this  means  a  grand 
total  of  about  360  stations. 

\iul  next  year?  Listen  to  Richard 
Dunne,  director  of  media  research, 
SSCB: 

"If  competition  is  the  life  blood  of 
trade.  1954  should  be  a  much  healthier 

year  than  L953.  There  will  he  a  hack- 

log  of  250  construction  permit  hold- 
ers  who  will  undoubted!)  make  ever) 

effort  to  get  on  the  air  before  mid- 

summer. Failing  that,  the)  will  un- 

doubted!) he  on  the  air  by  the  year's end. 

"Therefore,  we  can  definitely  count 
on  about  600  outlets  for  tv.  In  the 

meantime,  there  are  applications  in 

hearing  and  it  is  not  difficult  to  an- 
ticipate the  fact  that  we  may  have  as 

many  as  700  stations  on  the  air  at  the 

end  of  the  year  or  approximately 
twice  the  number  with  which  we 

started. 

'"If  am  one  is  interested  in  a  healtln 

competitive  atmosphere,  they  will  cer- 

tainly have  it  in  tv."  *  *  * 

*■    Business  outlook  for  *S  i 

Business  will  be  down:  advertising 

up. 

That  seems  to  be  the  overwhelming 

consensus  among  manufacturer,  re- 

tailer and  adman.  One  thing's  certain: 
1954  will  be  the  year  of  hard-sell. 

Here's  how  Dr.  Sidney  Alexander. 
CBS  Inc.  economist,  forecasts  the 

trends  in  radio  and  tv  in  1051: 

'"Television  may  very  possibly  go 
unscathed  through  one  recession,  just 

as  radio  did  during  the  depression  of 

the  1930"s.  Since  tv  growth  is  on  the 
upsurge,  a  national  business  set-back 
is  likely  to  slow  down  this  growth  and 

make  selling  tougher  but  not  halt  it 

entirely,  unless  the  national  picture 

changes  far  more  drastically  than 

seems  indicated  at  the  moment.'' 

»>         Itcillill      H      (<>|>     < .it'll.   « 

Pro»  tei  8  ' lamble  hi-.nl-  tin-  rostei  "I 
top    L953    radio    network    spenders. 

sponsor's     surve)     of     station     reps 
seemed  to  indicate  that  Pro  tei  >>  ( ■ 

ble  also  holds  top  plai  e  .1-  ■>  spot  1  1 
illn    ll-ri  . 

PIB  figures  (Januar)  through  Sep- 
tember 1953  I  lists  195  I  nriu.uk  radio 

advei risers  b)  Bize  "I  net  radio  bud  ■<  1 
a-  follows: 

Proi  ter   &   Gamble 
\lilrs  Laboratory  1 

General  Foods 
Gillette 
(  olgate-Palmolix  e 

Let 11 
l.iiii  nil    Wills 
Sterling  Drug 
hurra  mi  Home  Prod. 

Liggett  &   Myers 
$1" 

.  1 

1  995,726 

1  1  . 1,112,447 

3,741 
3,3  Ui.  1 1 1 3,155,717 
3,1  14,711 

To  determine  the  top  spot  radio 

users  in  l').").'!.  si>n\-ou  siirve\ed  lead- 
ing station  reps.  Most  frequentl) 

picked  out  as  major  spot  radio  spend- 
ers were  the  following  10  clients,  in 

alphabetical  order:  Colgate-Palmolive; 
General  Foods:  General  Mills:  Grove 

Laboratories:  Procter  &  <  lamble:  B.  J. 

Reynolds;  Standard  Brands;  Sterling 

Drug:  Yiek  Chemical  Co.;  Whitehall 

Pharmacal.  Most  of  the  reps  queried 

by  SPONSOR,  however,  named  I'm  ter 
&  (iambic  as  the  biggesl  Spol  radio 
user. 

Other  advertisers  <  ited  as  heavy  spot 
radio  users  in  1953  were  \merican 

Home  Products.  American  Tobacco, 

Best  Foods,  Broun  \  Williamson. 

Charles  Antell.  Continental  Baking, 

Ford  Dealers.  Kellogg,  Liggett  &  My- 

ers, Mennen,  Lydia  Pinkham.      *  *  * 

►    Television's  top  clients 

Top  tv  spender,  both  in  spot  and 

net,  is  Procter  &  Gamble,  with  Colgate 

Pahnoli\e  ranking  second  in  network 

t\  budget,  and  Brown  \  \\  illiamson 

Tobacco  ranking  second  in  use  of  spot 
t\. 

PIB  figures  (Januar)  through  Sep- 

tember 1953)  rank  the  top  10  network 

i\  spenders  with  their  budgets  to  date 
in  the  following  order: 

Procter  &  Gamble 

gate-Palmolive 
R.  J.  Reynolds 

$10.%  un 
8,153,483 
6,524,376 

56,084 

1,6] 
4,472,182 1.298.761 

1,125,044 3.970,754 
3.930.281 

American  Tobact  0 
General  Foods 

f.issett  &  Myers 
Gillette 

Lex  er  Proa. 
General  Wills 

General  Motors 

Rttraltnuch    Rr/itrt    list-    the    t .» |»    J."»    -pot    tl     n->  r. 
Hiirinc  the  first  three  quarters  el  1953.  Dnrinfl 

lh.'  first  quarter,  listing  atlie rllae  n  bj  'He  n u m I. •  r 

of  sehedule-  ami  markets.  tne  2d  major  t»  sprn.l- 

rrs  ittTp:  rrorlrp  X  Gamble.  Hrnv  n  X  William- 

son. General  I'oml..  Standard  Rran.ls.  Rnlnxa. 
Coli:ale-Palnioli\  e.  National  Risenit.  Mile*  Labora- 

tories. Milliamson  Canrlv.  KeHogn;.  Sr,.nlan  Rro«.. 

Tonl.    Ron. on.    R.    J.    R,  wiol.ls.    Philip    Morris.    The 

sos      Ca        I       Peeking     <  ..        Miller     Brewing, 

Naah      Malai         11....  .1. 1       PerlSi      '  ••■■•'      I 
11,1   1,. 1   ».. .        u  ,ii,         Haw  I    Mil,..,.        I  tad 
o.r   i«r,,i,  .1.1  ill    plaet    daring    Ina    Sral    najaett 
1  ■<  .  1    ... ..     11...  1.  ..     1      1   ii 

11., •  1...    ii   1    qa  .-••  -      1  r  .,.- 

baaah  II  1       irked  ap    1     1..11..-        r.  .....    a    I 
1.1.       Ii,..-,,     .\     u  ,1    1  Bala* a,     1 

11,..         -1  ....1  ...1     11,  .,,.1       1   ,  ,1     1    1       I  ..l,.tr. 

I'   1,..        \i...  1   In.  I.        Mil  1 

n   jI    11         11       «  .  ■   tady, 

K.  11..         11.    1    1    1      i-  n... ..     11.., .1,.. 

Kraft      II     J     n   Id       P  ipi  •   M    •■      !«.•  ..I    Peeking 
'  ..  .     1.1.  ..    Proi   \     I  Ink    I-....I...  1 1.  .    Predat  1 

III.-     ro.l.r     ..I      ll..      J",     lap     .|...l     I.      .1., r.     <lurl»( 
ii,.-    ilnr.l    qn art  1  ■    •  ■'     I9S3    leet  ■    llkt     il.i        1 
I..    I    1. in. 1. 1.      11...-.,    A     Willi..   ,,      I        Mil.. 
1  aboratei  U         Bala    •      Cel    tie-P  .1   II 
I'r.i.lii.  I  I   I    I  I    1, it.. 1,  N.I   .1        lli 

I'..    1    I   1       11      I     11   1.1.     I  .    . .    11...        Cenarel 
Hill        No,.  , ,.  ia    •  In,  1.      11        I       Nana 
1  ..  I.,,,,.       <  ..       I  .  ha     A      I  ink     I', ...1.1.  1         K 
I  ..r.l     Dealer  .     11.., .1.,.      Standard     Brandt       In... 
I',  ...I,,.  1.       ii,.  .,1      Pa<  k ,,.        ■  ..        1   ral      I   1 s   I)   -      ... 

*    #    * 

►    ifm/io-i  »■  retemreh 

Biggest  research  developments  in 
L95 1  w  ill  be:  Vdvertisii  Ri  -••  in  h 
Foundation's  reports  on  the  an  rating 
muddle:    the    Inn. I    In    measure    OUt-of- 

home  listening  more  a<  i  urate!) ;  '  BS1 
lin. on  in-  anew  oi  an  \.  <  .  Mielsen  t\ 

set  census  b)  -  ounties,  dm-  in  Januai . , 
Here  are  Beven  of  the  big  research 

developments  in  aii  media  in  L953: 

1.  \BF  investigation  of  the  air  rat- 

ing services  (and  separate!)  of  the 

pi  ml  1 . 

2.  Publication  of  Nielsen  and  Stand- 
ard \uilit  .in.l  Measurement  Sen  i<  es 

(SAMS)  coverage  figures  for  radio 
and  t\  Btations  in  I  .  S. 

3.  Spurring  of  interest  in  out-of- 

home  and  extra-set  listening,  1 1  i  _■  1 1  - 

lighted  b)  Nielsen's  agreement  in  in- 
stall more  Nielsen  multiple-set  \udi- 

meters  (which  measure  up  to  four  ra- 
dio or  t\    sets   in   a   home'    I   nform 

to    the    Nielsen    estimate    of    homes 
w  i tli  more  than  one  Bet 

4.  Increase  in  tv  markets  with  lift- 

ing of  freeze  phi-  ending  oi  one-station 

markets  creating  demand  for  competi- 

tive information  —  including  sp 

surveys  on  uhl  homes.  \ll  rating 

services  expanded  t\  market  coverage, 

5.  Trendex  went  into  radio  tele- 

phone coincidental  a-  <nirelar\  to  it- 

t\  service.  Different  interview  periods will  be  used. 

6.  Hooper  completttl  first  year  with 

diary  and  "duplex"'  <  oin<  identa]  as •  heck  on  tv  ratii  gs. 

7.  Three   important   studies   of  air 

media-    size    and     impact     releas 

Life's  "  \  Stud)  of  Four  Media,"  slmw- 
_r>>—  .unlit  in  (>  and  duplii  ated  audi- 

ence of  five  t\  and  fmir  radio  sh<>u- 

in  comparison  with  magazines  and 

newspaper  supplement-:  NBC  I  \ '- 
Stud)  of  brand  suitihin_r  tailed  "\\  h\ 
Sales  Come  in  Curves":  and  Christal 

-tations'  qualitative  radio  stud\ .  *  *  * 
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1954  can  be  radio's  biggest 
What  with  new  and  continuing  tv 

excitement  in  many  markets,  some  in- 
dustry voices  are  predicting  that  radio 

is  in  for  an  especially  rough  1954. 

To  the  contrary,  the  new  year  can 

well  prove  to  be  radio's  best. 
This  is  not  mere  wishful  thinking. 

A  careful  look  at  the  signs  reveals  that 
in  1953  there  has  been  a  definition  of 

purpose,  a  mental  conditioning,  an 

improved  modus  operandi  among  ra- 
dio broadcasters  that  should  bear  fruit 

in  1954. 

Here  are  some  of  the  signs: 

1.  The  radio  industry  is  beginning 

to  realize  the  inadequacy  and  super- 
ficiality of  its  selling  methods;  can  be 

counted  on  to  provide  better  competi- 

tion to  the  hard-selling  and  often  di- 

rect-selling print  media. 
2.  There  is  much  to  be  said  for 

nighttime  radio.  Agencies  especially 

are  buying  the  idea  that  personal  and 

multiple-listening  in  the  home  is  big- 
ger   than    the    rating    services    show. 

Furthermore,  sponsors  who  dropped 

radio  just  to  be  able  to  buy  tv  are  re- 
turning. The  pendulum  swings  back. 

And  with  excellent  time  buys  and  re- 
duced program  costs,  nighttime  radio 

should  gain  increased  favor  in  1954. 
3.  Studies  soon  to  be  published 

(sponsor  plans  one  in  January)  will 

clearly  prove  that  radio  is  the  bargain 

buy  among  advertising  media. 
4.  Radio  research,  qualitative  as 

well  as  quantitative,  is  increasing. 
Most  of  it  is  mature  and  believable  re- 

search, too. 

5.  Spot  radio  is  an  accelerating 

medium;  1954  is  likely  to  be  its  big- 

gest year  by  far. 

6.  The  nets  can't  forget  radio  in 
1954.  Pat  Weaver  at  NBC,  tagged  by 

many  as  "a  tv  man,"  will  give  the 
Fineshriber  &  Cott  radio  team  every 

opportunity.  CBS  is  on  top  and  doesn't 
intend  to  lose  ground.  ABC,  which 

has  high  hopes  for  its  radio  network, 
should  unveil  its  radio  bag  of  tricks 

before  many  months  are  out.  Tom 

O'Neil  at  MBS  is  a  fighter  who  has 
already  shown  his  mettle.  He  has 

plenty  at  stake  in  radio. 
7.  Out-of-home  radio,  backed  by 

research  on  both  network  and  local 

levels,  will  command  attention. 

8.  Radio  broadcasters  in  many  cities, 

as  well  as  the  networks,  are  finally 

recognizing  the  futility  of  battling  one 

another  (frequently  a  battle  of  the 
rating  services)  and  are  going  after 
new  business.  This  will  create  new 

radio  revenue. 

9.  BAB,  despite  its  growing  pains, 

is  tooling  up  for  a  big  1954,  including 
considerable  effort  on  the  national 

front.  Among  the  tools  is  a  budget 
of  some  $700,000. 

10.  New  opportunities,  such  as  the 

now-organizing  Negro  Network,  will 

expand  1954  radio. 

No,  radio  is  not  a  declining  medium. 
We  look  for  radio  to  show  the  adver- 

tising industry  a  thing  or  two  in  1954. 

What's  wrong  with   ratings? 

sponsor's  year-long  (though  admit- 
tedly intermittent)  study  of  the  rating 

services  reveals  three  things  funda- 

mentally "wrong"  with  them: 

1.  They  suffer  from  criticism  of 
each  other  that  is  so  severe  as  to  be 

shocking.  Many  of  them  have  run  tests 

purporting  to  show  the  other  to  be  in- 
accurate. A  man  from  Mars  might 

well  conclude  that  none  is  valid.  Ac- 

tually each  has  only  accuracy  to  sell 
and  must  strive  to  increase  it. 

2.  Broadcasters  (and  agency  ac- 
count executives)  shop  around  for  the 

highest  ratings,  not  for  the  most  ac- 
curate. Stations  will  offer,  on  occa- 

sion, to  buy  a  certain  rating  service 
if  it  can  show  them  on  top.  You  can 

well  imagine  how  this  might  tempt  the 

hard-pressed   research   organization. 

3.  Sponsors  and  agencies  too  often 

buy  and  sell  programs  on  the  basis  of 
a  few  isolated  ratings.  Their  other 

misuses  of  ratings  range  from  worry- 
ing over  their  program  ranking  on  the 

"top  10"  or  "top  25"  lists  to  a  simple 

thing  like  averaging  the  "before"  and 
"after"  programs  to  get  the  rating  of 
a  station  break. 

sponsor's  exhaustive  "What's  wrong 

with  the  rating  services?"  starting 

page  34  fully  covers  the  $5  million-a- 
vear  rating  industry.     Don't  miss  it. 

Applause 
CBS'  tv  ownership  study 

How  many  tv  sets  are  there  in  each 

of  the  3,000-some  counties  in  the  U.S.? 
How  many  can  receive  uhf? 

These  are  the  two  principal  facts 
CBS  TV  wanted  to  uncover  for  itself 

and  the  television  industry. 

To  get  the  answers  it  put  up  over 
S50.000  and  asked  A.  C.  Nielsen  Co. 

to  do  the  work.  Nielsen,  using  its  1952 

Coverage  Service  sample  of  over  100.- 
000,  has  completed  the  job.  Mail, 

phone   and    personal    interviews   were 

100 

used  during  November  to  reach  these 
homes. 

The  figures  will  be  available  to  CBS 
TV  15  January  and  will  be  released 
to  the  industry  about  1  February. 

Why  was  the  study  made? 

Says  CBS  TV's  Research  Director 
Oscar  Katz:  "County-by  county  figures 
are  greatly  in  demand  by  agencies  and 
advertisers.  We  learned  that  from  the 
enthusiastic  reaction  to  our  Mav  1 

booklet  in  which  we  made  some  statis- 

tical projections  to  obtain  county-by- 

county  figures  for  tv  sets." 

CBS  TV  deserves  and  will  get  the 

plaudits  of  the  industry  for  making 

this  survey.  But  the  job  is  an  indus- 
try one.  NBC  Research  Department 

filled  the  gap  for  awhile.  Other  worth- 
while set-count  projects  are  going  for- 
ward in  Phoenix  and  elsewhere.  It  is 

hoped  that  a  regular  industry-wide  set 
count  will  develop  as  a  by-product  of 
the  coverage  study  plan  the  NARTB 
is  working  on. 

By  year's  end  1954  perhaps  the  tv 
set  count  everyone  can  use  will  have 
emerged. 
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The  RCA  VHF  25  KW is 

COOfef  throughout ! 
IK  (  OOI.I  I)     I  MKOI  GHOI   T.    this 

2  5-KW   equipment  is  \our  answer  lor 

an  economical  bigh-powei  VHF 
plant.    Add   up   these   technical    and 
monev-sa\ inj;  advantages: 

•  RCA's  "25-KW"  operates  entirely 
without  water  pumps,  water   interlocks, 

tanks  or  plumbing  (lower  installation  and 
maintenance  expense  lor  you). 

•  RCA's  "25-KW"uses  the  lowest  priced 

P. A.  tubes  of  any  high-power  VHI  equip- 
ment (aural  and  visual  amplifiers  employ 

the  "proved-in"  K(  A- 5 762— suggested 

price,  only  $195  each).  Von  sa\e  on  tube 
replacements.  You  save  on  tube  inventor]  ! 

•  RCA's  "25-KW"— with  its  modern 

"rollback"  doors  —  eliminates  door-swing 
space  and  saves  you  monej  DJ  reduction  of 

costly  floor  area.  (Yes  — and  RCA  25-KW 
cubicles  are  small  enough  to  nunc  through 
standard  doorways,  and  in  and  out  of 
standard  elevators). 

mm 

•  IMPORTANT:  This  2^-KW  VHF  can  be 

operated/row  10  to  J5  kilowatts  (to  remain 
within  FCC  Regulations  for  100  KW  I  Rl\ 

if  you  operate  "low  band"). 

RCA  2  S-KW  VHF  transmitters  and  pow  ir 

amplifiers  are  being  shipped  to  TV  Sta- 
tions regularly.  For  a  deliver)  estimate  and 

technical  information,  call  your  R(  A 

Broadcast  Sales  Representative. 



KANSAS  CITY  IS 

+ *y»-0  & 

FREE 
to    advertisers   and 

agency   executives 

SWISG.  the  vest-pocket-size  magazine 
published  monthly  by  Vi'HB  and 
WHB-TV,  is  packed  with  interesting 
and  informative  reading  for  time 
buyers,  advertisers,  agencies,  advertis- 

ing and  sales  executives.  Articles  on 
marketing,  advertising,  research  .  .  . 

excerpts  from  John  Crosby's  Radio and  Television  Column  .  .  .  pictures, 

jokes,  quizzes  and  cartoons  .  .  .  you'll find  them  all  between  the  covers  of 
Suing.  Request  your  free  copy  on 
your   company   letterhead. 

Don  Davis,  President 

|   John  T.  Schilling,  General  Mawr 

WHBTV 
CHANNEL 
SHARING  TIME 

WITH  KMBCTV 

BASIC  CBS-TV Kansas  City 

Represented    Nationally   by 
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JOHN    BLAIR    &    CO 
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